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Abstract

Customer satisfaction and dissatisfaction in the hospitality sector has been discussed
by many researchers (Berezina et al., 2016; Padma & Ahn, 2020; Xu & Li, 2016).
Previous studies have paid more attention to customer satisfaction and dissatisfaction
in luxury hotels and budget hotels. However, according to New Zealand Trade &
Enterprise (2016), the middle scale 3-star hotel is an important sector in the New
Zealand hospitality industry. This dissertation, therefore, aims to study the main factors
influencing customer satisfaction and dissatisfaction in 3-star hotels in Auckland, New

Zealand.

The interpretivist paradigm guided this study and a qualitative methodology was
applied. The method of data analysis was thematic analysis. Data on seven 3-star
hotels in Auckland was collected. TripAdvisor online customer reviews were applied as
the database in this study. 74 customer satisfaction reviews and 52 customer
dissatisfaction reviews were posted on TripAdvisor between 2013 to 2020, during the

summer peak months in New Zealand.

The main factors affecting customer satisfaction in Auckland’s 3-star hotels were
location, room cleanliness and room facilities. Failure to meet customer expectations
regarding room facilities and cleanliness are the main factors leading to customer
dissatisfaction. Poor staff performance was also an important element that caused
customer dissatisfaction in 3-star hotels. The findings of this study are of benefit to
hoteliers in 3-star hotels, as these findings could provide suggestions in terms of how
to increase customer satisfaction and decrease dissatisfaction. The findings of this
study could also contribute towards understanding customer satisfaction and

dissatisfaction in the current field of academic research on 3-star hotels.
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Chapter 1 Introduction

1.1. Introduction

This dissertation aims to explore the main factors involved in determining customer
satisfaction and dissatisfaction in 3-star hotels in Auckland, New Zealand. The
introduction will describe the research background and discuss the significance of this
study. The objectives and purpose of this study will then be explained. At the end of this
chapter, the research methodology and the structure of this dissertation will be

presented.

1.2. Background

As one of the largest export earners and growth industries, tourism is important to New
Zealand’s economy (Ministry of Business, Innovation & Employment, 2019). Tourism
revenue has seen a marked increase from NZ$28.6 billion in 2014 to NZ$39.1 billion in
2018 (Smiler, 2019). Moreover, the hospitality sector is one of the key components of
the tourism industry (Brondoni, 2016). In 2018, New Zealand’s hospitality sector
achieved record sales of over NZ$11.2 billion, which is a growth of 3.6% over the
previous year (Restaurant Association of New Zealand, 2018), while accommodation
guest nights in New Zealand increased from 36 million to 40 million from 2015 to 2018
(Statistics New Zealand, 2019). With the numbers of domestic and international visitors
increasing, demand for accommodation is also increasing (Horwath HTL, 2018). The
hotel industry reports high occupancy and room rates so, as the key sector of
hospitality, the hotel industry made a valuable contribution to tourism and hospitality
revenue in 2018 (Colliers International, 2018). Previous studies have concentrated
more on the luxury hotel and budget hotel sectors, and it is for this reason that this
dissertation focuses on the middle-scale hotel sector (Kim et al., 2019; Xu & Li, 2016).
The 3-star to 3.5-star hotel sector is significant to the New Zealand hotel industry,
accounting for 23% of all hotel rooms in New Zealand (New Zealand Trade &

Enterprise, 2016). International customers do not show a preference for 3-star rooms



only 33% of internationals book 3-star rooms, compared with 4-star rooms books 50%
are internationals and International account for 40% of the 5-star rooms bookings (New
Zealand Trade & Enterprise, 2016). However, domestic customer shows a preference
for 3-star hotels (67% of bookings), 4-star rooms they account for 50% of bookings and
60% of 5-star rooms bookings (New Zealand Trade & Enterprise, 2016). Some
researchers have included 3.5-star hotels in their studies (Liu et al., 2017; Madlberger,
2014). However, the actual 3.5-star hotel rating has not been clearly defined in
previous international or New Zealand hotel industry literature. Since 3-star hotel is
defined in New Zealand by Qualmark, while 3.5-star hotel is not defined by Qualmark
(Qualmark New Zealand, n.d.). This study will therefore focus on 3-star hotels, and the

3.5-star hotels will not be discussed for reasons pertaining to academic rigour.

This dissertation research has been conducted in Auckland for two reasons. Firstly, as
the largest city in New Zealand, Auckland attracts more international and domestic
visitors than elsewhere in the country (New Zealand Trade & Enterprise, 2018).
Secondly, Auckland has the largest number of hotels in New Zealand and, of these, 18
properties with 1,819 rooms have 3-star ratings from a total of 65 properties with 9,459
rooms in Auckland (New Zealand Trade & Enterprise, 2016). Based on the abundant
sources of data in Auckland, this city could offer more data for the study than other

cities in New Zealand.

The star rating of hotels is evaluated in relation to various aspects of the standard of
hotels, such as service, facilities and price (Rhee & Yang, 2015). In New Zealand, the
official accommodation rating system was developed in 1993, and is known as
Qualmark (Qualmark New Zealand, 2017). This study has applied the Qualmark hotel
rating as a statistics benchmark. 3-star accommodation represents ‘good and very
good’ services and facilities in New Zealand (Qualmark New Zealand, n.d.). There are
88 3-star properties on the Qualmark licence-holder list in New Zealand, with seven 3-
star hotels in Auckland (Qualmark New Zealand, 2017). The seven 3-star hotels have

been selected for this study.



1.3. Significance of this research

This dissertation is significant for hoteliers as it provides suggestions in terms of how to
improve customer satisfaction. It contributes to research knowledge in terms of
customer satisfaction and dissatisfaction in New Zealand 3-star hotels for the following
reasons. Firstly, understanding and increasing customer satisfaction is beneficial for
the long-term income of hotels (Lu et al., 2015). As previous studies have indicated,
hotels could improve profits by reducing the number of vacancies and increasing the
customer return rate (Kandampully et al., 2015; Ogbeide et al., 2017), and satisfied
customers tend to return to the same hotel and maintain loyalty to the hotel (Rather &
Hollebeek, 2019; Xu & Li, 2016). Secondly, previous studies have shown that,
depending on the hotel’s star rating, customers may have different expectations in
terms of their satisfaction and dissatisfaction (Martin-Fuentes, 2016; Tefera &
Govender, 2016; Xu et al., 2017). For this reason, customers in 3-star hotels may have
different expectations compared with what they expect of other star rating hotels. The
3-star hotel is an important part of both Auckland and New Zealand’s hotel industry
(New Zealand Trade & Enterprise, 2016). However, few studies focus on the New
Zealand 3-star hotel segment (Suhartanto et al., 2013; Ying et al., 2018). Hence, a
study of New Zealand’s 3-star hotel customer satisfaction and dissatisfaction has

practical significance and benefits for hoteliers and academic research.

1.4. Research aims and questions

This dissertation is a study of customer satisfaction and dissatisfaction factors in 3-star
hotel in Auckland, New Zealand. The purpose of this study is to explore 3-star hotel

customer satisfaction and dissatisfaction by analysing online reviews on TripAdvisor.

The questions posed in this study are as follows:
1. What are the main factors of satisfaction for customers of Auckland’s 3-star hotels?
2. What are the main factors of dissatisfaction for customers of Auckland’s 3-star

hotels?



3. What practical recommendations can be made for 3-star hoteliers based on the

findings of this research?

Based on the above research questions, this study will analyse the main factors that
met customer expectations and the factors that caused customer dissatisfaction in 3-
star hotels in Auckland, New Zealand. Suggestions for 3-star hotel management will be

provided.

1.5. Research methodology

This dissertation applied a qualitative methodology and was guided by the interpretive
paradigm. As the largest third-party traveller platform, TripAdvisor’s website provides
traveller information and shares tourist experiences online (Chen & Law, 2016). For the
benefit of the researcher’s time efficiency and to save costs, secondary data was
collected from TripAdvisor customer reviews of seven Qualmark licence-holder hotels.
Thematic analysis was used to analyse data to generate findings. The population
comprises of 88 Qualmark 3-star licence-holder hotels in New Zealand. By using a
purposive sampling technique, data was collected from TripAdvisor customer reviews
of seven Auckland Qualmark 3-star hotels. 74 satisfaction and 52 dissatisfaction
reviews were collected from the period 2013 to 2020 during the summer peak months
(from December to February the following year) in New Zealand. Thematic analysis
was used to analyse the data, manual coding was used to count the frequency of

themes, and the resulting themes will be presented in tables in Chapter 4.

1.6. Dissertation structure

This dissertation has five chapters: introduction, literature review, methodology, findings
and conclusion. The present chapter is the introduction, providing the background,
significance and aims of the study. Since the current chapter introduces the research
structure, it is beneficial in clearly understanding the overall framework of the
dissertation. Chapter two will review the New Zealand and Auckland hotel industry,

previous literature pertaining to 3-star hotels, the definition and significance of hotel



customer satisfaction and dissatisfaction, and hotel guests’ online behaviours. The gap
in the literature that will be discussed in this chapter frames the current study’s
research questions. Chapter three will present the research methodology and methods
used in this study. The research philosophy, paradigm, population, sample and data
analysis method will be discussed. Chapter four will present the findings and
discussion. The findings will be discussed and compared with the previous literature
analysed in the literature review in chapter two. Chapter five, the conclusion, will
summarise the key findings of this study and discuss the application that these findings
might have in the Auckland/New Zealand hospitality industry. It will also point out the

limitations of the research and offer suggestions for further study.

The next chapter will review the New Zealand and Auckland hotel industry, the hotel
star rating system and the existing literature on customer satisfaction and

dissatisfaction.



Chapter 2 Literature review

2.1. Introduction

This chapter will describe the development and current situation of the hotel industry in
Auckland and New Zealand. It will describe the hotel star rating system and the number
of 3-star hotels in New Zealand. The customer satisfaction and dissatisfaction section
will review the characteristics of customer satisfaction and dissatisfaction with 3-star
hotels. This chapter will discuss how satisfied customers can benefit hoteliers, and how
dissatisfied customers can negatively affect hoteliers. This chapter will also introduce
the current development and application of the Internet in the hotel industry and will
review the reasons why customer online reviews are important for both customers and
hoteliers. At the end of this chapter the research gap in customer satisfaction and

dissatisfaction in 3-star hotels in New Zealand will be highlighted.

2.2. The hospitality industry in New Zealand

Hospitality is an integral part of tourism, so the hospitality industry’s performance is
significantly affected by tourism development (Brondoni, 2016; Corne, 2015). Tourism
is one of New Zealand’s most important industries economically and one of the largest
export earning industries (Ministry of Business, Innovation & Employment, 2019). The
2018 government report from New Zealand Trade & Enterprise indicates that the
number of international visitors will increase from 3.7 million in 2017 to 5.1 million by
2024 (New Zealand Trade & Enterprise, 2018). Tourism revenue has seen a marked
increase from NZ$28.6 billion in 2014 to NZ$39.1 billion in 2018, with international
visitor consumption increasing by 9.6% to NZ$16.2 billion and domestic visitor
spending increasing 6.5% to NZ$23 billion from 2017 to 2018 (Smiler, 2019). Guest
nights in New Zealand increased from 36 million in 2015 to 40 million at the end of
2018; guest night accommodation statistics include hotels, motels, backpackers,

holiday parks and sharing economy platforms such as Airbnb (Statistics NZ, 2019).



3-star hotels are an important part of the New Zealand hotel industry (New Zealand
Trade & Enterprise, 2016). New Zealand Trade & Enterprise (2016) found that the 3-
star to 3.5-star rating hotels account for 23% of all hotel rooms in New Zealand, and
account for 27% of properties in Auckland. According to New Zealand Trade &
Enterprise (2016), domestic customers had a preference for 3-star hotels since they
consumed 67% of all 3-star hotel rooms; this is a higher percentage than 4-star rooms
(560%) and 5-star rooms (60%) in 2015. As Auckland is the largest city in New Zealand,
the current situation of the hospitality industry in Auckland will be discussed in the next

section.

2.2.1. The hospitality industry in Auckland

Auckland is the largest city in New Zealand, with more than one-third of the country’s
population. Over 70% of international visitors arriving in New Zealand land at Auckland
International airport (New Zealand Trade & Enterprise, 2018). Thus, Auckland is a
major international gateway and a growing economic centre, attracting a large number
of international and domestic visitors (New Zealand Trade & Enterprise, 2018).
Auckland has the largest number of hotels in New Zealand, comprising of 65 properties
with 9,459 rooms; of these, 18 properties, with a combined total of 1,816 rooms, have
3-star to 3.5-star ratings (New Zealand Trade & Enterprise, 2016). Moreover,
Auckland’s accommodation occupancy rate performance was one of the highest in
2017 in Asia Pacific region (New Zealand Trade & Enterprise, 2018). The definition and
grading system of hotel star ratings will be explained in the following sector, to gain a

clearer understanding of how a 3-star hotel is defined internationally.

2.3. Hotel rating internationally

The words ‘rating’, ‘classification’ and ‘grading’ of hotels are the same concept that can
be evaluated by hotel price, service and facilities quality (Rhee & Yang, 2015). The

concept of hotel star ratings is recognised worldwide, with a rating system of 1 to 5



stars being the most common (Martin-Fuentes, 2016). Even though there is no specific
common evaluation standard for different hotel star ratings in different countries, the
services, amenities, room facilities and size, price and public infrastructure are the
main items of assessment (Martin-Fuentes, 2016; NUfiez-Serrano et al., 2014; Rhee &
Yang, 2015). Rhee and Yang (2015) also observed that the hotel rating system assists
customers when making lodging decisions, which tends to lead to increased customer

satisfaction as customers have different expectations for different star ratings.

The hotel rating system is evaluated by local government or by national organisations,
in different countries and regions (Robinson, 2012). Due to the absence of a unified
star rating standard, and the fact that researchers may apply different star rating
systems in their research (e.g., Blomberg-Nygard & Anderson, 2016; Rhee & Yang,
2015), some studies have argued that the star rating systems maybe not reliable as a
quality standard (e.g., Agusaj et al., 2017; Nufez-Serrano et al., 2014). However,
according to Martin-Fuentes (2016), who conducted research on 14,000 hotels
worldwide, the diversity of star rating systems of hotels in different countries matched
customer’s hotel star expectations. 3-star hotels are mid-scale hotels compare with 1-
star to 2-star (budget) hotels and 4-star to 5-star (upscale) hotels, customers could
expect good quality service and average amenities in 3-star hotels (Musante et al.,
2009). Martin-Fuentes (2016) suggested that the star rating systems are useful and
reliable as a quality standard even though there is a diversity of systems with slight

differences.

Since 2009, more than 20 European countries have joined in the European Hotelstars
Union, which is a non-government star rating system in Europe (Hotelstars Union,
2019). The European Hotelstars Union use a 1-5 star hotel rating, and rates 3-star
hotels at a level of comfort with the following services: Reception open for a minimum
of 14 hours a day and accessible by phone 24 hours; beverage, telephone, Internet
access offered in the room; sewing kit, shoe polishing utensils, laundry, additional

pillow and blanket are available in the hotel (Hotelstars Union, 2019). In the U.S., two



private hotel star rating systems can be referenced by customers making hotel choices
and decisions, these are the Forbes Travel Guide (formerly the Mobil Travel Guide)
rating and the American Automobile Association’s (AAA's) Diamond hotel rating (AAA,
2015; Forbes Travel Guide, 2019). Forbes Travel Guide does not rate hotels as 3-star;
instead, it provides hotel ratings on a scale of 5-star, 4-star and ‘recommended’ after
their investigators have evaluated a hotel based on up to 900 objective criteria (Forbes
Travel Guide, 2019). The AAA Diamond rating system represents the hotel rating with
an approved diamond rating and three to five diamonds; three diamonds represents a

level of style and comfort with comprehensive amenities (AAA, 2015).

Some countries’ hotel star ratings are graded by government agencies; this occurs in,
for example, the Philippines, India, Malaysia and New Zealand (Ministry of Tourism,

Arts and Culture Malaysia, 2020; Ministry of Tourism, 2019; Qualmark New Zealand,
2019; Simeon, 2015). New Zealand’s hotel star rating system will be discussed in the

following section.

2.3.1. The definition of 3-star hotels in New Zealand

New Zealand hotels are officially graded by Qualmark, which works with the New
Zealand Government (Qualmark New Zealand, 2019). This official accommodation
rating system was developed in 1993, and is a combination of several private
companies operating under the national general star rating standard, such as the New
Zealand Tourism Board and the Automobile Association of New Zealand (Carasuk et
al., 2016; Tourism New Zealand, 2019). Qualmark grades accommodation from 1 to 5
stars, with 1 star (acceptable) meeting the minimum requirements of customers, while
5 stars (exceptional) indicates the highest standard of New Zealand accommodation. 3-
star (3-star plus) accommodation represents ‘good and very good’ services and
facilities (Qualmark New Zealand, n.d.). There are 88 3-star (3-star plus) properties on
the Qualmark licence-holder list in New Zealand, with seven 3-star (3-star plus) hotels

in Auckland (Qualmark New Zealand, 2017).
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3-star hotels so far have attracted limited research attention and have not been
recognised as one of the important components of the hotel industry (Minh et al.,
2015). Few researches focused on 3-star hotels segment worldwide (Darini & Khozaei,
2016; Sirirak et al., 2011). Moreover, there are limited studies that focus on the New
Zealand’s 3-star hotel segment (Suhartanto et al., 2013; Ying et al., 2018). Having
discussed the concept of the 3-star hotel, the customer satisfaction factors, will be

discussed in the next section.

2.4. Customer satisfaction

Ali (2016) defined customer satisfaction in the hospitality industry as a positive
psychological and emotional state which arises when the quality of the product fulfils
customer expectations. However, Sharma and Srivastava (2018) indicated that it is
difficult to identify customer satisfaction in words because satisfaction is impacted by
various elements, for example, the hotel service quality may satisfy one customer while
failing to satisfy another. Sharma and Srivastava (2018) also suggested that when the
product quality of the hotel matches customer expectations, the customer will deliver

positive feedback.

Customer satisfaction with a hotel can derive from a diverse range of categories, which
may include staff services, room facilities, value for money, food and beverages,
business-related services, and safety and security (Liu et al., 2017). Xu and Li (2016)
argued that some collateral actions such as social responsibility and sustainable
practices by hoteliers can contribute to customer satisfaction, as both of these
practices demonstrate to customers that the hotelier wishes to improve performance.
Customer expectations and satisfaction may be affected by different star ratings,
gender and a difference between the culture of the customer and that of the hotel

(Sukwadi, 2017; Tefera & Govender, 2016).

Customers may have different purposes for their stay and therefore hold different

accommodation expectations; for example business and leisure travellers may have
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different expectations of hotels (Rajaguru & Hassanli, 2018). Leisure travellers are
more concerned about security and personal interactions with hotel (Lehto et al., 2015).
Rajaguru and Hassanli (2018) stated that the business travellers place more value on
Internet connection quality and location while both business and leisure travellers tend
to have expectations regarding value for money and quality services. The different
cultural background of customers may influence their different accommodation
expectations (Darini & Khozaei, 2016). According to a Rajaguru and Hassanli (2018),
Asian customers tend to place greater importance on value for money than non-Asian
customers. When customers speak a different language from locals, positive and

effective language interaction will increase customer satisfaction (Liu et al., 2017).

Tefera and Govender (2016) argued that customers who choose hotels with different
star ratings also have different expectations in terms of their satisfaction. Previous
research on customers using luxury hotels found that customer satisfaction with these
hotels relates to the categories of room facilities, public facilities, quality of service,
quality of food and room cleanness (Lu et al., 2015; Padma & Ahn, 2020). A study of 4-
star and 5-star rated hotels found that the key factors of customer satisfaction relate to
room facilities, public facilities, location, price of the room, food and staff services (Zhou
et al.,, 2014). In contrast, later studies show that customers put more value on location,
food, staff performance, room and public area cleanliness and design in 3-star hotels
(Darini & Khozaei, 2016; Sukwadi, 2017). Moreover, Rahimi and Kozak (2017) argued
that, compared with the 4-star and 5-star upscale hotels, customers of lower star rating
hotels tend to focus more on economical accommodation and value for money rather
than the services. Gu and Ryan (2008) summarised seven factors for hotels at all
classification levels that could influence customer satisfaction in general: bed comfort,
quality and cleanliness of bathroom facilities, room size and room facilities, location,

quality of food and beverage, staff services, and additional hotel services.

Studying customer satisfaction could benefit hoteliers by assisting them to improve

their product, attraction and profit, thereby maintaining their strengths and avoiding
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customer disappointment (Assaf et al., 2015; Rhee & Yang, 2015). Satisfied customers
could maintain customer loyalty, enhance their intentions to return, and increase
positive customer word-of-mouth in the competitive hospitality market (Assaf et al.,
2015; Minh et al., 2015; Tefera & Govender, 2017). Rhee and Yang (2015) argued that
customer disappointment could also influence whether hoteliers are successful, and

this topic will be discussed in the next section.

2.5. Customer dissatisfaction

Failure to meet customer expectations may result in customer dissatisfaction and
negative emotions (Koc et al., 2017). Moreover, an unpleasant experience can lead to
customer dissatisfaction with a hotel (Kim et al., 2019). The failure to provide adequate
service may lead to customer dissatisfaction resulting in the loss of customer loyalty as
dissatisfied customers rarely return to the same hotel or the same brand hotel on
subsequent visits (Tefera & Govender, 2017). Furthermore, dissatisfied guests may
affect potential customer purchasing intentions by expressing negative emotions by
word-of-mouth to other people or by posting online reviews, and these behaviours may
impact hotel profitability (Hussain et al., 2015). While hoteliers who deliver customer
satisfaction may benefit by keeping long-term relationships with guests, hotel service
failures or the inability to satisfy customer expectations may have a negative influence

on hotels (Cheng et al., 2019).

Customers may indicate both satisfaction and dissatisfaction, and by exploring
dissatisfaction hoteliers may identify valuable ways to improve their product in the
future (Assaf et al., 2015; Xu & Li, 2016). Compared to satisfaction studies, fewer
studies relating to dissatisfaction have been carried out, but they are important
because they might identify factors which differ from those relating to customer
satisfaction (Kim et al., 2019). Potential safety hazards and the unsatisfactory quality of
a product are the major factors that lead to customer dissatisfaction in hotels (Xu & Li,

2016). Customers may also complain when the quality of staff services, facilities and
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the quality of the room do not meet their expectations (Chan et al., 2017; Hu et al.,
2019). The gap between the hotel service standard and the customer’s expectations

may lead to customer dissatisfaction (Katay, 2015).

Customer complaints and dissatisfaction may offer guidance for managers in terms of
how to avoid service failures in the future (Ergin & Kitapci, 2018). Hoteliers could avoid
and reverse service failures by identifying customer dissatisfaction which, in some
cases, will benefit long-term business development (Liat et al., 2017). The following
section will discuss the phenomena of guest online reviews and online behaviours in

terms of customer satisfaction and dissatisfaction.

2.6. Hotel guest online behaviours

Since the arrival of the age of the Internet, hotels have tended to use the Internet as a
platform on which they can post advertisements and positive reviews, in order to attract
customers (Rhee & Yang, 2015). Customers can browse online reviews before making
a booking decision; they can also write reviews and post ratings after they check out
and make suggestions for potential customers (Rhee & Yang, 2015). Even though hotel
signature and brand recognition are the main factors that assist travellers in selecting
the specified quality of hotel (Foroudi, 2019), over 80% of travellers will read hotel
online reviews before they select a hotel (Tsao et al., 2015). Since there is reduced
brand recognition for mid-scale and budget hotels, customers have less knowledge and
information in terms of these hotels, and they tend to rely more on online reviews

before making a hotel selection (Agusaj et al., 2017).

Online reviews can have a significant influence on customers and hoteliers (Schuckert
et al., 2015). Reading previous customers’ hotel reviews on online rating platforms can
reduce customer uncertainty, supply information, and impact customer purchasing
intentions (Kim & Park, 2017). Displaying positive reviews is beneficial to hotels to

attract potential customers (Zhao et al., 2019). Customer online reviews can illustrate
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customer requirements and expectations by detailing their accommodation experience
(Chan et al., 2017). Improving customers’ negative evaluations can reduce future
customer dissatisfaction (Dinger & Alrawadieh, 2017; Zhao et al., 2019). Positive
reviews will enhance a customer’s consideration of a hotel and increase online

bookings (Zhao et al., 2015).

With the increased use of online booking and the development of third-party websites,
people’s electronic word-of-mouth (eWOM) is increasing and has been used to indicate
and evaluate customer satisfaction and dissatisfaction with hotels (Chen & Law, 2016;
Ladhari & Michaud, 2015). eWOM is defined as customers posting their perspectives,
recommendations and suggestions in online comments after their consumption
(Cantallops & Salvi, 2014). The behaviour of customer posting eWOM is mainly driven
by achievement, reputation, sense of belonging and enjoyment in helping others to
make a purchase decision (Cheung et al., 2015). eWOM sources have been
considered to be an unbiased data source (Gerdt et al., 2019), which will be applied in

this study as research data source.

Hotel industry customers’ online behaviours may be influenced by various elements
such as gender, age and culture, and will be reflected in their online reviews (Bore et
al., 2017). Rajaguru and Hassanli (2018) stated that customers with different travelling
purposes or from different cultural backgrounds may have diverse accommodation
expectations which may be expressed in a variety of ways on eWOM. The study of
different travellers’ expectations could benefit hoteliers’ ability to improve their product
so as to meet different customers’ expectations (Rajaguru & Hassanli, 2018).
Customers from different countries may express emotions in different ways on the
Internet when facing uncertain or unsatisfactory situations; for example, unlike
American customers who prefer to seek solutions by way of expressing their anxiety,
Asian customers tend to avoid complaints (Liu et al., 2017). According to Wang and
Kubickova (2017), female guests are more active than males on social media and more

interested in posting online reviews. Some researchers have indicated that younger
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generations may be more willing to express their accommodation feedback than older
generations (Goncalves et al., 2018; Wang & Kubickova, 2017). Customer

personalities may also need to be studied, which may benefit hoteliers’ understanding
of customer eWOM behaviours (Hu & Kim, 2018). The platforms on which customers

share and post their online reviews will be introduced in the next section.

2.7. Hotel guest online review platforms

With the development of network technology, people tend to share and post their
experiences on the Internet (Yen & Tang, 2019). As a result, many third-party platforms
have been set up to host hospitality customers’ online reviews, including Yelp, Expedia,
TripAdvisor and Booking (Liu & Park, 2015; Rhee & Yang, 2015). Yelp is an online
third-party customer review platform for local hotels, restaurants and other hospitality
businesses, with more than 100 million reviews (Yelp, 2019). Expedia and Booking are
both global travel business platforms offering travel products such as accommodation,
airlines and car rental for users, and customers can post reviews after experiencing
products (Booking Holdings, 2015; Expedia Group, 2019). The TripAdvisor platform
was chosen for data collection for this dissertation, and the reason for this choice will

be explained in the next section.

2.7.1. The TripAdvisor platform

TripAdvisor is the largest third-party traveller platform, offering travellers’ online reviews
and experiences for customers (Chen & Law, 2016; TripAdvisor, 2017). As one of the
most popular platforms for online hotel reviews, TripAdvisor has been chosen as the
source for data collection in numerous hotel industry studies (e.g., Cenni & Goethals,
2017; Kladou & Mavragani, 2015; Xie et al., 2016). As TripAdvisor has more than 500
million reviews of hotels and other tourism businesses, more than 300 million users
worldwide, and more than five million registered users visiting the platform 30 million

times per month on average, it is a suitable platform from which to collect secondary
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data (Banerjee & Chua, 2016; Zhao et al., 2019). Customers not only display their
satisfaction with a 5-point rating system and positive verbal comments, but also show
their dissatisfaction with low ratings and negative feedback (Zhao et al., 2019). Hotels
are measured by customers on a scale of 1 (terrible) to 5 (excellent) points covering
five aspects in the overall satisfaction rating: hotel location, cleanliness, hotel room
experience, service quality, and value for money (Chang et al., 2019; Guo et al., 2017).
TripAdvisor has an enormous number of customer reviews that can be gathered and

employed to study specific hotel customer-related topics (Chang et al., 2019).

2.8. Research gap

Even though many researchers have focused on customer satisfaction and
dissatisfaction factors in hotels in the global context (Cheng et al., 2019; Pizam et al.,
2016; Ren et al., 2015), and many studies have been undertaken in New Zealand
(Harkison et al., 2018a, 2018b; Prayag et al., 2018), there are, in fact, few studies that
focus on the New Zealand’s 3-star hotel segment (Suhartanto et al., 2013; Ying et al.,
2018). Given the importance of the hotel sector to the country’s largest export-earning
industry, and the importance of the 3-star hotel as an important part of the hotel
industry, there is a considerable gap in New Zealand research regarding 3-star hotel

customer satisfaction and dissatisfaction.

2.9. Conclusion

This chapter has highlighted that hospitality is one of the important industries in New
Zealand and Auckland. 3-star hotels segment is an important part of this industry, and
hotels with this star rating are domestic customers’ preferred accommodation.
According to New Zealand’s official star rating organisation, Qualmark, seven hotels
have been identified as 3-star rated in Auckland. Moreover, the study of 3-star hotel
customer satisfaction and dissatisfaction factors is significant in theoretical and

practical terms. Additionally, TripAdvisor is the largest third-party platform in the tourism
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and hospitality sectors, and using this platform users can post and share their
consumption experiences. The gap in New Zealand research regarding 3-star hotel
customer satisfaction and dissatisfaction has been revealed by this literature review

chapter. The methodology of this research will be discussed in the following chapter
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Chapter 3 Methodology

3.1. Introduction

This chapter will outline the methodology employed in this study. The research
objectives, followed by the philosophical foundation for this study, including the
research paradigm, ontology and epistemology will be explained. In order to answer
the research questions of this study, qualitative and quantitative method will be
discussed. Then there search data population and sample size will be explained.

Finally, the process of the data collection and the data analysis will be explained.

3.2. Research objectives

Based on customer online reviews from TripAdvisor regarding 3-star hotels in

Auckland, New Zealand, this study had three research questions:

1 What are the main factors of satisfaction for customers of Auckland’s 3-star
hotels?

2 What are the main factors of dissatisfaction for customers of Auckland’s 3-star
hotels?

3 What practical recommendations can be made for 3-star hoteliers based on the

findings of this research?

3.3. Research philosophy

A research philosophy is a belief, in terms of the way in which data should be gathered
and analysed during the research procedure (Wilson, 2014). Research philosophy aims
to clarify the nature of common and scientific beliefs (O’Gorman et al., 2014). Itis a
way of discerning how the world works and how people obtain knowledge (Hughes &

Sharrock, 2016; O’Gorman et al., 2014). As the critical foundation for the research, the
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philosophy may influence a researcher’s choice of study approach and strategy
(Wilson, 2014). A clear understanding of philosophy is important, as it is beneficial in
terms of the rational examination of the nature and structure of reality, resources and
limits of knowledge, principles, and meanings of moral judgments (Hughes & Sharrock,
2016; O’Gorman et al., 2014). The relevant philosophical content — paradigm, ontology,

epistemology and methodology — will be explained in the following sections.

3.3.1. Research paradigm

A research paradigm is the foundation of a philosophy. A paradigm influences a
researcher in terms of what should be studied, how the study should be finished and
how the results should be explained (Bell et al., 2018). The paradigm influences the
worldview of the researcher by determining what beliefs to hold and how to choose a

methodology and method based on their philosophical assumptions (Kumar, 2019).

There are four main research paradigms: positivism, post-positivism, interpretivism and
critical inquiry (Gray, 2019). Positivism and post-positivism are objective
epistemological paradigms, based on the ontological perspective and belief that the
world and truth do not change (Veal, 2017; Wilson, 2014). They are the basis of studies
in which the quantitative approach employed by researchers will apply the methods of
natural sciences to explore a study of social science (Veal, 2017; Wilson, 2014).
Interpretivism and critical inquiry are subjective epistemological paradigms which hold
the view that beliefs about the world and truth are changing and developing (Gray,
2019; Veal, 2017). Interpretivist and critical inquiry paradigms are mainly applied for

qualitative research (Mohajan, 2018).

The interpretive paradigm is an approach that respects the differences between people
and the objects of natural science, so it requires social scientists to understand the
subjective meaning of social behaviour (Bell et al., 2018). Ryan (2018) argued that,

under the interpretive approach, truth and knowledge are subjective and based on
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individual experiences. Ryan (2018) stated that truth and knowledge could not be
separated from researchers’ values and beliefs during data collection and the analysis
process in the interpretive paradigm. The interpretive paradigm aims to explore the
meanings and motives behind individual or group activities in a society and a culture
(Chowdhury, 2014). In addition, the society and culture could be understood by
studying people’s behaviours (Chowdhury, 2014). The interpretive paradigm mainly
applies to the use of interviews, group studies, case studies and analysis of text and

materials (O’Donoghue, 2006).

Based on the features outlined above, and the purpose of this research, an
interpretivist paradigm was applied, for the following reasons. Firstly, this dissertation is
based on the researcher’s understanding of the factors concerning customer
satisfaction and dissatisfaction. This knowledge was verified by literature review and
continued in the data collection and analysis process (Ryan, 2018). It is in accordance
with the characteristics of interpretivism that this knowledge could not be separated
from researcher’s values and beliefs that were generated from previous literature
(Ryan, 2018). Secondly, this study features a focus on the analysis of customers’ online
reviews of 3-star hotels in Auckland, New Zealand. In the interpretivist paradigm,
researchers tend to obtain an understanding of social behaviours in diverse ways
through different individuals instead of a superficial comprehension of the whole
population (Creswell, 2009; Hammersley, 2012). As members of guest groups in the
hotel industry of New Zealand and worldwide, 3-star hotel customers may have
different expectations from customers of other star rating hotels (Sukwadi, 2017; Tefera
& Govender, 2016). Thirdly, the purpose of this research is to investigate the main
factors of customer satisfaction and dissatisfaction through online reviews. Customer
online reviews are the representation of individual opinions (Ali, 2016), and are related
to various subjective factors, such as customer experiences and expectations
(Felbermayr & Nanopoulos, 2016; Kostyra et al., 2016). Ryan (2018) explained that,
under interpretivism, truth and knowledge are subjective and based on individual

experiences. Analysis of a specific group — 3-star hotel guests in Auckland, New
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Zealand — the customer online review eWWOM revealed the main factors of customer
satisfaction and dissatisfaction (Hu & Kim, 2018). Since the interpretivist paradigm is
applied in qualitative research, the qualitative methodology will be discussed further in
section 3.4. Veal (2017) stated that ontology, epistemology, and methodology are
frequently mentioned in the discussion of a research paradigm. McNabb (2015) argued
that it is essential to consider the ontological and epistemological foundation of any

research. Therefore, these topics will be discussed in the following sections.

3.3.2. Research ontology

As a branch of philosophy, ontology is the science that studies the types and structures
of objects, events, processes, and relationships in various areas of reality (Munn &
Smith, 2013). Ontology is the study of the nature of world reality, and can address
problems in terms of existing phenomena and the external factors that extend beyond
human behaviours (Bell et al., 2018). It is the nature of the world ‘out there’ that people
can experience (McNabb, 2015). Social phenomena become ‘real’ through human
activity and the meanings that humans attach to the phenomena (Bell et al., 2018;

Wilson, 2014).

3.3.3. Research epistemology

Epistemology is the understanding of what reality is and how people gain knowledge of
reality (Bell et al., 2018). It aims to resolve questions concerning how people can
understand the reality and how to make certain that the knowledge of reality is true
(McNabb, 2015). Epistemology is related to ontology in that it explains how knowledge
is gained by studying the nature of world reality (Crotty, 2003). Hence, Crotty (2003)
offered a perspective to link ontology to specific epistemologies such as objectivism,
subjectivism and constructivism. The perspective that Crotty (2003) put forward has
been employed and developed by many other researchers (e.g., Fung & Liang, 2019;

Poni, 2014; Tech, 2018). The same perspective that Crotty (2003) employed has been
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used in this study, and will be introduced and explained in the following sections.

Objectivism is defined as social phenomena and world reality being independent and
beyond that of human activity, with human knowledge and values being determined by
the nature of reality (Bryman, 2016). Since objectivist epistemology reflects the opinion
that reality exists independently of human consciousness, researchers should not

include their own perspectives and values in a study (Gray, 2019).

In contrast, constructivism holds that the social phenomena and the meaning of the
world are accomplished continuously by human activities, and that the real world is
produced through social interaction (Bryman, 2016). Within constructivism, truth and
meaning are constructed during human interactions with the world; they do not exist in
the nature world (Gray, 2019; Scotland, 2012). Hence researchers could build meaning
and truth in different ways (Gray, 2019). Multiple, conflictive perspectives of the same

phenomenon can exist (Gray, 2019).

In contrast with constructivism, subjectivism holds that internal subjective values being
imposed on the external objective world means that reality is dependent on the
consciousness of a community or individual, such as social, cultural, religious beliefs or
dreams (Gray, 2019). Subjectivism reflects claims that research questions are based
on human experiences and perspectives, and researchers should understand and
explain these questions through scientific methods and scientific words (Denzin, 2017).
To maintain consistency with the interpretivist paradigm applied in this study and
explained in section 3.3.1., the subjectivist epistemology was used for this study (Ryan,
2018). Methodology is a strategy that translates ontological and epistemological
principles as guidelines for research (Sarantakos, 2012). It will be explained in next

section.
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3.4. Methodology

Methodology is the procedure which ensures that a study is conducted in a scientific
and systematic way (Brown, 2006). Methodology is the research approach understood
in terms of how to establish research through reality, knowledge and understanding
(O’'Gorman et al., 2014; Veal, 2017). It is a philosophical framework that allows
researchers to apply an appropriate method by critical evaluation (Brown, 2006; Taylor
et al., 2015). Quantitative and qualitative approaches are the two main research

approaches (Quinlan et al., 2019).

3.4.1. Choice of research approach — Qualitative approach

Quantitative methodology aims to present objective statistics, data analysis, and
measurement, using quantifiable measures of variables and inferences from a
population sample (Litosseliti, 2018; Quinlan et al., 2019). A qualitative methodology
intends to understand subjective reality in terms of individual and group experiences,
emotions, feelings, behaviours and attitudes (Queiros et al., 2017). A qualitative
methodology could generate new concepts and develop theories by focusing on the
viewpoint of the individual or a group within the population to describe social
phenomena systematically (Mohajan, 2018). The reasons why this study applied a
qualitative approach will be explained by comparing the characteristics of quantitative

and qualitative approaches.

Quantitative research focuses on ‘facts’ and the objectivist position that the reality of
the world exists independently of researchers, and gathers data based on numbers
(Gray, 2019). A qualitative approach is used to collect and analyse data for an in-depth
and socio-contextual presentation of the findings which will include explanation and
discussion (Riley & Weiss, 2016). It holds a subjectivist position to value non-numerical

data and focuses on the meanings of the words (Gray, 2019).
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Firstly, this study targets online customer reviews from TripAdvisor. Customers’ reviews
are their own viewpoints, represented in text form, based on their expectations and
experiences (Felbermayr & Nanopoulos, 2016). Customer reviews are eWOM and are

not numerical data (Hu & Kim, 2018).

Secondly, a customer review study requires the researcher’s unbiased understanding
of a specific social field which then assesses customers’ viewpoints based on the
researcher’s experiences (Bore et al., 2017). This meets the interpretivist view that
truth and knowledge cannot be separated from researchers’ values and beliefs during
the data collection and the analysis process of a study within the interpretive paradigm
(Ryan, 2018). An interpretivist paradigm was selected for this study, as discussed in
section 3.3.1., and it was therefore appropriate to take a qualitative approach to the

study (Mohajan, 2018).

Overall, the purpose of this study is to evaluate customer satisfaction and
dissatisfaction through their online social behaviours. Qualitative research is suitable
for exploring the variation and diversity of social life, such as values, beliefs, meanings
and understandings (Kumar, 2019). The research process reported in this dissertation
aimed to explore 3-star hotel customer experiences by analysing their verbal data
rather than numerical data. Considering the interpretivist paradigm applied and the
research purpose, this study adopted a qualitative method. The qualitative
methodology has been applied in various social areas, such as sociology, hospitality
marketing, management, education, nursing, and information systems (Lugosi et al.,
2016; Mohajan, 2018). The data collection method, population and sample will be

explained in the following sections.

3.5. Secondary data

There are two types of data used in research, primary data and secondary data (Cheng

& Phillips, 2014). Primary data refers to the sources collected by researchers to study
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original proposed hypotheses or research questions (Cheng & Phillips, 2014), and the
sources of primary data could be interviews, observations and questionnaires (Kumar,
2019). Secondary data analyses data which was collected by other people for another
primary purpose and it is useful for researchers who may have limited time and
resources (Johnston, 2017). Due to the time constraints of this dissertation (a period of
17 weeks from February to June), and also the cost constraints, this study has used

secondary data.

Online customer reviews have become a new secondary data source to resolve
research problems in the hospitality and tourism industry (Xiang et al., 2018). As one of
the largest independent third-party online customer review platforms worldwide,
TripAdvisor information has been applied by numerous researchers as a secondary
data source in hospitality and tourism (Banerjee & Chua, 2016; Casal6 et al., 2015; Liu
et al., 2015; Martin-Fuentes et al., 2018; Xiang et al., 2018). TripAdvisor has been used

as the source of secondary data collected for this research.

3.6. Population and sample

In qualitative research, the individuals or groups who are participating in a specified
activity with an in-depth understanding of the research topic are known as the research
population (Hennink et al., 2020). This study explores 3-star hotel customer satisfaction
and dissatisfaction in New Zealand. The 3-star licence-holder hotels in New Zealand,
identified through Qualmark, New Zealand’s official star rating organisation (Qualmark
New Zealand, 2019), have therefore been selected as the population of this research. A
total of 88 hotels hold Qualmark 3-star (3-star plus) licences in New Zealand (Qualmark

New Zealand, 2017).

Since qualitative research aims to examine social reality, the depth of the sample is
more important than a large sample size (Boddy, 2016). A qualitative study normally

has a small sample that is selected to achieve particular research purposes (Hennink
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et al., 2020). Unlike the large sample requirement of quantitative research, a qualitative
research sample contains more value through the rich content of the sample than the

volume of the sample (Flick, 2018; Hennink et al., 2020).

The decision about sampling strategy should be determined by research questions and
goals (Padgett, 2016). There are various qualitative research sampling strategies,
including purposive sampling, probability sampling, convenience sampling, theoretical
sampling, and snowball sampling (Flick, 2018; Hennink et al., 2020; Moser & Korstjens,
2018). Probability sampling is a sampling technique whereby researchers randomly
select samples from a large population based on the guide of probability (Patten &
Newhart, 2017). Convenience sampling is a non-probability sampling in which the
sample is taken from close by or through the convenience of a contact group of
participants (Howitt, 2019). Theoretical sampling is a strategic approach that
researchers use to select new cases to help develop or refine an existing theory, and it
is commonly used to guide participant selection for interviews (Taylor et al., 2015).
Snowball sampling is a method that targets difficult-to-access or hidden populations
(Tracy, 2019). Researchers can select several participants who meet the criteria then
ask those participants to recommend more people who also fit the criteria (Tracy,

2019).

Purposive sampling is the most commonly used approach in qualitative research
(Hennink et al., 2020). Purposive sampling is a strategy that allows the sample to
evolve during the sample collection process through the choice of sample participants
with an in-depth understanding of the research topic (Hennink et al., 2020). In other
words, the sample is selected purposefully by researchers to meet an information-rich
requirement (Green & Thorogood, 2018). In an online information-gathering field, a
purposive sampling strategy has become increasingly popular among researchers with

limited funds and time (Barratt et al., 2015; Robinson, 2014).

A purposive sampling strategy is suitable for this study for the following reasons. In this
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study, efficiency and timeliness must be considered when gathering information
because of the cost and time limits on this dissertation. The questions posed for this
study focus on customer satisfaction and dissatisfaction. The goals of this research
therefore aim to explore which factors hoteliers could improve in order to satisfy
customers. The research questions can be answered, and the research goals can be

achieved by selecting a purposive sample.

Hence, this dissertation used a purposive sampling strategy to gain 3-star hotel
customer TripAdvisor reviews for studying customer satisfaction and dissatisfaction
factors in Auckland, New Zealand. Auckland was selected for this study sample for the
following reasons. In accordance with a qualitative approach and purposive sampling
strategy, a small and rich information sample should be selected. Auckland, as a major
international gateway and a growing economic centre attracting a large number of
international and domestic visitors, has the most hotels in New Zealand (New Zealand
Trade & Enterprise, 2018). New Zealand Trade & Enterprise (2016) found that the 3-
star to 3.5-star rating hotels account for 27% of properties in Auckland. Due to
Auckland having the largest number of hotels and attracting the most visitors in New
Zealand (New Zealand Trade & Enterprise, 2018), this city offered a rich selection of
customer online reviews for researchers. Auckland has seven 3-star (3-star plus)
Qualmark licence-holder hotels (Qualmark New Zealand, 2017), as Table 1 shows.

These hotels were this study’s sample.

Qualitative researchers argue that there is no specific answer to the question of how
large the sample size should be (Taylor et al., 2015). To conduct this study efficiently,
considering the time and cost constraints, the sample was gathered by following the
purpose sampling strategy. A sample should be valued more for rich information rather
than a large size (Green & Thorogood, 2018). In purposive sampling, the sample
should focus on being in-depth rather than large, but the sample size should be large
enough to address the research question (Boddy, 2016). This study’s sample size was

therefore focused on the quality rather than the quantity of the data, with a sufficient
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amount of data being collected. The data collection process will be explained in the

next section.

3.7. Data collection

TripAdvisor uses a 5-bubble traveller rating system to evaluate the degree of customer
satisfaction and dissatisfaction (Banerjee & Chua, 2016). When a hotel product
satisfies or fails to satisfy a customer, attitudes towards the hotel will be reflected in the
traveller’s rating. Customers express their polarity (positive or negative) emotion, the
proportion of positive (compared with negative) emotion, and neutral emotion by online
rating scores (Zhao et al., 2019). The rating scale could be seen as extremely positive,
positive side of the scale, neutral, negative side of the scale, and extremely negative
(Schoenmueller et al., 2020). A satisfied customer tends to award a higher bubble
grading, whereas a dissatisfied customer tends to give a lower bubble rating (Banerjee
& Chua, 2016). Customers tend to rank a hotel at 5 (excellent) to express their extreme
satisfaction and positive feedback, but use a 1 (terrible) bubble to display their extreme

dissatisfaction and negative feedback (Banerjee & Chua, 2016; TripAdvisor, n.d.).

This study collected 1-bubble customer reviews to represent dissatisfaction data and 5-
bubble customer reviews to represent satisfaction data. As discussed above, 1-bubble
samples (reviews indicating dissatisfaction) and 5 bubble samples (reviews indicating
satisfaction) were collected. That generated 321 satisfaction reviews and 212
dissatisfaction reviews in total from the seven hotels from January 2004 to March 2020
— the entire period for which the seven hotels have been on the TripAdvisor website

and from which the collection of the data for this study could be made.

In order to have an adequate sample size, data has been collected between 1%
December and 29" February (a three-month period) each year. Due to the guest
occupancy rates being higher in the New Zealand summer (December to February)
than other months (Statistics NZ, 2019), more online reviews are posted during this

time. For this study, summer peak customer reviews were collected from TripAdvisor
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and this selection justifies the sample size. It should be noted that some hotels
received only a few reviews in one summer peak (December 2019 to February 2020).
For example, the Auckland Rose and Park Hotel, received only one excellent review in
January 2020 and the Takapuna Motor Lodge received only one excellent review in
December 2019. In order to gain the rich information sample needed to answer the
research questions, the data collection was extended to include a few more years of

peak period summer reviews.

Based on the guidance of purposive sampling strategy that the sample is selected
purposefully by researchers to meet an information-rich requirement (Green &
Thorogood, 2018). This study has chosen a seven-year summer peak period size
sample (from 2013 to 2020), for the following reason. There was 321 satisfaction
reviews and 212 dissatisfaction reviews in total from the seven hotels on TripAdvisor
website. As a purposive sample, the seven-year period has a large enough data set to
address the research questions and achieved the research goals. In the seven-year
summer peak period, 74 satisfaction reviews and 52 dissatisfaction reviews in total
were collected, as shown in Table 1. As the translation process among different
languages can possibly lead to misunderstanding and inaccuracy (Campbell, 2014),
only English customer reviews will be taken as the research sample.The data analysis

method and process will be discussed in next section, after data generation.

Table 1: The sample of 3-star hotels in Auckland receiving customer satisfaction and
dissatisfaction comments on TripAdvisor in the summer months over a seven-year period

Number of ‘excellent’ Number of ‘terrible’
Hotels . .
reviews reviews
Admirals Landing 20 0
Airport Garden Inn Hotel | O 4
Ascotia off Queen 26 23
Auckl R Park
uckland Rose Par 13 5
Hotel
Formosa Golf Resort 0 12
Howick Motor Lodge 3 0
Takapuna Motor Lodge 12 7
Total: 7 Total: 74 Total: 52
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3.8. Thematic analysis method

Various techniques are available to analyse qualitative data samples; content analysis,
thematic analysis, narrative analysis, discourse analysis and grounded theory are the
methods commonly used in qualitative research (Mayan, 2016; Riley & Weiss, 2016).
Content analysis is the process of analysing the content of texts, media, pictures or
interviews to identify the main codes that are revealed from those contents (Kumar,
2019). Narrative analysis is a method whereby a researcher studies the participants’
stories and asks a given question of the narrative 'texts' for a given study purpose
(Mayan, 2016). Discourse analysis is a method used to explore the meanings that are
generated by verbal, vocal or sign language use or communication; the aim of
discourse analysis is to understand the meanings in the ways in which different types
of language are used in social life (Gee, 2014; Johnstone, 2018). Grounded theory is a
method concerned with the generation or construction of theories by collection and

analysing of data (Noble & Mitchell, 2016; Silverman, 2016).

The process of verbal content analysis is one of several typical qualitative approaches
(Bryman & Bell, 2011). Thematic analysis is one of the classified methods used in
qualitative verbal content analysis, and is a systematic process of encoding,
examination, and description of the meaning of the social reality carried out by the
creation of themes (Riley & Weiss, 2016). A group of data themes will be produced
through the process of identifying, organising and analysing the research sample
(Nowell et al., 2017). Thematic analysis could be applied to explore individual views,
opinions, knowledge, experiences and values through interview, social media profiles
or surveys (Smith, 2015). Thematic analysis has been extensively employed in online
review studies and hospitality research (Bardach et al., 2016; Kwok et al., 2017; Yu,
2020). This research encoded and created themes from customer online reviews to
seek answers to the research questions that are posed in this study. The comments
indicating satisfaction or dissatisfaction were examined, coded and generated as

themes. This is a theme-generating process, therefore thematic analysis was applied.
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Thematic analysis can be considered in three different forms, which are inductive,
deductive and semantic thematic analysis (Maguire & Delahunt, 2017; Nowell et al.,
2017a). With an inductive thematic analysis, the themes generated are directly linked
to the content of the data, rather than existing theories and concepts (Smith, 2015).
Inductive analysis is a process of encoding the data without an existing coding frame
as a guideline (Nowell et al., 2017a) and is a data-driven analysis (Braun & Clarke,
2006). In contrast, deductive thematic analysis generates themes from existing
theoretical concepts or develops themes from prior research (Smith, 2015). Semantic
analysis is based on the surface meanings of the data, and does not explore the
meanings of the words beyond what a participant has written or said (Maguire &

Delahunt, 2017).

Inductive thematic analysis was used in this study for the following reasons. This study
has explored the meanings behind the data and without a coding frame as a guideline
(Nowell et al., 2017a). For example, if a customer wrote, “The location could not be
better”, the researcher could discuss and encode the depth of meaning behind the
words. This customer review could be encoded to “the customer is satisfied with the
hotel location”. As discussed in the literature review, previous researchers have
different perspectives on the factors concerning customer satisfaction and
dissatisfaction (e.g. Gu & Ryan, 2008; Xu & Li, 2016; Zhou et al., 2014), so this
dissertation did not use an existing theoretical frame as a basis for the study of 3-star
hotel customer satisfaction and dissatisfaction in Auckland, New Zealand. The details

of the thematic analysis process will be explored in next section.

3.9. Data analysis process

Braun and Clarke (2006) suggested the implementation of a six-phase approach to
code and edit qualitative data. This six-phase approach has been applied and
developed by many researchers since it was published (Nowell et al., 2017a; Smith,

2015; Willig & Rogers, 2017). The six phases are: familiarising oneself with the data,
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generating initial codes, searching for themes, reviewing themes, defining and naming
themes, and producing the report (Nowell et al., 2017a; Smith, 2015). This study will

follow this six-phase guideline.

In qualitative research, researchers can employ a manual or an electronic software
approach to analysing data (Richards, 2014). A manual approach may need more time
and labour, whereas an electronic approach has the characteristics of time efficiency
and low cost in research utilising a large sample (Zamawe, 2015). However, an
electronic approach may lead to loss of a researcher’s creativity or in-depth
understanding of the data during the creation and exploration of the coding process
(Richards, 2014). A small data sample has been collected in this study, and so a
manual data analysis approach is suitable and has been applied in this small sample

qualitative study (Richards, 2014).

Step 1: Become familiar with the data

The first step is useful in qualitative analysis. It requires reading and re-reading the
research sample in order to become familiar with the data (Maguire & Delahunt, 2017).
In this step, the researcher aims to become familiar with data content and to consider
the content that might be relevant to the research question (Braun & Clarke, 2013).
Reading data is not simply reading the surface meaning of words, but is also a critical
thinking process in order to understand the in-depth meaning (Braun & Clarke, 2013).
For this study, the sample is from TripAdvisor’s seven 3-star hotel reviews. 74 positive

reviews and 52 negative reviews, as displayed in Table 1, have been analysed.

Step 2: Generate initial codes

This is a systematic process to identify and label data relevant to the research question
(Smith, 2015). In this step, data is organised in a meaningful and systematic way, and
the coding process builds a foundation for thematic analysis (Maguire & Delahunt,
2017; Smith, 2015). As discussed in section 3.7, this study followed an inductive

analysis process. Inductive analysis has the feature that there are no existing
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theoretical frameworks or encoding instructions for the study (Smith, 2015). In this
situation, the researcher can use ‘open coding’, which means there are no prior codes
used as guidelines, and the researcher can develop and modify the codes through the
coding process (Maguire & Delahunt, 2017). The coding process is the beginning stage
of data analysis that splits a large quantity of data into small chunks of meaning

(Saldana, 2015).

After the researcher had become familiar with the data, this step highlighted all the
phrases and sentences from every review that were relevant or potentially relevant to
the research questions (Saldana, 2015). They were then be matched to those phrases
and sentences in the codes that could describe their content (Saldana, 2015). The
codes were generated through the customer online review highlight process, and there

was no limit or number requirement for codes (Smith, 2015).

A data highlighting and coding example is shown in Table 2. All the codes were then be
collected and explained. The initial customer satisfaction codes generated from positive
customer reviews are displayed in Table 3. Initial customer dissatisfaction codes

generated from negative reviews are displayed in Table 4.

Table 2: Data highlighting and coding example

Data highlighting Coding

“We arrived at 8 am after an overnight flight. Our hosts, Joy and
Howard, happily welcomed us with great coffee and set us up despite |— welcoming and
the early arrival time. After other guests left, we were upgraded to the |  greeting
Waterfront Suite. [THCICHNGSIGIONUCIUNIEN, cool breeze, nicely |— upgraded service
ironed linens, comfy king bed, lots of pillow choices, bar frig, |— room with a view
microwave, French press, coffee/tea and milk, a modern bathroom, |— facilities and

free laundry service, fresh flower daily, chocolates on my pillow and | amenities

the most amazing and knowledgeable hosts. What more could anyone

ask for?”
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Table 3: Initial codes of customer satisfaction reviews

Initial codes Description
Property Guests describe the property
Service Service that guests received from the hotel

Personality service

Service that a hotel offers to meet a guest’s specific
requirements

Friendly staff

Staff displayed a kind attitude towards guests

Helpful staff

Staff provided willing assistance to guests

Welcoming/greeting

How the hotel welcomed/greeted arriving guests

Upgraded

Having a room upgrade without paying extra for it

Hosting/host

How the guests were hosted by the hotel host/owner when the
managers were the host/owner

Check-in procedure

A guest described check-in process

Location

Where the property is located

Activities

What was available for guests to do in the vicinity of the hotel

Facilities/amenities

A variety of equipment available in a hotel to meet the needs
of guests

Room with a view

Describing the views from the window of the room

A room with a quiet environment ensuring that guests can

Quiet room . .

have quality relaxation
Cleanliness A room being regularly cleaned to a high standard
Spacious room Room size larger than guest’s expectation
Food and Describing the food and beverages that guests had in the
beverages hotel

Reasonable price

A price that guests believe is fair to themselves

Value for money

The accommodation experience is worth the money that
guests spent on it

Car parking

Describing the car parking situation

Free cancellation

Can cancel a booking without any charge

Safe

A positive comment where a guest feels safe while enjoying
privacy

Table 4: Initial codes of customer dissatisfaction reviews

Initial codes Description

Property Guests describe the property

Service Service that guests received from the hotel
Unfriendly staff Unfriendly staff

Unhelpful staff

Staff could not assist a guest to resolve problems

Communication
failure

Ineffective communication between guests and hotel staff

Lack of organising
ability

Hotel lacks the ability to organise events

Poor management

Hotel displays poor staff management skills

Staff lack of training

Staff unable to carry out tasks properly through lack of training
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Initial codes Description
Facilities and All kinds of equipment in a hotel to meet guests’ residential
amenities need unsuccessfully
Noise Describing an unpleasant level of noise in the hotel

environment
Safety issues A guest felt unsafe or lacked privacy in the hotel
Uncleanliness Describing a hotel as not clean or tidy
Cramped room Room space is too small for the guest

, Guests believed they overpaid for the accommodation

Unreasonable price .

experience
Charging for
booking Hotel asked a guest to pay a fee to cancel a reservation
cancellation
Parking issue No free parking or difficult to find a car park space
Food and Describing the food and beverages that guests had in the
beverages hotel
Incor.wenlent The location of a hotel is not convenient for guest activities
location
Misleading Guest believed that a hotel used misleading information to
advertisements advertise products to consumers
Not responding to
customer Hotel did not respond or resolve the guest complaint
complaints

Step 3: Search for themes

A theme is a set that represents significant and similarly characterised codes (Maguire
& Delahunt, 2017). A code could reflect one aspect of a perspective but a theme is
broader than a code (Braun & Clarke, 2006). A theme has a central organising concept
that contain lots of related different perspectives (Braun & Clarke, 2006). This step is
not the simple searching for themes but, rather, a step intended to create a coherent
thematic map or table from the codes that were generated in step 2 (Smith, 2015). To
identify themes, the researcher needs to review the codes and re-read the related data
to distinguish the similarity and overlap between codes (Braun & Clarke, 2013). Some
codes may be large, rich and complex enough to become the themes (Braun & Clarke,
2013). At the end of this step, the similar codes should be clustered and organised into
broader themes that relate to a specific aspect of the study questions (Maguire &

Delahunt, 2017; Smith, 2015).
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Thematic tables developed for this study are displayed in Table 5 and Table 6, where

the relevant codes for each theme are collected together (Braun & Clarke, 2013).

Table 5: Themes of customer satisfaction reviews

Themes

Dimensions from codes

Manager/owner
performance (21)

Welcoming/greeting, hosting/host

Staff performance (30)

Friendly staff, helpful staff

Facilities (42)

Facilities/amenities, car parking, property

Service (26)

Service, personality service, upgraded, check-in
procedure

Location attraction (53)

Location, activities

Room (44)

Room with a view, quiet room, cleanliness, spacious room

Food and beverages
(23)

Food and drinks

Value for money (21)

Reasonable price, value for money

Security (3)

Safe

Cancellation policy (1)

Free cancellation

Table 6: Themes of customer dissatisfaction reviews

Themes

Dimensions from codes

Advertising (6)

Misleading advertisements

Staff performance (25)

Unfriendly staff, unhelpful staff, communication failure

Service (18) Service, not responding to customer complaints
Facilities (41) Facilities/amenities, parking issue, property
Security (10) Safety issues

Room (40) Noise, uncleanliness, cramped room

Food and beverages (6)

Food and drinks

Management ability (4)

Lack of organising ability, poor management, lack of staff
training

Location attraction (2)

Inconvenient location

Cancellation policy (3)

Charging for booking cancellation

Price (15)

Unreasonable price

Step 4: Review themes

During this step, the researcher reviews, modifies and develops the prior themes that

have been identified in step 3. This is an essential step for quality control in the data

analysis process, to check whether the themes fit with the coded data (Braun & Clarke,

2013). In this step, it is useful to examine all the relevant data that has been gathered

for each theme (Maguire & Delahunt, 2017). In this study all the codes were first
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reviewed to judge whether the codes fit with the relevant themes (Braun & Clarke,

2013). Next, the researcher re-read all the un-coded data and related it to the study

questions to ensure that the themes represented the meaning of the dataset (Braun &

Clarke, 2013). The final themes were generated and the data represented statistically

as shown in Table 7 and Table 8.

Table 7: Customer satisfaction themes review

C
emes ount Percentage | Dimensions from codes
Th (n=74)
Staff performance 30 41% Friendly staff, helpful staff
Service 26 35% Serwcg, personality service, upgraded,
check-in procedure
Manager/owner
perforgr’nanga 21 28% Welcoming/greeting, hosting/host
Facilities 42 579 Facilities/amenities, car parking,
property
Room 44 59% Room. with a VIeV\{, quiet room,
cleanliness, spacious room
Food and )
beverages 23 31% Food, drinks
_ Reasonable price, value for money, free
Price 22 30% .
cancellation
Locati
a’?tf:clt(i):n 53 72% Location, activities
Th f
© sense o 3 4% | Safe
security

Table 8: Customer dissatisfaction themes review

Count

beverages

Themes (n=52) Percentage | Dimensions from codes
Unfriendly staff, unhelpful staff,

Staff performance 25 48% ! .y . u. g
communication failure

Service 18 359 Service., not responding to customer
complaints

Management 4 89 Lack of organising ability, poor

skills ° management, lack of staff training
Fadilit " King |

Facilities 42 79% acilities/amenities, parking issue,
property

Room 40 7% Noise, uncleanliness, cramped room

Food and

cog an 7 13% | Food, drinks
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Count

Themes (n-l;Z) Percentage | Dimensions from codes
U ble pri harging f

Price 18 35% nref':\sona e pn;e, charging for
booking cancellation

Locati

oca |9n 2 4% Inconvenient location
attraction
The sense of
_ 10 19% Safety issues
security
Advertising 6 12% Misleading advertisements

Step 5: Define themes

During this phase, researcher needs to identify and explain each theme so that readers
understand the meaning of the theme (Braun & Clarke, 2006). The researcher should
consider how each theme relates to the research questions (Braun & Clarke, 2006). A
solo researcher could ask advice from outside experts as to whether the themes are
comprehensively and successfully answering this study’s questions (Nowell et al.,
2017), the data was checked by the dissertation’s supervisors. At the end of this step

for this study, the themes have been clearly defined in Table 9.

Table 9: Themes and theme descriptions

Themes Descriptions

How staff behave in the hotel and how well they perform
when they serve to customers

Service Any kind of service that guests received from the hotel
Manager/owner
performance

Staff performance

How the manager or hotel owner behave at work

It is a collection of hotel owner/manager abilities that
Management skills include decision-making, problem-solving, staff training,
and event organising

The variety of equipment available in a hotel to meet the

Faciliti
actities needs of guests
Room Describing the experience of staying in the room
D ibing the f h had in th
Food and beverages escribing the food and beverages that guests had in the
hotel
Price Customer descriptions of the hotel price

Where the property is located and what was available for

Location attraction
guests to do in the vicinity of the hotel

The sense of

, Customer descriptions of whether or not they feel safe
security

Customer descriptions of whether the hotel advertising is

Advertising misleading
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Step 6: Producing the report

Braun and Clarke (2013) suggested following the guidance of the qualitative research
process in writing up a thematic analysis. For this dissertation, previous literature has
been reviewed to explain the study questions and aims. It is followed by the
introduction of the philosophy underpinning the methodology and an explanation of
how the thematic analysis approach was chosen. After the analysis which produced the
themes set out in the above section, the next chapter will discuss the findings relating

to these themes, and these findings will be used to answer the research questions.

3.10. Summary

This study has followed the guidance of the qualitative method and it has taken the
interpretive paradigm as the basis of the research. A sample of 74 customer
satisfaction reviews and 52 customer dissatisfaction reviews from TripAdvisor has been
collected by means of purposive sampling strategy for studying the main factors of
customer satisfaction and dissatisfaction in 3-star hotels in Auckland, New Zealand.
Inductive thematic analysis and a manual approach have been used to generate
themes in terms of identifying the main factors influencing customer satisfaction and

dissatisfaction. The findings and discussion will be presented in the next chapter.
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Chapter 4 Findings and discussion

4 1. Introduction

This chapter aims to illustrate the main findings arising from the data analysis, compare
the findings with previous literature and discuss them in that context. This chapter will
identify the main themes and codes describing customer satisfaction and
dissatisfaction with 3-star hotels in Auckland. The frequency of occurrence and

percentage of the total will also be displayed in table form for each theme and code.

4 2. Customer satisfaction factors identified for Auckland’s 3-star hotels

Data analysis revealed that nine themes influence customer satisfaction with 3-star
hotels in Auckland. They are location, room, facilities, staff performance, service, food
and beverages, price, manager/owner performance and the sense of security. These
themes are displayed in Table 10. The findings identified that three categories, location,

room, and facilities were the most common influences on customer satisfaction.

Table 10: Themes on customer satisfaction in 3-star hotels in Auckland

Categories Count (n=74)

Themes Frequency Percentage Ranking
Location 53 72% 1
Room 44 59% 2
Facilities 42 57% 3
Staff performance 30 41% 4
Service 26 35% 5
Food and beverages 23 31% 6
Price 22 30% 7
Manager/owner performance 21 28% 8
The sense of security 3 4% 9

The customers were most satisfied with the hotel location, and this accounted for 72%
of feedback. Additionally, 59% of satisfaction comments mentioned the room. 57% of

customer comments mentioned the hotel facilities. The first three themes were
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mentioned in over half of the comments in this study, and these are seen as the main
themes of customer satisfaction in 3-star hotels in Auckland. Staff performance (41%),
service (35%), food and beverages (31%), and price (30%) were themes mentioned in
30% or above of comments. Hence, these factors will be thought of as secondary
category themes, which may influence customer satisfaction to some extent. These
findings are similar to the results found by Darini and Khozaei (2016) in a study of
Dubai 3-star hotels. They identified that customer satisfaction is mainly influenced by
hotel location, food management, cleanliness, facilities, and staff behaviours (Darini &
Khozaei, 2016). The themes of manager/owner performance and the sense of security
had less influence in customer reviews, accounting for 28% and 4%. These two themes
were rarely mentioned in the comments, and so will not be discussed in this study. This
study focuses on the main factors that influence customer satisfaction. Hence, the
codes of location, room and facilities themes will be discussed in detail next, in section
4.3. Staff performance, service, food and beverages, and price themes will be

discussed briefly in section 4.4.

4.3. The most common customer satisfaction themes in Auckland’s 3-star hotels

4.3.1. Location

The data in Table 10 shows that location is the theme that contributes to the highest
customer satisfaction percentage (72%) in this study. The codes affecting customer
satisfaction regarding location include tourist attractions, nearby facilities,

transportation and proximity to the city centre (see Table 11).

Table 11: Codes that influence customer satisfaction regarding location of 3-star hotels
in Auckland

Count (n=53)
Different codes in the location theme Frequency Percentage
Tourist attractions 25 47%
Nearby facilities 20 38%
Transportation 18 34%
City centre proximity 16 30%
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Table 11 demonstrates that 47% of reviews indicated satisfaction with the access to
tourist attractions in the location. 38% of reviews described satisfaction with nearby
facilities, 34% of reviews mentioned that they were satisfied with the transportation in
the location, and 30% of reviews were satisfied with the proximity to the city centre.
According to Table 11, customer satisfaction with location has been identified as
referring to accessibility to tourist attractions, activities, transportation and city centre

proximity.

4.3.1.1 Tourist attractions

Table 11 shows that the code influencing customer satisfaction with location in
Auckland’s 3-star hotels that has the highest frequency percentage is tourist attractions
(47%). Three examples collected from TripAdvisor’s satisfaction comments are as

follows:

“The Bed and Breakfast is conveniently located close to the ferry to Auckland
and with a beautiful view to Auckland's skyline.” (Christian, 2017)

“We left our cases and went for a walk around Devonport, including the Navy
museum which is well worth a visit.” (Colin, 2015)

“Devonport is a beautiful Victorian styled village with nice walks, beaches.”

(Shirley, 2014)

In their comments, customers used words such as ‘beautiful village’, ‘Navy museum’,
and ‘with a beautiful view’ to describe tourist attractions. The results of this study show
that the proximity to tourist attractions is the top attribute affecting customer
satisfaction. Tourist attractions can be recognised as nature, scenery or significant
human-made structures that could attract individuals to visit (Jensen et al., 2017). In
this study, proximity to a tourist attraction has been recognised as affecting customer
satisfaction. Previous studies, such as Dong et al. (2014) and Yang et al. (2018) had

highlighted that customer satisfaction with location could be affected by the tourist
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attractions (e.g. being close to beach or hiking trail). The current findings of this study
show that tourist attractions contribute to the most significant factor affecting customer
satisfaction in 3-star hotels; this has not been discussed as the most important factor in
previous literature. Hence, this finding could be seen as an important contribution to

customer satisfaction studies in the 3-star hotel sector.

4.3.1.2. Nearby facilities

According to Table 11, 38% of comments mentioned nearby facilities when customers
indicated satisfaction with the hotel location. Three examples collected from

TripAdvisor’s satisfaction comments are as follows:

‘Everything you could want is a short walk- the waterfront, beach, groceries,
restaurants, ferry, bus, liquor store, shopping district, hiking trails and
museums. Walk across the street to grab the ferry to Auckland, other islands
or hiking excursions.” (Betty, 2020)

“Admirals Landing is conveniently placed to explore Devonport. The shops
and restaurants are all within a short walk. If you like craft beer, try Tiny
Triumphs bar.” (Colin, 2015)

“Highland Park shops, supermarkets etc are about a 5-10 minute walk away.”

(Allan, 2014)

Customers described the nearby facilities around the hotel that they could visit, such as
‘shopping from stores’, and ‘dining at a restaurant’. The findings of this study indicate
that customers were satisfied in terms of the location to nearby facilities. Darini and
Khozaei (2016) suggested that shops, restaurants and other nearby facilities are highly
valued in the customer location satisfaction categories for 3-star hotels. The current
finding is in agreement with Darini and Khozaei (2016). It is also supported by Xu and
Li (2016), who stated that convenient nearby facilities are important in customer

satisfaction as it can save time for customers to find and visit them.
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4.3.1.3. Transportation

The code for transportation accounted for 34% of the location theme comments
reported in Table 11. Three examples collected from TripAdvisor’s satisfaction

comments are as follows:

“The Skybus from the airport stops just outside their door.” (Upai, 2018)

“The Bed and Breakfast is conveniently located close to the ferry to Auckland.”
(Christian, 2017)

“The location of this B&B is fabulous. Its right on the harbour front with a ferry
taking you to Auckland's Business District and shops every 30 mins.” (Jim,

2016)

The words customers mentioned in their reviews regarding transportation included
‘close to the ferry’ and ‘the Skybus stop outside the door’. The current findings indicate
that customers gained satisfaction when their hotel was located close to a transport
hub. The same results were highlighted by Lu and Stepchenkova (2012). They stated
that customers prefer a hotel close to convenient transport, the business centre, and
entertainment, and with an attractive view (Lu & Stepchenkova, 2012). These results
are also consistent with Yang et al. (2018), who reported that transportation satisfaction
relates to two aspects: firstly, it is a measurement of how convenient it is for customers
to access various types of transportation to and from the hotel; and secondly, it is
related to how the hotel’s location may reduce customers’ transportation costs and

save transportation time.

4.3.1.4. City centre proximity

City centre proximity accounted for 30% of the location theme comments reported in
Table 11. Three examples collected from TripAdvisor’s satisfaction comments are as

follows:
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“This is a highly recommended place to stay in Auckland’s CBD.” (Kurt, 2020)
“Located on the main street, Queen St.” (Upai, 2018)
“Booked for 5 days, great location, can walk into the centre city easily.” (Ozlad,

2018)

Relevant words that customers mentioned in their comments regarding the city centre
proximity included ‘Auckland CBD’ and ‘Queen Street’. These findings indicate that city
centre proximity increased customer satisfaction. Many previous studies found that city
centre proximity is one of the key factors concerning customer satisfaction with hotel
location (Dong et al., 2014; Herjanto et al., 2017; Yang et al., 2018), which were
strongly supported in the current study. This research result was consistent with Li et al.
(2015), who found that hotel customer satisfaction with a city centre location is due to
various services and facilities being available for the convenience of customers.
Additionally, Yang et al. (2014) stated that luxury 4-star and 5-star hotels’ customers
prefer a city centre hotel location but, considering the issue of value for money, a
location at the edge of the city could be conducive to customer satisfaction in budget
hotels. Since the findings of this research do not reveal differences in 3-star hotel
customer satisfaction with regard to specific locations in the city, the current study has

a different emphasis to Yang et al. (2014).

4.3.2. Room

The data displayed in Table 10 shows that the standard of the room is the second
highest customer satisfaction theme (59%). As one of the core products in hotels, room
quality has been found in previous studies to contribute to customer satisfaction (Bodet
et al., 2017; Radojevic et al., 2015; Xiang et al., 2015). This research yielded the same
results. The codes affecting customer satisfaction regarding room satisfaction include

cleanliness, room with a view, room size and quiet room (see Table 12).
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Table 12: Codes that influence customer satisfaction regarding their room in 3-star hotels
in Auckland

Count (n=44)
Different codes in the room theme Frequency Percentage
Cleanliness 34 77%
Room with a view 10 23%
Room size 8 18%
Quiet room 7 16%

As the data in Table 12 shows, cleanliness has the highest percentage. 77% of
customer reviews mentioned cleanliness when indicating satisfaction with the room. In
light of this high percentage in customer reviews, the following section will discuss
cleanliness. The three other codes: room with a view (23%), room size (18%) and quiet
room (16%) were less likely to impact on customer satisfaction and therefore will not be

discussed due to the limited number of mentions in customer reviews.

4.3.2.1. Cleanliness

Table 12 demonstrates the codes influencing customer satisfaction. Room cleanliness
in Auckland’s 3-star hotels scored the highest frequency percentage (77%). Three

relevant examples collected from TripAdvisor’s satisfaction comments are as follows:

“The room was very clean, comfortable bed, clean towels and sheets.”
(Moana, 2020)

“I stayed there last month with my family, | gave this hotel 5 star because the
washrooms were very clean. Bedsheets and pillows were very clean and
organized.” (Kaddy, 2019)

“We booked the top room in a separate cottage next door. It was very clean

and modern.” (Snknight, 2017)

In their comments, customers used words such as ‘clean room’, ‘spotless room’, and
‘tidy room’ to describe room cleanliness. The results of this study show that cleanliness

is the top attribute affecting customer satisfaction with their room. This result is
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consistent with Bodet et al. (2017), who found that cleanliness is the most significant
attribute of hotel room quality. This study is also in agreement with Radojevic et al.
(2015) who reported that cleanliness of the room is one of the main determinants of
hotel customer satisfaction. If room cleanliness is at or beyond guest expectations, it
will positively affected guest satisfaction (Park et al., 2019). Customer evaluations
regarding satisfaction experiences are influenced by the cleanliness of the room

(Prasad et al., 2014).

4.3.3. Facilities

The data in Table 10 shows that the facilities theme ranks as the third highest factor in
customer satisfaction percentages (57%). The codes affecting customer satisfaction

regarding facilities include room facilities, bed and public facilities (in table 13).

Table 13: Codes that influence customer satisfaction regarding facilities of 3-star hotels
in Auckland

Count (n=42)
Different codes in the facilities theme Frequency Percentage
Room facilities 32 76%
Bed 16 38%
Public facilities 14 33%

According to the data analysis, customer reviews show that 76% of customers are
satisfied with the hotel room facilities. 38% of customers stated that they were satisfied
with the bed, while 33% customers were satisfied with the public facilities. Table 13
shows that customers are more concerned with room facilities than public facilities in
regard to their accommodation experiences, and this is evident in fewer reviews
mentioning public facilities. These three codes in the facilities theme will be discussed

in the following sections.
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4.3.3.1. Room facilities

Table 13 shows that the code with the highest percentage of comments reported, and
the greatest influence on customer satisfaction with regard to facilities in Auckland’s 3-
star hotels, is room facilities (76%). Three examples collected from TripAdvisor’s

satisfaction comments are as follows:

“Cool breeze, nicely ironed linens, lots of pillow choices, bar fridge,
microwave, French press, coffee/tea and milk, a modern bathroom.” (Betty,
2020)

“l had booked the 3 bedroom apartment which had a well equipped kitchen, a
large lounge area plus a balcony.” (James, 2016)

“It has every amenity that you would expect to find in a first class hotel
bedroom. The bathroom has one of the finest showers to be found anywhere!”

(Alan, 2014)

In their comments, customers used words such as ‘bar fridge’, ‘French press’ and
‘lovely shower’ to describe their satisfaction with room facilities. Darini and Khozaei
(2016) suggested that room facilities are not considered to affect customer satisfaction,
which contradicts this study. Pervious research on limited-service hotels have shown
that room facilities meeting customer expectations is a core attribute of customer
satisfaction (Rahimi & Kozak, 2016; Xu & Li, 2016). The data in this research adds to
the evidence that room facilities can also influence customer satisfaction in 3-star
hotels, findings of this research are supported by Khozaei et al. (2016), who found that

the room facilities affect customer satisfaction in 3-star hotel.

4.3.3.2. Bed

The bed satisfaction accounted for 38% of the facilities theme comments reported in
Table 13. Three examples collected from TripAdvisor’s satisfaction comments are as

follows:



49

“The room we stayed in was excellent, with great hard bed making for a great
sleep.” (Lise, 2018)

“Had a very good night sleep in a comfortable bed.” (Chris, 2018)

“We can honestly say that we had a very comfortable bed and slept well.”

(Paul, 2017)

Relevant words that customers mentioned in their comments were ‘comfy king bed’,
‘bed is comfortable’, and ‘great hard bed’ to describe the level of bed comfort. In this
study, bed comfort has been shown to affect to customer satisfaction. The current study
is supported by Albayrak and Caber (2015), who stated that bed comfort was
significant in contributing to customer satisfaction in their study. Previous studies of
budget hotels have indicated that bed comfort is an important element that influences
customer satisfaction (Albayrak & Caber, 2015; Rahimi & Kozak, 2017). The findings of
this study provided further evidence that the bed affects customer satisfaction in 3-star

hotels.

4.3.3.3. Public facilities

Satisfaction with public facilities accounted for 38% of the comments reported under
the facilities theme in Table 13. Three examples collected from TripAdvisor’s

satisfaction comments are as follows:

“They offer breakfast with reasonable price, sauna and gym was a plus!”
(David, 2020)

“Really enjoyed the Pool BBQ as well.” (Chris, 2015)

“The added bonus of a nice swimming pool which our family love when they

visit us at the motel.” (Rob, 2014)

From the reviews, satisfied customers used the words like ‘gym’, ‘swimming pool’, and
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‘sauna’ to describe the public facilities. According to Table 13, public facilities may have
less influence in terms of customer satisfaction than the room facilities. The findings in
this study show the same results as previous studies which stated that public facilities
are not considered to be one of the important aspects of customer satisfaction in
budget hotels (Rahimi & Kozak, 2017; Ren et al., 2015). Moreover, the current study is
supported by the 3-star hotel customer satisfaction study by Darini and Khozaei (2016),
which showed that public facilities are not considered to be an important factor in terms

of customer satisfaction.

4.4. The secondary category themes of customer satisfaction in Auckland’s 3-star hotels

4.4.1. Staff performance

The data in Table 10 shows that 41% of satisfaction reviews mentioned that they were
satisfied with the staff performance in 3-star hotels. Three examples collected from

TripAdvisor’s satisfaction comments are as follows:

“I appreciate all the staff for being attentive and helpful all the time.” (David,
2020)

“Arrived in this hotel and was greeted by a friendly receptionists Ethel and
Emily.” (Chelsea, 2020)

“Front office staff was very helpful as | did a late check-in.” (Rash, 2019)

Staff performance could be identified as staff attitudes towards customers and
professional knowledge that the staff demonstrate regarding their work (Berezina et al.,
2016). Since customers first contact with the hotel is with the staff, staff performance is
reflected in both positive and negative online reviews (Berezina et al., 2016).
Customers tend to use “friendly staff” and “helpful staff’ to describe their satisfaction
with hotel staff performance in this study. Darini and Khozaei (2016) noted that staff

performance is one of the significant elements influencing customer satisfaction.
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However, in this study, staff performance is not one of the most important elements
affecting customer satisfaction, which in contrast with Darini and Khozaei (2016).
These findings also in disagreement with previous studies where staff were considered
to be one of most important factors of customer satisfaction in budget and 4-star to 5-

star hotels (Ren et al., 2015; Zhou et al., 2014).

4.4.2. Service

The data in Table 10 shows that 35% of customer satisfaction was influenced by
service. Three examples collected from TripAdvisor’s satisfaction comments are as

follows:

“The receptionists are exceptional, wonderful service from the moment |
arrived to the moment | left.” (Jenry, 2020)

“Due to a misunderstanding on our part with the ferry schedule on a holiday
we could have missed a 7am connection in Auckland- well Howard drove us to
where we needed to be! It was 6:30 am!!!” (Qaxcvdee, 2020)

“Check in was easy, we were expected and documentation was ready to sign.

(Michael, 2018)

Customers described satisfaction of service as including ‘good service’, ‘easy check-in
and check-out’ and ‘upgraded our room’. According to this study’s findings, service is
not one of the significant items affecting customer satisfaction in 3-star hotels. This is
supported by previous studies by Darini and Khozaei (2016), Ren et al. (2016) and Xu
and Li (2016) who found that service is not an important influence on customer
satisfaction in budget hotels but it is important in full service hotels. This study
provided results consistent with Ren et al. (2016) who indicated that hotel service may

slightly influence customers but is not one of the key factors.
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4.4.3. Food and beverages

As the data shows in Table 10, food and beverages is one of the themes that affected
customer satisfaction in this study, accounting for 31% of comments. Three examples

collected from TripAdvisor’s satisfaction comments are as follows:

“The breakfast was plentiful, tasty and timed to meet our daily plans.” (Betty,
2020)

“Outside our room was a table with a variety of teas, coffee and fresh fruit.”
(Colin, 2015)

“Food in the restaurant is good.” (Xquizit, 2014)

According to the satisfaction comments, 31% customer reviews mentioned that they
were satisfied with breakfast, food choice diversity and tea/coffee. Food and
beverages, therefore, could be considered to have some limited influence on customer
satisfaction. Hence, this study disagrees with some literature where the authors have
stated that customers were significantly affected by food and beverages in all star
classification hotels (Darini & Khozaei, 2016; Gu & Ryan, 2008; Padma & Ahn, 2020;
Zhou et al., 2014). Additionally, Xu and Li (2016) stated that customer satisfaction with
food and beverages is more prevalent in different types of hotels. In full-service hotels,
customers may expect high-quality food and a pleasant restaurant environment, but in
limited-service hotels, customer tend to be satisfied with good food and beverages or a
good complimentary breakfast (Xu & Li, 2016). The findings of this study indicate that
3-star hotel customer satisfaction with food and beverages is mainly focused on

breakfast and beverages, which is supported by Xu and Li (2016).

4.4 4. Price

To some extent, the price affects customer satisfaction, as shown in Table 10,

accounting for 30% of comments. Three examples collected from TripAdvisor’s



53

satisfaction comments are as follows:

“Great services at reasonable rates.” (Scorpio, 2019)
“Not a luxury hotel, but good value for the money paid.” (Upai, 2018)
“You also have up to 2 days to cancel a booking without being charged.”

(Kiwionatrip, 2014)

According to the satisfaction comments, customers described their price satisfaction
with words such as ‘reasonable price’, ‘free cancelation’ and ‘value for money’. Darini
and Khozaei (2016) stated that hotel price is not considered to be a significant factor
influencing customer satisfaction, and this view was supported by this study. However,
Rahimi and Kozak (2016) stated that customers who prefer mid-scale and lower star
rating hotels pay more attention to price than occupants of 4-star and 5-star star hotels.
In this study, it has been shown that price may slightly influence customer satisfaction,
but it is not a main factor; therefore, this finding is not in agreement with Rahimi and

Kozak (2016).

4 5. Customer dissatisfaction factors identified in Auckland’s 3-star hotels

Data analysis revealed that ten themes influenced customer dissatisfaction with 3-star
hotels in Auckland. They are: facilities, room, staff performance, service, price, a sense
of security, food and beverages, advertising, management skills, and location. These
themes are displayed in Table 14. The findings identified that two categories, facilities

and room, were the most common influences on customer dissatisfaction.

Table 14: Themes on customer dissatisfaction in 3-star hotels in Auckland

Categories Count (n=52)

Themes Frequency Percentage Ranking
Facilities 41 79% 1
Room 40 77% 2
Staff performance 25 48% 3
Service 18 35% 4
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Categories Count (n=52)

Themes Frequency Percentage Ranking
Price 18 35% 5
The sense of security 10 19% 6
Food and beverages 7 13% 7
Advertising 6 12% 8
Management skills 4 8% 9
Location 2 4% 10

All data are ranked from high to low by percentage in Table 14. The most common
complaints from customers were about the facilities, which accounted for 79% of all
complaints. Additionally, 77% of dissatisfaction comments mentioned the room. The
first two themes were mentioned in over half of the comments in this study, and are
seen as the main themes of customer dissatisfaction in 3-star hotels in Auckland. Staff
performance (48%), service (35%), and price (35%) were themes mentioned in more
than 30% of comments. Hence, these factors are thought of as secondary category
themes, which may contribute to customer dissatisfaction to some extent. The themes
regarding the customer’s sense of security (19%), food and beverages (13%),
advertising (12%), management skills (8%) and location (4%) have less influence in
customer reviews. These five themes were rarely mentioned in the comments, and so
will not be discussed in this study. There are few published studies that have referred to
customer dissatisfaction with 3-star hotels (Hu et al., 2019; Kim et al., 2016). This
dissertation focuses on the main factors that influence customer dissatisfaction. Hence,
the codes of the facilities and room themes will be discussed in detail. Staff
performance, service, and price themes will be discussed briefly in the following

sections.

4.6. The most common customer dissatisfaction themes in Auckland’s 3-star hotels

4.6.1. Facilities

The data in Table 14 shows that the facilities theme has the highest customer

dissatisfaction percentage (79%) in this study. Katay (2015) stated that the gap
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between the hotel product’s standard and the customer’s expectations may lead to
customer dissatisfaction. In this study, the facilities theme can be thought of as the
most significant failure to meet customer expectations. Fernandes and Fernandes
(2018) and Hu et al. (2019) stated that hotel facilities not meeting customer
expectations is one of the most important factors leading to customer dissatisfaction,
which is consistent with the results of this study. The codes affecting customer
dissatisfaction regarding facilities include room facilities, public facilities, and bed (see

Table 15).

Table 15: Codes that influence customer dissatisfaction regarding facilities of 3-star
hotels in Auckland

Count (n=41)
Different codes in the facilities theme Frequency Percentage
Room facilities 34 83%
Public facilities 19 46%
Bed 4 10%

As Table 15 shows, 83% of reviews revealed that customers were dissatisfied with the
room facilities under the facilities theme. 46% of reviews indicated dissatisfaction with
the public facilities. The bed (10%) was least likely to cause customer dissatisfaction in
this study and it will not be discussed due to the limited number of mentions in

customer reviews.

4.6.1.1. Room facilities

Table 15 displays the codes influencing customer dissatisfaction with facilities in
Auckland’s 3-star hotels of which room facilities were the highest, being mentioned in
83% of review comments. Three examples collected from TripAdvisor’s dissatisfaction

comments are as follows:

“No soundproofing between rooms, no microwave, sketchy neighborhood, not

clean, very old furniture, no fan so they gave me the one behind reception,
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broke 2nd day.” (CWW, 2020)

“And the towel rack kept falling off the wall. The shower water smelt like wood
smoke (we weren't the only ones who noticed), and dribbled more than
showered. The tiny little fridge in the room was leaking water.” (Julia, 2017)
“Windows had to be opened as there was no air con apart from small fan.”

(QueenofHappyTravels, 2017)

Based on the data in Table 15, poor room facilities were the most significant cause of
customer dissatisfaction. From the reviews, dissatisfied customers used words like ‘no
microwave’, ‘very old furniture’, and ‘no air conditioning’ to describe the room facilities
that had not met their expectation. This study produced the same findings as the
previous research of Xu and Li (2016) in limited-service hotels. They also found that
customer complaints in limited-service hotels are associated with poor quality room
facilities (Xu & Li, 2016). The results in the current study prove that dissatisfaction with
room facilities can lead to customer complaints in 3-star hotels. This claim is also
supported by Kim et al. (2016), who noted that customer expectations with room
facilities in any classification hotel (limited-service and full-service) generate
dissatisfaction if hoteliers fail to offer room facilities corresponding to the hotel star

level.

4.6.1.2. Public facilities

Public facilities dissatisfaction accounted for 46% of the comments under the facilities
theme in Table 15. Three examples collected from TripAdvisor’s dissatisfaction

comments are as follows:

“Pool not great and not very safe for our small children, due to chipped tiles
and the cover over the steps.” (Shelley, 2017)
“The parking area was super cramped and nearly impossible to park.” (Simon,

2016)
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“The sliding door opening toward the golf course was completely stuck and

could not be opened at all.” (Shadanbaz, 2015)

Based on the information displayed in Table 15, public facilities that do not meet
customer expectation will negatively influence customer reviews. In the reviews,
dissatisfied customers used the words like ‘broken outdoor table’, ‘pool not great’, and
‘parking was an issue’ to describe the public facilities that had not met their
expectations. The findings are consistent with Hu et al. (2019), who found that, in
budget hotels, customer complaints are mainly related to facilities issues, and the
complaints generally involve the failure of public facilities to meet customer
expectations (Hu et al., 2019). The current study adds to mounting evidence that public
facilities do not meet customer expectations and may to some extent increase

customer dissatisfaction in 3-star hotels.

4.6.2. Room

The data shown in Table 14 indicates that the standard of the room is the next highest
percentage of customer dissatisfaction comments (77%) in this study. As one of the
core products of hotels, customers may complain when the quality of the room does
not meet their expectations (Chan et al., 2017; Hu et al., 2019). The findings in Table
14 shows results consistent with Xu and Li (2016) regarding the unsatisfactory quality
of a hotel product causing customer dissatisfaction. The codes affecting customer
dissatisfaction regarding room include uncleanliness, room size, and noise (see Table

16).

Table 16: Codes that influence customer dissatisfaction regarding rooms in 3-star hotels
in Auckland

Count (n=40)

Different codes in the room theme Frequency Percentage
Uncleanliness 22 55%
Room size 19 48%
Noise 16 40%
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The data in Table 16 shows that uncleanliness has the highest percentage with 55% of
customer reviews. Their dissatisfaction with the room was reflected in the reviews.
Cramped or noisy rooms are also potential issues which can lead to a customer feeling
dissatisfied and these accounted for 48% and 40% of the dissatisfied reviews. These
three different codes pertaining to room dissatisfaction will be discussed in the

following sections.

4.6.2.1. Uncleanliness

The customer complaints regarding uncleanliness accounted for 55% of the room
theme in Table 16. Three examples collected from TripAdvisor’s dissatisfaction

comments are as follows:

“The walls were dirty with lots of dents, towels we hard and crusty, stains all on
carpet.” (Mon, 2018)

“‘Room smelled like mouldy damp carpets and the sheer curtain end were
spotted with mould spores.” (Candice, 2015)

“The sheet on our bed had been previously soiled by a blood stain obviously

from a period.” (Petal, 2015)

The data in Table 16 shows that customer dissatisfaction in terms of room theme was
mainly generated by uncleanliness. In the reviews, dissatisfied customers used words
like ‘not clean’, ‘dirty’, and ‘mouldy’ to describe the room hygiene not meeting their
expectations. The current findings were consistent with Park et al. (2019) who
observed that when room hygiene is worse than customer expectations it could cause
complaints on customer reviews (Park et al., 2019). The results of this study agree with
Bodet et al. (2017) and Hu et al. (2019) who observed that uncleanliness is one of the
negative factors that strongly influences customer dissatisfaction throughout the full

classification range of hotels (Bodet et al., 2017; Hu et al., 2019).
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4.6.2.2. Room size

Dissatisfaction with room size accounted for 48% of the comments referring to the
room theme in Table 16. Three examples collected from TripAdvisor’s dissatisfaction

comments are as follows:

“Arrived and went to the room which was supposed to be a queen room it was
that small one had to sit down while the other went around the bed.” (Mike,
2020)

“The room is too small that you cannot even open the shower door properly
without opening the bathroom door.” (Zenith, 2017)

“The rooms were tiny with hardly any storage so | had to keep my suitcase in

the bathroom.” (Tracy, 2016)

In this study, a room size that does not meet customer expectations has a negative
influence on customer experiences. In the reviews, dissatisfied customers used words
like ‘too small’, ‘claustrophobic’, and ‘tiny’ to describe the room size that did not meet
their expectation. Failure to meet customer expectations in terms of this element could
lead to customer dissatisfaction. The findings of this study show that customers hold
expectations of a reasonably sized room in 3-star hotels. Moreover, the findings of this
study agree with Kim et al. (2016) who noted that, in all star rating hotels, room size is

one of the significant factors contributing to customer dissatisfaction.

4.6.2.3. Noise

The noise complaints accounted for 40% of the room theme in Table 16. Three

examples collected from TripAdvisor’s dissatisfaction comments are as follows:

“l was there New Year eve so didn't think much about the fireworks noise and
loud music noise around the property all night, that was understandable. BUT

then it continued every day after too.” (CWW, 2020)
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“We had been kept up till 4am this morning with a party noise and screaming
and yelling from your neighbor's.” (Smtimh, 2019)
“No sleep every night thanks to the tow and garbage trucks! Unbelievable

noise.” (QueenofHappyTravels, 2017)

According to the data shown in Table 16, a noisy accommodation environment could
lead to customer dissatisfaction. From the reviews, dissatisfied customers used words
like ‘party noise’, ‘construction noise’, and ‘room was not sound proof’ to describe the
noise that led to customer dissatisfaction. Xu and Li (2016) stated that noise causes
customer dissatisfaction due to the negative influence that disturbed sleep has upon
customers. Moreover, they found that noise is the most influential factor relating to
customer dissatisfaction in limited-service hotels (Xu & Li, 2016). With the same results
as Xu and Li (2016), the current study goes some way to proving that a noisy
environment can also cause customer complaints in 3-star hotels. This study also
agrees with many previous studies which claimed that noise is one of the major issues
pertaining to customer complaints (Au et al., 2014; Fernandes & Fernandes, 2018; Hu

etal., 2019).

4.7. The secondary category themes of customer dissatisfaction in Auckland’s 3-star

hotels

4.7.1. Staff performance

The data in Table 14 shows that customer dissatisfaction is affected by staff
performance in 3-star hotels in Auckland. 48% of dissatisfaction reviews mentioned that
customers were dissatisfied with staff performance. Three examples collected from

TripAdvisor’s dissatisfaction comments are as follows:

“It is extremely outdated, not particularly clean and lady on reception very

unfriendly could do with a smile.” (Mon, 2018)
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“A lot of the staff barely speak any English.” (Polarbearpies, 2016)
“On entering and talking to reception | gradually got the feeling that the staff were

not very helpful or enthusiastic.” (Won, 2015)

According to the data shown in Table 14, instances where staff performance does not
meet customer expectation can lead to customer dissatisfaction. Customers used
words such as ‘unfriendly staff’, ‘unhelpful staff’ and ‘staff can’t speak fluent English’ to
describe their dissatisfaction with hotel staff performance in the reviews. The current
findings were supported by Berezina et al. (2016) who indicated that hotel staff
performance can be seen as one of the main categories to result in customer
complaints (Berezina et al., 2016). Criticisms may include misbehaviour, bad attitude or
lack of skills or passion (Berezina et al., 2016). This study’s findings are also consistent
with Gu and Ryan (2008) and Ren et al. (2016), who noted that staff performance to be
one of the elements which can cause customer dissatisfaction in all star rating hotels.
Additionally, Darini and Khozaei (2016) noted that hotel staff performance was
considered to be one of the main factors affecting customer satisfaction. The findings in
this study show that disappointment with staff performance can also result in 3-star
hotel customer complaints in online reviews, and can contribute to 3-star hotel

customer dissatisfaction.

4.7.2. Service

The data in Table 14 demonstrates that, in this study, 35% of customer dissatisfaction
was caused by hotel service. Three examples collected from TripAdvisor’s

dissatisfaction comments are as follows:

“l am disqusted at the service and quality of your hotel.” (Smtimh, 2019)
“We wrote twice to the hotel expressing our concerns and they never replied to
us.” (Jordan, 2016)

“Not convinced that they have parking available & not that great with customer
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service either.” (Carrie, 2015)

According to the data in Table 14, this study shows that service is not the main theme
regarding customer complaints, but it might slightly affect customer dissatisfaction. Kim
et al. (2016) found that customers made complaints when service quality failed to meet
their expectations in full-service hotels but service is not one of the key issues that
cause limited-service hotel customer dissatisfaction. The current study confirms the
findings of Kim et al. (2016) to some extent, in showing that customers consider service
as a cause of dissatisfaction in 3-star hotels. However, Darini and Khozaei (2016) did
not consider service to be a main factor of influence in customer satisfaction. The
findings of this study support the views of Darini and Khozaei (2016) as service was

also found not to be a main factor affecting customer dissatisfaction in 3-star hotels.

4.7.3. Price

The data in Table 14 shows that, in this study, 35% of customer dissatisfaction
comments were about 3-star hotel prices. Three examples collected from TripAdvisor’s

dissatisfaction comments are as follows:

“But when | checked in and found my client had been charged $599 for one
night in this hell hole, | was truly disgusted.” (Elizabeth, 2018)

“1-2 star hotel charging 4-star prices!” (Greg, 2018)

“We cancelled our second night two hours after their deadline, and they

refused to even part refund us.” (Shelley, 2017)

According to comments, customers used words like ‘unreasonable price’ or ‘extra
charge to cancel the booking’, to describe their dissatisfaction with the hotel price.
Based on the findings shown in Table 14, price was not a main factor influencing
customer attitudes towards 3-star hotels. Hence, this study is in disagreement with

Rahimi and Kozak (2016) and Xu and Li (2016) who found that, compared to
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customers of 4-star and 5-star hotels, lower star hotel customers were more price
sensitive. Additionally, Darini and Khozaei (2016) stated that price is not a significant
factor regarding customer satisfaction in 3-star hotels. This study supports Darini and
Khozaei (2016), who found that price is not significant in affecting customer

dissatisfaction in 3-star hotels.
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Chapter 5 Conclusion

5.1. Introduction

This dissertation has explored the main factors that influence satisfaction and
dissatisfaction in 3-star hotels in Auckland, New Zealand. This chapter will summarise
the significant findings of this study and the implications and suggestions for 3-star
hotel hoteliers. To conclude, this chapter will discuss the limitations of the research and

will make suggestions for future research.

5.2. Review of the findings

This research took online reviews from TripAdvisor as secondary data and analysed 72
positive and 54 negative comments to explore the main factors influencing customer
satisfaction and dissatisfaction with 3-star hotels in Auckland, New Zealand. The
findings were as follows. The location, room and facilities were found to be the most
important contributors to customer satisfaction. The facilities and room factors were the
main categories causing customer dissatisfaction in 3-star hotels. Staff performance,
service, price and food and beverages were the main secondary categories
contributing towards customer satisfaction. Staff performance, service, and price were
found to be the main secondary categories that lead to customer dissatisfaction.
Manager/owner performance and a sense of security were less-frequently mentioned in
customer reviews and were seen to have the lowest impact on customer satisfaction. A
sense of security, food and beverages, advertising, management skills, and location
were all less-frequently mentioned in the customer reviews and had the lowest impact
on customer dissatisfaction with 3-star hotels in Auckland, New Zealand. The next

section will discuss the main factors impacting customer satisfaction.
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5.2.1. Main factors affecting customer satisfaction

The most significant factor to influence customer satisfaction was identified as the
location of Auckland’s 3-star hotels. Customers were satisfied with the locations that
were close to tourist attractions, nearby facilities, transportation and the city centre. In
previous literature, for 3-star to 5-star hotels, location is one of the main factors to
influence customer satisfaction (Darini & Khozaei, 2016; Sukwadi, 2017; Zhou et al.,
2014). Hotel location could therefore be considered as an important strategic marketing
resource for hoteliers due to the fact that an ideal hotel location ensures higher
accommodation demand, customer satisfaction and lower business failure risk (Xiang
& Krawczyk, 2016). The room was found to be next most important category affecting
customer satisfaction in this study. Room cleanliness made a significant impression on
customers and this was reflected in the positive feedback through the TripAdvisor
platform. The room is the core product of the hotel business, and meeting a certain
standard of customer expectation was a major contribution to customer satisfaction
(Albayrak & Caber, 2015). The standard of cleanliness is the most significant attribute
regarding hotel rooms in this study. Additionally, hotel facilities was another major
category contributing towards customer satisfaction. Room facilities and public facilities
significantly affect customer satisfaction (Zhou et al., 2014). However, customers are
found to have different expectations of different star rating hotels (Xu & Li, 2016). In this
study, the standard of the room facilities is seen as a major contribution towards

customer satisfaction in Auckland’s 3-star hotels.

5.2.2. Main factors affecting customer dissatisfaction

The main factors contributing to customer dissatisfaction with Auckland’s 3-star hotels
included the facilities and room categories. From the findings, it can be seen that most
customer complaints were about the facilities. Hotel facilities has been seen as a key

factor leading to customer dissatisfaction in different star rating hotels (Xu & Li, 2016).

The current study found that in 3-star hotels customer complaints in relation to facilities
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were focused on room facilities. Room facility standards not meeting customer
expectations was the main reason that customers complained about facilities.
Additionally, the findings showed that the hotel room category was another main issue
that resulted in customer dissatisfaction comments. Customer expectations are linked
to hotel star ratings and customers expect a higher standard of room in higher star
rated hotels. At the same time, customers also expect a reasonable standard of room
in all classes of hotels (Kim et al., 2019). This study found that, in 3-star hotels,
customer complaints regarding the room were focused mainly on uncleanliness. Where
the standard of room cleanliness does not meet customer expectation, the situation
could be considered to be one of determining issues that causes customer

dissatisfaction in all star rating hotels (Xu & Li, 2016).

5.3. Implications

This dissertation has explored and discussed the factors affecting customer satisfaction
and dissatisfaction in 3-star hotels in Auckland, New Zealand. Hence, the practical and
theoretical implications should be considered. According to the findings, hotel location
has been identified as the most important category within customer satisfaction reviews
but was not considered as an important factor regarding customer dissatisfaction.
Location was barely mentioned in customer complaints in this study. This result may be
because customers have made location choices before they decided stay in a hotel
(Xiang & Krawczyk, 2016). Customer satisfaction with the tourist attractions, nearby
facilities, transportation, and city centre proximity, could be offered as suggestions for
3-star hoteliers deciding on a new hotel location. Yang et al. (2018) suggested that
current hotel owners could provide an efficient shuttle service to improve their
competitiveness. Hoteliers could benefit from their decision to address customer

satisfaction.

Moreover, based on the findings, room and facilities were the main categories with

significant influence on customer satisfaction and dissatisfaction. In these two
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categories, positive reviews indicated that customers were satisfied with the room
facilities and room cleanliness while the negative reviews indicated dissatisfaction with
the room facilities and the standard of cleanliness. The complaints indicated that these
categories have significant influence over customer satisfaction and dissatisfaction. Xu
and Li (2016) found that customers have certain expectations of hotel facilities in
different star rating hotels. This study indicated that customer satisfaction and
dissatisfaction with facilities mainly revolved around room facilities. This indicates that
3-star hoteliers should pay more attention to maintaining and enhancing the quality of
room facilities. Room cleanliness has much influence over hotel customer satisfaction
(Rahimi & Kozak, 2017). In contrast, a dirty room would lead to customer complaints
(Xu & Li, 2016). Hence, maintenance of room cleanliness will greatly contribute to

customer satisfaction and reduce customer complaints.

Furthermore, according to the findings, the food and beverages category has a positive
influence on customer satisfaction but may not lead to customer dissatisfaction. Based
on the reviews, customers were satisfied with a wholesome breakfast. Padma and Ahn
(2020) stated that food and beverage quality could affect customers’ accommodation
experiences. In order for guests to have better experiences in 3-star hotels, hoteliers
could offer a wider variety of breakfast options for customers (Leite-Pereira et al.,

2019).

Additionally, based on the findings, other customers satisfaction comments and
dissatisfaction complaints were focused on the same categories, which were staff
performance, service and price. Firstly, as this study illustrated, customers were
satisfied with friendly and helpful staff but complained about hotel staff who were
unfriendly and unhelpful, or who lacked communication skills. As Padma and Ahn
(2020) suggested, it would be essential for hoteliers to improve staff training in a variety
of aspects, such as cultivating the right attitude towards customers and cross-cultural
communication skills. Secondly, some customers expressed their satisfaction with hotel

service such as fast and easy check-in and check-out procedures, personal service,
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and room upgrades. Conversely, some customers complained that the service was
“terrible” in 3-star hotels. As Luo and Qu (2016) suggested, hotel service delivery
should meet guests expectations in order to reduce guest dissatisfaction and also to
increase guest loyalty. The results of this study of 3-star hotels agrees with Luo and Qu
(2016) in suggesting that hoteliers should deliver a certain standard of service for
guests. Thirdly, previous studies have stated that, in 3-star and budget hotels,
customers may be more sensitive to price (Darini & Khozaei, 2016; Rahimi & Kozak,
2016). This study found that hotel price does influence guest’s positive and negative
reviews. Some customers were satisfied with a reasonable price but some customers
complained that the hotel price was unreasonable. The current study suggests that

hoteliers should price the hotel at the same level as its star rating and service.

On the theoretical side, the most significant contribution of this study is that the findings
provide the main factors on customer satisfaction and dissatisfaction in the 3-star hotel
sector in Auckland, New Zealand from TripAdvisor customer online reviews. This
research may contribute to the work of current hospitality researchers in the use of
TripAdvisor as a database for the analysis of customer satisfaction and dissatisfaction
factors in the 3-star hotel sector. Furthermore, hospitality researchers could use this
research as a reference point to develop a more in-depth study regarding the main
factors of customer satisfaction and dissatisfaction in order to further explore other

factors.

5.4. Limitations

Although this dissertation has made contributions on practical and theoretical aspects
of the study of 3-star hotel customer satisfaction and dissatisfaction, three limitations of
this study has been identified. Firstly, this research applied secondary data from
TripAdvisor online reviews. Since hospitality online review websites may attract more
younger people than elderly (Amaro et al., 2016), it may be more popular among

younger people than older people to search and comment on this online platform.



69

Compared to interviews, questionnaires and other primary data, online secondary data
may omit the reviews of some groups of customers, such as elderly people. Secondly,
customer online comments could be affected by various elements such as gender, age,
and culture (Bore et al., 2017). This study only included English-language customer
comments, and may have missed customer reviews in other languages. Other groups
may generate different findings compared with the findings of this research. Thirdly, this
research collected data from a seven-year New Zealand summer peak period. The

results may be influenced by seasonality. Hence the sample size may be a limitation.

5.5. Recommendations for future study

Future studies could use primary data to extend the sample diversity and cover a richer
population for comments on customer satisfaction and dissatisfaction in 3-star hotels.
Additionally, the sample collection period in the present study may have led to limited
results because of the selected summer peak. Future studies could be conducted on a
longer time-period sample so that the results would be more solid. Finally, since
previous literature has stated that customers may have different expectations about
hotels, depending on their different travelling purposes (e.g., business, or leisure)
(Rajaguru & Hassanli, 2018), future research could explore these different customer
groups, their accommodation expectations and the similarities and differences in their

expectations of 3-star hotels.
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