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THEORETICAL BACKGROUND (1/2)
Online reviews and eWOM have
become extremely important in
hotel-booking decisions (Buhalis &
Law, 2008; Cantallops & Salvi,
2014; Mauri & Minazzi, 2013;
Kazakov & Predvoditeleva, 2014;
Zhang & Mao, 2012);

Hospitality product quality perception and
Hoteliers are keen for
satisfaction varies due to national origins,
striving guest satisfaction
culture and language (Chen et al., 2012)
and do not set aside their
businesses solely for the sake
of one or two tourist nations

Such differences mediate the
way tourists exhibit their
experiences in online hotel
reviews (Ngai et al., 2007).

THEORETICAL BACKGROUND (2/2)
Literature review spotted 4 broad arrays in segmentation
dimensions of cultural differences in hospitality
Difference in service quality
perception (Legohérel at al.,2012; Hsieh
& Tsai 2009; Reisinger & Turner, 1999;
Tse & Ho, 2009)

Difference in experience expectations
(Wang et al., 2008; Mok & Armstrong,
1998; Mattila, 2000; Mattila & Choi,
2006; Mey et al., 2006)

Difference in service attributes
importance (You et al.,2000; McCleary
et al.,1998; Kuo, 2007; Mattila,1999;
Sussman & Rashcovsky, 1997)

Differences in complaints patterns
(Kwortnik & Han, 2011; Huang et al.,
1996; Ngai et al., 2007; Yuksel et al.,
2006)
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RESEARCH PROBLEM GAP

SAMPLE SIZE
Previous studies
had scant sample
sizes (median
n≈325) and were
repeatedly limited
in research setting
(≈10 hotels
scoped)

CROSS-CULTURAL
DIMENSIONS
Not all crosscultural
dimensions have
been utilized in
guest
segmentation
studies

BIG DATA
Online Big Data
availability
delivers an access
to unlimited indepth scrutiny of
cross-’lingual’
reviewing
peculiarities

RESEARCH QUESTION
1
Language is one of the
cultural merits as it
exhibits national culture
(Danet and Herring,
2003, 2007; Duranti,
2003; Geertz, 1973);

2
This dimension has not
been yet substantially
addressed in recent guest
taxonomy studies

3
One study (Schuckert et
al., 2015) utilized this
approach and was
limited to the setting of
Hong Kong and business
tourism

Research Question for the present study is bound to examination of the
differences expressed in terms of online ratings between English and nonEnglish speaking guests across several hotel categories in Moscow exploiting the
powers of Big Data large sampling

RESEARCH METHODOLOGY (1/2)
Empirical setting
Muscovite hospitality sector over the
period Jan 2015 - Jan 2017

Source of data
Online consumer reviews from
Booking.com

Data retrieval
carried out through a web crawler
written in Python programming
language

Coverage
670 hotels in Moscow for a total of
387,812 reviews (= entire population
over the study period)

Subsample

Subsample useful to test our model (no
missing values): 154,418 reviews (=
39.8%)

Dependent variable
Online rating (review score)

Explanatory variables
Language (English/Non English);
Star Rating (1-star to 5-star);
Type of trip (business/leisure).

RESEARCH METHODOLOGY (2/2)
Regression model
Regression model (robust to outliers) taking the following form

(Overall Online rating) = θ + α (Language) + β (Star rating) + δ (Type of trip)
Descriptive statistics

n = 154,418
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LANGUAGE CORRELATIONS
rs

RT

TT

5_STAR

rs

1.00000000

-0.02723683

-0.11321915

0.07794733

RT

-0.02723683

1.00000000

0.07470660

-0.11837609

TT

-0.11321915

0.07470660

1.00000000

-0.05707165

5_STAR

0.07794733

-0.11837609

-0.05707165

1.00000000

FINDINGS (1/2)
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Unlike in previous literature
(Schuckert et al., 2015), the
review language does not
seem to affect review scores
in a statistical significant way

Star rating affects positively the
review ratings with an increasing
magnitude the higher the hotel
class (i.e., higher category hotels
gets higher ratings) (see Xiang et
al., 2015, 2017)

FINDINGS (2/2)
Leisure guests seem to give
higher ratings than business
guests. This is not necessarily
in line with extant literature
whose findings are mixed (see
Schuckert et al., 2015). Guests
on business accounts tend to be
more generous in their review
ratings.

MANAGERIAL IMPLICATIONS
It does not seem that
specific strategies
should be put in place
to differentiate the
managerial response
based on the language
used for reviewing

It seems instead that
hotel management
should pay more
attention to
differences in terms
of trip purpose
(leisure vs.
business), with
leisure guests’
reviews being
positively associated
with high ratings

CONCLUSION
Our findings, based on a larger sample show
that either language does not effectively
capture cultural differences or that language
is not a relevant explanatory variable for
online rating differences (contradicts
Schuckert et al., 2015 with a sample which is
almost double)

Schuckert et al (2015) focused on HongKong, while we focus on Moscow. Both are
mostly business destinations and the share of
non-English speaking/reviewing guests is
high in both the contexts

However, the incidence of foreign
tourists is higher in Hong-Kong and
this might explain why we get different
results

LIMITATIONS AND AVENUES FOR THE FUTURE
RESEARCH
04

Generalizability of results to
other online review platforms:
Expedia and Tripadvisor
02
03

01

Generalizability of results to
other destinations/countries:
Western Europe, USA, etc.

Instead of simply differentiating
between En and non En, carry
out a more fine grained
differentiation taking into
account the official languages

Deploy other proxies of
cultural differences
(i.e., Hofstede
dimensions)

Segmenting Online Reviews by Country of Origin:
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THEORETICAL BACKGROUND (1/2)
Online reviews are proxies for the
hotel guest satisfaction with
hospitality services (Xiang et al.,
2015)

They require adequate
coping strategies in the
hospitality industry (Ayeh et
al., 2013; Casaló et al., 2011;
Di Pietro et al., 2012; Filieri,
2015; Sparks and Bradley,
2014; Yang, 2013)

These strategies should contemplate
discrepancies in technology adoption
across different nations (Ashraf et al.,
2014; Sabiote-Ortiz et al., 2016; Sia et al.,
2009; Straub et al., 1997).

THEORETICAL BACKGROUND (2/2)
Cross-cultural studies unveiled influences
of national origins on general consumer
behaviour (Forgas-Coll et al., 2012; Jin et
al., 2008)

1

Hofstede’s framework is widely
recognized in consumer behavioural
studies (Hofstede, 1980, 2001, 2003,
2011)

It aids in cognition of the cross-cultural differences in the way
representatives of the different nations seek, purchase and
consume product or services (Chen et al., 2012; De Mooij, 2010;
Meiseberg and Dant, 2015; Tipton, 2009)
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2

THE HOFSTEDE DIMENSIONS OF CULTURAL
DIFFERENCE
the extent to which the less
powerful members of institutions
and organisations within a country
expect and accept that power is
distributed unequally
what motivates people,
wanting to be the best
(Masculine) or liking what
you do (Feminine)

POWER DISTANCE

MASCULINITY

how every society has to
maintain some links with its
own past while dealing with
the challenges of the present
and future

LING TERM
ORIENTATION

HOFSTEDE
DIMENSIONS

INDIVIDUALISM

UNCERTAINTY
AVOIDANCE

INDULGENCE

the degree of interdependence a
society maintains among its
members
The extent to which the
members of a culture feel
threatened by ambiguous or
unknown situations and have
created beliefs and
institutions that try to avoid
these

the extent to which people try to
control their desires and impulses

RESEARCH PROBLEM GAP

CONTEXT
GENERALISM
Cross-cultural
studies of online
reviews still scope
on general
products and
services lacking
the focus on
tourism sector

RUSSIAN HOTEL
STUDIES
There is little
research of online
reviews
segmentation by
originating
country in the
Russian hotel
sector

BIG DATA
Online Big Data
availability
delivers an access
to unlimited indepth scrutiny of
cross-’lingual’
reviewing
peculiarities

RESEARCH QUESTION

This research is dedicated to the examination of how the
cultural differences, operationalized through six cultural
dimensions developed by Hofstede (1980, 2001, 2003,
2011) determine satisfaction differences that are
statistically significant

RESEARCH METHODOLOGY (1/2)
Empirical setting
Muscovite hospitality sector over the
period Jan 2015 - Jan 2017

Source of data
Online consumer reviews from
Booking.com

Data retrieval
carried out through a web crawler
written in Python programming
language

Coverage
670 hotels in Moscow for a total of
387,812 reviews (= entire population
over the study period)

Subsample

Subsample useful to test our model (no
missing values): 154,418 reviews (=
39.8%)

Dependent variable
Online rating (review score)

Explanatory variables
Language (English/Non English);
Star Rating (1-star to 5-star);
Type of trip (business/leisure);
Hofstede cultural dimensions (six dimensions)

RESEARCH METHODOLOGY (2/2)
Regression model
Regression model (robust to outliers) taking the
following form

(Overall Online rating) = θ + α (Language) + β (Star rating) + δ (Type of trip)
+ γ1 (Power Distance) + γ2 (Individualism) + γ3 (Masculinity) + γ4
(Uncertainty avoidance) + γ5 (Long term orientation) + γ6 (Indulgence)

DESCRIPTIVE STATISTICS (1/2)

n = 154,418

DESCRIPTIVE STATISTICS (2/2)

FINDINGS (1/2)

RESULTED HOFSTEDE DIMENSIONS

'review_score'] <- 'RS' =
rating'Power_Distance'] <'PD''Individualism'] <- 'I''Masculinity'] <'M''Uncertainty_Avoidance'] <'UA''Long_Term_Orientation'] <'LTO''Indulgence'] <- 'IG''review_type'] <'RT' = language'type_of_trip_business'] <'TT'
'hotel_star_rating_5'] <- '5_STAR'

HOFSTEDE DIMENSIONS CORRELATIONS
RS

PD

I

M

UA

LTO

IG

RT

TT

RS 1.00000000 -0.0493298 0.03283845 0.02697894 -0.04305166 -0.03292095 0.0287454 -0.02723683 -0.11321915
PD -0.04932980 1.0000000 -0.75744622 -0.51648059 0.71793506 0.60665303 -0.6207979 0.46443550

0.11449990

I 0.03283845 -0.7574462 1.00000000 0.42837071 -0.51571343 -0.37360627 0.6276329 -0.37123530 -0.06867358
M 0.02697894 -0.5164806 0.42837071 1.00000000 -0.54830882 -0.32484831 0.4436704 -0.35228154 -0.09518420
UA -0.04305166 0.7179351 -0.51571343 -0.54830882 1.00000000 0.44261564 -0.6120331 0.50597003

0.10657639

LTO -0.03292095 0.6066530 -0.37360627 -0.32484831 0.44261564 1.00000000 -0.5218747 0.48492634

0.11133130

IG 0.02874540 -0.6207979 0.62763285 0.44367043 -0.61203312 -0.52187472 1.0000000 -0.44161087 -0.11818938
RT -0.02723683 0.4644355 -0.37123530 -0.35228154 0.50597003 0.48492634 -0.4416109 1.00000000

0.07470660

TT -0.11321915 0.1144999 -0.06867358 -0.09518420 0.10657639 0.11133130 -0.1181894 0.07470660

1.00000000

FINDINGS (2/2)
Almost all of the classical
Hofstede cultural dimensions
(1980) are significantly and
negatively associated with
online ratings, except for
individualism
Star rating affects positively the
review ratings with an increasing
magnitude the higher the hotel
class (i.e., higher category hotels
gets higher ratings) (see Xiang et
al., 2015, 2017)

Of the two additional Hofstede
cultural dimensions (2001),
only indulgence has a negative
and statistically significant
association with the ratings
Leisure guests seem to give
higher ratings than business
guests. This is not necessarily
in line with extant literature
whose findings are mixed (see
Schuckert et al., 2015). Guests
on business accounts tend to be
more generous in their review
ratings.

MANAGERIAL IMPLICATIONS
It appears that specific
strategies should be put in
place to differentiate the
managerial response based
on the country or origin of
the reviewer

Similarly, hotel management
should pay attention to
differences in terms of trip
purpose (leisure vs. business),
with leisure guests’ reviews
being positively associated with
high ratings

As a consequence the
Country of Origin effect
has to be pondered
carefully by hotel
management when
shaping their offers and
marketing them to
different national market
segments online and
when addressing online
consumer reviews

CONCLUSION
Cultural differences expressed by means of
Country of Origin appear to affect the ratings

Cultural differences expressed by
means of Language do NOT appear to
affect the ratings

Generally the six cultural dimensions of
Hofstede seem to capture more of the
variance in online ratings than language

The Country of Origin effect has to be
pondered carefully by hotel management
when shaping their offers and marketing them
to different national markets

LIMITATIONS AND AVENUES FOR THE FUTURE
RESEARCH
04

Generalizability of results to
other online review platforms:
Expedia, Kayak, TripIt,
Tripadvisor

02
03

01

Generalizability of results to
other destinations/countries:
Western Europe, USA, etc.

Issue of reliability of
information concerning COO: is
the reviewer declaring her
nationality in a reliable way?

Dig in depth about why
some dimensions (e.g.,
individualism or long
term orientation) do not
appear to be statistically
significant

