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Abstract
Purpose - There’s still a gap in the research that needs to be fulfilled about how to
utilize the on-line reviews to find the customers’ needs and to identify the competitive
strategies for each hotel. This study claims that only the customers’ actual transaction
behaviors would reveal the true competitive advantages of the hotels in customers’
minds. Therefore, the objectives of the research are finding the strategic group of the
hotels in customers’ minds and locating the competitive advantages for each hotel in

their strategic group from the on-line reviews.

Design/methodology/approach - The main methods used for achieving the research
objectives are employing the text-mining analysis to find the hotels’ attributes for the
customers’ preferences and the performance of each hotel’s attributes, correspondence
analysis to identify the position of the underlying group for each hotel and logistic

regression to locate the competitive advantages for each hotel.

Findings - The result of the text-mining analysis identifies the first 22 favorite attributes
of the hotel in the customers’ online reviews while the correspondence analysis
indicates the results of the perceptual map of the hotels’ branding position in the
customers’ minds. Moreover, the logistic regression shows one hotel has chosen by the

customers because of certain attributes and these attributes are the competitive

* Corresponding author. Email: dora@yourcarbon.com.tw
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advantages for this hotel and the results will lead the hotels to enhance their competitive

advantages.

Research limitations/implications - The limitation of this study contains three parts,
the first part would be the small number of the sample group which is 500 luxury hotels
located in Xitun District of Taichung in this paper. Therefore, future research is
suggested to include more hotels and data. Secondly, the limited variables would lead
the study to employ the satisfactory value to represent the empirical validity. Adding
the repurchase intention as an additional variable would build up the binary logistic
regression to become another empirical validity. Last, six dimensions of the services
are used to generate the perceptual map in the study, the future research may use more
variables to describe the attributes of the hotels to analyze the pros and cons for the
hotels

Practical implications - The practical result of the research proves that the customers’
online reviews would locate the perspectives for the customers’ needs and provides the
hotels to enhance their advantage competitiveness. This would bring more values to the
hotels. The data for the study gathered from the TripAdvisor on-line reviews is lack of

demographic variables which would limit the hotels making decision accurately.

Originality/value-This research not only finds the strategic group of the hotels in
customers’ minds, but also locates the competitive advantages for each hotel in their
strategic group from the on-line reviews. Practically, the result of this study would help
the hotel industry to make the decision on the brand positioning effectively and
academically, it fills the gap from the past studies on brand positioning while setting up

the strategies.

Keywords: Online review, text mining, correspondence analysis, competitive

advantage
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