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ABSTRACT

In recent years, online reputation management has become increasingly crucial in the hotel industry, as 
online reviews have become one of the most critical factors in choosing accommodation. Consequently, 
hotels have adapted themselves to this new reality and define strategies focused on online reputation 
management, whose primary goal is to monitor and correct unwanted situations verified on the internet. 
Regarding its importance, several investigations about online reputation management have been made, 
but mostly about their impact on consumer satisfaction and decision-making. This investigation shows 
that hotels in Lisbon adopt adequate strategies in both four and five-star hotels, and their classification 
(star rating) did not influence the strategies chosen by them. Additionally, hotels with the same classifi-
cation have similar strategies, in contrast to some investigations in the literature. Finally, the method of 
data collection chosen for the current investigation was the online survey, since it allows the collection 
of a significant volume of data in a short period.

INTRODUCTION

The present investigation aims to answer the following starting question: “What are the strategies ad-
opted by the four and five-star hotels in the city of Lisbon, given the importance of online reputation 
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management in the hotel industry?”. Once the hotels’ strategies are known, it is intended to analyze 
each category’s behavior and understand if the hotel classification influences the chosen approaches.

Considering the review of the existing literature on the subject, it is observed that most studies fo-
cus mainly on the consumer (Lee & Blum, 2015; Diana-Jens & Ruibal, 2015; Xie, So & Wang, 2017), 
particularly on what refers to the impact of online reputation and online reviews on their satisfaction 
(Picazo-Vela, 2009; Li, Ye & Law., 2013; Gu & Ye, 2014; Berezina, Bilgihan, Cobanoglu & Okumus, 
2016) and decision-making (Litvin, Goldsmith & Pan, 2008; Vermeulen & Seegers, 2009; Levy, Duan 
& Boo, 2013; Melián-González, Bulchand-Gidumal & López-Valcárcel, 2013; Rose & Blodgett, 2016). 
Thus, the present investigation aims to focus on the view of hotels and analyze their behavior in this area.

Nevertheless, some studies in the literature portray the impacts of reputation on the performance 
of hotels (Diana-Jens & Ruibal, 2015; Xie et al., 2017) and equally (and similarly to this research) the 
management of responses to online reviews, according to some indicators (Lee & Blum, 2015; Liu, 
Schuckert & Law, 2015; Xie, Zhang, Zhang, Singh & Lee, 2016; Aureli & Supino, 2017; Xie et al., 2017).

Lisbon (Metropolitan Area) choice was since there were no similar studies in this region and because 
it has significant international recognition84 as a destination of excellence in Portugal. For example, 
the Portuguese capital was recently considered the “Best City Break Destination in the World” by the 
World Travel Awards (Público, 2017).

Concerning four and five-star hotels, the choice fell on the two highest categories as they focus more 
on face-to-face interactions and provide highly individualized and personalized service to their custom-
ers, which may contrast with the communications made in the online panorama (Park & ​​Allen, 2013). 
Also, proper online reputation management is more expected in higher category hotels (Xie et al., 2016).

Finally, this article is divided into five main points, namely: literature review, methodology, results 
and discussion, conclusion and implications of the investigation.

LITERATURE REVIEW

Online Reputation Management

Inserted in the online world, companies are currently a click away from millions of people, becoming 
the topic of reputation (and respective management) increasingly crucial in the success of organizations. 
This issue can act for or against companies, making it crucial to adopt appropriate strategies.

Thus, online reputation management consists of “monitoring the media, detecting relevant content, 
analyzing what people say about an entity and, if necessary, interacting with consumers” (Amigó, Artils, 
Gonzalo, Spina, Liu & Corujo, 2010, p.1). Although this management is focused on online reviews, it 
was decided to focus this research on this element as it is an aspect that assumes significant importance 
in the hotel industry. This situation can be proven in a study by the World Tourism Organization (2014), 
which found that 69% of respondents said that online reviews were extremely important for the hotel.

As a source of reliable information in the consumer’s eyes (Lee, 2009; Sparks, Perkins & Buckley, 
2013), online reviews allow you to create an even more positive image about the hotel and shape its 
reputation (Campbell, 2015). If, on the one hand, positive online reviews allow to increase reserves and 
market share (Torres, Singh & Robertson-Ring, 2015), negative ones lead, on the contrary, to reputa-
tional damage and consequent drop in revenue (Sparks & Browning, 2011; Vermeulen & Seegers, 2009). 



 

 

22 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/the-importance-of-online-reputation-

management-in-four--and-five-star-hotes/296199

Related Content

Gender Depictions in TV Advertising in the Gulf: Any Sign of Change?
Ali Khalil (2024). International Journal of Customer Relationship Marketing and Management (pp. 1-15).

www.irma-international.org/article/gender-depictions-in-tv-advertising-in-the-gulf/336842

Business Ethics and Technology in Turkey: An Emerging Country at the Crossroad of

Civilizations
Gonca Telli Yamamotoand Faruk Karaman (2010). Mobilized Marketing and the Consumer: Technological

Developments and Challenges  (pp. 230-246).

www.irma-international.org/chapter/business-ethics-technology-turkey/39887

Uses and Gratifications of Social Media in the Production of Political Information during the 2015

Egyptian Parliamentary Election
Hamza Saad Mohamed (2016). International Journal of Customer Relationship Marketing and Management

(pp. 30-51).

www.irma-international.org/article/uses-and-gratifications-of-social-media-in-the-production-of-political-information-

during-the-2015-egyptian-parliamentary-election/152852

To Be Or Not To Be Visible In Company-Managed Virtual Communities?
Imene Ben Yahia (2014). International Journal of Customer Relationship Marketing and Management (pp.

20-37).

www.irma-international.org/article/to-be-or-not-to-be-visible-in-company-managed-virtual-communities/124047

Privacy or Performance Matters on the Internet: Revisiting Privacy Toward a Situational

Paradigm
Chiung-wen ("Julia") Hsu (2009). Online Consumer Protection: Theories of Human Relativism  (pp. 214-

239).

www.irma-international.org/chapter/privacy-performance-matters-internet/27737

http://www.igi-global.com/chapter/the-importance-of-online-reputation-management-in-four--and-five-star-hotes/296199
http://www.igi-global.com/chapter/the-importance-of-online-reputation-management-in-four--and-five-star-hotes/296199
http://www.irma-international.org/article/gender-depictions-in-tv-advertising-in-the-gulf/336842
http://www.irma-international.org/chapter/business-ethics-technology-turkey/39887
http://www.irma-international.org/article/uses-and-gratifications-of-social-media-in-the-production-of-political-information-during-the-2015-egyptian-parliamentary-election/152852
http://www.irma-international.org/article/uses-and-gratifications-of-social-media-in-the-production-of-political-information-during-the-2015-egyptian-parliamentary-election/152852
http://www.irma-international.org/article/to-be-or-not-to-be-visible-in-company-managed-virtual-communities/124047
http://www.irma-international.org/chapter/privacy-performance-matters-internet/27737

