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Abstract

The hotel industry in Egypt is an essential ingredient of the hospitality and
tourism infrastructure. The ultimate purpose of this exploratory study is to
better understand the areas that hotel management can eventually alter
and develop, in order to obtain better results. For this purpose, an analysis
of hotel guest satisfaction ratings based on attributes such as food, beach,
room, location, and cleanliness was conducted across four five-star hotels
in the town of Ain Sokhna in Egypt. This has been undertaken to better
acknowledge the positive and negative sentiments of hotel guests. In
accordance with this, the attributes that differentiate one hotel from
another were identified to establish recommendations to hotel
management for potentially enhancing their operations and guest
satisfactions. Data from Booking.com was used to compare customer
ratings on the afore-mentioned hotels. Statistical data analysis techniques
were employed to underpin the key attributes that hotels should focus on
and improve to ensure guest satisfaction.
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Introduction

Tuominen (2011) stated that the growth of Internet applications on
hospitality and tourism leads to enormous amounts of consumer
generated online reviews on different travel-related facilities. According to
Gretzel and Yoo (2008), three quarters of travellers have considered
online consumer reviews as an information source when planning their
trips. Smith (2013) stated that 60% of consumers consider ratings and
reviews important when researching products. According to the Mintel
report (2013), about 38% of UK travellers used consumer review websites
for their holiday planning, and 86% of online travellers in the UK said
online consumer reviews are a helpful information source in booking
hotels. Filieri and McLeay 2013; Podnar and Javernik 2012; Zhou et al.
2014implied that with the increasing popularity of the Internet, electronic
word-of-mouth (eWOM) on social media has become an important tool for
customers seeking and sharing information on products and
services).Online customer reviews as a particular form of eWOM have
become the most important information source in customers’ decision-
making (Ye et al. 2011) and are deemed more successful in influencing
consumer behaviour than traditional marketing, information provided by
product providers, or promotion messages of third-party websites (Gretzel
and Yoo 2008;Yang and Mai 2010; Zhang et al. 2010). Consequently,
social media marketing has emerged as a dynamic and challenging field in
a marketing manager’s toolkit (Dev, Buschman and Bowen 2010).Tourism
organizations can no longer ignore the information exchange that is
happening among their consumers (Riegner 2007).

Lee et al., 2008; Ye et al.,, 2011added in recent years, the rise of new
technologies like the broadband Internet and Web 2.0 applications have
rapidly increased the numbers of consumer-generated media platforms,
leading to word-of-mouth (WOM) communications be transformed into
various types of electronic communities and virtual networks. A wealth of
opinions on hotels, travel destination and travel services are often
articulated in the form of online consumer reviews (Sigala, 2009). At the
same time, searching for information relevant to their plans, from flights to
hotel booking, has become a dispensable step in travellers’ decision-
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making process (Guillet and Law, 2011; Ip et al., 2011, Litvin et al., 2008;
Ye et al., 2011).Browning, et al., (2013) confirmed that the Internet is
being used increasingly by consumers to inform their decisions on which
holiday destination to visit or hotel to book.

Fong, et al. (2018) reported that vacation planning often linked to
uncertainties as most travellers are unfamiliar to tourism products and
services in other countries and Internet is often used as the medium for
travellers to obtain information in assisting their purchase decision.
Without actually experiencing the hotel or holiday destination, travellers
have limited opportunity to assess the quality of service they will receive
and whether it will meet their expectations. Holidays are intangible
products that are produced and consumed concurrently and
therefore difficult to evaluate prior to their consumption (Litvin, et al. 2008;
Papathanassis & Knolle, 2011). In making their decision, consumers often
obtain recommendations from friends through word of mouth; refer to the
media including advertising and marketing campaigns, or consult sources
on the Internet. The Internet in particular provides easy access to reviews
posted anonymously by multiple consumers evaluating hotels and holiday
resorts throughout the world (Buhalis & Law, 2008). These reviews offer
potential consumers a way to assess the experience of a holiday
destination or of staying in a particular hotel without actually
having been there. Online consumer reviews as a form of electronic word
of mouth (eWOM) are experiencing massive growth (Brown, et al., 2007)
and are one of the most relied on sources of information for choosing
holiday destinations (Murphy, et al. 2007). Research shows that
consumers are willing to have faith in this eWOM to provide them with
information on which to base their perceptions of firms and subsequently
their purchasing decisions (Hennig-Thurau et al., 2004; Li & Bernoff,
2008). Common platforms for travellers to share their travel
experiences include online review websites such as TripAdvisor,
Booking.com, Yahoo! Travel, Igougo, and Lonely planet (Lee, et al., 2011).

It is implied by Park & Nicolau (2015) that the advent of the Internet
brought about a new form of web communication (eWOM), which
facilitates offering and sharing information between service providers and
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consumers as well as between consumers themselves. Online reviews, a
type of eWOM, gain more popularity and provide influence in tourism due
to the characteristics of travel products (i.e., intangibility and perish ability),
where people have difficulty in assessing the quality of products/services
before consumption (Woodside & King, 2001). As such, travellers search
for information to reduce uncertainty and perceived risks when planning
their trips (Bronner& de Hoog, 2011). In this respect, online reviews of
travel experiences posted on reliable websites are perceived as unbiased
and trustworthy because they reduce the likelihood of later regretting a
decision (Duverger, 2013) as well as allow readers to easily imagine what
products look like (Yoo & Gretzel, 2008). That is, the recipients have
inherent beliefs in the value of information provided by other consumers as
consequences of either perceived similarities (Tussyadiah, et al. 2011) or
perceived knowledge about products (Bansal & Voyer, 2000).

While previous studies have focused on the increased use of review sites
and the influence that online reviews have on firm performance indicators
such as hotel room bookings (Ye, et al. 2009; Ye at el.,, 2011) and
restaurant popularity (Zhang et al., 2010), or consumer outcomes such as
consideration of hotel (Vermilion & Seegers, 2009) and trust in the hotel
and intention to book the hotel (Sparks & Browning, 2011), there is a
dearth of research on hotel online reviews in Egypt. Hence, the ultimate
purpose of this research is to determine 2019(i.e. from the 1%t of January
to the 14" of August) hotel online reviews and which attributes would be
important to address to help five-star hotels, in the destination of Ain
Sokhna in Egypt, to succeed and reduce the potential damage to the
brand and reputation of the hotel and the holiday destination.
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2. Literature Review
2.1 Online Reviews: An Overview

Philips et al. (2016) stated that due to the emergence of Web 2.0 and the
increasing number of online platforms, customers frequently interact online
with other web users to share their experiences in relation to products and
services. The information exchanged online is referred to as user-
generated content (UGC) or e-WOM, which is “any positive or negative
statement made by potential, actual or former consumers about a product
or company, which is made available to a multitude of people and
institutions via the Internet” (Hennig-Thurau et al. 2004,). UGC not only
embraces online reviews, recommendations and opinions exchanged by
consumers but also provides the bases on which customers review their
buying decisions and ultimately alters their buying behaviour (Cantallops &
Salvi 2014; Sparks & Browning 2011).In unfamiliar situations, consumers
need detailed and specific knowledge to make decisions (Anderson, 1996;
Money et al., 1998). Money et al. (1998) also suggested that personal
references are the most efficient source of comprehensive information,
highlighting the role played by WOM.

2.2 Characteristics

The Internet has been regarded as an efficient tool to directly market
hotels’ environmental initiatives to customers (Chan, 2013; Hsieh, 2012).
Also besides similarities to traditional WOM, online reviews include
numerous additional characteristics. In the online environment, both
positive and negative reviews can be provided to prospective consumers
simultaneously (Herr et al., 1991; Chatterjee, 2001). There have been
substantial research efforts to compare the impact of negative and positive
reviews on consumer actions regarding strength and diffusion speed (Lee
et al.,, 2008). An additional characteristic of online reviews is known as
measurability. Online reviews also help consumers to instinctively
measure the quality and volume of online review content, as the majority
of them are published in written form. This enables researchers to
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estimate the extent to which online reviews can affect consumers’
attitudes and ensuing sales (Chevalier & Mayzlin, 2003).

2.3 Usage

Consumer decision-making has been one of several uses given to online
reviews. The usage of those reviews has been documented in numerous
industries. For instance, Zhu and Zhang (2010) examined the effect of
online reviews on video game sales. In a similar sense, Chevalier and
Mayzlin (2006) discovered the impact of online feedback on book sales.
Others investigated the impact of customer feedback on box office sales
(Chintagunta, et al., 2010; Duan, et al., 2008) and the purchase of
products via sites like “Amazon” (Mudambi & Schuff, 2010). The present
study focused on the tourism and hospitality industry and more
specifically, the hotel industry.

2.4 The Usage of Online Reviews in the Hospitality and Tourism
Industry

Online reviews are considered as a useful information source for the
majority of travellers to generate their intentions and make trip decisions
(Gretzel & Yoo, 2008). Tuominen (2011) reports indicated that hundreds of
millions of potential hotel visitors consult such review sites annually. Of
these visitors, 88% have their hotel choices influenced by what they view
(Tripadvisor.com; European Travel Commission 2009). While it has been
discovered that positive opinions may improve customers’ attitude and
selection likelihood for a product, negative reviews have been found to
deter potential customers from buying (Dellarocas, et al., 2007; Floyd et al.
2014). Acknowledging the structure and representation of the online
tourism domain is significant in accomplishing successful marketing
campaigns (Werthner & Klein, 1999; Xiang et al., 2008).Consequently,
alert hospitality firms are taking advantage of online reviews as a new
channel to attract information searchers and, eventually, bookers
(Dickinger, 2011).

Basically, positive online reviews contribute consider ably to an increase in
hotel bookings (Ye et al.,2009) and capitulate more positive attitudes
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toward lesser known hotels, while negative reviews lead to consumers’
developing a negative attitude to hotels (Vermeulen & Seegers, 2009).

Online review sites can provide organizations with a richly informative
source of consumer feedback that will enable them to underline the key
areas requiring staff training and corrective actions. Online reviews
represent a potentially indispensable tool for firms to monitor customer
attitudes in real time and to make necessary changes in how they deliver
their service (Dellarocas et al., 2007). Firmscan also actively engage in
these sites to start communicating with consumers to directly approach the
service quality issues (Martin & Bennett, 2008). As Sparks and Browning
(2010) suggested, hotel owners/management have the chance to respond
to reviews on TripAdvisor. Developing a damage control strategy in
respect of negative eWoM is a significant issue that hotels need to
consider (Noort & Willemsen, 2011).

Senecal and Nantel (2004) implied that online reviews are more crucial to
those seeking to buy experiential products, as oppose to tangible ones. As
such, the hotel industry can be especially worth it for study given the
service and experience component affiliated with a hotel stay. A number of
scholars studied the importance of online reviews in the lodging sector
(O'Connor, 2010; Ogit &Tas, 2012; Torres et al., 2013; Ye et al., 2011).

Lee, et al., (2011) studied feedback that was regarded as “helpful reviews”
on TripAdvisor. The results of their research reflected that helpful
reviewers are likely to have more travel experience, higher number of
reviews posted in the site, and generally assign lower ratings as compared
to other reviewers. In examining the motivation to post online reviews,
Vorvoreanu et al., (2014) indicated that consumers are drawn to express
their feedback because of altruism, and trust in the website and the
information it possesses. Furthermore, Parikh et al. (2014) discovered that
customers tend to rely on the information they read online. Gretzel, et al.,
(2007) carried out an extensive study researching TripAdvisor users’
attributes and perceptions. They explored that users who go through other
travellers’ reviews were most likely the more frequent travellers, and
therefore an important demographic for travel marketers. Moreover, such
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users saw obvious advantages in reviews generated by other consumers
and as a result were affected by these reviews. Additionally, another
aspect which is the disclosure of personal information has also been
studied in the perspective of consumer generated reviews for hotels by Xie
etal. (2011). Their study revealed that whenever personal information
about the reviewer was at hand, the credibility of the review was improved
and in turn the reader was more likely to make a hotel booking. Vermeulen
and Seegers (2009) have undertaken a study regarding purchase
decisions and social media. The results illustrated that online reviews
assist potential customers to narrow a universal set of choices into a short
list. The researchers also studied the relative influence of such reviews to
independent versus chain hotels. The results revealed that online reviews
had a greater effect on independent hotels (Vermeulen & Seegers, 2009).
In support of this, Papathanassis and Knolle (2011) stated that online
reviews are seen by customers as additional content to help in their
search for alternatives and buying decisions. Furthermore, the authors
argued that online review adoptions dependent on various factors
embracing the richness of the content and its accessibility. Melian-
Gonzalez, et al., (2013) posited that more reviews could result in more
favourable evaluation of a hotel. In addition, for hotels, especially those
renowned or infamous ones, different customers may comment about
them in different time periods. As such, volume and timeliness of online
reviews could influence consumers’ purchasing decisions as well.
Furthermore, it is reasonable to argue that consumers’ reputation and
reliability of reviews content could influence consumer choice (Zhao, et al.
(2015).

3. Methodology

The most renowned online customer feedback communities that deal with
hotel recommendations are TripAdvisor and Booking.com (Gal-Oz, et al.,
2010). Nevertheless, Stebbins (2015) argued that TripAdvisor is not a
dependable source since anyone can post and assess any hotel
regardless whether they experienced their services or not since they do
not need to verify their status when it comes to actual service
consumption. That increases the jeopardy of competitors posting negative
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comments and harmfully rating a company that they are competing
against, or we may have an unfair practice where individuals positively
comment and rate the service provider even though he or she did not use
the service (Agusaj, et al. 2017). Xu (2014) stated that in TripAdvisor any
person can write a review, regardless whether he/she stayed at the hotel
or not, thus increasing the possibility for fake reviews and mistrust in their
reliability. In contrast, reviewers in Booking.com are guests who have
actually stayed in the reviewed hotel via a reservation through the
Booking.com website. Accordingly, Booking.com reviews and ratings
should be well thought-out as more objective and subject to less
manipulation compared to reviews in TripAdvisor. In a similar fashion,
Stebbins (2015) implied that Booking.com is a more reliable online
feedback platform compared to TripAdvisor, because of having security
policies that only enable actual/verified customers to comment and rank.
In accordance with this, the current study analyses reviews of guests in
Booking.com rather than TripAdvisor.com.

The author obtained the data from Booking.com in relation to four 5-star
hotels in the town of Ain Sokhna during the period from 1%t of January
2019 till 14" of August 2019. The four hotels included Jaz Little Venice
Golf Resort, Movenpick Resort EI Sokhna, Stella Di Mare Grand Hotel,
and Grand Ocean El Sokhna. Firstly, an overall analysis was conducted
for the four hotels across six categories embracing staff, cleanliness,
comfort, location, facilities, and value for money. Secondly, an individual
analysis was conducted for each hotel to determine the number of happy
and unhappy customers in each hotel across a number of attributes. The p
value was calculated for each attribute to determine the significant
differences between happy and unhappy customers at a confidence level
of 95%. Thirdly, the Chi-square was calculated to determine the significant
differences across the four hotels on a number of attributes.
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Results and Discussion
4.1 Hotels’ Overall Analysis
Table 1: AinSokhna 5-star Hotels Guest Reviews

Review Categories’ Scores
Hotel Name Nur(;lfber Overall| Review| |
: Review| Score ) ) | Vvalue
Reviews Staf{Cleanlines§ Comfor| Location| Facilities| for
Money
Jas Little Venice Very
Golf Resort 957 Good 8.05 | 85 8.4 8.4 8.3 7.9 6.8
MOvenpick Resor Very
El Sokhna 2567 | Gooy| 80 |85 79 8.1 8.8 78 | 69
Stella Di Mare
Grand Hotel 1251 Good 715 | 7.1 7.3 7.3 8.2 7.0 6.0
GrandOcean Bl 556 | Gooq| 7.85 | 83] 8.0 81 | 82 78 | 6.7
Sokhna

As shown in Table 1, hotels in booking.com are rated by guests in terms of
six categories namely “staff”, “cleanliness”, “comfort”, “location”, “facilities”,
and “value for money’”. It is obvious that Jaz Little Venice Golf Resort was
rated as the best hotel in terms the overall review score followed by
Movenpick Resort ElI Sokhna, Stella Di Mare Grand Hotel, and Grand
Ocean El Sokhna. Jaz little Venice Gold Resort scored the highest scores
across the six categories among the four hotels with the exception of
location in which it came second after Movenpick Resort El Sokhna. Stella
Di Mare Grand Ocean had the least scores in all six categories with the
exception of location in which it has an equal score with Grand Ocean El
Sokhna. This implies that the management of Stella Di Mare Grand Hotel
should do much effort to improve their scores across the six categories
especially the least three categories embracing value for money, facilities,
and staff.

4.2 Individual Hotels Analysis

It is worth noting that attributes are not the same across the four hotels and
that is based on guests’ ratings. Additionally, some attributes were
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excluded from some hotels because they had only either happy or unhappy
customers and some had no customer ratings at all.

4.2.1 Jas Little Venice Golf Resort
This hotel is reviewed by guests in relation to 13 attributes.

Table 2: Attributes’ Analysis across Happy and Unhappy Customers
in Jas Little Venice Golf Resort.

Attributes | Happy | Unhappy| Z Test | P_value
Food 26 9 4.22 0.000
Beach 19 5 4.98 0.000
Room 5 11 -2.29 0.022
Pool 13 5 2.98 0.003
Clean 11 7 1.37 0.171
Location 10 1 6.67 0.000
Kids 1 5 -3.10 0.002
Bed 3 4 -0.54 0.589
Restaurant | 3 1 1.63 0.102
Noise 1 4 -2.37 0.018
Balcony 4 1 2.37 0.018
Car 5 4 0.47 0.635
Bar 1 2 -0.87 0.386

Due to the fact that the p value is less than 0.05, as illustrated in Table 2,
significant differences existed between happy and unhappy customers on 8
attributes including food, beach, room, pool, location, kids, noise and
balcony. Out of those attributes, more customers were happy on food,
beach, pool, location and balcony. This implies that the hotel is doing well
concerning the previous attributes. On the other hand, more customers
were unhappy on room, kids and noise. This reflects that that the hotel
needs to pay much attention to the preceding attributes otherwise customer
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dissatisfaction will increase further. Yet, because the P value is more than
0.05, no significant differences existed between happy and unhappy
customers on 5 attributes embracing: clean, bed, restaurant, car and bar. It
is worth noting that the hotel should give attention to those attributes to
avoid customer dissatisfaction.

4.2.2 Movenpick Resort El Sokhna
This hotel is reviewed by guests in relation to 15attributes.

Table 3: Attributes’ Analysis across Happy and Unhappy Customers in
Movenpick Resort El Sokhna.

Attributes | Happy| Unhappy| Z Test | P_value
Food 73 44 3.91 0.000
Beach 59 21 6.83 0.000
Room 31 35 -0.70 0.485
Pool 41 33 1.32 0.186
Clean 29 17 2.59 0.010
Location | 69 2 33.98 | 0.000
Kids 1 14 -9.52 0.000
View 56 3 22.21 | 0.000
Restaurant| 15 11 1.12 0.262
Checkin |7 5 0.83 0.408
Spa 4 2 1.22 0.221
Bathroom | 1 13 -8.81 0.000
Noise 1 7 -4.54 0.000
Balcony 3 6 -1.50 0.134
Bar 1 3 -1.63 0.102

Eight attributes had a p value less than 0.05 as depicted in Table 3
including food, beach, clean, location, kids, view, bathroom and noise. Out
of those attributes, more customers were happy on food, beach, clean,
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location, and view. This implies that the hotel is doing well concerning the
previous attributes. On the other hand, more customers were unhappy on
kids, bathroom, and noise. This reflects that that the hotel needs to do
much effort to address those issues effectively. Yet, because the P value
is more than 0.05, no significant differences existed between happy and
unhappy customers on 7 attributes including room, pool, restaurant,
check-in, spa, balcony, and bar. However, this implies that that the hotel
should give attention to those attributes to avoid customer dissatisfaction.

4.2.3 Stella Di Mare Grand Hotel
This hotel is reviewed by guests in relation to 16attributes.

Table 4. Attributes’ Analysis across Happy and Unhappy Customers
in Stella Di Mare Grand Hotel.

eview Happy | Unhappy| Z Test | P_value
Food 16 13 0.79 0.428
Beach 18 7 3.46 0.001
Room 7 21 -4.32 0.000
Pool 14 8 1.88 0.060
Clean 8 9 -0.34 0.731
Location 20 1 13.77 0.000
Kids 3 4 -0.54 0.589
Bed 2 3 -0.65 0.519
Restauran 2 7 -2.83 0.005
Check in 2 5 -1.77 0.076
Spa 6 2 2.31 0.021
View 5 3 1.03 0.302
Quiet 8 1 5.25 0.000
Bathroom 1 2 -0.87 0.386
Balcony 1 4 -2.37 0.018
Bar 1 13 -8.81 0.000
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Again, eight attributes had a p value less than 0.05 as shown in Table 4
involving beach, room, pool, location, restaurant, spa, quiet, and bar. Out
of those attributes, more customers were happy on beach, pool, location,
spa, and quiet. This implies that the hotel performance is good on the
preceding attributes. However, more customers were unhappy on room,
restaurant, and bar. This reflects that that the hotel needs to do a lot of
effort to address those issues properly. Yet, because the P value is more
than 0.05, no significant differences existed between happy and unhappy
customers on 8 attributes including food, clean, kids, bed, check-in, view,
bathroom, and balcony. It is worth noting this indicates that that the hotel
should give attention to those attributes to avoid customer dissatisfaction.

4.2.4 Grand Ocean El Sokhna
This hotel is reviewed by guests in relation to 8 attributes.

Table 5: Attributes’ Analysis across Happy and Unhappy Customers
in Grand Ocean El Sokhna.

Review Topid Happy Unhappy Z Tesl P value
Food 9 8 -0.34| 0.731
Room 8 4 1.73| 0.083
Pool 8 6 0.76| 0.445
Clean 10 1 6.67| 0.000
Kids 1 1 0.00| 1.000
Spa 1 4 -2.37| 0.018
View 2 2 0.00| 1.000

Car 1 1 0.00] 1.000

As illustrated in Table 5, a significant difference was found between happy
and unhappy customers on one attribute only namely clean. More
customers were happy on that attribute, indicating that the hotel is
performing good on cleanliness. No significant differences were found
between happy and happy customers on 7 attributes involving food, room,
pool, kids, spa, view, and car. Nevertheless, more customers were
unhappy on the spa and this implies that the hotel should develop and
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improve its spa facilities and services. It is worth mentioning that the
number of happy and unhappy customers in relation to kids, view, and car
iIs equal and this indicates that the hotel should give attention to those
attributes to avoid customer dissatisfaction. Nevertheless, no significant
differences were discovered on the attributes of food, room, and pool and
this implies that the hotel should give much attention to those attributes
otherwise customer dissatisfaction will increase.

Table 6: Attributes’ Happiness Percentages, Chi Square and P-values
across the Four investigated Hotels.

Review |Jaz Little VenicgMovenpick ResoriStella Di Mare |Grand OceanChi-square |p-
Food 74.29% 62.39% 55.17% 47.05% 3.02 0.082
Beach 79.17% 73.75% 72.00% 100.00% 1.06 .303
Room 31.25% 46.97% 25.00% 66.67% 0.44 0.509
Pool 72.22% 55.41% 63.64% 57.14% 0.19 0.665
Clean 61.11% 63.04% 47.06% 90.91% 0.81 0.368
Location [90.91% 97.18% 95.24% 100.00% 0.35 0.552
Kids 16.67% 6.67% 42.86% 50.00% 2.70 0.100
Bed 42.86% 94.92% 40.00% 100.00% 0.84 0.358
Restauran|75.00% 57.69% 22.22% 100.00% 0.19 0.665
Checkin [100.00% 58.33% 28.57% 100.00% 0.17 0.677
Wi-Fi 0.00% 100.00% 0.00% 0.00% [0.25 0.618
Spa 0.00% 66.67% 75.00% 20.00% 0.03 0.859
View 100.00% 94.91% 62.50% 50.00% 1.35 0.246
Quiet 100.00% 100.00% 88.89% 100.00% 0.05 0.832
Bathroom |0.000 7.14% 33.33% 100.00% 6.33 0.012
Noise 20.00% 12.50% 0.00% 0.00% 0.76 0.384
Balcony [80.00% 33.33% 20.00% —m—- 3.50 0.061
Car 5556% | |7 50.00% 0.02 0.892
Bar 33.33% 25.00% 714% | 1.71 0.191
Suite 100.00% [~ 0 7 T
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Table 6 illustrates the happiness percentages, Chi-square and p-value
calculations for 16 attributes across the four hotels. Insignificant differences
existed across the four hotels in terms of 15 attributes. Nevertheless, a
significant difference was found to exist on the bathroom attribute. It has to
be mentioned that attributes that scored 0% means that they only had
unhappy customers and those that scored 100% only had happy
customers. Additionally, some attributes were neither rated by happy nor
unhappy customers such as the car in Jaz Little Venice Golf Resort and
Movenpick Resort ElI Sokhna. It is worth noting that the average
percentage of happy guests was calculated across the four hotels.
Accordingly, it was found that the Grand Ocean ElI Sokhna, Jaz Little
Venice Golf Resort, Movenpick Resort El Sokhna, and Stella Di Mare
Grand Hotel scored 75.45%, 66.61, 58.61, and 48.66 respectively.
Interestingly, that order is different from the one depicted in Table 1.
Hence, it is quite essential for hotels not to only judge their properties
based on broad guest reviews but also on a detailed analysis of their
individual attributes

4. Conclusions, Limitations, and Future research Implications

This paper aimed to determine 2019 (i.e. from the 15t of January to the 14t
of August) hotel online reviews and which factors would be important to
address to help five-star hotels, in the destination of Ain Sokhna in Egypt,
to succeed and reduce the potential damage to the brand and reputation
of the hotel and the holiday destination. In line with this, an overall analysis
of hotel guest reviews was undertaken across the four hotels of Grand
Ocean El Sokhna, Jaz Little Venice Golf Resort, Movenpick Resort El
Sokhna, and Stella Di Mare Grand Hotel. Also, the number of happy and
unhappy customers was determined in each hotel and the p-value was
calculated to underscore any significant differences between guests
across several attributes. Furthermore, the percentage of happy guests,
Chi-square and p-values were calculated for attributes across the four
hotels. The results of the study could help hotels maintain their strengths
and develop the areas that had a high percentage of unhappy customers.
Doing this could help hotels enhance their guest satisfaction rates and
repeated business.
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One limitation of this study is the small number of hotels. However, this
study is exploratory in nature and hence, future research work could focus
on destinations that have more hotels such as Sharm El Sheikh and
Hurghada. Another limitation is that the current study has focused on
general reviews and number of happy and unhappy customers.
Accordingly, it is recommended that future scholarly research work should
focus on the content analysis of guest reviews to gain deeper insights.
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