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AFshe UGCE © A#autd Ju= A457]
wi£e]th(Foux. 2006; Kang and Schuett, 2013).
23] eotol eliel A% 02%9) Lokl AnAE
< ZHE WEs O lolEola, o] EYRE
Fuf AE A ske Ao YEstH(Ludwig,
De Ruyter, Friedman, Briiggen, Wetzels and
Pfann, 2013). AAZ, $X& - d¥% -4 %
(2014)9] Aol w2d, i A=

WAL mn}

A o Z A o] A ( apphcatlon Tulfel] 3EALd o
& ste Jo2 Yegon, ols 33402 o
ZejA ol Buf Aol 7]ofske Ao YERT
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Mol AAg 22l el iE Edi2 Fufel] ek
A& ste T AAHEE oA 229 2l 9
sl ®th(Baek, Ahn and Choi, 2012). o]t
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_4

2597 (Hotels.com) 5 28, ﬂﬂx] 1B
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2.1 2210l =4 2|7

2l g A7 M T8 Ad F shde
2 5o 84 (usefulness == helpfulness) e
2, YRE & Aol 27t fésin &gl |
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A7), AN xR o diE] S StESE

??_‘ﬂr(Sussman and Siegal, 2003).
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gk Wetol| A sHlO| Gl whet Abgh
a7k 08 o2 adEn, ofd g4
Aol Fga A Aolgt 28 &+ it

ARy, A5 Rl ol RSl wkgkA A (social
desirability) % F9WHAF (common method
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o YT £ 83 S0 ofE AE 2 Al
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@A (extrinsic cue) @ A4 @A (intrinsic cue)
TE=tH(Richardson, Dick and Jain, 1994).
qo2 A dMe 7H4, Bdew ¥
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3.2 7kd MY

dukAel A A, 7Hol e 9F
o] & FEE 1T FEFLE, 7HHo] Asta F
njo] o] e FEL Ae] FEoE TREG
(Laurent and Kapferer, 1985). &H[AES 11
Tol AE Tl Al TASE 48 AT
8 FHA ol A R o] ola A
ARl B e dushe Ads 2ta lth(Park, Lee
and Han, 2007).

a2y olejgk g o] meks AR A

s 29gPfE fofd IR Agete A& 2

e et ol= A@ATE 2AEY] A

[e]
2 7450 9ol (Zeithaml 1988), AB|ANE

[e]
Ee 593 AdS Sk Aes 2
Pine and Gilmore, 1998), we}x, 7
A AR aAEL e T3 sEd A
1 Sto] tigt %27t o & Aol o] ¢
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Shanka and Marchegiani, 2012: Wei, Miao
and Huang, 2013). wehd, s€e] GFo] v&
Agoe AbgEel W4 23 Astgte A3 o
AA AAE ZolH, o] 5 2717 fal o 4lE

gyt et Bede @ 3449 ARe
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QEY Aole FEE 5 vk 99, 5] S5l

£ 3% 2 FA Aot ngEda 3
&

AT 1 (Hy): 38 55°] &
%L )

o
(wellness hotel)2] 7%
gdo] Wi Bt a5
(moment of truth)& #ojof dtt= 2t

A7) wzel AA aAEL FHA 2HE DFE
738ko] glth(Matzler, Renzl, and Rothenberger,
2006). ¥, 247} 38 (budget hotel)9] 7

T 3 2] A2, A" 7, ddigkE A
e A, 7S e g 284 e
S8 A2 Adeitks S4& 2 o (dE
A AES WA, 2013). F, A AAEL =
< 579 s dejdes HHAQ e, w2
oud T tare dEAQl and 2He %
=0 € 5 gl A, AES - 9Ea1(2012) 9
Aol med, 3do FH50] T SHAER
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@ % 59 BT QU4 25de] gdeln, A

g el A7t iﬂlﬁ“ A&l 735 2,293, v

ER 399 9, 97502 YEy bE 3487 =
g =3 1:1]"! 1S uﬂ q]xq o= xq_q z}op} et
r,]. ]oﬂ ur,}g} T= 3/\42 sHZ u-ﬂEi oz

} HT: %Eﬂ 54 *13‘5

‘__C‘)q‘
<, by s¥9 dx
1) #a).

A AATH(E

~—

4.2 22l 2l olold

oF ALHCE A% AP 2Rl 25E Ao

3}8t7] 9l (Rhee and Yang, 2015a: Rhee et

al., 2015), 20159 1€ 1¥5E 12€ 31¥¢47H4

g 3 Bt T Tl tis] Efoi=ntolxd] AR

9 YRES 25 FH8 of |, ddoje] o2

A TAstE BAS WAEL, goldta g%ﬁ °
o]

- 7dm

Sole] S4(2% 3 A% AA AR B A%,

dl, 9 2] A, oA Fe, AR A7)

AA ol % 334

(%A}, AZE, 73‘.*—1 ] )¢ 9]
,AAA, ARA, AAA, A=A
ol ZZ 78 0 2 (Pennebaker,
Booth and Francis, 2007), &2kl 2l4<] o]
A EAL gofetaat ¢ APAFEAA AHEH o
SoH(Ludwig et al., 2013).

FHE 378709 2N =, A8A oo o 2
BA dole] F7b T HHE AARLH, 1
A3 2d a9 M9 4§ 2171(8.50%), HIEZ
e A9 1270(9.16%) 2 2 H7F vlAl o] &

0
1€} E]Trg‘r HEZ g9 AAE 119 7H-4 E] 345719 gf7F EAd EEHUT. o) F, F 58
T, & 345709 2liE s o] o 31 b ol 2 e SA4d dojA ztol7t SlEAl
(F 1) ERO{=HI0IM Top 1022 H3E ME2| 3 2|AE (2016. 3. 22)
<9 ol & 739 2~Epd H AA ENI 2T
1 JW Marriott SHE ~7 0] A A 5 T2 doj 2] 456
2 Grand Hotel®™ % =27 3 RS Huj 2] 305
3 Lotte City Hotel +& 27 4 TEF o4 146
4 Metro Hotel 27 3 q% A4 975
5 The Shilla Seoul 27 5 AEE rjj2] 1,182
6 Hotel ShinShin 27 3 545 Hjj 2] 404
7 Lotte Hotel Seoul =27 5 23F R 2,293
8 Lotte Hotel World 24 5 A F A4 1,017
9 The Clagsic 500 Executive =22 4 Apops S04 290
Residence Pentaz
10 Conrad Seoul A A9 5 oorE )4 1,157
144 ZASAT M6 HM1E 20174 28



E wAEAY Chi-square A%< 30

o 24 23} F 59 ] gReise &

(time to stay)® <18 &®l(trip purpose)l )

[ RN

9= Ao

o0 EAH 2 Fela A7) §
S A7
((F 3) #1). FAHcw hAF 5d9

71(1€~69) 1174(42.9%)°] shet

p=0.044, A% d&: p=

7174~

DI 174(38.6%) PJ/} o g2 ZAo2 yg
su A7 F 399 A% sh) 24(52.0%)

o2 e, T8, 597 29 7
ozt o AMU4.2%)0] M B AeE
0.015) 3=

A% A

124)

—

T HEE FA

(% 2) 2lF&dol gt 7l=sA

ae

o
=
o)

o

i}

e
ol
N

L%o

e
e BF 7FE5A(32.0%) % A5
33.0%)0] Ant o] 422 eyt I
HF R AHE-sksl

f
]
w

2L oox ox

rL
=

il

ofel e}, o

e 547 (n=226) 347 (n=119)
=7 . - — E— . . — R
HA&p | A | ®258A | HAeg | Adg A | 2283
AR o5 0 1 0.23 0.419 0 1 0.29 0.454
QAR o 0 1 0.27 0.447 0 1 0.26 0.441
sdEqr A 0 200 17.92 28.638 0 93 13.92 | 17.627
BRI 0 6 3.36 1.967 0 3.33 1.809
SH5H 1 5 4.50 0.694 2 4.62 0.596
AR of F 0 1 0.12 0.330 0 0.14 0.351
84 A 0 5 0.51 0.930 0 15 1.81 2.176
ooz [ %
©,1) - § - “Best Hotel in Seoul”
’ }', Reviewed December 11, 2015 [ via mobile
43 270 55305 : T've been staying at this otel every year for the past few years and
©,1) B atass always stay at their club floor. The service is always excellent, friendly
2|50 g £ Contributor | and helpful staff. 1 even received a birthday cake from the hotel during
0~6) A “reviews my stay. Good wine selections at the Club Lounge, although breakfast
has limited options. Would be nice though if guests checked-in at the
S8 2|8 I \ club floor would have an option of having breakfast at Le Seine,
(0~x) D) 16 helptul votes restaurant on the G/F 2= e
The location is very nice. MTR station is just below the hotel. There's
also a supermarket and food court with a great selection of food items,
including kimchi or raw oysters or squid at the basement of the hotel
Myeongdong is just 5-10mins always by foot
M = o
0,1)
ES-TE) | Stayed November 2015 |traveled cr{ busmessl of sl HEH(H|Z27H, HE, 71,
aay 3,17, B5)
soz A0 "
See all 3 reviews by gggds for Seoul
Ask gggds about Lotte Hotel Seoul
(37 2) vkt =4
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NEURE-T

THD

(E 3) A7Chy 390 alf 54
5483|3487 | &4 547 | 347 | &4
N I 85 260 vz | # 492 16 58
A2 % | 77.4% | 71.4% | 75.4% M| % | 18.6% | 13.4% | 16.8%
o5 v 51 34 85 9 | 17 4 21
% | 22.6% | 28.6% | 24.6% % | 75% | 3.4% | 6.1%
N ! 88 252 o |t 12 4 16
oA A % | 72.6% | 73.9% | 73.0% % | 5.3% | 3.4% | 4.6%
o5 v 62 31 93 b |f 11 6 17
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The Relational Analysis between Types of Online
Hotel Review and Usefulness according to the Hotel Class

Hyunae Lee® - Namho Chung** - Chulmo Koo™**

Abstract

Due to the inseparability and intangibility of hotel service, a great number of potential hotel
consumers tend to search more precise and trustful information through the online reviews
posted by other customers who have already stayed the hotels. Therefore, the online review
usefulness has been regarded to play an important role in affecting the consumers’ purchase
decision. However, people can differently perceive review’s usefulness in accordance with how
the review is presented and what they require from the hotel. Therefore, this study focused on
the effects of linguistic attributes of review on its” usefulness in accordance with hotel
classifications. Therefore, this study conducted two studies with the online review collected
from two hotels with different classification(3-stars and 5-stars) in Tripadvisor. In study 1,
low-positive and high-positive reviews were distinguished based on the proportion of positive
words, while in study 2, cognitive and affective reviews were distinguished by comparing their
proportions. The results showed that there are significant interaction effects between linguistic
attributes of online review and its usefulness. In case of 3-stars hotel, the higher the
proportion of positive words, the higher the level of review usefulness and cognitive reviews
were perceived as more useful than affective ones. On the other hand, in case of 5-stars hotel,
the effects of low-positive and high-positive reviews were similar, and affective reviews were
perceived as more useful than cognitive ones. With these results, this study provides theoretical

and practical implications.
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