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Tab. 1 Variables used for analysis

7548 Variable

f#iik Description

=0~ VARG, ARSNGB AT 4, WA TE R UCE N 17 ACREEAETP S ; anSm 5 B 2N T 4, PSR
FERC0” , ARFRA AL )L A binary variable. If the star rating is 4 or higher than 4, hotel grade is coded as 1 representing

AR RS TE90 RN, I BB T I 9 L
Fully-booked rate The percentage that the hotel is fully booked during a 90-day period
TR B R T B XN G B9 HER | i TripAdvisor.com #7243t
PCRec Consumers’ recommendation percentage for every hotel provided by TripAdvisor.com
PLETF5 TE90 RN, T e % AP 6 O B AT 43 OA 18] 5, BB 22 B B )
AVGLocation Consumers’ average rating for every hotel’s location(from 1 to 5, i.e. the worst to the best)during a 90-day period
=N/
Hotel grade
luxury hotels; if the star rating is lower than 4, hotel grade is coded as 0 representing budget hotels
ik TE90 K P, TripAdvisor.com AR 5 B S A%
AVGPrice The average lowest room rate of every hotel on TripAdvisor.com during a 90-day period
s sh TE90 RN, BN IE FO A% A8 5 R AL
VCPrice The variation coefficient of price for every hotel during a 90-day period
Dl BN Y 5 TH] £
NumRooms The number of rooms for every hotel
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Tab. 2 Regression output (NR Per Room as dependent variable)

755 Variable 3K Coefficient HrifEZE Std. Error t{H tvalue BEMKT- Sig.
InCE %) In(AVGPrice) -0.5643 0.1561 -3.6160 0.0003%**
4 253 24474 AVGRating -0.6327 0.3001 -2.1080 0.0354 *
TH 2R E T/ 5 VARRating -0.0267 0.2292 -0.1170 0.9072
)k 2 4 StarClass -0.0330 0.0412 -0.8000 0.4240
)5 HE4% Rank -0.0025 0.0008 -3.1380 0.0018 **
JH% R’ Adjusted R-squared 0.0309
BIgK Lt Likelihood ratio 0.0000
F{H F-statistic 5.6480
7 FRR R R p<0.001, ** R R p<0.01, * & 7 p<0.05,,
F3 EHEER(LUTHEXRAEBELTE)
Tab. 3 Regression output (Fully—booked Rate as dependent variable)
7R 5 Variable ZH Coefficient  FRifiZ= Std. Error i tvalue K Sig.
InCE#% ) In(AVGPrice) -0.9181 0.0765 -12.0030 0.0000 ***
TH P 14474 AVGRating 0.4284 0.1510 2.8370 0.0047 **
TH3E 4T 53 19 3 VARRating 0.1637 0.1130 1.4490 0.1478
W)k 4% StarClass -0.1011 0.0204 -4.9670 0.0000 ***
)5 HE4 Rank 0.0004 0.0004 0.8670 0.3862
P R Adjusted R-squared 0.3210
ISR kL Likelihood ratio 0.0000
F{H F-statistic 69.9400

R AR p<0.001 , %% E 7 p<0.01.,

42 BAEHER
L BRI AR SORE VT A O e AR 99
J5E R4 YK (hotel grade) VE 4328748 i, JH B4 & EAE L
R (PCRec) [ B4 ( AVGLocation ) VE iy 2 (1 i
B AR B, F 2 M8 (AVGPrice) | it 4% ¢ 3l
(VCPrice) . b5 [ % (NumRooms ) VF A il A 1
Hy AL L (2) -
ln(F ully — booked Rate)
=a,+a,PCRec+ a,PCRec x Hotel Grade
+a,AVGLocation+ a,AVGLocation X Hotel Grade
+a, In(AVGPrice) + a, In(AVGPrice) x Hotel Grade
+a.,VCPrice+ o' CPrice x Hotel Grade
+a, In(NumRooms) + a,, In( NumRooms)
xHotel Grade + a,,Hotel Grade

(2)
FERREA Y [ 25 RN 3R 4 FR
TR EHLAT B = LR B (p =0.0000) , /% R
4£0.4329,
225 78 PCRec (p=0.8093) A i 2 , X 5k 15
T HL, BUASZ FrA TS 7T 280 A 2 20 2 5 1

TR A . T PCRecxHotel Grade (p=0.0001)
XPUTHERA B IR 2, RIS UE T H2, 8581
T, T T HERE LR B R BT R A
TR, W SEAE RN N (VT R A (B3 Y 1E T
M), DRIt F - AR 28 3 Y s 5 65 1 i VR T O T
ANBHI o T SEAR TR W) ] AR B B A e, A B2
T B3 BT R R S A LT RS, AT T
PF TR

AVGLocation (p=0.0000) %1135 A7 i 3 1 1F
TAT 520 , 111 AVGLocationxHotel Grade (p=0.4086) 4~
T ARG R T A N S AR (1T
RN TR 5 T T SR W e s, B
U9 T H3, UL, Tt RS e AU il i & 28 5 A
I, R —AS WG S, SRR S |

In(AVGPrice) (p=0.0000) Fl1 In(AVGPrice) x
Hotel Grade (p=0.0003) &BXJ 11 R A5 {2 3 %) £ 1f]
SO PR T AR AT R B AN 1 2Ok = T
TR, T SEAE T 5 25 L2 5 UG )k BUPS o 5 1
R, In(NumRooms) (p=0.0278 ) £/l In(NumRooms ) X
Hotel Grade (p=0.0000) #5111 %4t 3 (1) £ 1
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Tab. 4 Regression output for full sample

755 Variable Z 3 Coefficient HifEZE Std. Error H{H tvalue B EMEKT- Sig.
TH P EHELE LR PCRec -0.0004 0.0017 -0.2410 0.8093
PCRecxHotel Grade 0.0156 0.0040 3.8940 0.0001 ***
{534 AVGLocation 0.6569 0.0802 8.1900 0.0000 ***
AVGLocationxHotel Grade -0.1386 0.1676 -0.8270 0.4086
In(F 4% ) In(AVGPrice) -0.7065 0.0915 -7.7210 0.0000 ***
In(AVGPrice) xHotel Grade -0.6651 0.1820 -3.6540 0.0003 ***
4% 3 VCPrice -0.4661 0.1272 -3.6640 0.0003 ***
VCPricexHotel Grade 0.6666 0.2522 2.6440 0.0084 **
In(B#EI%0) In(NumRooms) -0.0790 0.0358 -2.2040 0.0278*
In(NumRooms ) xHotel Grade -0.3118 0.0599 -5.2080 0.0000 **
)5 R4 YK Hotel Grade 4.0525 0.8888 4.5590 6.02e-06 ***
%% R* Adjusted R-squared 0.4329
{8144 Lt Likelihood ratio 0.0000
F{H F-statistic 52.0100

E AR R R p<0.001, ** &R p<0.01,* & p<0.1,

M XA AR

VCPrice (p=0.0003 ) X £ 3 RUW JE (1T 16 R4
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Influence of Online Reviews on Hotels’ Full-occupancy Rates
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(School of Economics and Management, Wuhan University, Wuhan 430072, China)

Abstract: With use of a more heavily user-influenced Web 2.0 approach now commonplace online,
consumers have ready access to a vast amount of detailed hotel information and online user reviews,
and can share their own evaluations. Online user-generated reviews are a form of electronic word-of-
mouth and profoundly influence online hotel sales. Many studies in recent years have examined this
relationship. As exact sales data are not available online, such studies use review volume as an indicator
of online hotel sales. However, not all users write reviews and the relationship between review volume
and hotel revenue is nonlinear. Therefore, this paper uses the full- occupancy rate as the dependent
variable to study the influence of online reviews on online hotel sales. Data used in this study were
retrieved from TripAdvisor, one of the world’ s largest and most popular online travel communities and
one of the first sites to offer unbiased travel reviews by users. We divide the data into two groups
according to hotel grade and study the influence of the consumers’ recommendation percentage, rating
for location and other user- generated factors affecting the full-occupancy rate of the different hotel
grades. Empirical results indicate that: (1) full- occupancy rate can reflect hotel revenue better than
review volume; (2) recommendations have a positive effect on luxury hotels’ full-occupancy rates, but
do not affect those of budget hotels; (3) rating for location has a positive effect on full-occupancy rate
for all hotels. The study makes several contributions. First, we introduce practical use of the full-
occupancy rate and prove that it can reflect online hotel sales better than review volume. Second, most
existing researches consider consumers’ rating as hotels” word-of-mouth, but we consider consumers’
recommendations to be superior. A consumer’ s high rating does not necessarily mean the consumer
was truly satisfied and that the consumer will recommend the hotel. Consumers’ recommendations can
also effectively eliminate the problem of inconsistent rating standards due to users’ diverse
personalities and values. Thus, consumers’ recommendations can better reflect consumers’ satisfaction
and are a better representation of electronic word-of-mouth than ratings. Third, we quantify the location
from the users’ perspectives. Generally, location information is difficult to acquire and evaluate
because individual users’ views vary in accordance with personal preferences. We can, however,
acquire the reviewers’ location ratings. Though these ratings are subjective, the average can intuitively
reflect the preferences of the majority of users, as well as the advantages and disadvantages of the
location. This study also has implications for hotel promotions and marketing. We note the difference
between luxury and budget hotels and suggest different marketing strategies for them. To raise the full-
occupancy rate, luxury hotels can offer continual discounts or encourage users to write
recommendations, while budget hotels can remain stable at a reasonable, low price. Finally, we
summarize the limitations of this study and put forward further research proposals.

Keywords: full-occupancy rate; hotel grade; online reviews; consumers’ recommendation percentage;
rating for location
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