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1. Introduction
The present research is inserted in the modern luxury hospitality industry context, where service
quality, customer satisfaction and customer loyalty are major reasons for succeeding worldwide. As
a basis for the development of the study it is, therefore, considered the importance of customers’
judgments as crucial elements in the broader spectrum of service management.
In the year 2014 guests’ preferences are not only expressed directly to the hoteliers or through
satisfaction assessment survey tools, but they are also (and especially) communicated on online
travel reviews shared on HRWs. Such social travel websites, where opinions, pictures and videos
can be shared worldwide, are more and more used by travelers to communicate on their hotel stays
in judgmental form.
The high-end traveler is no exception to such tendency and devotes an increasing amount of time to
the Internet, not only sharing, but also listening to the large amount of digital content available on
line (ILTM, 2013). As a consequence, the interested portals, such as Trip Advisor, have gained
major importance in shaping the travel decision making processes. Today they can be considered
crucial determinants of travelers’ accommodation choices, which are also shaped by hotel web
reputation.
Because of all these reasons, the author considers the decision to develop the present study on 5 star
hotel online travel reviews appropriate and up-to-date. To this extend, it has to be specified that an
“offline methodology” could encounter difficulties, specifically in accessing the sample of research.
Therefore, not only the procedure choice is suitable to the purpose of research, enabling the
researcher to carefully investigate the phenomenon, but the methodology is also considered to be
feasible for the development of the study.
What triggers the interest of the author is the assessment of Lugano 5 star hotel online travel
reviews’ main topics of discussion and related satisfaction ratings. The purpose of the process aims
to enable a broader understanding of the phenomenon and the achievement of conclusions on guests
preferences and online judgments.
The author considers the investigation interesting both from academic and management
perspectives, enabling the audience to learn the typology of content shared online by hotel guests.
Furthermore, category specific satisfaction level assessment can help hotel management identify
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hotel areas that present a stronger or weaker impact in service management. In this way a specific
and addressed service direction could be undertaken (Usta et al., 2011).
1.1.

Aim and objectives

The main purposes of the present research are to investigate which topics of discussion are covered
in Lugano luxury hotel online travel reviews and to determine category specific frequencies of
discussion and satisfaction ratings. The process is developed through a deductive online content
analysis applied to reviews gathered on the portal Trip Advisor. In addition to the qualitative
approach, a descriptive statistical analysis on the gathered information is also undertaken with the
purpose to enable data elaboration. In order to achieve the exposed purpose, the following research
questions are formed:
RQ1: Which are the hotel topics of discussion covered in Lugano luxury hotel reviews?
RQ2: Which frequencies are related to the topics of discussion covered in Lugano luxury hotel
reviews?
RQ3: Which satisfaction ratings are related to the categories covered in Lugano luxury hotel
reviews ?
1.2.

Research design

Research background: the literature review enables the author to structure a comprehensive
background for the development of research. Knowledge about luxury, luxury tourism and luxury
hotels with a focus on HRWs, web reputation and hotel areas is gained with the purpose to develop
comprehensive understanding of the area of study. The literature review drives, indeed, the decision
to determine category specific frequencies of discussion and satisfaction ratings. Furthermore, it
also determines the choice to gather the sample of research on Trip Advisor.
Data analysis: after the description of the method of research, the corpus of analysis is defined, for
enabling the process of data analysis. Lugano luxury hotels and correspondent reviews, where to
perform the content analysis, are identified to form the sample of research. Moreover, topics of
discussion covered in Lugano luxury hotels’ reviews are determined through a top down explorative
content analysis which enables the creation of a coding scheme. As a further step, data is uploaded
and categorized not only on the basis of the topic of discussion spotted in the reviews, but also
including the appropriate satisfaction rating scored.
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Data elaboration: the data gathered through the content analysis is elaborated partially on Excel
and on SPSS with the purpose to perform a descriptive statistical analysis. Category specific
frequencies are counted in order to enable the sample description and for determining the
preferences related to the topics of discussion. In addition to this, category specific satisfaction
ratings are calculated in order to assess guest satisfaction levels.
1.3.

Outline

In addition to the introductory chapter, the present research is structured in four chapters.
Chapter 2: Literature review. The literature review is organized into three sessions. In the first
session, the concept of luxury is analyzed in order to assess how the dimension was approached by
researchers and to develop an academic framework to the research. In the second session, luxury
tourism is presented with the purpose to gain comprehensive knowledge in the area of study. In the
third session, an investigation on luxury hospitality is undertaken for the provision of research
background to the corpus of analysis of the present research and the development of a theoretical
basis for the purpose.
Chapter 3: Methodology. The methodology is organized into four sessions. In the first session the
method of research implemented is outlined. In the second session the research background is
specified. The third session is dedicated to the corpus of analysis development and it is divided into
three further steps: the first step is related to the Lugano luxury hotels’ selection, the second to the
review criterion of choice and the third to the identification of the hotel categories covered in
Lugano luxury hotels reviews. The fourth and last session, which includes two steps: data uploading
and data elaboration, is related to data analysis.
Chapter 4: Results. The results are organized into four sessions. In the first session the sample of
research is described in terms of sex, age range, origin and typology of the trip of the guests. In the
second session, the topics of discussion recognized during the content analysis are outlined. In the
third session the frequencies of discussion of the predefined categories are presented and in the
fourth session the related satisfaction ratings are provided, as part of the analysis.
Chapter 5: Conclusion, limitation and future research. The chapter is organized into two
sessions. In the first session conclusions are reached, while in the second session limitations of the
study are outlined and future research is suggested.
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2. Literature review
This chapter is dedicated to the literature review and it is developed into three sessions: luxury,
luxury tourism and luxury hotels. In the first session, luxury characteristics and luxury industry
main patterns are outlined. In the second session, luxury travel, luxury traveler and the s1pecific
industry main configurations are specified. In the third session a focus on service marketing, 5 star
hotels, hotel review websites and luxury in Lugano and Como is provided.
2.1.

Luxury

Although luxury has not been researched as much as other dimensions, academic literature on
luxury does exist and the topic has been studied in multiple context, of which the principal fields are
marketing, psychology and economics. For the purpose of the present research, among others, the
contribution of Vigneron and Johnson, Dubois et al., Kapferer, Heine and Pop et al. was considered
to be valuable sources of information. In the first section of the chapter, luxury characteristics are
defined on the basis of a correspondence among different academic studies, while in the second
section the global luxury market is outlined in terms of spending per region and typology of luxury
purchased.
2.1.1. Luxury characteristics
Everything and anything can be considered luxury: what is luxury for one person, could not be for
another. For example, for some not even a limited edition Gucci handbag is luxury and for some
others water is. Therefore, the phenomenon is characterized by relativity. In relation to this, Heine
(2012) developed a theoretical framework, The Relativity of Luxury is organized into five
subcategories: “Regional”, “Temporal”, “Economic”, “Cultural” and “Situational” relativity.
Regional relativity depends on the availability of resources. Resources are, as a consequence,
considered to be a luxury due to their rarity character. For example a sunny day at the beach has
higher probability to be considered a luxury in North Europe than in Miami, where the sun rises
high most of the year. Temporal relativity depends on the perception of the resources’ luxury
character. In relation to this, it is crucial to take into account that these perceptions change over
time, mainly due to technological progress and societal trends. For example, kola was considered to
be a luxury until Coca Cola became a mass market product. Economic relativity depends on the
people’s accessibility to the resources. Therefore, the luxury perception depends on the level of
economic development. For example in Western countries cars are generally considered to be
ordinary goods while in developing countries a luxury. Cultural relativity relates to universal,
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collective and individual cultural levels. For example, Champagne is usually considered to be a
luxury in Western countries, while not desirable in the Islamic ones. Furthermore, it is essential to
underline that culture can also relate to cultural groups (ndr. subcultures). Lastly, luxury also has an
individual specific character. Therefore, regardless the origins or cultural group of belonging,
people having different values and/or backgrounds, possess different perceptions about what is
luxury. On the other hand, Situational relativity depends on the circumstances. For example in
Western countries ordinary food is usually not considered to be a luxury. However, if a person has
not consumed food for long time, this might be considered a luxury (Heine, 2012). Accordingly,
luxury can be defined as follows: “Luxury is anything that is desirable and which exceed necessity and
ordinariness. As a general rule, this is defined from a global perspective, for the present and for normal
conditions. While the exclusivity of resources is evaluated by the entire society, the desirability of resources
and the appearance of luxury are determined by the upper class” Cit. Heine (2012, p. 44)

Due to the relative character of luxury brands, it is therefore difficult to frame them. However,
researchers have analyzed existing literature on luxury in order to determine if there is
correspondence among different studies treating the topic. The research developed by Vigneron and
Johnson in 2004 and the secondary research developed by Pop et al. in 2012 were considered to be
useful sources of information for assessing the academic contribution to the domain. The research
developed by Vigneron and Johnson (2004) contributed to specify what luxury brands are and how
they have been perceived over the years. The factors describing luxury brands across three specific
studies have been analyzed and a table representing the details of the researches that have been
examined is displayed below.
MEASURING PERCEPTIONS OF BRAND LUXURY
AUTHORS
Kapferer

RESEARCH
“Why are we seduced by luxury

YEAR OF PUBLICATION
1998

brands”
Vigneron and Johnson

“A review and a conceptual

1999

Framework of Prestige-Seeking
Consumer Behavior”
Dubois, Laurent and Czellar

“Consumer rapport to luxury:

2001

Analysing complex and ambivalent
attitudes”
Vigneron and Johnson

“Measuring perceptions of brand

2004

luxury”
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Details of researchers analyzed in “Measuring perceptions of brand luxury” (source:
own elaboration)
TABLE 1:

Vigneron and Johnson (1999) defined prestige brands on the basis of five values, which were
combined with consequent motivations. The researchers propose that the preference given to the
values may refer to different prestige-seekers profiles, taking into consideration that some
customers could belong to more than one group. A table representing the findings of the study is
displayed below.
VALUES AND MOTIVATIONS OF PRESTIGE
VALUES

MOTIVATION

“Conspicuous “

“Veblenian”

“Unique”

“Snob”

“Social”

“Bandwagon”

“Emotional”

“Hedonist”

“Quality”

“Perfectionist”

Five values of prestige combined with five relevant motivations (source: Vigneron and
Johnson 1999)
TABLE 2:

As visible in the table displayed above,“The Veblen Effect”, termed by Veblen and determinant of
conspicuous values, relates to a high importance of the perception of price as a sign of prestige and
to a communal self-consciousness. As a consequence, it is proposed that consumers, desirable of
impressing others, attribute a superior importance to price, considering it an indicator of prestige.
“The Snob Effect”, termed by Leibenstein and determinant of unique values, relates as well to a
high importance of the perception of price as a sign of prestige, but, differently, to a private selfconsciousness. Therefore, in this case it is proposed that consumers consider price as a sign of
exclusivity. “The Bandwagon Effect”, determinant of social values, relates to a low importance of
the sensitivity of price as a sign of status, and to a communal self-consciousness. As a result, it is
proposed that consumers attribute less significance to price, but they consider the effect that they
can have on others with prestige brands. Furthermore, “The Hedonic Effect”, determinant of
emotional values, relates to a low importance of the perception of price as a sign of prestige and to a
private self-consciousness. Therefore, in this case it is proposed that consumers attribute major
importance to their feelings and emotions rather than to price. Lastly, The Perfectionist Effect,
determinant of quality values, relates as well to a low importance of the perception of price as a sign
of prestige and to a private self-consciousness. As a consequence, it is proposed that consumers
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feature quality as the crucial aspect of prestige brands and may consider price as support and
evidence to prove quality (Vigneron and Johnson, 1999).
In Vigneron and Johnson (2004) the term luxury was preferred to prestige, since it was considered
to embrace both personal and non-personal elements. It was, therefore, recognized as a framework
representing an equilibrium between “Personal” and “Non-personal” reasons for the consume of
luxury. In the specific, five perceived dimensions were determined and organized as follows:
consciousness, uniqueness and quality (related to non-personal perceptions) and hedonic and
extended self (related to personal perceptions). A figure representing the “Brand luxury index” is
displayed below.
BRAND LUXURY INDEX

Conspicuousness

Personal

Uniqueness

Quality

Luxury
Hedonic

Non-personal
Extended-self

FIGURE 1:

Proposed framework of brand luxury index (Source: Vigneron and Johnson 2004.)

As already anticipated, the final goal of Vigneron and Johnson (2004) was to assess the
correspondence among luxury related past research. The factors developed by Vigneron Johnson
(1999 and 2004), Dubois et al. (2001) and Kepferer (1998) were organized into three categories:
“Non-personal oriented perceptions”, “Personal oriented perceptions” and “Items without apparent
communalities”. They are displayed in the figure below.
FACTORS DESCRIBING LUXURY BRANDS
Vigneron and

Vigneron and

Kapferer

Dubois, Laurent
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Johnson (1999)
Non personal

Johnson (2004)

(1998)

and Czellar (2001)

-

Conspicuous

Elitist

Part of minority

Elitist

Extremely expensive

Price

Different

Conspicuousness Conspicuous

oriented perceptions

from

others
Uniqueness

Quality

For wealthy

-

Very exclusive

Exclusiveness

Scarcity

Precious

-

-

Rare

-

-

Unique

Its uniqueness

Uniqueness

Crafted

Craftsman

Not mass-produced

Luxurious

-

Rather like luxury

Best quality

Its quality

Excellent quality

Sophisticated

Beauty of object

Good taste

Superior

Excellence of

-

product
Personal oriented

Hedonism

Exquisite

Its great creativity

Pleasure

Glamorous

Its sensuality

Aesthetics

Stunning

Its magic

Makes life beautiful

Leading

-

Refined people

Very powerful

-

Reveal who you are

Rewarding

-

Pleasing

Successful

Knowing that few Few people onwn

perceptions

Extended self

have one
Items without

Savoir fair and

Ancestral heritage
14

apparent

tradition

and personal history

International

Superfluous and

reputation

non-functional

Long history

Makes dream

communalities

Grown out of a
creative genius
Never out of
fashion
Forefront fashion
Review of factors describing luxury brands across three studies (source: adapted to
Vigneron and Johnson 2004)
TABLE 3:

From the findings of Vigneron and Johnson (2004) displayed in the table above, a correspondence
among different studies and different factors defining luxury brands characteristics can be assessed.
2.1.2. Luxury market
The market of luxury goods is characterized by dynamism and growth (Pop et al, 2012) and the
luxury industry value has increased up to 80 billion dollars in 1990 (Vigneron and Johnson, 1999).
There are several reasons that can explain the impressive growth that the sector has experienced:
from a growing population and mobility to an increasing number of young high-end consumers, the
trend of ageing wealthier population and the growing number of individuals with higher income
(Vigneron and Johnson, 1999). Moreover, in the last years further growth was enabled by the global
luxury market, which reached a value of almost 300 billion dollars in 2013 (The economist, 2013).
The luxury goods market spending evolution by consumers’ nationality from 1995 to 2013 is
displayed in the graph below.
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LUXURY GOODS MARKET

luxury-goods market by consumer nationality in billions of Euros (source: Bain in The
Economist)
FIGURE 2:

From the graph displayed above, it can be assessed that Europe, United States and Japan are mature
luxury markets, while China is still at the nascent stage. Furthermore, Chinese luxury spending has
increased over the last years, and very fast. To this extend, it has to be noted that in 2012 Greater
China, including Hong Kong, Macau and Taiwan has turned into the second luxury market after
Europe, taking the place of Japan. In relation to this, analysts believe that, considering the young
profile of the Chinese market, it is regarded by large growth potential (Bain & co, 2012 in Mirae
Assets). Furthermore, the luxury market can be subdivided by typology of luxury goods purchased
and defined by consumer spending in billions of Euros, as is represented in the graph displayed
below.
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TYPOLOGIES OF LUXURY GOODS

FIGURE 3 :

The market as defined by consumers 1.1 t Euros (source: Bellaiche for BCG, 2013)

As is displayed in the graph above, luxury goods were identified and categorized as follows:
“Apparel”, “Leather goods and accessories”, “Watch and jewelry”, “Cosmetic”, “Luxury cars”,
“Arts”, “Home and furniture”, “Technology”, “Alcohol and food”, “Travel, hotels and yachting”. It
can be assessed that the highest luxury spending has been addressed to travel, hotels and yachting.
Following the top three are, luxury cars and technology. The top preferences declared can be
amenable to the increasing trend related to experiential luxury, a terminology that will be
introduced and presented in the next paragraph.
According to Bellaiche et al. (2012) apart from high-end consumers’ origins, one of the most
significant areas of change in the luxury market of the last years has been the shift to experiential
products. Namely, there is an increasing tendency in preferring to experience luxury instead of
owning it. Examples of experiential luxury can be exclusive safaris or spas, hospitals offering
luxury accommodation and airlines providing high-end private suites. It was assessed that in 2012
almost 55% of the worldwide luxury spending derived from luxury experiences. Furthermore, this
specific niche market is experiencing a growth 50% faster than the one only related to luxury goods
(Bellaiche et al., 2012). The experiential luxury and personal goods spending are displayed in the
figure below.
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EXPERIENTIAL LUXURY VS PERSONAL LUXURY

FIGURE 4 :

Experiential luxury and personal luxury goods spending (source: Bellaiche et al. 2012,

p. 4)

On the vertical axe of the figure above, is displayed the percentage of share of luxury spending
related to experiential luxury (in blue), luxury cars (in yellow) and personal luxury goods (in green),
while in the horizontal axe, the spending is represented, divided into five specific regions (Europe,
US, Japan, China and BRI). In average the share of experiential goods is higher than the one of
luxury goods. More in specific, Europe has the highest preference for experiential goods and China
the lowest. This is explained by the Chinese brand obsession and the fact that personal luxury goods
serve as a badge of status in China. However, it has to be noted that experiential luxury is growing
faster than luxury goods even in China with a compared growth of 28% against 22% (Bellaiche et
al., 2012).
Several forces driving the exposed trend were identified: Demographics identifies a tendency taking
place in mature markets, such as Europe and the US, where luxury consumers, who drove the boom
of the 1990ies, are starting to retire and tend not to have the need to own but the desire to
experience. Furthermore, Consumption patterns have changed due to consumers’ lifestyle maturity.
Indeed, when developing countries’ consumers enter the luxury market, they usually tend to
accumulate material goods but, over time, they tend to shift from long-lasting goods to experiential
offers. In addition to this, Gen Y consumers are more likely to define themselves by what they have
experienced than by what they own. For example they get pleasure from a helicopter snowboarding
18

in Alaska or a shopping week-end in a European capital. Lastly, luxury consumers declare that they
are looking for a Sense of purpose and satisfaction deriving from their luxury consumption and
usually experiencing luxury fulfills this necessity more than material goods (Bellaiche et al., 2012).
The choice of investigating experiential goods (ndr. luxury hotels) in the present research is,
therefore, enforced, together with the significance of understanding the phenomenon of luxury
tourism, identified by the author as a priority in the luxury industry.
2.2. Luxury Tourism
Differently from luxury, few academic research on luxury tourism exists. Because of this reason,
also non-academic papers were reviewed with the purpose to gain a extensive understanding of the
topic. Among others International Luxury Travel Market (ILTM), Boston Consulting Group (BCG)
and Brand Karma were providers of valid, reliable and updated information. In addition, also
articles published in magazines and newspapers specialized on tourism and high-end consumption
were reviewed. In the first section of this chapter, the concept of luxury travel is introduced and
luxury tourism related trends are presented. In the second section, the luxury traveler is defined in
terms of luxury wealth bands, demographic and behavioral segmentation. Lastly, in the third
section, the luxury industry characteristics are specified through the application of the model Get
There, Stay There Live There developed by Maggi in 2010.
2.2.1. Luxury Travel
Luxury tourism is impacted by the same trends of the luxury industry in its whole and is guided by
the same principles: uniqueness, brand and premium prices. Indeed, luxury travel, and especially
luxury hotels, have a tendency to be considered part of the overall luxury sector, being more and
more aligned with traditional luxury (Horwath HTL and ILTM, 2011). On the other hand, luxury
tourism does not follow trends related to non-luxury tourism, since it is less affected by economic
environment crises and market volatility. Indeed, few picks and depressions regard high-end travel
(ILTM, 2007).
The challenge of defining luxury travel is that there is a lack of a common and agreed definition.
Indeed, in order to provide a meaning to the term, the author considered the perceptions of
influential people working within the industry as a basis for the purpose of defining the
phenomenon. Several definitions of luxury travel are exposed below (Johnson, 2013):
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“Luxury travel today is defined less by thread count and Michelin stars and more by access to the people,
places and experiences that represent all that is authentic about a destination. There’s no denying that
comfort factors still apply and high standards of accommodation and dining will always feature on the
luxury traveller’s wish list. However, today’s luxury traveller seeks more depth of understanding and
immersion into local culture than ever before. (…)” Cit. George Morgan-Grenville, Chief Executive
Officer, Red Savannah
“Luxury travel is a privilege truly experienced by few. To our private & custom tour clients it means having
the right balance of local insight, independence and flexibility. They decide overnight locations in advance
and choose daily from a menu of recommended sights, cultural experiences and personal leisure time. (..) It
is impossible to put a price on the stories (…)” Cit. Andrew Carr, Managing Director, Kennedy & Carr
Ireland Travel
“For me luxury is not about the marble bath-tub or the gold taps, but about the location, the hosting, the
guides. The ultimate luxury for any wildlife enthusiast or safari-goer? Exclusivity. Having the experience to
yourself. Feeling pioneering, exploratory, included (..)” Cit. Becx Whitefield, Owner, TripAfrica
“Luxury is a much overused term. One traveller’s luxury is another’s ordinary. For WEXAS our focus is on
delivering a seamless and personal service helping our clients to plan and then enjoy authentic, quality
experiences that will be long remembered. (..)” Cit. Steve Allen, Managing Director, WEXAS Tailormade Travel
“The definition of luxury travel to me is to undertake a new experience and immerse oneself in a new
destination whilst indulging in the very best levels of personal and attentive service, lavish and sumptuous
accommodation, exquisite and unrivalled levels of gastronomy and informative and educational guides. It is
travel without stress, pressure of time or daily routine, where your every need is pre-empted and your every
expectation is met and exceeded.” Cit. Gareth Harding, Sales Director at The Cruise Line Ltd.
“(…) The new definition of luxury is no longer a 6-star hotel with flunkeys and banquets and ever more
exquisite spas, but is an experience created for your own personal preferences that combines enrichment,
enjoyment and education, with the time to appreciate your surroundings at a price that represents value for
money (…) and gives us something to really boast about when we get home.” Cit. Selina Jackson,
Director, ReadyClickAndGo Ltd.
“If one were limited to a single word when defining ‘luxury’ travel, that word would be accommodation
(…)” Cit. Robert Kenyon, Owner, First Cabin Travel Corporation
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“I believe luxury travel is about having time to enjoy the landscape; an opportunity to luxuriate in culture, to
stretch out, observe and literally loose yourself in the place you’re visiting (…)” Cit. Lorne Blyth,
Director, Flavours of Italy Ltd.
“There has been a dramatic change in how we define the concept of luxury travel over the past few years,
largely due to the current economic climate. The current climate has deepened the definition, making it much
more multi-layered than it once was. It has pushed consumers away from conspicuous consumption towards
more authentic, simple and genuine experiences that incorporate elements of environmental awareness and
social responsibility. Sure, the traditional perception will always hold true for some travellers, but more and
more travellers are valuing the personal element experienced on their travels. This begins from the
preparation stages, the service they receive, the people they meet and the memories they return with.” Cit.
Engi Bally, PR & Marketing Manager, SilverDoor
“Luxury travel does not just mean opulence, comfort and a plethora of amazing amenities on offer at a
destination; it is the full journey of the traveller from the point they make that first phone call to discuss their
needs. The service they receive, the knowledge of the travel consultant, the journey to their port of call
should all have an air of being a cut-above before they arrive at a resort or location that will astonish.
Luxury travel means you can sit back, relax and enjoy the experience safe in the knowledge that every aspect
will surpass expectation.” Cit. Rory Pilkington, Managing Director, Bailey Robinson

Considering the definitions exposed above, the author assessed three main dimensions of luxury
travel, representing three common areas of significance: Quality, Uniqueness and Service. In
addition to this, a comparison with the factors generated by Vigneron and Johnson (2004) and the
general principles guiding luxury tourism according to ILTM (2011) is provided in the table
displayed below:
LUXURY TRAVEL DIMENSIONS
Own elaboration

Vigneron and Johnson

ILTM (2011)

(2004)
Quality

Crafted

Impeccable quality in terms of prime
locations (i.e. luxury hotels), refined

Luxurious
Best quality

settings, high level of comfort and
guarantee

safety,

security

and

privacy.
Sophisticated
Superior
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Uniqueness

Very exclusive

Heritage brands of luxury tourism
companies, which have developed

Precious
Rare

strong brand associated to luxury
(i.e. Ritz Carlton and WaldorfAstoria)

Unique
Service

-

Personalized services under the form
of different style of services with the
common

denominator

of

customization
TABLE 4 :

Luxury travel dimensions compared to Vigneron and Johnson, 2004 and ILM, 2011
(source: own elaboration)

It has to be taken into account that the term luxury tourism is constantly changing and means
different things to different people, having heterogeneous ages and origins. What increases the
difficulty in finding a common interpretation is that today accommodation in luxury hotels or even
a flight on a private jet are becoming more affordable. As a consequence, “luxury” has lost some
charm and exclusivity and different typologies and levels of luxury found place in the industry
(ILTM, 2007). The previously exposed trend finds confirmation and reinforcement in the three
segments of luxury developed by Allérès (1991): accessible, intermediate and inaccessible luxury.
Furthermore, luxury travel pattern diversity, besides the destination chosen itself, derives as well
from nature and purpose of the trip. Furthermore, major differences can be spotted in specific
regions. Indeed, tourists originally from mature markets, such as Europe or the US tend to perceive
luxury travel as a unique and authentic experience. This is amenable to the Perfectionist Effect
(Vigneron and Johnson, 1999). Differently, travelers from emerging markets, nouveaux riches of
traditional markets and a size of younger travelers worldwide, tend to perceive luxury as
conspicuous consumption and demonstrable extravagance. This is amenable to the Veblen Effect
(Vigneron and Johnson, 1999).
2.2.2.1. Social responsible Luxury Travel
Social responsibility has become a matter of interest to luxury tourism providers who give attention
to sustainable development, organic products and “Fair trade” with the purpose to take along value,
brand equity and consequent loyalty. On the other hand, high-end customers are progressively
giving more attention to green and ethical principles and becoming more conscious and entrusted
with social responsibility in opposition to ostentation. Among luxury travelers an increasing need
22

for authenticity and simplicity is perceived (ILTM, 2007). Indeed, new luxury tourism sectors are
gaining market shares, such as active holidays related to soft adventure tourism, educational travel,
philanthropic travel and “voluntourism” (Horwath HTL and ILTM, 2011). In relation to this, every
year Condé Nast Traveler honors travel companies and destinations’ social responsibility best
practices with the “World Savers Award” positively answering yes to the question “Can luxury like
this save lives?”. The winning companies and destinations are characterized by bettering the planet
and people’s lives while providing high quality services to guests and visitors. For example, winner
under the category “Poverty Relief” is the Taj Group, the luxury hotel chain with 102 properties,
due to its partnership with NGOs for creating jobs addressed to thousands of youths in rural India.
Awarded destination for 2013 is Switzerland, being assessed as deserving for balancing
development and environmental responsibility (Condé Nast, 2013).
2.2.2.2. Luxury destinations
According to the research developed by Horwath HTL and ILTM conducted between 2011 and
2013 “The Future of Luxury Travel, A Global Trends Report” the most in vogue luxury
destinations worldwide were assessed. Europe was preferred by 42% of the interviewees, followed
by Asia-Pacific with 27%, Middle East with 18%, the US with 8% and Caribbean and Latin
America with 6%. More in specific, preferences were given to the European French Riviera, Paris,
Tuscany, Rome and London. In relation to Asia Pacific, the Maldives, India, Japan, French
Polynesia, Thailand, New Zealand and Australia were preferred together with Singapore, Tokyo
and Hong Kong. Furthermore, in the Middle East, Africa and Cape Town, Mauritius, Turkey,
United Arab Emirates and Dubai were the favorites. Lastly, in the Americas, the US dominates with
preferences towards California (Los Angeles), Hawaii, New York and Miami and in the Caribbean
and Latin America, Buenos Aires and Rio de Janerio were preferred (Horwath HTL and ILTM,
2011).
2.2.2. Luxury Travelers
In order to define luxury travelers, first of all, a Wealth Bands segmentation focused on their
financial characteristics is presented. Furthermore, a more specific segmentation, regarding
demographic, traveler characteristics and behavioral patterns is introduced.
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2.2.2.1. Wealth Bands Segmentation
Since the 90ies the rich have been assessed as a retail private wealth management financial market
and categorized into a classification used by the financial services industry, which represents three
identifiable wealth bands: the “Ultra High-Net Wealth Individuals” (UHNWI), the “Very High-Net
Individuals” (VHNI) and the “High-Net Wealth Individuals” (HNWI) (Beaverstock and
Faulconbridge, 2014). Details on each category are given, according to Capgemini and RBC Wealth
Management (2013).
-

UHNWI - Ultra High-Net Wealth Individuals: The first category represents the richest of the

rich with a wealth band of liquid financial assets that extends from 30 million dollars. The segment
includes 111k, who control more than one-third of HNWI wealth and it is considered to be
protected from economic fluctuation
-

VHNI- Very High-Net Individuals: This second category includes all the individuals with a

wealth band extended from 5 million dollars to 30. This population of 1.07 million people
worldwide, also renamed “mid-tier millionaires”, owns 22.0% of total wealth. Together with the
ultra-market, they control 57.2% of HNWI wealth
-

HNWI - High-Net Wealth Individuals: The third category includes the so called

“millionaires next door”, individuals with a wealth band that extends from 1 million dollars to 5
million. There are about 10.8 million, which hold 42.8% of HNWI wealth.
The structure of the Global HNWI Population by Wealth Bands is illustrated in the figure below:
GLOBAL HNWI WEALTH BANDS

FIGURE 5 :

Composition of global HNWI population by wealth bands, 2012 (source: Capgemini
Lorenz curve analysis, 2013, p. 7)
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As visible in the figure above, HNWI are represented by a pyramid, where, placed on top, UltraHNWI are the smallest part of the population (0.9% of total population). In the middle, Mid-Tier
Millionaires represent 8.9% of the total population, while at the bottom, Millionaires Next Door are
considered to be the biggest population of HNWI, being 90.2%. Therefore, it was assessed that the
more the wealth band increases, the more the number of individuals possessing it decrease
exponentially. In addition, the author decided to consider a further wealth band segment, since it is
progressively moving towards luxury tourism, rejecting “mass market holidays”: the category of
“Accessible Luxury”, individuals with a minimum net income of 100.000 dollars and who consider
luxury a vital element of their life style (Horwath HTL and ILTM, 201).
According to the “World Wealth Report 2013” presented by Capgemini and RBC Wealth
Management in 2013, despite the turbulences of the global economy, particularly in the Eurozone,
High Net Wealth (HNW) has experienced a strong market return. In 2012 the HNW individuals
have grown worldwide by 9.2%, an increase of 1 million, to reach a total number of 12 million. In
relation to this, after the decline in 2011, also the world wide investable wealth has increased by
10%, to reach a total amount of wealth of 6.2 trillion dollars. Furthermore, this is predicted to grow
by 6.5% annually to reach 55.8 trillion dollars of wealth in 2015, a number mainly driven by the
fastest growing increase of wealth in the Asia Pacific region (Capgemini and RBC Wealth
Management, 2013). Country specific data related to HNW individuals are displayed in figure 6 and
an overview about worldwide HNW is displayed in figure 7.
NHW POPULATION BY REGION

NHW population by region, 2007 – 2012 (source: Capgemini Lorenz curve analysis
2013, p. 5)
FIGURE 6 :
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As visible in Figure 6, it was assessed that North America and Asia Pacific are considered to be the
two regions with the highest number of HNWI, counting 3.7 millions of individuals, which in 2012
increased by 20.9% (11.5% North America and 9.4% Asia Pacific). Following are Europe with 3.4
million of HWNI, Latin America and Middle East both with 0.5 million and Africa counting 0.1
million. To this extent, it has to be taken into account that African HNWI increased by 9.9% in
2012.
NHI WEALTH DISTRIBUTION BY REGION

HNWI wealth distribution by region, 2007 – 2012 (source: Capgemini Lorenz curve
analysis, 2013, p. 5)
FIGURE 7 :

As is visible in Figure 7, it was assessed that North America and Asia Pacific are considered to be
the two regions with the highest HNWI with respectively 12.7 and 12.0 trillion dollars, which in
2012 increased by 23,9% (11.7% North America and 12.2% Asia Pacific). Following are Europe
with 10.9 trillion dollars of HNW, Latin America with 7.5, Middle East with 1.8 trillion and Africa
with 1.3 trillion dollars. To this extent, it has to be taken into account that African HNW increased
by 11.5% in 2012. It is clear that both HNWI and HNW are increasing worldwide. This can explain
the stimulation that the demand for luxury goods and for luxury travel has experienced in the last
years.
2.2.2.2. Segmentation
In line with the volatile definition of luxury traveler, luxury travelers vary widely in terms of
demographic, behavior, usages & attitudes. Demographics have a significant impact on high-end
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travel behavior. A big size of the high-end mobile population is ranged between 45 and 55: baby
boomers, born between 1946 and 1964 (Horwath HTL and ILTM, 2011). However, it has to be
taken into account that Gen X-ers, born between 1965 and 1970, are catching up and in some
countries, such as for example in the US, they have outreached the baby boomers. For example,
according to the second Annual American Express Platinum Luxury Survey, in 2005 Gen X-ers
outspent baby boomers by around 18%. Moreover, the Millenials, born between 1980 and 2000 are
increasing in number and, being more confident and informed about travel, they set trends (ILTM,
2007). The category of travelers aged between 35 and 44 is increasing fast and determines a
rejuvenation of the luxury traveler profile. The tendency can be justified with the rise of young
executives and the growing number of young wealth individuals together with the trend of
multigenerational travel. In relation to this, multigenerational outbound travel is a come-back in
Western countries due to the aging population, the return of family values and the extended family
structure, which results in an increasing demand for serviced villas and high-end spacious
apartments. Moreover, such an approach to travel is a very much present reality in developing
countries, for example in India, where religion is often the specific purpose of travel (Horwath HTL
and ILTM, 2011). Indeed, high-end religious pilgrimage has never been so popular in India and it
usually combines religious duties with fine dining in a fashionable restaurant, visits to a spa or main
tourism attractions (ILTM Asia, 2012). Another segment that is gaining importance in luxury
tourism is the one formed by singles of all ages, mainly travelling in groups of friends: unmarried,
divorced and widowed men and women. Considering the increasing high divorce taxes worldwide,
especially in western countries, the expansion of the market demand is explained (ILTM, 2007).
In relation to usage and attitudes, in the last 10 years, an increase in the number and frequency of
short breaks related to high-end travel has been seen. To this extent, it has to be noted that also the
trend of long haul traveling is increasing. This is particularly popular among retired and semiretired baby boomers who have both low value of time and money. In addition to this, regardless
the duration of stay or the frequency of travel, the luxury traveler is reported to spend between
5’000 and 10’000 dollars for 41% of travelers, from 20’000 to 30’000 dollars for 12% and more
than 30’000 dollars for 10% (Horwath HTL and ILTM, 2011).
2.2.2.3. Luxury Traveler Profiles
In relation to luxury tourism demand, five profiles were identified in accordance to psychographic
determinants: the standard luxury travelers, the super active, the explorers, the candidates for luxury
and the streetwises. The standard luxury travelers are individuals who generally travel with the
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main purpose of relaxation and peace and usually fly or cruise to exotic destinations. The super
active are high-end educated and informed tourists who, no matter the price, look for an authentic
and highly personalized travel experience. They do prefer active holidays and carefully avoid
organized activities due to their independent mind. The explorers are individuals who demand
outstanding “off-the-beaten-path” vacations, regardless the price. The aspirants for luxury are
travelers who pursue high levels of quality, comfort and, overall, social status. They are very
challenging in terms of services and can be considered followers in the decision making process of
the destinations, as they do not influence the other travelers’ behavior. The streetwise are younger,
and usually not as wealthy as the standard luxury traveler. In their travel experiences they look for
the best and they are frequent users of information technology, such as social media. They tend to
usually travel in couples, often in low season and they have no children. The behavior of this type
of luxury traveler is currently influencing the other travelers. Because of this reason, it is important
to give further attention to this population (Horwath HTL and ILTM, 2011).
After having assessed the streetwise as the fifth luxury traveler profile, it is important to specify that
social media have changed, not only the way brands and people communicate and interact, but also
the patterns of purchasing decisions. The generation responsible for this trend is the one of the
Millenials: young adults born between the early 1980s and to the early 2000s, they are considered to
be the largest generation ever and they possess the ability to instantly share online content, which
can irreparably shape brand image of companies active worldwide. This segment is aging and
increasing in size, gaining this way more power in the influencing process of the luxury travelers
this way. Luxury hotspots and luxury social postings show that the Millenials continue to have
special interest toward classic destinations such as Paris and Las Vegas. On the other hand, they are
also moving towards the southern and eastern hemispheres, towards destinations as Abu Dhabi, Da
Nang, and Lima (ILTM, 2013). Digital patterns of the global luxury traveler of the new millennium,
regard mobile, reviews and visual content and are displayed in the figure below.
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LUXURY TRAVELER DIGITAL PATTERNS

FIGURE 8 :

Key trends: Globally & within the Americas (source: ILTM, 2013, p. 14)

As displayed in the figure above, in 2013 mobile hotel bookings of the global luxury traveler
increased worldwide by 20%. Furthermore, the percentages of travelers who look at hotels reviews
before booking grew up to 93% and on Facebook travel photos get 53% more “likes” and 104%
more comments than an average post. In relation to this, further details related to the American
markets are given (ILTM, 2013).
2.2.3. Industry organization
The tourism experience is influenced by the complexity of the supply, in terms of multiple
components, which have an impact on the tourism delivery. In order to have a broader and complete
understanding of the tourism value chain and to understand which role accommodation, matter of
the present research, has in the tourism production process, the Get There, Stay there, Live there
model developed by Maggi (2010) is applied to the luxury industry. For this purpose, luxury
tourism industries are divided into three categories, which represent the phases of the tourism
experience: Get there, Stay there and Live there. In the Get There phase, the industries involved in
activities that take place before the visitors get to destination are defined and divided into two
further categories: the Virtual Get there, which represent all the businesses involved in the
information gathering processes that enables the visitors to get to the destination and the Real Get
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there, which mainly refers to transportation means used for the purpose. In the Stay There phase the
businesses related to the hospitality sector are introduced, while in the Live there phase, industries
connected to all the other activities involved in the experience production process of the visitor,
once he or she is already at destination, are presented. In addition to this, a further category is
specified, representing all the phases of the tourism experience and named Get There, Stay There,
Live There, which interests industry enablers of the tourism experience in its whole, such as cruises
and high-end trains.
2.2.3.1. “Get There”
2.2.3.1.1. Virtual Get There
Travel agencies and ICT are involved in the information gathering process that takes place before
the customer gets to the destination and they both are considered to be important enablers of the
travel experience 2.0. High-end travel agencies possess the role of intermediaries between suppliers
and affluent travelers. Indeed, they usually partner with the suppliers in order to organize the travel
experiences for the customers. The service can be extended from booking arrangements and partial
organization of the trip to total organization of a customized travel experience, which is usually
delivered from the travel advisor who takes care of the VIP treatment. On one hand, due to the
arrival of ICT and Internet booking, travel agencies have faced challenges, while on the other hand,
their role has been strengthened by the increasing demand for personalization from the luxury
traveler. Specific changes impacted the travel agencies in the last years. Indeed, commission
payments to travel agencies are not based on sales percentages from airlines anymore but they are
charged on services. Moreover, due to the increasing use of ICT and the advance in online
transactions, airlines have developed a web-based “Distribution system” and mostly do not rely on
“Global Distribution Systems” (GDS) anymore. As a consequence travel agencies’ revenues are
reduced. In addition to this, online agencies have increased and represent a threat to standard travel
agencies (TA). Because of this reason, most TA are today also web-based. Lastly, Tour Operators
are gaining power and influence within the international tourism industry, being not only in charge
of their original wholesaling function, but employing a much more extended role (ILTM, 2011).
As was already introduced, today customers pursue to share their experiences on social media such
as Facebook, Twitter and Pinterest and social travel web sites such as Trip Advisor. Opinions,
pictures, videos and much more can be shared this way worldwide and have an undeniable media
resonance. The high-end traveler is no exception to the tendency and devotes an increasing amount
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of time to the Internet, not only sharing, but also listening to the large amount of digital content
available on line. This trend has driven the introduction in the travel markets of new business
positions: between several the Social Media Curator and the Digital Marketing Manager (ILTM,
2013).To conclude, in the virtual Get there phase internet and social media shape the decision
making process of the luxury travelers and, as a consequence, their final destination choice. On the
other hand, these tools enable luxury tourism industries to gain direct contact with their own or
hypothetic customers.
2.2.3.1.2. Real “Get There”
High-end mobility is based on prestige and performance, either means used for everyday travel (i.e.
cars and limousine), longer-haul travel (i.e. scheduled airlines and private jets, which are introduced
in the next paragraphs) and special travel (i.e. yacht and helicopters). Accordingly, it has to be taken
into account, as already noted, that upscale cruise travel and high-end train travel will be presented
in the dedicated section Get There, Stay There, Live There, since they interest all the phases of the
tourism experience and not only this one.
According to the Global Market Forecast 2013-2032 of Airbus the demand for commercial air
transportation is growing and this drives the worldwide airline market towards the provision of
more efficient planes, especially “widebodies”, which are at the top of the international league for
value of sales. In fact, due to air traffic growth and other type of constraints on the assets’
movements, the average size of the aircrafts has grown by around 25% in the last 20 years (Airbus,
2013). First and business class benefit from the increase of space on the aircrafts and due to the
purpose of the present research, the following session focuses on these two specific cabins. In
general, scheduled superior class provides privacy and flexibility not encountered in the standard
cabin and WHNW and HNW travelers use this type of transportation with frequency from low to
high (Beaverstock and Faulconbridge, 2014). Premium cabin services differ according to the airline
and the haul of the flight. Moreover, differences are spotted also between business and first class
themselves. In some cases the first one surpasses the second in terms of benefits provided to the
customers and vice versa. Premium classes always provide: privileged check-in procedures, access
to lounge areas, luggage allowances and priorities. Furthermore, they usually provide: excellent
service and constant assistance, priority boarding and disembarking, wider quality seating up to a
flat bed, quality meals up to 5 courses with multiple options, power adapter for laptops and internet
connection, bigger selection of magazines and newspapers, larger video screens and more restrooms
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per person. Lastly, they sometimes provide: chauffeured limousine service, flight suits and
exclusive departure and arrivals lounges (snacks, massages and other perks provision).
Apart from flying with superior airlines, the UHN mobility has a high propensity to travel on jetplanes and/or helicopters. It has to be noted that the more the wealth decreases, the higher the
propensity that the transportation means are not owned and chartered to the estate. Indeed, the
VHNIs usually lease private jets and benefit from chartered company services. On the other hand,
the HNWI, even if in possession of prestige cars, normally do not own private aviation assets
(Beaverstock and Faulconbridge, 2014). According to the General Aviation Manufacturers
Association, 7997 private jets were registered worldwide for use in 2012 and 672 assets were sold
(3.4% more than in 2011). The global jets market is distributed in accordance to the following
percentages: 49.6% US, 20.8% Europe, 11.8% Asia Pacific, 11.6% Latin and South America and
6.1% Africa and the Middle East (Ewalt, 2013). The figures outlined represent the importance of
the sector and its growth potential. This can be related to the increased airport security that
discourage high-end travelers to travel on commercial airlines and push them towards private
airline. Indeed, private aviation is considered to be as fast as commercial airline, but time saving
due to absence of long queues and hassles at airport immigration, direct routes and faster check in
and security procedures.
2.2.3.2. “Stay There”
Among travel related elements, high end travelers pay the greatest attention to accommodation and
personalization of service. Therefore, it can be assessed that accommodation is a fundamental
aspect of the luxury tourism experience and great support to the tourism industry. Accommodation
can be divided in classic luxury hotels, boutique hotels and destination hotels with exceptional
surroundings (Horwath HTL and ILTM, 2011). Moreover, according to Digital Luxury Group,
Ecole Hôtelière Lausanne and Luxury Society (2014), luxury hotels can be allocated into three
“Hotel Luxury Brand Categories”, which derive from data provided by Smith Travel Research
(STR Global):
-

Category 1 - Luxury Major: These luxury brands are related to a “major integrated chain”.
They are 21.4% of the luxury hotel market. Examples are Sofitel, Ritz Carlton and JW
Marriot.
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-

Category 2 - Luxury Exclusive: These luxury brands are related to “small/medium sized
exclusive luxury chains”. They are 40.5% of the total luxury hotel market. Examples are
Four Season, Kempinski and Mandarin Oriental.

-

Category 3 - Upper Scale Brand: These luxury brands are mainly related to “integrated
chains”. They are 38.0% of the total luxury hotel market. Examples are Hilton and Sheraton.

2.2.3.3. “Live There”
Affluent tourists include special interest travelers, searching for life time experiences such as
golfers, art enthusiasts and culinary vacationers. Special interests of the affluent travelers are:
culture, art and heritage tours, either self-guided or escorted, mainly including VIP-level access to
venues; outdoors activities, such as sail, ski, adventure and wild life; education, including wine
tasting and cookery classes, studying languages and even massage techniques and shopping
(Horwath HTL and ILTM, 2011).
2.2.3.4. Get There – Stay There – Live There
Upscale cruise travel and high-end train travel are considered to be industry enablers of the tourism
experience as a whole and not simply transportation means, since they accommodate guests and
have a crucial role also in the field of entertainment.
During the previous 6 years, the cruise market has handled with excellence the recession and image
damages deriving from unlucky occurrences, such as the Costa Concordia incident of 2012. Despite
the unfortunate circumstances, in 2014 the cruise industry is valued to be worth 37.1 billion dollars,
value increased by 2.3% from 2013. In the current year, global cruisers are expected to
accommodate 21.6 million people, up 3% to the past year and by 2018, 24.1 million passengers are
forecasted (Cruise market watch, 2014). Among the 2014 trends identified by Cruise Line
International Association Inc. – CLIA (2014), the growth of luxury cruising, which is stimulated by
increasing well-being and drives the supply of luxury category cruise ships and onboard upgrades,
stands out. The luxury cruise industry can be differentiated from standard cruising by price and
target market. The contemporary segment, priced up to 249 dollars, mostly refers to families and
couples, the premium one consists of business men willing to pay a price ranged from 250 to 299
dollars and the luxury segment is priced at more than 500 dollars per night (Kamery, 2004).
Exclusive cruising demands top level quality, comfort and service, far above the standards of the
mass cruise industry. Luxury cruises usually travel to unique and exotic destinations, also some
ignored by most of the other cruise lines. Moreover, the industry is characterized by personalization
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and flexibility and large luxury accommodation with high quality appointments and superior
amenities, comparable to hotel suite benefits. On the other hand, luxury cruising can paradoxically
also be characterized by what it does not provide, instead of what it actually serves. This
specifically regards intrusions of any type, which on luxury board are banned. Indeed, on a high-end
cruise full-voice announcements or any other obstacle that can be considered an enemy of the
privacy of the luxury traveler are off limits (Dikmen, 2010).
The legacy of high-end train transportation was cemented in 1883 with the birth of the Orient
Express, travelling from Paris to Istanbul, which has been second home to royalties, aristocrats and
celebrities and even ended up becoming the place of fictional murderers. After a period of decline,
due to the introduction of the air travel in the 50es, luxury trains have made a comeback. Probably
this process was influenced by the revival of the Orient Express, followed by other operators in the
world who have transformed old vehicles into moving luxury dream hotels. Great luxury railway
journey examples are the “Blue Train” in South Africa, travelling from Cape Town and Pretoria, the
Chinese “Tangula” with its route from Beijing to Tibet and the “Grand Trans Siberian Express”,
covering 5800 miles between Moscow and Beijing. These trains provide to the traveler not only five
star amenities, comfort and design facilities, but also gourmet chefs, conference and lecture cars
with internet access, spa, boutiques and gym rooms. There is a parallelism with the approach of the
cruise ships, which have been taken as an example by several operators in the field of rail travel.
However, it has to be taken into account that, unlike cruises and hotels, trains have to face the
availability of limited space. In relation to this, the ultimate trend in high-end train travel has been
spotted: the exclusive use of private rail cars.
2.3.Luxury hospitality
Academic literature on service marketing, luxury hospitality and hotel attributes and dimensions, as
well as research on etourism and HRWs was analyzed. In the first section, service economy
peculiarities are presented and the concepts of service quality and customer satisfaction are
introduced. In the second section, a focus on hotel attributes and dimensions is provided. In the
third section, luxury hotel characteristics and classifications are specified with an in-depth analysis
on five stars hotels. Lastly, in the fourth section, HRWs and their role in the hospitality sector are
delineated.
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2.3.1. Service marketing
Hospitality, distinctive force in Western economies and growing fast in the developing ones, is
considered to be both labor and capital intensive. It has to be noted that a substantial quantity of
worldwide real estate is related to the business, of which the innovative ideas are very little
protected. In fact, innovation in hospitality is easily copied by competitors, who exist in a dynamic
and uncertain environment (Olsen et al., 2006).
The industry characteristics were investigated in the field of service marketing by Grönroos, 1978,
1990, 2000; Lovelock, 1981, 1983; Parasuraman et al., 1983, 1985; Zeithaml & Bitner, 1996; Rust
and Chung, 2005 and Kasper et al. 2006 among other scholars (Olsen et al., 2006). Basic attributes
of the services were determined to be: “Intangibility”, “Inseparability”, “Heterogeneity” and
“Perishability”. Intangibility refers to the non-material essence of service, which is experienced by
guests and difficult to define, quantify or stereotype. To this extend, for example Swissotel
describes its services as “Swiss experience” and Hyatt Hotels as “Hyatt touch”, attempting to
tangify the service product. Heterogeneity refers to the quality of the service, which varies
according to the guest perception. Indeed, the service experience is never the same for two
individuals. Perishability refers to the impossibility to inventory services, as they are produced and
consumed at the same time and it is, therefore, difficult to recuperate a lost service opportunity.
From this derives the simultaneous character of the services, which refers to Inseparability (Olsen
et al., 2006). The acknowledgment of “Intangibility, “Heterogeneity” and “Inseparability” was
necessary for a wider understanding of service quality (Parasuraman et al., 1985). Indeed, due to
intangibility, it is complicated to comprehend how consumers perceive services and evaluate
service quality (Zeithaml, 1981). Furthermore, inseparability and the role of the consumer as coproducer in the production of the service experience, determines the impossibility of controlling
service quality provision (Parasuraman et al., 1985).
Customer quality expectations have been acknowledged in the service quality literature, where
scholars agree on the fact that expectations are a reference point in the service performance
assessment. Service expectations exist at two levels that can be used to determine service quality:
“desired service” that is interested with the level of service that customers believe “can be” or
“should be” provided, compared to “adequate service” that relates to the minimum level of service
that customers are willing to accept. To this extent, within these two levels, a “zone of tolerance”
exists and represents the range of performances that the clients would consider reasonable
(Parasuraman et al., 1994). In addition to this, it has to be noted that the terms service quality and
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customer satisfaction, being evaluative constructs, are often used interchangeably. However, they
do differ: Oliver (1993) defines quality as a more specific component of customer satisfaction,
amenable to a broader evaluation of service. On the other hand, customer satisfaction in accordance
to Parasuraman et al. (1985) is considered to be specific and related to the single service encounter,
while quality is a more general evaluation. Furthermore, in accordance to Oliver (1993), two related
and divergent concepts of customer satisfaction happen to exist: “overall satisfaction” and “attribute
satisfaction”, where the first is related to the assessment of the travel experience as a whole and the
second to particular facets of tourism services (Tian Cole and & Cromption, 2003). “Attribute
satisfaction” can help hotel management identify dimensions that present a strong or weak impact in
the service management with the purpose to undertake specific and addressed service direction
(Usta et al., 2011). To conclude, practitioners and researchers convey on the fact that “service
quality” and “customer satisfaction” together with “customer loyalty” are major reasons for success
in the hospitality industry.
2.3.2. Hotel dimensions and attributes
As was already anticipated, in accordance to Usta et al. (2011), hotel attributes can help to identify
dimensions’ strengths and weaknesses. It is, therefore, important to ascertain what is intended with
the terms and which hotel attributes and dimensions are considered to be central in accordance to
literature review. The research developed by Dolnicar and Utter (2003), which regards the
examination of 21 studies on hotel attributes and dimensions, is considered to be an essential
element for the purpose due to its relevance, validity and completeness. A ranking summing up the
most mentioned hotel fields is displayed in the figure below, together with their frequency of
inclusion.
HOTEL AREAS RANKING

FIGURE 9: Frequency ranking of hotel areas studied (source: Dolnicar and Utter, 2003, p. 7)
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As is displayed in the figure above, 95% of the studies include service attributes, 90% hotel items,
while 86% of research includes location and room related items. Furthermore, price and F & B
attributes regards 76% of the sample and image and security are present in 62% of the studies.
Lastly, marketing is spotted in only 38%.
In relation to specific attributes included in the research, the top ranking hotel attributes derived
from the study of Dolnicar and Utter (2003) results in an attribute ranking list, displayed in the
figure below.
HOTEL ITEMS RANKING

FIGURE 10: 23 Hotel items ranking (source: Dolnicar and Utter, 2003 , p. 8)

As is displayed in the figure above, twenty-three hotel attributes are included in the chart. In order
to enable a better understanding, each attribute is addressed to the pertinent hotel dimension
category, identified beforehand, and the outcome of the process is displayed in the figure below.
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7 HOTEL DIMENSIONS AND 23 ATTRIBUTES
DIMENSIONS

Service

ATTRIBUTES

a1: friendliness of staff
a2: service professionalism/quality
a3: service speed
a4: health /fitness facilities
a5: parking facilities

Hotel

a6:swimming pool
a7: cleanliness of Hotel
a8: business center
a9: meeting rooms available
a10: hotel aesthetics
a11: cleanliness of room
a12: (24 h) room service
a13: comfort of bed
a14: bathroom amenities

Room

a15: quite / soundproof rooms
a16: cleanliness of bathroom
a17: non-smoking rooms
a 18: room size

F&B

a 19: restaurant facilities
a 20: F&B quality

Location

a 21: convenient location
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Image
Price/Value

a22: reputation
a23: price of accommodation

TABLE 5: 7 Hotel dimensions and 23 attributes (source: own elaboration)

As is visible in the figure above, 23 attributes are addressed to 7 dimensions. The dimension
“Security” is not included, because no related attributes were spotted in the provided chart. Using
the number of attributes included in each dimension as indicators of the importance, it is assessed
that “Location”, “F&B”, “Image”, “Price” and “Service” comprise fewer attributes, whereas
compared to “Hotel” and “Room”, which include a more extensive set of attributes.
2.3.3. 5 star hotels
Hotel classification systems were developed to provide the guests with transparency, security and
loyalty. In relation to this, there are a lot of programs, labels and seals of quality, either officially or
non-officially promoted. An official and global shared hospitality quality categorization actually
does not exist and sometimes discordances in classifications occur even among regions and
countries, which can chose different approaches (Minazzi, 2011). However, International quality
programs exist. An example is the European Hotelstars Union, formed under the patronage of
HOTREC and whose members are the hotel associations of Austria, Czech Republic, Germany,
Hungary, Netherlands, Sweden and Switzerland, creators of the association and the hotel
associations of Estonia, Latvia, Lithuania, Luxembourg, Malta, Belgium, Denmark and Greece who
joined in the meantime. According to Hotelstars Union, five stars hotels (ndr. luxury hotels) should
provide to their guests: “reception opened 24 hours”, “multilingual staff”; “doorman-service or
valet parking”; “concierge”, “page boy”; “spacious reception hall with several seats and beverage
service”; “personalized greeting for each guest with fresh flowers or a present in the room”;
“minibar and food and beverage offer via room service during 24 hours”; “personal care products in
flacons”; “Internet-PC in the room”; “safe in the room”; “ironing service (return within 1 h)”; “shoe
polish service”; “turndown service in the evening” and “mystery guesting” (Hotel Stars, 2015).
Specific standards related to “building/room”, “furniture/equipment”, “service”, “leisure,
arrangement of offer” and “in house conference facilities”, need, therefore, to be provided in order
to benefit from the label (Hotellerie Suisse, 2011). In addition to seals of quality, branding and
ratings on HRWs communicate hotel related levels of quality with deriving value and consumer
loyalty. To this extent, HRWs exponentially increase the amount of hotel quality information
available to the consumer. It has to be noted that this can be confusing for the guests’ hotel quality
perceptions (Minazzi, 2011).
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2.3.4. Hotel web reputation and HRWs
During the decision making process regarding the accommodation, Internet permits high-end
consumers to book on specialized online booking platforms (i.e. booking.com) or directly on hotel
portals that enable the action. Furthermore, they gather recommendations on HRWs, where they
access travel related user generated content (UGC). To this extent, the percentage of luxury
travelers that look at online reviews before booking has increased up to 93% in 2013 (ILTM, 2013).
In HRWs, which are the most used online basis for evaluating accommodation alternatives, hotels
are categorized on the basis of the ranking among hotels in a chosen destination (ndr. hotel’s
popularity index), users’ ratings of specific characteristics (i.e. service or location) and user
reviews. (Marchiori et al., 2011). It can be assessed that the choice of holiday accommodation is
more and more influenced by online opinions of others, which are increasing in number. Indeed,
over the last years, UGC, usually generated in social media and social networks, has grown
incredibly due to the participatory nature of the internet (Chua and Banerjee, 2013). This changes
the way that tourists gather information and drives the phenomenon of eWOM (Xiang and Gretzel,
2009), electronic word-of-mouth, an innovative system of communication, deriving from traditional
word-of-mouth and which refers to online reports made by past, current and potential clients about a
product or a company (Hennig-Thurau et.al., 2004).
Trip Advisor, launched in 2010, has incorporated more than 75 million reviews over the years (Trip
Advisor, 2013). The portal, of which the primary purpose is to accumulate and spread UGC on
travel (O’Connor, 2008), is considered to be the major review website for luxury hotels (ILTM and
Brand Karma, 2013). Details are displayed in the figure below.
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TOP HOTEL REVIEW SITES

FIGURE 11 :

Top hotel review sites: Luxury hotels vs non-luxury hotels (ILTM and Brand Karma,

2013, p.11)

In the figure displayed above, the lead of Trip Advisor is confirmed with a production of 53.1% of
the total luxury hotels review worldwide (39.2% for non-luxury hotels). Following is the Chinese
Ctrip, incorporating 7% of luxury accommodation reviews and booking.com with 4.8%. It has to be
noted that Chinese booking and review websites such as Ctrip are gaining power and importance
(ILTM, 2013). In relation to this, in Figure 12 and Figure 13, the global online reviews share related
to luxury hotels and categorized by geography for 2013 and 2014 are represented.
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LUXURY HOTELS REVIEWS 2011-2013

Luxury hotel reviews: Percentage breakdown by author’s country of origin (ILTM and
Brand Karma, July 2011 – June 2013, p.8)
FIGURE 12 :

LUXURY HOTELS REVIEWS 2012-2014

FIGURE 13 :

Luxury hotel reviews: Percentage breakdown by author’s country of origin (ILTM Asia
and Brand Karma, January 2012- June 2014, p.10)

According to ILTM and Brand Karma (2014), Chinese are considered to be the most active
producers of Luxury Hotel Reviews on HRWs with a share of 42% of the total reviews, followed by
North Americans with 27% and Europeans with 15%. It has to be noted that in a very short time
period Asians outreached Western countries that, according to ILTM and Brand Karma (2013),
42

were producing the most reviews (North America 47% and Europe 27%). Asia used to be in the
third position with a share of 10%. To conclude, Asia has taken over the share of hotel reviews,
North Americans and Europeans remain active in posting reviews and, by comparison, travelers
from Oceania, the Middle East, Latin America and Africa tend not to share a large amount of travelrelated online content and together account for less than 10% of the total share.
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THE CASE OF LUGANO

FIGURE 14: LUGANO: PANORAMIC (SOURCE: LUGANO TURISMO, 2015)

Lugano is the largest city of the Canton of Ticino and counts 68'473 inhabitants (Città di Lugano,
2014). It is the third financial pole of Switzerland, well-known for business and, with its parks,
blooming gardens and historical villas, it is also renowned as a popular tourism destination. Lugano
is considered to be an international human scale city, which provides value added with its
Mediterranean atmosphere in the Suisse context (Lugano Turismo, 2015).
Lugano offers a vary supply of accommodation: four 5 stars and 5 stars superior hotels, nine 4 stars
and 4 stars superior hotels, twelve 3 stars and 3 stars superior hotels, four 2 stars hotels and twenty
accommodation structures not classified (Lugano Turismo, 2015). Furthermore, according to O-Tur
(2014), in 2014 the destination counted 394’190 tourism arrivals and 747’387 hotel nights
(percentages from January to November). The average stay is assessed to be 1.9 (days). Details are
provided in the table below.

TABLE 6: Tourism arrivals and hotel nights: Lugano (Jan-Nov) (Source: O-Tur - IRE Luagno, 2014)
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As is visible in the table above, from 2013 to 2014 the amount of tourism arrivals has decreased by
1.7% and the hotel nights by 1.8% . Additional information on the hotel nights categorized by hotel
classification (1-5 stars properties) is provided in the table below. It has to be noted that the
following data regards the whole region of Ticino and not only the destination of Lugano.

TABLE 7: Tourism arrivals and hotel nights per hotel classification: Ticino (Jan -Nov) (Source: O-Tur - IRE
Luagno, 2014)

As it is visible in the table above, according to O-Tur (2014) in 2014 Ticino counted 80’118
tourism arrivals and 204’799 hotel nights in 5 stars hotels (percentages from January to November).
The average stay is 2.56 (days) and a reduction of -4.7% and -6.6%, respectively for arrivals and
hotel nights, has been assessed.
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3.

Methodology

This chapter is dedicated to the description of methods of research and data analysis. The
methodology undertaken with the purpose to achieve the previously exposed objectives is a
qualitative content analysis, developed with a deductive top down approach and addressed to
Lugano luxury hotel online travel reviews on the portal Trip Advisor. The aim of the process is the
definition of the hotel topics of discussion covered in the reviews and the assessment of frequencies
of discussion and satisfaction ratings related to the predefined categories.
In the first session the research background is outlined and the study contextualized in a broader
framework. In the second session, content analysis’ characteristics are outlined in order to provide
an extensive understanding of the methodology undertaken for the research. In the third session, the
corpus of analysis is specified and it is divided into three steps. In the first step, Lugano luxury
hotels are selected. In the second step, reviews related to the preselected hotels are designated. In
the third step, hotel categories covered in the analyzed texts are identified. Furthermore, a coding
scheme, customized for the aim of the study, is consequently developed. Lastly, the fourth session
determines data analysis peculiarities and is divided into two further steps: data uploading and data
elaboration.
3.1. Research background
In this session peculiarities of the research background are carefully outlined. In order to determine
the corpus of analysis, information about luxury, luxury tourism and luxury hotels with a focus on
HRWs, web reputation and hotel areas (see 2. Literature Review) was gathered. The literature
review is, indeed, considered to be essential background information to the study. The outcomes
provide, in fact, a theoretical framework to the research and the establishment of knowledge for the
development of the corpus of analysis.
With the purpose to address an investigation on luxury hotels and luxury travelers’ satisfaction, the
necessity to truly understand the nature of the luxury experience, and how luxury is perceived, in
accordance to the main exponents of the field, is determined. The assessment of the specific
phenomenon of luxury travel with a focus on the industry organization is also crucial. This provides
an improved understanding of the role that hospitality plays in the overall high-end travel
experience.
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Furthermore, the present research is developed on customer satisfaction assessment, considered an
important element in hospitality management. Indeed, specialists agree on the fact that “service
quality” and “customer satisfaction”, together with “customer loyalty” are major reasons for success
in the accommodation industry. The special focus of the present study is reinforced by the fact that
attribute satisfaction can help hotel management identify hotel categories that present a stronger or
weaker impact in service management with the purpose to undertake a specific and addressed
service direction (Usta et al., 2011).
On the other hand, the findings related to HRWs and more specifically on Trip Advisor, drive the
decision to develop the research on such a portal, where reviews are retrieved. Indeed, it is assessed
that the website leads the industry with a production of 53.1% of the total luxury hotel reviews
worldwide, against the 39.2% for non-luxury hotels, where the portal maintains its lead with a lower
percentage (ILTM and Brand Karma, 2013). Therefore, Trip Advisor is preferred over other travel
review websites as an appropriate tool to identify topics of discussion, frequencies of discussion and
satisfaction ratings.
3.2. Content analysis
In order to offer a broader understanding of the method of research implemented to develop the
present study, in this session a theoretical framework to the content analysis is offered. The
methodology is defined as follows: “Content analysis is a research technique for making replicable
and valid inferences from texts (or other meaningful matter) to the context of their use” cit.
Krippendorff (2003, p. 18). Indeed, the practice reduces and simplifies text providing a manageable
classification of data to be interpreted (Weber, 1990). The exposed concept is also confirmed by
Stemler (2001), who affirmed that “content analysis is a systematic, replicable technique that
compress many words of text into fewer content categories based on explicit rules of coding”. It has
to be noted that when referring to text, not only written material is intended to be included, but also,
as transcribed in the definition above, “other meaningful matter”, namely “works of art, images,
maps, sounds, signs and even numerical records” cit. Krippendorff (2003, p. 19). The research
method is, therefore, considered to be a scientific tool, which, when performed correctly, enables
reliability, replicability and validity (Krippendorff (2003). In order to have a replicable procedure
“…researchers working at different points in time and perhaps under different circumstances
should get the same results when applying the same technique to the same data” cit. Krippendorff
(2003, p. 18). Furthermore, for producing valid results and, therefore, scientific researches “…the
researcher effort is open for careful scrutiny and the resulting claims can be upheld in the face of
independently available evidence” cit. Krippendorff (2003, p. 18).
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To conclude, content analysis is not limited either by the typology of the components analyzed or
by the context the components belong to (Neuendorf, 2002). Indeed, the methodology is a deep and
personal reading of textual data that can also become conceptual with the purpose to capture the
essence of the phenomenon in text.
3.3. Corpus of analysis
The session is organized into three steps with the final goal to determine the corpus of analysis of
the study, both in terms of formation of the sample of research and creation of the content analysis
coding scheme. In the first step, Lugano luxury hotels, matching predefined requisites, are
designated. In the second step, online travel review criterions of choice are outlined. In this way,
reviews related to the preselected hotels can be retrieved to form the actual sample of research.
Lastly, in the third step, hotel categories covered on the online travel reviews, of which frequencies
of discussion and satisfaction ratings will be assessed, are determined and represented by the coding
scheme, specially created for this purpose.
3.3.1. First step: Hotels selection
The first step of the corpus of analysis concerns the selection of the hotels, which form the sample
of research. Luxury Hotels in Lugano are identified according to the appropriate category “5 star
hotels”, which has already been specified in the literature review (see 2.3.3. Five stars hotels). As a
result, four hotels match the criterion of research in Lugano: “Grand Hotel Eden”; “Grand Hotel
Villa Castagnola”; “Hotel Splendide Royale”; “Villa Principe Leopoldo”. In the figure displayed
below, the location of the properties is outlined.
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LUGANO 5 STAR HOTEL LOCATION

FIGURE 15: Lugano 5 star hotel location (Source: own elaboration)

As is visible in the figure displayed above and as was already anticipated, all the hotels are placed
in the area of Lugano. In addition, the table displayed below provides further details on the hotels in
terms of style, number of rooms and amenities.
LUGANO 5 STAR HOTEL DETAILS
HOTEL NAME
Grand Hotel Eden

STYLE
Classic Luxury (built:
1870, remodeled: 2005)

ROOMS
Rooms: 107
Suites: 8

AMENITIES
- Banquets & Meetings
- Business Center
- Meeting Space
- Fine Dining on Site
- Fine Dining Nearby
- Fitness Center
- Pets Allowed
- Pool, Indoor & Spa
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Facility
Classic Luxury

Room: 66
Suites: 22

- Banquets & Meetings
- Meeting Space
- Fine Dining on Site
- Fine Dining Nearby
- Fitness Center
- High Speed Internet
- Pool, Indoor
- Tennis Courts on Site

Hotel Splendide

Classic Luxury (built:

Royale

1887, remodeled: 1983)

Rooms: 85
Suites: 12

- Banquets & Meetings
- Disabled Access
- Executive Retreat
- Fine Dining on Site
- Fine Dining Nearby
- High Speed Internet
- Pets Allowed
- Pool, Indoor

Villa Principe

Classic Luxury (built:

Leopoldo

1986, remodeled: 2005)

Rooms: 75
Suites: 30

- Banquets & Meetings
- Disabled Access
- Fine Dining on Site
- Fine Dining Nearby
- Fitness Center
- High Speed Internet
- Pool, Outdoor
- Spa Facility
- Tennis Courts on Site

Grand Hotel Villa
Castagnola

TABLE 8: 5 star hotels in Lugano: Details (source: adapted to 5 star alliance)

As is visible in the table displayed above, four “Classic Luxury” hotels are selected. The properties
possess a total number of rooms ranged between 86 and 115 (suites between 0 and 30) and they
provide the following amenities: “Banquets & Meetings”; “Business center”; “Meeting space”;
“Executive Retreat”; “Disabled Access”; “Fine Dining on Site”; “Fine Dining Nearby”; “Fitness
Center”; “High Speed Internet”; “Pool”, “Outdoor and Indoor”; “Spa Facility”; “Tennis Courts on
Site”; “Pets Allowed”.
3.3.2. Second step: Reviews selection
The second step of the corpus of analysis concerns the review criterions of selection. In order to
undertake a valid research the following reviews and reviewer requirements have to be matched.
The criterions used for the review collection are displayed in the figure below.
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REVIEW AND REVIEWER REQUIREMENTS

REVIEW

REVIEWER

Age range: 18-24;
Language: English

25-34; 35-49; 5064; 65+; NA

Timeframe: 1st
August 2012 – 1st
October 2014

Hotel stay only

Typology:
business; couple;
family; friends,
solo; NA

Sex: male; female;
NA

FIGURE 16: Review and reviewer requirements (Source: own elaboration)

As displayed in the figure above, the selected reviews need to be in English only and they strictly
have to refer to the hotel stay and not to the facilities present on-site, such as restaurant and spa.
Furthermore, only reviews which were written between August 1st 2012 and October 1st 2014 are
chosen. Such a restricted time frame is preferred over a longer one due to the dynamic
characteristics of the hospitality industry. Therefore a relevance sampling is applied to the text,
where text units are sampled according to their period of time. Relevance sampling is not
probabilistic, but it systematically lowers the number of elements that need to be considered for the
analysis. In this research framework, the selected components are considered to be the population of
relevant text instead of being representative of the population of text itself (Krippendorf, 2003). In
regards to the reviewer profiles no discrimination, either demographic or behavioral, is undertaken.
All age ranges (18-24; 25-34; 35-49; 50-64; 65+; NA), locations (country of origin; country where
they live; NA), sex (male; female; NA) and typologies of travel (business; couple; family; friends,
solo; NA) are selected. In the table displayed below an overview of the final outcome regarding the
designated sample of research, outlining the total number of reviews retrieved, is provided.
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NUMBER OF REVIEWS PER HOTEL
HOTELS

NUMBER OF REVIEWS

Hotel 1

64

Hotel 2

57

Hotel 3

52

Hotel 4

89

Total_Lugano

263

TABLE 9: Hotel and total number of reviews selected (source: own elaboration)

As is visible in the table above, a total number of 263 reviews are selected and organized as
follows: 64 for Hotel 1, 57 for Hotel 2, 52 for Hotel 3, 89 for Hotel 4. In order to enable the process
of analysis, the designed reviews are copy pasted into word files and categorized according to the
hotel number. In the documents the review denomination (i.e. Review 1), the review title (i.e.
Beautiful Hotel. Wonderful Lake view), the date of publication and the link to the review on Trip
Advisor are also specified, so that the content can be directly accessed on the dedicated web page at
any time (see Appendix 1).
3.3.3. Third Step: Hotel categories definitions
The third step of the corpus of analysis is related to the areas definitions. A qualitative explorative
content analysis with a deductive approach is undertaken on the 263 previously selected reviews
with the purpose to determine the categories covered in Lugano luxury hotel reviews. It is important
to underline that a top down method is preferred over a bottom up methodology due to the
complications encountered in applying a given academic framework. Although taking for granted
the completeness of the study developed by Dolnicar and Otter (2003), which considers the
examination of 21 studies on hotel characteristics, the content of the reviews selected for the present
study could not be entirely related to the given categories. Therefore, a deductive approach is
implemented and a model, specifically designed for the purpose of the research, created. The
creation of the categories is based on the logical reasoning of the author and takes into consideration
the literature review related to hotel dimensions and attributes. Indeed, it has to be noted that the
research of Dolnicar and Otter (2003) was taken as exemplary framework for categorizing the
content, which is, therefore, organized in dimensions and attributes. Nine dimensions are identified
as follows: service, hotel, hotel experience, facilities, room, F & B, location, brand and price. It has
to be noted that each dimension encompasses a set of appropriate attributes. To this extent, the
dimensions include varied numbers of attributes. For example, some include a wider assortment of
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subcategories and others comparatively fewer elements. Each dimension is profiled in the following
paragraphs, where “D” signifies dimension and “a” attribute.
D1: SERVICE
The first dimension “Service” relates to the hotel service provision during check in, check out and
hotel stay. The hotel areas considered are reception and front desk. Staff is represented by general
managers, receptionists and concierges. Lastly, the dimension encompasses activities such as
customer welcoming and assistance, information provision, porterage and valet parking. The
category offers four attributes: a1 service quality, which is amenable to professionalism, helpfulness
and efficiency of service; a2 attitude of staff, which relates to friendliness and hospitality, a3 speed
of service, which is interested with the promptness of the service provision and a4 attention to
details, related to special attention provided by staff. In the following table, examples from the
reviews analyzed are displayed for each category.
D1 SERVICE
Attributes

Judgments

a1 service quality

“First class service”

a2 attitude of staff

"The staff is also very kind"

a3 speed of service

“Honestly, they put the concierge desk to shame.
Which brings me to the concierge desk – they took
15 minutes to do my check out!”

a4 attention to details

“The service is perfect with a keen eye on the
details. It was possible to have dishes prepared to
suit your taste if there was something you did not
like”

TABLE 10: D1 Service (source: own elaboration)

D2: HOTEL
The second dimension “Hotel” relates to the physical property and it offers five attributes: a 5:
general (hotel), which is amenable to general statements referring to the hotel, also named as
property, palace, accommodation and other; a6 appearance, which refers to the hotel aesthetics in
terms of look, design, decoration, furnishing, style, façade and grounds; a7 cleanliness (hotel),
which is related to the cleanliness of common areas and more in general the hotel itself, but not
rooms; a8 functionality, which is interested with the hotel functional aspects; a9 atmosphere, which
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interests the feelings awakened by the involvement, the ambient and the broad-spectrum perception
of the hotel atmosphere. In the following table, examples from the reviews analyzed are displayed
for each category.
D2 HOTEL
Attributes

Judgments
"The property is amazing"

a5 general (hotel)
a6 appearance

"The entire hotel is a little tired and could definitely
do with some face-lift"

a7 cleanliness (Hotel)

“The hotel and all public areas are extremely clean”

a8 functionality

"The breakfast is in the building facing the water,
which may look easy to find, however most doors
were looked and therefore hard to access"

a9 atmosphere

"Makes you feel as you are in Eden"

TABLE 11: D2 Hotel (source: own elaboration)

D3: EXPERIENCE
The third dimension relates to the guests’ “Experience” and it offers two attributes: a10 overall
experience, which is amenable to the global stay, the guests’ general enjoyment, also named by the
reviewers as “everything”; a11 expectations is, on the other hand, related to image and reputation,
which can be shaped by previous stays, advertising, recommendations, WOM and eWOM.
Expectations can either be confirmed and drive satisfaction or not be established and drive
consequent disappointment. In the following table, examples from the reviews analyzed are
displayed for each category.
D3 EXPERIENCE
Attributes

Judgments

a10 overall experience

“The short stay has pleased us"

a11 expectations

"I found the hotel well above my expectations";
"The picture that they provide in their
advertising are deliberately misleading"; "My
return was everything I expected and more"
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TABLE 12: D3 Experience (source: own elaboration)

D4: FACILITIES
The fourth dimension relates to hotel “Facilities” and it offers four attributes: a12 general
(facilities), which interests general statements referring to hotel facilities in terms of beauty and
functionality, a13 business facilities, which is related to meeting rooms, conference rooms and
business center; a14 health/fitness facilities, which is amenable to gym, tennis court, spa, Turkish
bath; sauna; steam room and massages. Furthermore, also comments on the opening hours of the
facilities are included; a15 swimming pool, both indoor and outdoor. In the following table,
examples from the reviews analyzed are displayed for each category.
D4 FACILITIES
Attributes
a12 general (facilities)

Judgments
"I was pleasantly surprised with all the hotel
facilities"

a13: business facilities

“Such a shame that this was a business trip, but
spending all day in a beautiful conference room with
three windows opening onto balconies overlooking
the gardens was such a delight compared to normal
business facilities”.

a14 health/fitness facilities

"The spa was close by but closed because they were
occupied with clients (only down side) so we could
not get an appointment"

a15 swimming pool

"The pool is small and felt quiet crowded the one
day we choose to lounge around"

TABLE 13: D4 Facilities (source: own elaboration)

D5: ROOM
The fifth dimension relates to the hotel “Room” or suite and it offers twelve categories: a16 general
(room), which interests general statements referring to hotel accommodation; a17 room facilities,
which is related to room equipment and amenities such as, power sockets, A/C, kitchenette, coffee
and tea facilities, TV, plugs and other; a18 room appearance, which is amenable to room aesthetics,
décor, appointment, furniture and touches; a19 cleanliness of room; a20 room service; a21 comfort,

which encompasses bed peculiarities, sleeping conditions and more general room comfort; a22
bathroom which interests both toiletries and bathroom conditions; a23 room quietness, which is
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influenced by road noise and thickness of walls; a24 room size; a25 no smoking rooms, which
encompasses comments on room smoke smell and the smoking/no smoking option choice; a26 wifi, in terms of existence, speed and functionality of the facility; a 27 room view and balcony. In the
following table, examples from the reviews analyzed are displayed for each category.
D5 ROOM
Attributes

Judgments

a16 general (room)

"The room is really nice"

a17 room facilities

"Coffee and /tee making facilities are missing";
"A/C was very good"; "TV, missing channels"; "The
rooms are well equipped with all the modern
necessities"

a18 room appearance

"The rooms are a bit outdated"; "The rooms felt
really old and dated"

a19 cleanliness of room

“Our room was immaculate, clean and fresh”

a20 room service;

“There was no room service in the building I was in.
I could not even get a drink. I asked if food from the
main restaurant could be brought to me at a cost, and
no, they could not even do that. No room service?
What a joke! So out we went in the rain to the main
building to have a meal…”

a21 comfort

"The beds could have been more comfortable,
perhaps some new mattresses”

a22 bathroom

"All the vanity are from ETRO. How great???"

a23 room quietness

“The hotel seemed nearly empty but we got a room
beside a family with a very young and noisy child,
and we knew it (particularly in the bathroom)”

a24 room size

“The room was large, even considering the
American standards!”

a25 no smoking rooms

"The main disappointment was when they showed
us a room that stank of cigarettes"

a26 wi-fi

“…problem for two days with wifi”
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a 27 room view and balcony

"I loved the balcony. It was very private and big.
The view was stunning!"

TABLE 14: D5 Room (source: own elaboration)
D6: F & B
The sixth dimension relates to “F & B” and offers three categories: a28 F & B area, which refers to
hotel restaurants and bars in terms of beauty, view, functionality and entertainment of the location;
a29 F & B service, provided by a maître; waiters and other staff; a30 F & B, which is amenable to
general quality of food, extensiveness of buffet and richness of selection. In the following table,
examples from the reviews analyzed are displayed for each category.
D6 F&B
Attributes

Judgments

a28 F & B area

"We did enjoy our breakfast overlooking the lake"

a29 F & B service

“The service at the restaurant was excellent, real 5
star standard service”

a30 F & B

"The breakfast was pretty good"; "Breakfast was
average"

TABLE 15: D6 F&B (source: own elaboration)

D7: LOCATION
The seventh dimension relates to “Location” and offers two categories: a30: location convenience,
which interests what is considered to be convenient for the guests, for example strategic central
location, quietness and closeness to main attractions or public transportation; a31 location beauty
and view, which is amenable to beauty and charm of the surroundings, together with the view
provided by the hotel. In the following table, examples from the reviews analyzed are displayed for
each category.
D7 LOCATION
Attributes

Judgments

a31: location convenience

"It is out of town but they have shuttle bus"

a32 location beauty and view

"A truly fascinating location" "This hotel is in a
lovely setting"

Table 16: D7 Location (source: own elaboration)
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D8: BRAND
The eighth dimension relates to “Brand” and it offers two categories: a33 star rating, which mainly
refers to comments on the “5 star hotel” category (positive, neutral or negative); a34 standards,
which is interested in regional, national, international or brand canons. In the following table,
examples from the reviews analyzed are displayed for each category.
D8 BRAND
Attributes

Judgments

a33 star rating

"It is supposed to be a 5 star hotel but I think that
rating need to be reconsidered"

a34 standards

"This is the best hotel I have ever stayed" "After
staying in another 5 star hotel in Lugano I prefer this
hotel the bests"; "The hotel and the service are truly
amazing. Reminds me of Ritz Carlton"

TABLE 17: D8 Brand (source: own elaboration)

D9: PRICE
The ninth and last dimension relates to “Price” and it offers two categories: a35 price/value for
money (extra fees), which refers to the prices and the value for money of extras, such as F & B,
room service, parking and massages; a36 price/value for money (hotel), which, on the other hand,
interests the price and value for money of the hotel rate itself. In the following table, examples from
the reviews analyzed are displayed for each category.
D9 PRICE
Attributes
a35 price/value for money (extra)

Judgments
"Charging 10 euros for a freshly cooked egg in a
Buffet is surely not acceptable".

a36 price/value for money (hotel)

"You would be disappointed paying that kind of
premium given that it is out of town and needs an
update"; "The quality that we got was just super fine
for that price"

Table 18: D9 Price (source: own elaboration)

58

The nine tables displayed before and the relative explanatory texts provided, represent the coding
scheme (ndr. coding dictionary) that was created especially for the purpose of this research.
Complete, comprehensive and exhaustive descriptors are provided with the purpose to enable a
correct examination, which otherwise could not be performed. It also has to be noted that the model
was developed while performing the content analysis itself. In this way, the author was enabled to
create a customized framework to the sample of the study. Indeed, as was already anticipated, a top
down approach is preferred to a bottom up method, which would have included the application of
an external framework.
To sum up the previously outlined findings, the corpus of analysis developed in this session consists
of both the formation of the sample of research and the creation of a coding scheme, which enables
the content analysis. The sample of research consists of 263 online travel reviews, produced by the
four Lugano 5 star hotels and gathered on the portal Trip Advisor. On the other hand, the coding
scheme consists in 9 dimensions and 36 attributes, covered on the reviews analyzed. The scheme
displayed below summarize the previously exposed findings.
FINAL SCHEME

SAMPE OF RESEARCH

CODING SCHEME

4 LUGANO LUXURY
HOTELS

9 DIMENSIONS

263 ONLINE TRAVEL
REVIEWS

36 ATTRIBUTES

FIGURE 17: Final scheme (source: own elaboration)

3.4. Data analysis
This session is organized into two steps: data uploading and data elaboration with the purpose to
draw conclusions and display results, in the further session.
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3.4.1. First Step: Data uploading
The first step of data analysis concerns data uploading. It has to be noted that the coder has already
performed a top down deductive qualitative content analysis on the selected reviews, where the
content has been extracted and addressed to attributes and dimensions, on the basis of the topic of
discussion. In relation to this, it is important to specify that when the content of the single reviews is
related to more than one attribute (most of the cases), the coder classifies the content to multiple
attributes. For example if a review includes comments about room size, location convenience and F
& B, in that case the coder counts three items. Moreover, the coder does not only address the
content to the appropriate category, but also addresses scores to the items categorized. This is based
on the perceived satisfaction expressed by the hotel guests. The value of the judgments is conveyed
within predefined metrics, based on the judgmental system developed by Inversini et al. (2010),
which is outlined as follows. When “The item does not express any value judgment”, the score
addressed is 0, while when “The item expresses a value judgment”, the following scores are
addressed:
-

“The item expresses positive value judgments”: score 4

-

“The item expresses positive value judgments as well as negative judgments”: score 3

-

“The item expresses more negative value judgments rather than positive ones”: score 2

-

“The item expresses negative value judgments”: score 1

In the table displayed below, examples of judgments and consequent scores are displayed for each
attribute included in the analysis.
ATTRIBUTES JUDJMENTS AND SCORES
D1 SERVICE
a1 service quality

“Staff are singularly unhelpful except for Giorgio who

2

seems to look after the pool area and Linda, the really
great masseuse”.
a2 attitude of staff

“Staff was rude and service not friendly at all”

1

a3 speed of service

“The service speed was very quick”

4

a4 attention to details

“I loved the fresh fruit, which was ever present in 4
overflowing dishes and I could not resist helping
myself…”
D2 HOTEL
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a5 general (hotel)
a6 appearance

"The property is amazing"

4

“The hotel is beautiful, sumptuously furnished and 3
decorated, although the busts in recessed alcoves along
the corridor were a bit scary”.

a7 cleanliness (hotel)

“The hotel and all public areas are extremely clean”

a8 functionality

"The breakfast is in the building facing the water, which 1

4

may look easy to find, however most doors were looked
and therefore hard to access"
a9 atmosphere

“Sometimes I felt like in some care home”

1

D3 EXPERIENCE
a10 overall experience

“The short stay has pleased us"

4

a11 expectations

"My return was everything I expected and more"

4

D4 FACILITIES
a12 general (facilities)

"The outdoor seating is beautifully set to take advantage 4
of this".

a13: business facilities

“Meeting rooms are good, would be perfect weather a bit 3
bigger”

a14 health/fitness facilities

“There is a spa and swimming pool which we did not

0

use”.
a15 swimming pool

“We weren't disappointed as it is lovely, once again 3
everything is provided and there are sun loungers if the
weather permits. The only down side to the pool was that
it was just too cold. now I know everyone's a bit cold
when they first enter a pool and once I had thrashed about
trying to warm up I was alright, the problem was when I
stopped as I immediately cooled down to the point where I
was having the trash about every few minutes to be able to
stay in the pool as it was just too cold. Relaxing and
chatting in the pool is just not an option as it really is too
cold”.
D5 ROOM

61

a16 general (room)

“The one bedroom suite is fine, although it is 2 connecting 3
rooms”

a17 room facilities

“Apart from a cot, the room does not really cater for 2
children”

a18 room appearance

"It looks dreary and antiquate"

1

a19 cleanliness of room

“Our room was immaculate, clean and fresh”

a20 room service;

“We had room service which was great and the meal of a 4
very high quality”.

a21 comfort

"…but there was lack of comfort (no pillows on sofa, hard 1
mattress)"

a22 bathroom

"The bathroom had a slight sewerage smell, which may be 3
due to old pipes. However the design and toiletries were
just perfect"

a23 room quietness

Room was quiet apart from one evening, there was a bit of 3
noise from the room close to our, but it was not so laud”

a24 room size

“Our suite was spacious and roomy”

a25 no smoking rooms

“When we entered the room it stank as cigarettes as 1

4

crazy”
a26 wi-fi

“There was one significant downside to the hotel, and it 1
was our internet connection to our Apple ipads and
iphones. It was extremely frustrating because we
constantly had to reboot our devices to get them
reconnected to WiFi. Once connected our mobile devices
ran like the "old dial-up service" …Prior to coming to this
hotel we stayed in six other Swiss hotels, and we never
encountered internet connection problems. For a hotel that
caters to an upscale leisure or business traveler, this is a
serious and unacceptable problem for Apple product
users”.

a 27 room view and balcony

“If possible book a room with a lake view - ours was 4
excellent with a good sized terrace”
D6 F & B
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a28 F & B area

"The breakfast area is simply magnificent"

4

a29 F & B service

“ …not to mention tip top service at restaurant dell’Arte”

4

a30 F & B

"Breakfast has limited selection but it is good"

3

D7 LOCATION
a31: location convenience

“The hotel is10 minute walk to central Lugano”

a32 location beauty and view

“Separated from the lake by a road, Villa Castagnola is in 4

0

a park like setting with incredible views”
D 8 BRAND
a33 star rating

"What a hotel truly 5 stars"

4

a34 standards

"With my experience with other hotel across Europe, this 4
is on top of my list"
D9 PRICE

a35 price/value for money (extra)

“We had dinner in the restaurant and it was worth every 4
cent”

a36 price/value for money (hotel)

"Worth every penny"

4

Table 19: example of attribute judgments and scores (source: own elaboration)

As is visible in the table displayed above, score 1 is addressed to negative judgments, score 2 to
judgments with a more negative value than a positive value, score 3 to positive value judgments as
well as negative judgments and score 4 to positive value judgments. In addition to this, score 0 is
addressed when no value judgment was given. In order to upload the information, the coder uses the
coding scheme, derived from the content analysis, which was performed while developing the
corpus of analysis. The model results in an excel matrix which serves as a scheme for the data
uploading process. The matrix represents the final result of the content analysis (including the
scores assessed in the process). More specifically, on the vertical axis of the excel sheet, the
attributes are organized into their categories and on the horizontal axis the reviews are listed from
the most recent to the oldest. On the other hand, information about sex, age, origins and purpose of
the travel of the reviewers and month of the review is also included in order to enable a broader
understanding of the sample of research in the further phase of data elaboration (see Appendix 3).
3.4.1. Second step: Data elaboration
The second and last step of data analysis concerns data elaboration. In order to elaborate the data
gathered through the content analysis, a descriptive statistical analysis on Excel and SPSS is
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performed. More specifically, frequencies regarding the following are counted on SPSS to permit
the sample description: Months (January-December; NA) of the reviews, Sex (F; M; NA); Age
range (18-24; 25-34; 35-49; 50-64; 65+; NA) and Typology of the stay (Couple; Solo; Family; Friends;
Business; NA). Moreover, frequencies regarding the following are counted on Excel to determine
the preferences related to the topics of discussion: Dimensions (Service; Hotel; Experience;
Facilities; Room; F&B; Location; Brand; Price) and corresponding attributes. Thirdly, the
previously mentioned dimension satisfaction ratings are calculated in order to assess category
specific guest satisfaction levels.
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4.

Results

In this section the results are outlined and the three research questions framed tried to be answered.
In the first session, the sample of research is described. In the second session, the topics of
discussion identified are outlined and the first research question is tried to be answered. In the third
session the category specific frequencies of discussion assessed are outlined and the second
research question is tried to be answered. In the fourth and last session the related satisfaction
ratings evaluated are discussed and the third research question is tried to be answered.
4.1. Sample description
In this session a general description of the sample of the research is provided, which consists in 263
reviews, retrieved from the four 5 stars hotels of Lugano and related to the period between 1st
August 2012 and 1st October 2014. In the first part the analysis of the sex of the reviewers is
presented. In the second part, the guests’ origin distribution is introduced. In the third, the
reviewers’ age-range percentages are outlined, while in the fourth and last part the percentages
related to the typology of the trip declared are assessed
4.1.1. Sex
In 41% of the cases the sex of the reviewers could not be defined, since either it was nor declared or
it was not intuitive from the conjunctive analysis of the profile picture and reviewer name. From the
remaining 59% of the reviewers, 25% were assessed to be female and 34% male. In the figure
below the sex distribution among the reviewers who included the information in their profile is
displayed.

SEX

Figure 18: Lugano 5 star hotels: Sex (Source: own elaboration)
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As it is visible in the figure above, the percentages of male and female is divided between 58% of
male reviewers and 42% of female reviewers. It has to be noted that the author has noticed that the
declaration of the sex could be related with the declaration of the age range. Indeed, reviewers who
declared the age, usually declared also their sex. Therefore, the slight majority of males could also
be amenable to the fact that women are less willing to publicly declare their age. However, the
matter should be further researched to reach such a conclusion.
4.1.2. Age range
In 57% of the reviews the age range was not declared by the reviewers. Among the remaining 43%,
17% are aged 50-64, 14% are aged 35-49, 6% are aged above 65 and 1% is aged 18-24. In the
figure below the age range distribution among the reviewers who included the information in their
profile is displayed.
AGE RANGE

Figure 19: Lugano 5 star hotels: Age range (Source: own elaboration)

As is visible in the table above, the majority of guests who published information about their age
are distributed in the age range 50-64 with a percentage of 39%, followed by the guests aged
between 35 and 49 with 32%. Lastly follow, the category 25-34 with 15%, the group of 65+ with
12% and the travelers aged 18-24 with only 2%. The author believes that adults and senior travelers
are more willing to travel to Lugano 5 star hotels than teen-agers and young adults. Regarding the
lower percentage of the 65+, the data can be also amenable to the fact that older travelers are less
familiar with HRWs such as Trip Advisor.
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4.1.3. Origins
The majority of the reviewers published information about their country of origin, only 12% did not
include this information in the public profile. Among the remaining 88%, the majority come from
Europe with 38.6% and the Americas with 33% (30% North America and 3% South America).
They are followed by travelers from Asia Pacific with 10% (5% Asia and 5% Oceania) and the
Middle East with 7%. In the figure below the origin distribution among the reviewers who included
the information in their profile is displayed.
ORIGINS

Figure 20: Lugano 5 star hotels: Origins (Source: own elaboration)

As is visible in the figure above, the majority of guests who published information about their
origins come from Europe (44%) and the Americas with 37% (34% from North America and the
remaining 3% from South America), followed by Asia Pacific with 11% (6% from Oceania and 5%
from Asia) and the Middle East with 8%.
4.1.4. Typology
Only 8% of the reviewers did not include information about the typology of the stay in their
profiles. Among the remaining 92%, the majority selected the category couple (45%), family (18%)
and business (16%). Lastly, 10% revealed friends and only 3% solo. In the figure below the
typology of trip distribution among the reviewers who included the information in their profile is
displayed.
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TYPOLOGY

Figure 21: Lugano 5 star hotels: Typology (Source: own elaboration)

As is visible in the figure above, the majority of the guests travel in couples (49%), with the family
(20%) or for business (17%). Lastly, stays with friends count 10% and solo travels only 4%.
4.2. Topics of discussion
In this session the topics of discussion covered in Lugano 5 star hotels are presented and the first
research question, specified as follows, tried to be answered.
RQ1: Which are the hotel topics of discussion covered in Lugano luxury hotel reviews?
As is indicated in the methodology, where additional details on the topics of discussion are
presented (see 3.3.3. Hotel dimensions and attributes definition), nine hotel dimensions and thirtysix hotel attributes are covered in Lugano 5 star hotel reviews. The scheme displayed below aims to
carefully summarize the research findings.
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LUGANO 5 STAR HOTEL TOPICS OF DISCUSSION

Figure 22: Lugano 5 star hotel topics of discussion (source: own elaboration)
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As is visible in the scheme displayed above, the topics of discussion covered in Lugano 5 star hotel
reviews are categorized on the basis of the dimension and the attribute interested with the gathered
content. The common denominator of the categories presented is that the content retrieved always
refers to the guests hotel stay, which was personally experienced and integrated into the model
resulted above. As a result, 9 main categories and 36 further sub-categories were identified. It has to
be noted that the hotel dimensions proposed include varied ranges of attributes. Indeed, some
dimensions include a wider assortment of attributes (i.e. Room, Hotel and Facilities) in comparison
to others, which encompass fewer (i.e. Location, Price and Star rating). The range of attributes
provided by each category is strictly based on the gathered content and is not related to the
dimension and attribute coverage and importance, which will be investigated in the further phase of
analysis (see 4.3. Frequencies of discussion). The categories basically refer to hotel areas, which
drove the interest of the sampled hotels guests and that can be considered both immaterial (i.e.
“service attitude” and “hotel atmosphere”) and material (i.e. “hotel appearance” and “swimming
pool”). The elements are also amenable either to the guest’s emotional side (i.e. “hotel
atmosphere”) or to more practical peculiarities (i.e. “F & B quality”). Lastly, some categories can
be considered more specific (i.e. cleanliness of bathroom) than others (i.e. “F&B quality). It can be,
therefore, assessed, that Lugano luxury hotel reviews contain a rich and varied set of topics of
discussion, which refer to the content driving the interest of the Lugano luxury hotel reviewers.
4.3. Frequencies of discussion
In this session, Lugano 5 star hotel online travel review frequencies of discussion, related to the
previously identified topics of discussion, are outlined and the second research question, specified
as follows, is tried to be answered.
RQ2: Which frequencies are related to the topics of discussion covered in Lugano luxury hotel
reviews?
In the first section an overview of the dimension specific frequencies of discussion is provided and
an analysis of the frequencies evaluated for each dimension is offered. In the second section, an
analysis focused on the attribute’s specific frequencies of discussion is displayed. In the third and
last section, a comparison between dimensions and attributes frequencies of discussion is provided.
To this extend, it also has to be specified that when referring to frequencies of discussion, the author
aims to define the coverage and that in this case coverage is amenable to the percentage of Lugano
luxury hotels reviewers, who have discussed and/or commented and/or judged the classifications
identified. After having recognized the topics of discussion themselves (see 4.2. Topics of
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discussion), for the author it is, therefore, important to examine their coverage, namely which
categories drive the interest of the hotel guests more than others.
In this section, first of all, an overview of the frequencies of discussion assessed for the previously
identified dimensions (total number and percentages) is provided. Second of all, a detailed analysis
of each dimension through the provision of correlated comments, retrieved in the previous phase of
data gathering, is offered.
4.3.1. Dimensions frequencies of discussion
In relation to the dimension specific frequencies of discussion, in the table displayed below, an
overview of the coverage of the single categories in Lugano luxury hotel reviews is provided. It has
to be noted that the frequency percentage outlined refers to the entire sample of research analyzed,
namely 263 reviews, and that the elements are ranked from the most frequently mentioned to the
least declared.
FREQUENCIES OF DISCUSSION: DIMENSIONS
Rank
1
2
3
4
5
6
7
8
9

Dimension
Room
Service
F&B
Hotel
Location
Experience
Facilities
Brand
Price

Frequency (number)
Frequency (%)
236
211
207
197
167
95
92
62
54

90
80
79
75
63
36
35
24
21

Table 20: Frequencies of discussion: Dimensions (Source: own elaboration)

As is visible in the table displayed above, the dimensions “Room” (90%), “Service” (80%), “F&B”
(79%), “Hotel” (75%) and “Location” (63%), ranked in the first five positions, are covered by more
than half of the sample with percentages ranging from 63% to 90%. These are the categories that
drive the interest of Lugano 5 star hotel guests the most, being current topics of discussion on
online travel reviews. On the other hand, the dimensions Experience” (36%) and “Facilities” (35%)
cannot be considered as broadly covered as the top five categories, although they have driven the
interest of more than 30% of the sampled guests. Lastly, “Brand” (24%), placed penultimate and
“Price” (21%), ranked ultimate, are mentioned by less than 30% of the hotel guests who have
provided a review on Lugano 5 star hotels. These are considered to be the categories that, when
compared to the others, have driven guest interest the least . Considering the assessment of the top 5
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covered dimensions, the author can assume that the interest of the guests, apart from the category
“Service”, being considered immaterial, is apparently more driven towards more material
dimensions, namely “Room”, “F&B”, “Hotel” and “Location”. In the following paragraphs
exemplary comments related to each dimension are provided in order to further clarify the typology
of content covered in the analyzed reviews. For this purpose, an overview of the main categories
analyzed is provided.
ROOM
The dimension “Room”, which encompasses comments on all the typology of accommodation
provided by the hotel (ndr. room, deluxe room, superior room, suite, executive suite, etc.) is
mentioned by 90% of the reviewers for a total number of 263 reviews. In this case it has to be noted
that 9 reviewers out of 10 have included a judgment on this dimension, which clearly drives
attention. A hotel guest has provided the following representative judgment, where several room
related elements are covered: “So staying in the Residence you get a very large suite on a split level
room, with sitting area, desk area, an ordinary bathroom, and patio or balcony. It has a small
kitchenette…One odd point is that the heavy curtains only partially cover the windows so the you
can't have a darkened room.”
SERVICE
“Service”, which is amenable to activities like customer welcoming and assistance, information
provision, porterage and valet parking, is covered by 80% of the reviewers and a number of 211
reviews. Distinctive judgments related to staff attitude such as: “The service was very friendly. The
concierges were very helpful” and comments of service professionalism like: “Service on arrival
was equally professional. All the staff were very helpful throughout the stay” are provided. In this
case different service areas such as reception and front desk are covered in the present category,
which also considers service provision during check in, check out and hotel stay.
F&B
“F & B” is mentioned by 79% of the guests in 207 reviews, coverage almost as high as the
frequency of discussion determined for the previously exposed dimension “Service”, which is 80%.
In this case the interest of guests towards food and food related elements has to be noted. Examples
of content retrieved in this case are: “The breakfast in the cafe was very pleasant, particularly the
tasty bread”, which clearly refers to the food quality and: “We tried the gourmet restaurant (for the
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view as much as anything else and this was worthwhile and got prettier as it got dark with the lights
below)”, which also discusses the F&B area. In this specific category it is visible how the
judgments move from the quality of food to the quality of atmosphere. Other comments related to
the service were provided, such as “Secondly, we went to dinner in town and came back to have a
drink at the bar where we were immediately blocked by the concierge? Or bar manager? And said
you can't come in- the bar is full. There was a small bar had 3 stools available - we simply wanted
one night cap to go. He made us wait in the empty lobby for 10 minutes with no service and then
somehow made space. Seriously ridiculous to treat your guests like children. The bar staff (with the
exception of one or two) was also horrendously rude.”
HOTEL
“Hotel”, which mainly refers to general comments on the property, is mentioned by 75% of the
sample. The percentage detachment to the frequencies of “F&B” and “Service” is in this case
amenable to a maximum of 5%. It has to be noted that the category “Hotel” not only refers to the
physical assets themselves, but also to the guests’ emotional sides, encompassing comments such as
“Stay in the main house property for a real sense of being in a magical mountain refuge”. In this
way the judgments can grow up to 197, which represents a good coverage in terms of frequencies of
discussion, when compared to the others.
LOCATION
“Location”, which represents judgments on the position of the luxury properties, is cited by 63% of
the reviewers for a total of 167 reviews. “Location” provides attention-grabbing judgments, such as
“It is impressively located above Lugano with a panoramic view of the lake, the mountains and the
town” or “It is not convenient if you want to walk to town. However, there are no good hotels that
are in city center”. The category related findings already suggest interest both versus the physical
location and the convenience related to the location itself.
EXPERIENCE
“Experience”, which is amenable to the travelers general enjoyment of the stay, as well as to guest
expectations, hotel image and reputation, counts a frequency of discussion of 36% with 95 reviews
and comments like “I loved staying here. Everyone should have the experience of staying at this
hotel”. In this case a coverage lower than average in terms of frequencies of discussion is assessed.
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FACILITIES
“Facilities” is cited in 35% of the reviews for a total number of 92 reviews. The category is
represented by comments such as ”The outdoor pool is nice and surrounded by a garden. I didnt try
the spa as I found it way too expensive”, which relates to all the hotel facilities, both sport and
business. Also in this case the coverage is lower than average. It has to be noted that the frequency
of discussion evaluated in this case is almost comparable with the one assessed for the previously
exposed category “Experience” (ndr. 36%).
BRAND
“Brand” is present in only 24% of the reviews for a total number of 62 reviews. The author
assumes that the low coverage of this category is not only related to the guest preferences, but is
also amenable to the typology of hotels selected. Indeed, it has to be taken into consideration that
the four hotels designated in the previous phases are not part of international luxury hotel chains,
such as Ritz Carlton, Four Season and Hyatt. Therefore, it is assumed that in these cases standard
comparisons are less likely to be cited. However, comments on the star rating, such as “Although I
LIKE to stay there and did already many times, got in general one problem with this place: this is
NOT a 5 star hotel from my perspective” were spotted.
PRICE
The dimension “Price” is mentioned by only 20% of the sample with a total of 54 reviews. The
author in this case assumes that travelers who can afford Lugano 5 star hotels, can pay less attention
to price and value for money than other travelers. “I stayed here for five nights in March 2013, I
could only afford it for that long because they had a special offer on. I would NEVER pay CHF 500
and up for a room, which is their normal rate” is an example of judgments provided by the hotel
reviewers. It has been noted that in several occasions the reviewers citing price related peculiarities
also specify that they have taken advantage from some promotion. This is a reinforcement to the
previous assumption, where it is supposed that lower budget travelers confer more attention to price
oriented indicators.
4.3.2. Attributes frequencies of discussion
In this section, first of all, the attribute specific frequencies of discussion (total numbers and
percentages) are displayed. The elements are organized on the basis of the dimension of belonging
and ranked from the most frequently mentioned to the least. Secondly, a ranking chart and analysis
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of the total attributes is provided. Also in this case it has to be noted that the frequency percentage
outlined refers to the entire sample of research analyzed, namely 263 reviews and that the elements
are ranked from the most frequently mentioned to the least declared.
SERVICE
In the table displayed below, the frequencies of discussion related to the service attributes are
displayed. Service quality is ranked first with a frequency of 70%, followed by attitude of staff with
46% and attention to detail with 15%. Lastly, the attribute speed of service is mentioned by only 3%
of the reviewers.
FREQUENCIES OF DISCUSSION: SERVICE
Rank

Attributes

Frequency (number)

Frequency %

1

Service quality

183

70

2

Attitude of staff

121

46

3
4

Attention to details
Speed of service

38
7

15
3

Table 21: Attributes’ frequencies of discussion: Service (Source: own elaboration

As is visible in the table above, it is clear that the travelers seem to pay more attention to service
professionalism and staff friendliness than to quickness of service, providing comments such as
“The service in a hotel is the real Italian service- sometimes rude and so slow” and determining a
special interest towards a quality related feature. Surprisingly, attention to detail, expected to be an
important driver of customer satisfaction by the author, has not captured the reviewers consideration
in comparison to other drivers. In the opinion of the author, this is not reflecting a lack of interest
towards details. Contrarily, the author believes that attentive service, in this case represented by
comments as, “One night we wanted to have a snack and we requested items not on the menu
(cheese plate, fresh fruit) to go with prosecco. They were happy to accommodate and created a
wonderful dish, is expected by 5 star hotel guests and, therefore, it is only covered by 38 reviewers
out of the total 262.
HOTEL
In the table below the frequencies of discussion related to hotel attributes are displayed. General
comments on the hotel are ranked first with 42%, followed by appearance with 34% and
atmosphere with 24%. Lastly, functionality and cleanliness of the hotel together score less than 10%
with 5% and 2%, respectively.
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FREQUENCIES OF DISCUSSION: HOTEL
Rank

Attributes

Frequency Frequency%

1

General (hotel)

110

42

2
3
4
5

Appearance
Atmosphere
Functionality
Cleanliness (hotel)

90
64
12
6

34
24
5
2

Table 22: Attributes’ frequencies of discussion: Hotel (Source: own elaboration)

As is visible in the table above, it can be assessed that immaterial aspects of the properties drive
more attention in comparison to functional drivers, such as cleanliness, which probably are
expected in such high standard hotels and, therefore, are considered less worth to be mentioned. For
example in 90 reviews content related to the hotel appearance, such as “I could handle the dated
look, though it's comical in some ways...mirrors, red laminate, animal prints. Someone had a poor
sense of design and a chequebook!” was found.
EXPERIENCE
In the table below the frequencies of discussion related to experience attributes are displayed. The
guestss overall experience is judged by 31% of the sample and the expectations by 12% of the
reviewers.
FREQUENCIES OF DISCUSSION: EXPERIENCE
Rank

Attributes

Frequency Frequency%

1

Overall experience

82

31

2

Expectations

32

12

Table 23: Attributes’ frequencies of discussion: Experience (Source: own elaboration)

As is visible in the table above, the guests’ general enjoyment and comments on the global stay
such as “Great experience, we felt home!” are cited more than judgments on the expectations,
usually shaped by previous stays, advertising, recommendations, WOM, eWOM. This suggests a
link with increasing attention towards experiential goods and in general to the experiential side of
the practices, as was already assessed in the literature review (see 2.1.2. Luxury market).
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FACILITIES
In the table below the frequencies of discussion related to facilities attributes are displayed. Hotel
facilities in general, swimming pool and health/fitness facilities are ranked first with respectively
18%, 16% and 15%, while parking facilities and business facilities are mentioned with 3% and 1%
of the total sample, respectively.
FREQUENCIES OF DISCUSSION: FACILITIES
Rank

Attributes

Frequency Frequency%

1

Hotel facilities (general)

51

19

2
3
4
5

Swimming pool
Health /fitness facilities
Parking facilities
Business facilities

41
39
7
2

16
15
3
1

Table 24: Attributes’ frequencies of discussion: Facilities (Source: own elaboration)

As is visible in the table above, it can be assessed that swimming pool and health facilities, such as
gym and spa, are more broadly covered in comparison to parking and business facilities, which are
barely mentioned in the reviews. To this extent, it has to be noted that only 17% of the sample
declared to be on business trips, while the remaining 83% affirmed to be leisure travelers, either
solo or with family and friends (see 4.1.4. Typology). The author believes that the low percentage
of business travelers could influence the low coverage of the attribute business facilities.
ROOM
In the table below the frequencies of discussion related to the room attributes are displayed. The
attribute “Room view and balcony” is mentioned by more than half of the sample with a percentage
of 52%. Following in the top three are “Room appearance” with 43% and “Room size” and general
judgments both with 30%. “Comfort” (23%), “Cleanliness of room” and “Bathroom” (both 19%)
and “Room facilities” with 16%. In the last four positions are “Wi-Fi” (10%), “Room quietness”
(5%), “Room service” (4%) and “No smoking rooms” (1%).

FREQUENCIES OF DISCUSSION: ROOM
Rank

Attributes

Frequency Frequency%

1

Room view and balcony

135

52
77

2
3
4
5
6
7

Room appearance
Room size
General (room)
Comfort
Cleanliness of room
Bathroom

112
79
79
61
49
49

43
30
30
23
19
19

8

Room facilities

41

16

9

Wi-fi

25

10

10

Room quietness

13

5

11
12

Room service
No smoking rooms

11
2

4
1

Table 25: Attributes’ frequencies of discussion: Room (Source: own elaboration)

As is visible in the table above, also in this case, same as with the dimension “Hotel”, major
attention is given to aesthetic in terms of view and general appearance of the room with judgments
as “We booked a room with a side view of the lake. We had a spectacular view of the lake and
snow-capped mountains from our room and balcony. The rooms are so pretty and nicely decorated
in art deco style” and “The rooms, at least in the building we stayed in, while quite decent overall,
is probably due for some renovations/updates in the near future.” Also the room size has driven a
large amount of comments and judgments, while the other elements are not represented by a
distinctive percentage of coverage, being mentioned by less than 25% of the reviewers.
F&B
In the table below the frequencies of discussion related to the F & B attributes are displayed. More
than half of the sample (65%) mentioned F & B. In the second position, the frequency of F & B is
42% and the frequency of F & B service is third with 29%.
FREQUENCIES OF DISCUSSION: F & B
Rank

Dimension/attributes

Frequency Frequency%

1

F&B

170

65

2
3

F & B areas
F & B service

109
76

42
29

Table 26: Attributes’ frequencies of discussion: F & B (Source: own elaboration)

As is visible in the table above, all the “F&B” related attributes gain great coverage in the reviews.
Therefore, guests’ general interest towards F&B in terms of F&B quality, service and functionality
and beauty of the related areas can be assessed. It has to be noted that special attention is given to
food peculiarities and extensiveness of the breakfast buffet, where judgments, as “The breakfast
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area is simply magnificent offering wonderful vistas of the lake and the breakfast spread was quite
good with some fishes!” occur on the reviews.
LOCATION
In the table below the frequencies related to the location attributes are displayed. Half of the sample
mentions location beauty and view and 39% the location convenience.
FREQUENCIES OF DISCUSSION: LOCATION
Rank

Attributes

Frequency Frequency%

1

Location beauty and view

130

50

2

Location convenience

103

39

Table 27: Attributes’ frequencies of discussion: Location (Source: own elaboration)

As is visible in the table above, both the attributes provided are covered in the reviews. Also in this
case, as was assessed for the dimensions “Room” and “Hotel”, the sample confers more attention to
the aesthetic side and attractiveness of the hotel setting than to the more strategic and functional
aspect of the convenience, in terms of position. An example is provided in the following comment:
“The location is perfect for long walks along the lake and the views outside our room facing the
lake and small villages was beautiful. The mountains and lake views are something you can look at
all day”.
BRAND
In the table below the frequencies of discussion related to the brand attributes are displayed. Brand
standards are mentioned with a percentage of 16%, while star rating is mentioned by 9% of the
reviewers.
FREQUENCIES OF DISCUSSION: BRAND
Rank

Attributes

Frequency Frequency%

1

Standards

43

16

2

Star rating

24

9

Table 28: Attributes’ frequencies of discussion: Brand (Source: own elaboration)

As is visible in the table above, neither of the attributes are considered to be broadly covered. As
was already anticipated in the previous phase, this can be partially influenced by the typology of
hotels analyzed, which do not belong to any international chain and not only by the guests’ interest.
However, it has to be noted that among the coverage the standards are mentioned almost twice as
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many times as the star rating, which is the least covered attribute of the present category. For the
standard a frequency of 16% was spotted, with comments such as “The hotel and service is truly
amazing reminds me of the Ritz chain classic well-furnished room. I would like to recommend it for
honeymooners and couples retreat”.
PRICE
In the table below the frequencies of discussion related to price attributes displayed. The general
value for money has a frequency of 13% and the value for money related to extra fees is interest of
10% of the guests.
FREQUENCIES OF DISCUSSION: PRICE/VALUE
Rank

Attributes

Frequency Frequency%

1

Value for money (general)

35

13

2

Value for money (extra fees)

27

10

Table 29: Attributes’ frequencies of discussion: Price/Value (Source: own elaboration)

As is visible in the table above and already mentioned while commenting the dimension charts,
value for money does not seem to drive the attention of the sampled guests and this could be
amenable to their high propensity to spend. To this extent, while judging price related elements,
slightly more attention is given to the hotel stay overall costs than to the extra costs, such as for
parking, massages and food, providing comments as: “My one concern is perhaps the restaurant
being 100% pitched at the fine dining experience with prices to match. 60 Euros for a steak. I think
it would be good to encourage hotel guests to eat in the restaurant by perhaps offering a reduced
price for a limited 2 course menu for example.” The ratio can in this case be influenced by the fact
that all the guests paid the hotel fee, but not all the guests consumed extra services while visiting the
property.
In conclusion, it has been assessed that the aesthetic and quality related oriented elements, when
included in the dimension specific set of attributes, are the ones capturing the attention of the
reviewers the most. The findings relate especially to the categories “Service” with the attributes
“Service quality” placed first and second in the ranking previously provided, “Hotel” with “General
hotel” and “Hotel appearance” ranked first and second, “Room” with the attributes “Room view and
balcony” and “Room appearance” placed in the first two positions of the chart displayed above and
lastly “F&B” with the attributes “F&B” and “F&B areas” as well placed on the top of the ranking.
It has to be noted that all the attributes mentioned in this paragraph have a frequency of discussion
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higher than 30% and up to 70%. Further details on this will be given in the further section, which
provides a conjunctive analysis of the set of attributes included in the present study.
TOTAL ATTRIBUTES
In the table below the ranking of the 36 total attributes is displayed. In addition to the ranks and the
frequencies of discussion (in number and percentage), the dimension of belonging is also provided.
TOTAL ATTRIBUTES FREQUENCIES OF DISCUSSION
Rank

Attribute

Dimension

Frequency

Frequency
(%)
70
65
50
52
46
42
42
43
39

1
2
3
4
5
6
7
8
9

Service quality
F&B
Location beauty and view
Room view and balcony
Attitude of staff
General (hotel)
F & B areas
Room appearance
Location convenience

SERVICE
F&B
LOCATION
ROOM
SERVICE
HOTEL
F&B
ROOM
LOCATION

183
170
130
135
121
110
109
112
103

10

Appearance

HOTEL

90

34

11

Overall experience

EXPERIENCE

82

31

12

Room size

ROOM

79

30

13

General (room)

ROOM

79

30

14

F & B service

F&B

76

29

15

Atmosphere

HOTEL

64

24

16

Comfort

ROOM

61

23

17

Hotel facilities (general)

FACILITIES

51

20

18

Cleanliness of room

ROOM

49

19

19

Bathroom

ROOM

49

19

20

Standards

BRAND

43

16

21

Room facilities

ROOM

41

16

22

Swimming pool

FACILITIES

41

16

23

Health /fitness facilities

FACILITIES

39

15

24

Attention to details

SERVICE

38

15

25

Value for money (general)

PRICE/VALUE

35

13

26

Expectations

EXPERIENCE

32

12

27

Value for money (extra fees)

PRICE/VALUE

27

10

28

Wi-fi

ROOM

25

10

29

Star rating

BRAND

24

9
81

30

Room quietness

ROOM

13

5

31

Functionality

HOTEL

12

5

32

Room service

ROOM

11

4

33

Cleanliness (hotel)

HOTEL

6

2

34

Speed of service

SERVICE

7

3

35

No smoking rooms

ROOM

2

1

36

Business facilities

FACILITIES

2

1

T ABLE 30: Attributes’ frequencies of discussion: Total (Source: own elaboration)

As is visible in the table above, the attributes are covered in the reviews with a maximum
percentages of 70% for the attribute “Service quality” to a minimum of 1% for the attributes “No
smoking rooms” and “Business Facilities”.
Furthermore, as already anticipated in the analysis of the attributes categorized per dimension (see
4.3.1. Frequencies of discussion), the findings suggest a stronger interest of the guests towards
aesthetics and quality related peculiarities in comparison to more functional aspects. Indeed, in the
top 10 attributes presented above, only “Location convenience”, placed in the ninth rank, is strictly
related to the purely functional side while the other attributes, namely “Service quality”, “F&B
quality”, “Location beauty and view”, “Room view and balcony”, “F & B areas”, “Room
appearance”, “Appearance” and “Attitude of staff” are linked to presence, quality and the emotional
side of the guests. In addition, it is also important to review that in relation to the broader
categories, represented by the dimensions, the author has determined that the interest of the guests,
apart from the category “Service”, being considered immaterial, interest is apparently more driven
towards mainly material categories, namely “Room”, “F&B”, “Hotel” and “Location”. Indeed, this
set of dimensions, together with “Service”, is ranked in the top five of the chart related to the
dimensions themselves.
4.3.3. Comparison between dimensions and attributes frequencies of discussion
With the purpose to further investigate the phenomenon discussed, a direct comparison between the
chart developed for the main categories, namely the dimensions, and the ranking developed for the
subcategories, namely the attributes, will also be provided. In order to enable a better understanding
of the outcomes presented in the following paragraphs, the table related to the frequencies of
discussion categorized by dimension is examined (for details see 4.2.1. Dimensions), while the table
related to the attributes is displayed above.
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FREQUENCIES OF DISCUSSION: DIMENSIONS
Rank
1
2
3
4
5
6
7
8
9

Dimension
Room
Service
F&B
Hotel
Location
Experience
Facilities
Brand
Price

Frequency (number)
236
211
207
197
167
95
92
62
54

Frequency (%)
90
80
79
75
63
36
35
24
21

TABLE 31: Dimensions’ frequencies of discussion bis (Source: own elaboration)

First of all, the author assesses that the top ten most frequently mentioned attributes (see TABLE
30), relates to the dimensions “Service”, “F&B”, “Location”, “Room” and “Hotel”, which are also
the top five most frequently mentioned dimensions, (See TABLE 31). However, it has to be noted
that the order of the attributes’ specific ranking do not entirely correspond to the dimensions’
ranking. Indeed, the “Service” attribute “Service quality and professionalism” is placed first in the
attribute ranking (see TABLE 30), while its dimension of “Service” only comes second in the
dimension chart (see TABLE 31). On the other hand, the dimension “Room” comes first in the
dimension chart (see TABLE 31), whereas the attribute “Room view and balcony” are rated as
fourth in the attribute chart (see TABLE 30), and so on and so for. This is mainly amenable to the
fact that the dimension categories encompass diverse numbers of attributes, possessing variable
frequencies of discussion, which influence rankings on both sides. Therefore, an entire
correspondence among dimensions’ rankings and attributes’ rankings has not been assessed,
although some relations between the charts have been spotted.
4.4. Satisfaction ratings
In this section the evaluated satisfaction ratings related to the hotel dimensions and attributes
covered in Lugano luxury hotel reviews are outlined in order to answer the third research question,
specified as follows:
RQ3: Which satisfaction ratings are related to the categories covered in Lugano luxury hotel
reviews ?
As was already anticipated, it is important to state that the scores assigned by the author reflect the
guest satisfaction levels, which were expressed in the reviews under the form of judgments. Just to
remember, the score 4 expresses positive value judgments, score 3 expresses positive value
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judgments as well as negative judgments, score 2 expresses more negative value judgments than
positive judgment and score 1 expresses negative value judgments (see 3.4.1. First Step: Data
uploading). In this session, the dimension specific satisfaction ratings are discussed for all the
categories, which have gained coverage higher than 20% in terms of frequencies of discussion (see
4.3.1. Dimension frequencies of discussion). It has to be noted that the present research does not
aim to investigate the attribute specific satisfaction ratings, since 23 attributes out of 36 have gained
a coverage lower than 20%. Therefore, the results could not be considered valid and reliable from
an academic point of view. However, detailed data related to each category is provided in the
appendix (See Appendix 2).
4.4.1. Dimensions satisfaction scores
Before presenting the dimension specific satisfaction ratings evaluated in the present research, an
overview of the scores assigned by the author is provided. Indeed, it is already possible to express a
general judgment on the polarity of the reviews studied. It has to be noted that the percentages
assessed are not calculated on the total number of reviews (ndr. 263), but on the number of reviews
corresponding to the dimension specific frequency of discussion (see 4.3. Frequencies of
discussion). In the figure displayed below, therefore, a figure, which outlines the percentages
related to each category, is provided.
SATISFACTION SCORES OVERVIEW

Figure 23: satisfaction scores overview (Source: own elaboration)
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As is visible in the figure displayed above, the marks assigned mostly are the “Score 4” (in blue)
and “Score 1” (in purple), while “Score 3” (in red) and “Score 2” (in green) are the ones mentioned
the least.
The mark assigned the most is “Score 4”, which represents positive comments and it is well
exemplified by the following judgment “Our junior suite in the main building could not be faulted.
We had a large separate toilet with bidet, a bathroom with a large walk in shower, comfortable bed
and a balcony with a view of the lake”. “Score 4” has been dispensed in percentages ranging from
41% to 92%. More specifically, 92% for “Location”, 89% for “Service”, 84% for F&B, 80% for
“Hotel”, 78% both for the categories “Room” and “Experience”, 65% for “Facilities” and
respectively 48% and 51% for “Brand” and “Price”. A distinctive positivity towards all the listed
dimensions but “Brand” and “Price”, which clearly divide the judgments of the reviewers, can
therefore be assessed. Indeed, while in the rest of the dimensions positivity overcomes negative
polarity, in these two specific cases the sample appears to be almost fairly divided among guests
who have appreciated the service and guests who have complained about it. It has to be noted that
in the following a focus on each dimension result will be provided.
“Score 1” is the second most assigned mark, which is exemplified by the judgment “Might be the
ugliest bathroom I've seen in a hotel of that category (if you guys need someone to redecorate your
bathroom with a small budget just call me)”. “Score 1” has been dispensed in percentages ranging
from 4% to 48%. More specifically, 4% for “Location”, 7% for “Service”, 2% for F&B, 11% for
“Hotel”, 15% for “Room”, 18% for “Experience”, 22% for “Facilities” and 37% and 48% for
“Brand” and “Price”, respectively.
It is important to underline that “Score 3” and “Score 2” provide irrelevant results, having been
assigned to a smaller portion of the sample, namely in percentages ranging from 1% to 8%. The
categories can be exemplified by the following judgments: “My meal was good although I felt it
was a strange combination of turbot and chanterelles with a meaty jus that did not really work for
me” and “The breakfast is not terrible but the croissant are not fresh.... must be frozen and heat up
in the morning”. The highest percentages of the conjunctive assignment of “Score 3” and “Score 2”
regards the category “Facilities” with a percentage of 14%, the dimension F&B with 13% of
preferences and Price with 11%.
It is already possible to reach interesting conclusions regarding the polarity of the reviews analyzed.
Indeed, the author believes that the judgments expressed in Lugano luxury hotel reviews are
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concentrated towards the two poles, namely “Score 4” and “Score 1”, where “Score 4” is preferred.
Indeed “Score 4” ranges in percentages from 42% to 92% and “Score 1” from 4% to 48%, while
“Score 2” and “Score 3” are covered in a range of percentages from 1% to 8%. The outlined results
suggest that the majority of Lugano luxury hotel reviewers judge the Lugano luxury properties in
either positive or negative terms, with a clear preference towards the positive judgment. The
exposed findings are considered to be essential elements for understanding the final outcome of the
analysis undertaken, namely the assessment of dimension specific satisfaction levels, which will be
provided in the following part.
4.4.2. Dimensions satisfaction ratings
While discussing the dimension satisfaction ratings it is important to underline that the scores
evaluated do not differ largely between each other. Therefore, the dimension specific satisfaction
ranking provided in the figure displayed below can only be considered indicative. In order to enable
a better development of the analysis of the phenomenon, the author has created a framework of
examination where satisfaction ratings ranged 3.50-4.00 are evaluated strongly more positive than
negative, the ones ranged 2.50-3.49 more positive than negative and the ones ranged 2.00-2.49
more negative than positive. The distinction between positive satisfaction ratings and strongly
positive satisfaction ratings is proposed due to the distinctive positive polarity of the collected
results (see 4.4.2. Dimensions satisfaction scores). A distinction among levels of positivity is
required in order to better understand the findings presented in this session. In the figure below, a
figure, which displays the dimension specific satisfaction ratings, evaluated in this phase, is
provided.
SATISFACTION RATINGS DIMENSIONS
Ranking

Dimension

Satisfaction ratings

1

Location

3.82

2

Service

3.75

3

F&B

3.74

4

Hotel

3.55

5

Room

3.51

6

Experience

3.38

7

Facilities

3.06

8

Brand

2.84

9

Price

2.32
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TABLE 32: Satisfaction ratings: Dimensions (Source: own elaboration)

As is visible in the figure above, the nine dimensions are ranked from the one possessing the highest
satisfaction rating, namely maximum level of satisfaction (ndr. 3.92) to the one possessing the
minimum satisfaction rating, namely minimum level of satisfaction (ndr. 2.32), where “Location”
possesses 3.82, “Service” 3.75, “F&B” 3.74, “Hotel” 3.55, Room 3.51, “Experience” 3.38,
“Facilities” 3.06, “Brand” 2.84 and “Price” 2.32. In the following paragraph an analysis of each
dimension satisfaction rating is provided. To this extend, it has to be noted that the ratings provided
represent the medias of all the valid judgments conferred in the phase of data elaboration.
LOCATION
In the figure displayed below, details regarding the satisfaction rating of the dimension “Location”
are provided.
LOCATION

FIGURE 24: Location satisfaction scores (Source: own elaboration)

As is visible in the figure displayed above, the dimension “Location” possesses a satisfaction score
of 3.82, which is considered highly more positive than negative. Indeed 92% of the guests have
judged the category in positive terms, conferring to the category judgments as “It is situated above
the town of Lugano, in a residential area. Sweeping views of the mountains and lake, from all
around the property” and “This hotel is a gem tucked in Lugano with the beautiful mountains and
lake as your panoramic view. Since this is high up the mountain you get the chance to look down
onto the lake and the outdoor seating is beautifully set to take advantage of this..” The remaining
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8% has conferred other uninfluential typology of judgments, namely “Score 1” (4%), “Score 2”
(2%) and “Score 3” (2%), which enable the assessment of a highly positive satisfaction level.
SERVICE
In the figure displayed below, details regarding the satisfaction rating assigned to the dimension
“Service” are provided.
SERVICE

FIGURE 25: Service satisfaction scores (Source: own elaboration)

As is visible in the table displayed above, the dimension “Service” possesses a satisfaction score of
3.75, which is considered highly more positive than negative. Indeed 89% of the guests have judged
the dimension in positive terms, conferring to the category judgments such as “The service was very
friendly. The concierges were very helpful”. The remaining 11% also in this case have conferred
other uninfluential typology of judgments, namely “Score 1” (7%), “Score 2” (3%) and “Score 3”
(1%). Such percentages enable the assessment of a highly positive satisfaction level.
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F&B
In the figure displayed below, details regarding the satisfaction ratings assigned to the dimension
“F&B” are provided.
F&B

FIGURE 26: F&B satisfaction scores (Source: own elaboration)

As is visible in the figure displayed above, the dimension “F&B” possesses a satisfaction score of
3.74, which is considered highly more positive than negative. Indeed, 84% of the guests have
judged the category in positive terms, conferring to the category judgments such as “The breakfast
was very good (buffet) and you could also request hot food. We tried the gourmet restaurant (for
the view as much as anything else and this was worthwhile and got prettier as it got dark with the
lights below)”. The remaining 15% have conferred other typology of judgments, namely “Score 1”
(2%), “Score 2” (4%) and “Score 3” (9%), which enable also in this case the assessment of a highly
positive satisfaction level.
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HOTEL
In the figure displayed below, details regarding the scores assigned to the dimension “Hotel” are
provided.
HOTEL

FIGURE 27: Hotel satisfaction scores (Source: own elaboration)

As is visible in the figure displayed above, the dimension “Hotel” possesses a satisfaction score of
3.55, which is considered highly more positive than negative. Indeed, 80% of the guests have
judged the category in positive terms, conferring to the category judgments, such as “This hotel is
just magnificent. It was out wedding anniversary again and this was the hotel where we had our
honeymoon”. The remaining 20% have conferred other typology of judgments, namely “Score 1”
(11%), “Score 2” (4%) and “Score 3” (5%). The conjunctively evaluated percentage of 20% enables
the assessment of a highly positive satisfaction level.
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ROOM
In the figure displayed below, details regarding the scores assigned to the dimension “Room” are
provided.
ROOM

FIGURE 28: Room satisfaction scores (Source: own elaboration)

As is visible in the figure displayed above, the dimension “Room” possesses a satisfaction score of
3.51, which is considered highly more positive than negative. Indeed, 78% of the guests have
judged the category in positive terms, conferring to the category judgments, such as “The rooms
were nicely appointed, nice size, very nice amenities and touches”. The remaining 22% have
conferred other typology of judgments, namely “Score 1” (15%), “Score 2” (4%) and “Score 3”
(3%), which enable the assessment of a highly positive satisfaction level, as well for the category
room.
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EXPERIENCE
In the figure displayed below, details regarding the satisfaction ratings assigned to the dimension
“Experience” are provided.
EXPERIENCE

FIGURE 29 : Experience satisfaction scores (Source: own elaboration)

As is displayed in the figure above, the dimension “Experience” possesses a satisfaction score of
3.38, which is considered more positive than negative. Indeed, 78% of the guests have judged the
category in positive terms, conferring judgments as “We definitely had a great experience there, a
one of a kind stay in an exclusive and quite secluded place”. The remaining 23% have deliberated
other typology of judgments, namely “Score 1”, which gains space up to 18%. Follows “Score 2”
(2%) and “Score 3” (3%). It has to be noted that this does not compromise the positive polarity of
the satisfaction level assessed, although the result cannot be evaluated as highly positively as the
ones encountered in the previously discussed dimensions.
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FACILITIES
In the figure displayed below, details regarding the satisfaction ratings assigned to the dimension
“Facilities” are provided.
FACILITIES

FIGURE 30: Facilities satisfaction scores (Source: own elaboration)

As is visible in the figure displayed above, the dimension “Facilities” possesses a satisfaction score
of 3.06, which is considered more positive than negative. Indeed, 65% of the guests have judged the
category in positive terms, conferring to the category judgments, such as “Such a shame that this
was a business trip, but spending all day in a beautiful conference room with three windows
opening onto balconies overlooking the gardens was such a delight compared to normal business
facilities”. The remaining 36% have conferred other typology of judgments, namely “Score 1”,
which in this case grows up to refer to 22% with judgments such as “We hit straight to the fitness
center. Who organized it? There is no water, no earphones...and the treadmill is facing the wall,
while the bikes are positioned...opposite to the TV's....Very strange! No Jacuzzi. This is followed by
“Score 2” (6%) and “Score 3” (8%). Also in this case it is important to specify that the percentages
related to “Score 2”, “Score 3” and especially “Score 1” do not compromise the positive polarity of
the satisfaction level assessed, although the result cannot be evaluated as highly positively as the
ones encountered in the previously discussed dimensions.
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BRAND
In the figure displayed below, details regarding the scores assigned to the dimension “Brand” are
provided.
BRAND

FIGURE 31: Brand satisfaction scores (Source: own elaboration )

As is visible in the figure displayed above, the dimension “Brand” possesses a satisfaction score of
2.84, which is still considered more positive than negative, because higher than 2.50. However, in
this case the percentage of negative comments has to be noted, which has been assessed to be higher
than average. Indeed, 58% of the guests have judged the category in positive terms, conferring
judgments such as “The wine list is extensive and the food is truly 5 star” and “Their style, their
brand is the most important thing - they are there to serve you but you are in their place”. Another
important size of the sample, namely the 37%, has contrarily judged the category in negative terms
with comments such as “The rooms on the city side are decorated in bizarre silver/snakeskin style
and even though the lake side rooms are more peaceful they are still not furnished to 5 star
standards”. The remaining 5% have conferred other typology of judgments, namely “Score 2” (3%)
and “Score 3” (2%).
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PRICE
In the figure displayed below, details regarding the satisfaction ratings assigned to the dimension
“Price” are provided.
PRICE

FIGURE 32: Price satisfaction scores (Source: own elaboration)

As is visible in the figure displayed above, the dimension “Price” possesses a satisfaction score of
2.32, which is considered to be more negative than positive, because it is lower than 2.50. The
satisfaction rating assessed divides the guests’ preferences between positive judgments, such as
“We strongly recommend it. Prices are very reasonable as Lugano even being a Swiss city is not
expensive as Zurich or Lucerne”. and negative judgments, such as “…at these prices, there is much
better value elsewhere in Switzerland, and closer to the lake!”. Indeed, “Score 4”, conferred in 41%
of the cases and “Score 1”, conferred in 48% of the cases are almost equally divided. Furthermore,
in this case the percentage of “Score 1” overcomes the one of “Score 4”. The remaining 11% of
guests have conferred other typology of judgments, namely “Score 2” (8%) and “Score 3” (3%).
To sum up, the analysis undertaken enables the author to assess that, out of the nine dimensions
taken into consideration, five dimensions, namely “Location”, “Service”, “F&B”, “Hotel”, “Room”
have driven highly more positive than negative satisfaction levels, possessing satisfaction ratings
ranged 3.50-4.00. In addition, “Experience” and “Facilities” have developed more positive than
negative satisfaction levels, possessing satisfaction ratings ranged 2.50-3.49. On the other hand,
also the dimension “Brand” has driven a more positive than negative satisfaction level, possessing a
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satisfaction score of 2.84. However, it has to be noted that among the categories rated in positive
terms, “Brand” is the only one possessing a score lower than 3 with the highest percentage of
negative comments among the 8 dimensions already discussed. Lastly, the area “Price” has driven a
more negative than positive satisfaction level, possessing a satisfaction score of 2.32, which is
lower than 2.50.
4.4.3. Comparison between dimensions satisfaction ratings and frequencies of discussion
As was already anticipated, it is important to underline that the previously presented satisfaction
ratings are calculated on the basis of the assessed frequencies of discussion. In order to enable a
better understanding of the findings previously outlined, the table displayed below provides a
comparison among satisfaction ratings and frequencies of discussion, related to the dimensions
involved.
COMPARISON: RATINGS AND FREQUENCIES
Dimensions
Location
Service
F&B
Hotel
Room
Experience
Facilities
Brand
Price

Satisfaction ratings
3.82
3.75
3.74
3.55
3.51
3.38
3.06
2.84
2.32

Dimensions
Room
Service
F&B
Hotel
Location
Experience
Facilities
Brand
Price

Frequency %
90
80
79
75
63
36
35
24
21

TABLE 33: Comparison: Satisfaction ratings and Frequencies of discussion(Source: own
elaboration)

As is visible in the table displayed above, although two dimensions (ndr. “Location” and “Room”)
are placed differently in the two charts representing the satisfaction ratings and the frequencies of
discussions, all the other categories are placed in the same exact position. Furthermore, the same
group of dimensions, namely “Location”; “Service”; “F&B”; “Hotel”; “Room” are placed in the
first five positions and the same set of categories, namely “Experience; “Facilities”; “Brand”;
“Price” are ranked in the four last position, both for satisfaction ratings and frequencies of
discussion. The author can assume that the categories covered the most in the reviews tend to have
higher satisfaction ratings and that the ones covered the least tend to have lower satisfaction ratings.
To this extent, it is important to specify that, although a total correspondence among the two groups
has not been found, a partial correspondence among the dimensions themselves has been assessed.
However, the satisfaction ratings are not considered to be proportional to the frequencies of
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discussion. To sum up, it can be stated that Lugano luxury hotel reviewers judge the dimensions
that are covered the most by the sample of research more positively in comparison to the
dimensions covered the least by the guests, which are, indeed, not judged in as positive terms as the
others. A good comparative example is provided by the dimensions “Service” and “Price”.
In conclusion, Lugano luxury hotel reviewers in general tend to either to judge the categories in
positive terms or in negative terms with a clear preference towards the positive expressions. Indeed,
judgments including both positive and negative comments, represented by “Score 2” and “Score 3”,
are conferred to a smaller part of the sample, than compared to “Score 1” and “Score 4”,
representing either positive or negative judgments. Furthermore, as a reinforcement, more positive
than negative satisfaction ratings and consequent perceived satisfaction levels were assessed for
eight dimensions out of the nine categories recognized, where rating ranges from 3.82 to 2.32. Only
for one dimension the satisfaction rating assessed is considered to be more negative than positive.
Lastly, a correspondence among satisfaction ratings and frequencies of discussion was assessed.
Indeed, the top 5 most mentioned dimension, namely “Room”, “Service”, F&B, “Hotel” and
“Location” are also the highest rated, compared to the dimensions mentioned the least, namely
“Experience”, “Facilities”, “Brand” and “Price”.
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5.

Conclusion, limitations and future researches

In this session conclusions are reached, limitations of the study outlined and future research
suggested.
5.1. Conclusion
The present research aims to define Lugano 5 star hotel reviews’ topics of discussion, frequencies
of discussion and satisfaction ratings, which are defined through the implementation of an online
content analysis and the elaboration of a statistical descriptive analysis. The topics of discussion
refer to the content retrieved on the reviews, which mainly relates to the hotel stay, personally
experienced by the guests. On the other hand, the frequencies of discussions refer to the coverage of
the pre-identified topics of discussion. Lastly, satisfaction ratings refer to the satisfaction level
identified by the authors.
Firstly, Lugano 5 star hotel online travel reviews’ topics of discussion are identified and organized
into 9 categories (ndr. dimensions) and 36 subcategories (ndr. attributes) in order to answer the first
research question: Which are the hotel topics of discussion covered in Lugano luxury hotel reviews?
Specifically for this purpose the scheme displayed below, which aims to provide a better
understanding of the findings, was developed.
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DIMENSIONS AND ATTRIBUTES SCHEME

FIGURE 33: Dimensions and attribute scheme

As is visible in the scheme displayed above, the hotel dimensions include varied ranges of
attributes, which are strictly based on the gathered content and are not related to the category
specific coverage or importance. The findings suggest that both material elements (i.e. hotel
facilities) and immaterial ones (i.e. services) are identified in the reviews. Furthermore, the
categories recognized are also amenable either to the guests’ emotional side (i.e. hotel atmosphere)
and presence (i.e. room appearance) or to more practical peculiarities (i.e. F & B quality). On the
other hand, the elements which drove the interest of the reviewers are specific (i.e. cleanliness of
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bathroom) or more general (i.e. F&B quality). It can, therefore, be assessed that Lugano luxury
hotel reviews contain a rich and varied set of topics of discussion.
Secondly, Lugano 5 star hotel online travel reviews’ frequencies of discussion are assessed for each
previously identified dimension and attribute with the purpose to answer the second research
question: Which frequencies are related to the topics of discussion covered in Lugano luxury hotel
reviews?
In relation to the dimensions, “Room” (90%), “Service” (80%), “F&B” (79%), “Hotel” (75%) and
“Location” (63%), ranked in the first five positions, are covered by more than half of the sample.
These are the dimensions that drive the interest of Lugano 5 star hotel guests the most, being current
topics of discussion on online travel reviews. Experience” (36%) and “Facilities” (35%) are not as
broadly covered as the top five categories, although they have driven the interest of more than 30%
of the sampled guests. On the other hand, “Brand” (24%), placed penultimate and “Price” (21%),
ranked ultimate, are mentioned by less than 30% of the hotel guests who have provided a review on
Lugano 5 star hotels. These are considered to be the categories that, when compared to the others,
have driven the least of the guests’ interest. In addition, the interest of the reviewers is apparently
more driven towards mainly material categories, namely “Room”, “F&B”, “Hotel” and “Location”.
However, an exception has to be considered, represented by the category “Service”, which is placed
in the top 5 together with the other dimensions mentioned.
In relation to the attributes, the frequencies of discussion evaluated range from 1% for “business
facilities” and “no smoking rooms” to 70% for service quality. Furthermore, the findings suggest a
stronger interest of the guests towards aesthetics and quality related peculiarities in comparison to
more functional aspects. Indeed, in the top 10 attributes covered in the reviews, only “Location
convenience”, placed in the ninth rank, is strictly related to the purely functional side while the
other nine attributes, namely “Service quality”, “F&B quality”, “Location beauty and view”, “Room
view and balcony”, “F & B areas”, “Room appearance”, “Appearance” and “Attitude of staff” are
related to presence and quality and to the emotional side of the guests themselves. The frequencies
of discussion of the mentioned attributes range from a minimum of 34% to a maximum of 70%. It
has to be noted that the statement is reinforced by the fact that the aesthetic and quality related
oriented elements, when included in the set of attributes categorized by dimensions, are again the
ones capturing the attention of the reviewers the most. The findings relate especially to the
categories “Service” with the attributes “Service quality, “Hotel” with “General hotel” and “Hotel
appearance”, “Room” with the attributes “Room view and balcony” and “Room appearance” and
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lastly “F&B” with the attributes “F&B” and “F&B areas”. To this extent there is an alignment
among the previously exposed findings, which propose the same set of attributes in the top ten.
Thirdly, satisfaction ratings of the topics of discussion (ndr. dimensions) identified on Lugano 5 star
hotel online travel reviews are measured to answer the third research question: Which satisfaction
ratings are related to the categories covered in Lugano luxury hotel reviews ?
In relation to the polarity of the reviews analyzed, the judgments expressed in Lugano luxury hotel
reviews are concentrated towards the two poles, namely “Score 4” and “Score 1”, where the first
represents positive judgment and the second one negative judgment. Indeed, positive comments
have been encountered in percentages ranging from 42% to 92% and negative comments from 4%
to 48%. On the other hand, “Score 2” and “Score 3” are covered in a range of percentages from 1%
to 9%. The outlined results suggest, therefore, that the majority of Lugano luxury hotel reviewers
either judge the Lugano luxury properties in positive or negative terms, with a clear preference
towards positive judgments.
The findings exposed above are confirmed by the dimension satisfaction ratings, which range from
3.82 to 2.32. Indeed, out of the nine dimensions recognized, eight dimensions possess satisfaction
ratings considered to be more positive than negative. Among these, five categories, namely
“Location”, “Service”, “F&B”, “Hotel” and “Room” have driven highly more positive than
negative satisfaction levels, possessing satisfaction ratings ranged 3.50-4.00 and “Experience” and
“Facilities” have developed more positive than negative satisfaction levels, possessing satisfaction
ratings ranged 2.50-3.49. In addition, the category “Brand” has driven as well a more positive than
negative satisfaction level, possessing a satisfaction score of 2.84. However, among the categories
rated in positive terms, “Brand” is the only one possessing a score lower than 3 with the highest
percentage of negative comments among the 8 dimensions already discussed. On the other hand, the
area “Price” has driven a more negative than positive satisfaction level, possessing a satisfaction
score of 2.32. It has to be noted that for the purpose of this research a framework of examination,
specifically created for the purpose of analysis, where satisfaction ratings ranged 3.50-4.00 are
evaluated highly more positive than negative, the ones ranged 2.50-3.49 more positive than negative
and the ones ranged 2.00-2.49 more negative than positive, was applied.
Lastly, a correspondence among satisfaction ratings and frequencies of discussion was assessed.
Indeed, the top 5 most mentioned dimension, namely “Room”, “Service”, F&B, “Hotel” and
“Location” are also the highest rated, compared to the dimensions mentioned the least, namely
“Experience”, “Facilities”, “Brand” and “Price”.
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In conclusion, the present study defines the topics of discussion covered in Lugano 5 star hotel
reviews, their frequencies of discussion and satisfaction ratings, which conjunctively enable a
broader understanding of the phenomenon from an academic and management perspective in the
main framework of service management and web reputation.
5.2. Limitations and future research
In this session, limitations of the study and consequent suggestions for future research are
presented.
As first remark, the subjectivity of the methodology needs to be specified. Although the process
was performed correctly, it has to be noted that only one coder performed the research. Future
studies could include multiple coders performing the content analysis in order to provide intercoder-reliability and decrease in research subjectivity.
Moreover, single attributes are equally weighed to calculate dimension related satisfaction ratings.
As a future research, it could be interesting to assess whether different attributes possess diverse
weight in forming categories of guest preferences. Furthermore, it could also be evaluated whether
the same reasoning process could be applied to dimensions themselves with the purpose to calculate
overall satisfaction ratings in a broader spectrum of analysis.
The present study assesses topics of discussion, frequencies of discussion and satisfaction ratings of
Lugano 5 star hotel online travel reviews only on the portal Trip Advisor. In order to have a broader
compilation of data, a further study could include other HRWs.
In addition, the findings of this thesis relate only to Lugano 5 star hotel reviews and are not
universally generalizable. As a further step, the analysis could be applied also to 5 star hotels
located in other destinations in order to offer a comparisons among destinations and/or a
generalization of the findings, on the basis of the destinations involved in the research.
An alternative approach to the research could be the analysis of both 5 star hotel and other hotel
categories’ online travel reviews with the purpose to determine whether there is an alignment
between topics of discussion, frequencies of discussion and satisfaction ratings of luxury hotels and
non-luxury hotels.
Furthermore, it has to be noted that tourists with different characteristics and purposes have
different needs. Therefore, future studies could also investigate whether the preferences of guests
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change on the basis of their sex, age, origins and typology of the trip. To this extent, it is important
to specify that often hotel reviewers choose not to include personal information in their online
profiles. Because of this reason, the criterion of choice of the reviews to analyze would have to be
adapted to this specific purpose of research, where only content reviewed by users who have public
information about themselves is selected.
To conclude, future studies could also investigate, in addition to hotel attributes and dimensions,
whether specific luxury characteristics are present in luxury hotel reviews. In the present study a
model to assess Lugano 5 star hotel reviews’ topics and frequencies of discussion was specifically
developed with the purpose to also provide area related satisfaction ratings. A similar analysis could
be performed in order to assess luxury specific characteristics, where a polarity of the reviews could
still be assessed, including a positive, negative and neutral judgments.
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7.

Appendix

Appendix 1: Reviews collection model
Review 1: http://www.tripadvisor.com/ShowUserReviews-g188095-d240850-r221880241Grand_Hotel_Villa_Castagnola-Lugano_Ticino_Swiss_Alps.html#CHECK_RATES_CONT
“Delightful”
Reviewed August 14, 2014
Visited this marvelous hotel in August 2014. We were warmly greeted at the reception desk and
from that moment on the service continued to delight us, the staff continually went out of their way
to assist us and make our stay memorable. Our room was beautifully appointed and had a most
wonderful view of the lake. The bartenders were charming and engaging. Our meals onsite were
delicious and the wine perfect. Ivan was the most kind and perfect host and shared the history of
building (once home to a Russian family) with us. You can walk the grounds and enjoy the
intriguing and interesting sculptures and simply surrender yourself to your surroundings. We cannot
imagine a more delightful place to stay - thoroughly enjoyed our 3 day visit.
Stayed August 2014, traveled as a couple
Appendix 2: Frequencies of discussion, satisfaction ratings and satisfaction scores
Frequencies of discussion
TOTAL HOTELS
SERVICE
Service quality
Attitude of staff
Speed of service
Attention to details
TOTAL SERVICE
HOTEL
General (hotel)
Appearence
Cleanliness (hotel)
Functionality
Atmosphere
TOTAL HOTEL
EXPERIENCE
Overall experience

Freq. num

Freq. % arr.

Frequency %

183
121
7
38
211

70
46
3
14
80

69.58174905
46.00760456
2.661596958
14.4486692
80.22813688

110
90
6
12
64
197

42
34
2
5
24
75

41.82509506
34.22053232
2.281368821
4.562737643
24.33460076
74.90494297

82

31

31.17870722
109

Expectations

32
95

12
36

12.16730038
36.121673

41
2
39
5
51
92

16
1
15
2
19
35

15.58935361
0.760456274
14.82889734
1.901140684
19.39163498
34.98098859

79
41
112
49
11
61
49
13
79
2
25
135
236

30
16
43
19
4
23
19
5
30
1
10
51
90

30.03802281
15.58935361
42.58555133
18.63117871
4.182509506
23.19391635
18.63117871
4.942965779
30.03802281
0.760456274
9.505703422
51.33079848
89.7338403

110
76
170
207

42
29
65
79

41.82509506
28.8973384
64.63878327
78.70722433

103
130
167

39
49
63

39.1634981
49.42965779
63.49809886

Star rating
International standards
TOTAL BRAND
PRICE

24
43
62

9
16
24

9.125475285
16.34980989
23.57414449

Value for money (extra fees)
Value for money (general)

27
35
54

10
13
21

10.2661597
13.30798479
20.53231939

TOTAL EXPERIENCE
FACILITIES
Hotel facilities (general)
Business facilities
Health /fitness facilities
Parking facilities
Swimming pool
TOTAL FACILITIES
ROOM
General (room)
Room facilities
Room appearence
Cleanliness of room/houskeeping service
Room service
Comfort
Bathroom
Room quietness
Room size
No smoking rooms
Wi-fi
Room view and balcony
TOTAL ROOM
F&B
F & B areas
F & B service
F&B
TOTAL F&B
LOCATION
Location convenience
Location beauty and view
TOTAL LOCATION
BRAND

TOTAL PRICE
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Satisfaction ratings
Media arr.

Media

TOTAL HOTELS
SERVICE
Service quality
Attitude of staff
Speed of service

3.78 3.775956284
3.77 3.768595041
2.71 2.714285714
3.53 3.526315789

Attention to details
3.75 3.751184834
TOTAL SERVICE
HOTEL
3.94 3.935779817
General (hotel)
3.2 3.204545455
Appearence
3.5

3.5

Cleanliness (hotel)
1.82 1.818181818
Functionality
3.7 3.704918033
Atmosphere
3.55 3.549654577
TOTAL HOTEL
EXPERIENCE
3.88

3.87804878

2.1

2.1

Overall experience
Expectations
3.38 3.377659574
TOTAL EXPERIENCE
FACILITIES
3.71 3.714285714
Hotel facilities (general)
4

4

Business facilities
2.41 2.413793103
Health /fitness facilities
4

4

Parking facilities
3.13 3.131578947
Swimming pool
3.06

3.0625

TOTAL FACILITIES
ROOM
111

3.73 3.727272727
General (room)
3.11 3.105263158
Room facilities
3.25

3.25

3.75

3.75

Room appearence
Cleanliness of room/houskeeping service
Room service
Comfort
Bathroom
Room quietness

3.18 3.181818182
3.26 3.262295082
2.96 2.957446809
2.46 2.461538462
3.91

3.91025641

1

1

Room size
No smoking rooms
2.73 2.727272727
Wi-fi
3.72 3.723577236
Room view and balcony
3.51 3.514357864
TOTAL ROOM
F&B
F & B areas
F & B service

3.79 3.791666667
3.59 3.592105263
3.8

3.80239521

F&B
3.74 3.744715447
TOTAL F&B
LOCATION
3.63 3.631578947
Location convenience
3.97 3.968992248
Location beauty and view
3.82

3.82208589

TOTAL LOCATION
BRAND
1.91 1.913043478
Star rating
3.31

3.30952381

International standards
2.84 2.836065574
TOTAL BRAND
PRICE
1.85 1.851851852
Value for money (extra fees)
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2.79 2.794117647

Value for money (general)

2.32 2.320754717
TOTAL PRICE

Satisfaction scores
Score 4

Score 3

Score 2

Score 1 Score Tot.

TOTAL HOTELS
SERVICE
Service quality
Attitude of staff
Speed of service

164

5

6

8

183

110

0

5

6

121

4

0

0

3

7

32

0

0

6

38

310

5

11

23

349

105

2

1

1

109

53

13

9

13

88

5

0

0

1

6

3

0

0

8

11

55

0

0

6

61

221

15

10

29

275

77

2

1

2

82

10

1

1

18

30

87

3

2

20

112

30

2

1

2

35

2

0

0

0

2

10

3

5

11

29

2

0

0

0

2

Attention to details
TOTAL SERVICE
HOTEL
General (hotel)
Appearence
Cleanliness (hotel)
Functionality
Atmosphere
TOTAL HOTEL
EXPERIENCE
Overall experience
Expectations
TOTAL EXPERIENCE
FACILITIES
Hotel facilities (general)
Business facilities
Health /fitness facilities
Parking facilities
113

25

3

0

10

38

69

8

6

23

106

56

5

2

3

66

23

4

3

8

38

76

5

5

22

108

44

0

0

4

48

8

0

0

3

11

44

2

2

13

61

29

1

3

14

47

6

0

1

6

13

75

1

0

2

78

0

0

0

2

2

12

0

2

8

22

109

2

4

8

123

482

20

22

93

617

85

5

3

3

96

61

4

6

5

76

140

21

6

0

167

286

30

15

8

339

79

5

3

8

95

127

0

2

0

129

206

5

5

8

224

6

1

1

15

23

32

0

1

9

42

Swimming pool
TOTAL FACILITIES
ROOM
General (room)
Room facilities
Room appearence
Cleanliness of room/houskeeping service
Room service
Comfort
Bathroom
Room quietness
Room size
No smoking rooms
Wi-fi
Room view and balcony
TOTAL ROOM
F&B
F & B areas
F & B service
F&B
TOTAL F&B
LOCATION
Location convenience
Location beauty and view
TOTAL LOCATION
BRAND
Star rating
International standards
114

38

1

2

24

65

6

1

3

17

27

19

1

2

12

34

25

2

5

29

61

TOTAL BRAND
PRICE
Value for money (extra fees)
Value for money (general)
TOTAL PRICE

Appendix 3: Sample description
Sex
Frequenza Percentuale
108
41.2

Validi
F
M
Totale

Percentuale
valida
41.2

65
89

24.8
34.0

24.8
34.0

262

100.0

100.0

Frequenza Percentuale
149
56.9

Percentuale
valida
56.9

Age

Validi
18-24
25-34
35-49
50-64
50-65
65 +
Totale

2
17
36
43

.8
6.5
13.7
16.4

.8
6.5
13.7
16.4

1
14

.4
5.4

.4
5.4

262

100.0

100.0

Origin
Frequenza Percentuale
31
11.8

Validi
Asia
Australia
Europe
ME
NA
Oceania
South
America

Percentuale
valida
11.8

12

4.6

4.6

1
101

.4
38.6

.4
38.6

19
79

7.3
30.2

7.3
30.2

12

4.6

4.6

7

2.7

2.7
115

Totale

262

100.0

100.0

Frequenza Percentuale
22
8.4

Percentuale
valida
8.4

Typology

Validi
Business
Couple
Family
Friends
Solo
Totale

41
117

15.6
44.7

15.6
44.7

48
25

18.3
9.5

18.3
9.5

9

3.4

3.4

262

100.0

100.0

Frequenza Percentuale
19
7.3

Percentuale
valida
7.3

Months

Validi

April
August
December

43

16.4

16.4

7

2.7

2.7

February
Februrary
January
July
June

10
1
17
32
30

3.8
.4
6.5
12.2
11.5

3.8
.4
6.5
12.2
11.5

March
May
November
October

12
26
9

4.6
9.9
3.4

4.6
9.9
3.4

14

5.3

5.3

42

16.0

16.0

262

100.0

100.0

September
Totale

116

