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Abstract: The present study has sought to bridge a gap of research on online hotel responses
in Arabic to negative reviews in the business context from the perspective of discourse
analysis. The study identified the structural generic concept of moves found in Arabic
responses to negative reviews posted by dissatisfied customers on TripAdvisor. Responses
were collected from 5-star hotels located in six popular regional destinations in Saudi
Avrabia. The corpus comprised 252 responses written in Arabic and included 41 hotels.
Responses were manually collected and analyzed using Microsoft Excel. The results
showed that there was a total of 23 moves used by hotel managers in response to negative
reviews on TripAdvisor. The use of opening pleasantries/greetings and expressing gratitude
were the most frequent moves, followed by closing pleasantries, visit invitation, proving
action, and apologizing, respectively. The most common moves were used to support the
relationship between hotel managers and customers. In addition, the personal pronoun ‘we’
was used more frequently than ‘I’ to refer to the corporate identity when addressing the
customers, expressing gratitude, inviting for a visit, apologizing, and so forth. These results
can be used in preparing workshops and training courses to enhance the efficiency of
language use for hotel managers when responding to dissatisfied customers by using the
moves that support the relationship and avoid the others that damage it.

Keywords: customers’ complaints, moves, negative reviews, negative word of mouth,
online hotel responses, rapport management theory

1. Introduction

Consumer-generated content has significantly increased in frequency and influence
over the last decade, particularly in the travel sector and on travelling platforms,
such as TripAdvisor, Booking, and Agoda. When it relates to providing information
on experience, such as hotel stays, dining out, visiting places, and the like, online
reviews are regarded as very beneficial. Therefore, travelers may rely more on
others’ experiences than on hotel advertisements. Currently, TripAdvisor is one of
the most popular travel-related websites with the largest travel guidance. It offers
tourists advice on booking flights and hotels, making vacation plans, and reading
reviews on various topics, such as hotels, things to do, and restaurants. In addition,
TripAdvisor allows customers to post reviews about their stay at the hotel and
provides the same opportunity for hotel management to respond. However, hotel
managers cannot delete or edit published reviews.
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Customers use online reviews more frequently to make decisions both before
and during trips (Mauri and Minazzi 2013), and because reviews are public, the
impact of consumer feedback is greatly amplified (Einwiller and Steilen 2015).
Negative electronic word-of-mouth (eWOM) affects service providers' reputations
and can significantly and negatively impact their companies’ performance (Levy,
Duan and Boo 2013). Consequently, controlling negative eWOM today represents
an important issue for hospitality managers (Park and Allen 2013), leading to the
emergence of a new type of business-to-consumer communication in the form of
online responses to complaints. Additionally, effectively handling customer
complaints allows businesses to maintain customer contentment and win loyalty
(Chou 2015).

From a discourse analytic perspective, there have been contributions
exploring hotel responses to negative reviews in different languages, such as
English, Dutch, Italian, Japanese, and Spanish (Radovanovi¢ 2014; Zhang and
Vésquez 2014; Cenni and Goethals 2020; Morrow and Yamanouchi 2020; Toribio
and Mariottini 2023; Laosrirattanachai and Laosrirattanachai 2024). To the best of
our knowledge, Arabic has not yet been investigated in terms of hotel responses to
negative reviews, although one study explored hotel complaints on TripAdvisor in
Saudi Arabia (Algreeni and Mahzari 2023). With the new Saudi Vision 2030, it is
a government program aimed at increasing economic, social, and cultural
diversification. The country is seeking to support the tourism sector and attract more
tourists in the future because of its important role in economic growth. The current
study will contribute to the implications for the tourism industry in the Kingdom of
Saudi Arabia. Determining whether, when, and how to respond to customer
reviews, especially negative ones, is a challenge for businesses seeking efficient
strategies to manage e-WOM. Wei, Miao, and Huang (2013) called on hospitality
organizations to monitor and respond to user-generated comments. Chan and
Guillet (2011) recommended that being unresponsive to customers’ negative
comments may put a company in a bad position, as it may lose the customers’
business. Leung et al. (2013) encouraged managers to address negative customer
reviews and provide explanations and advised academics to investigate the
effectiveness of these responses.

Therefore, this study aims to identify the moves employed by hotel managers
when responding to negative reviews to understand how they handle consumer
dissatisfaction in an online environment, such as TripAdvisor, in Saudi Arabia. It
adopts the analytical framework of genre/move analysis (Swales 1990) to identify
moves, in conflation with rapport management theory (RMT) (Spencer-Oatey
2008). This study seeks to answer the following questions:

(1) What moves are used by hotel managers to respond to negative reviews
on TripAdvisor?

(2) Why do hotel managers use these moves from the RMT perspective?

(3) Do hotel managers use their corporate or personal identities to respond to
negative reviews?
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2. Theoretical background

2.1 Electronic word of mouth and travel

On travelling platforms, online consumer reviews can be viewed as a form of
interaction. Thus, according to Mudambi and Schuff (2010:186), online reviews are
“peer-generated product evaluations posted on business or third-party websites,”
providing a particular computer-mediated communication (CMC) genre that is text
based, asynchronous, and typically anonymous. As preferred by international
marketing scholars, eWOM and online consumer reviews can be used
interchangeably (Véasquez 2014). Hennig-Thurau et al. (2004) define eWOM as any
positive or negative opinion expressed by real, potential, or former customers about
a product or company that is made available to a large number of institutions and
people via the Internet. It would be an understatement to claim that eWOM forms
that are available, convenient, and non-perishable in this world of online
interconnectivity and mobility (e.g., news groups, discussion groups, and online
opinion platforms) have largely replaced traditional word-of-mouth.

Some scholars have questioned the motivations behind posting online
reviews (Hennig-Thurau et al. 2004; Yoo and Gretzel 2008). According to Yoo and
Gretzel (2008), there are four significant motivators for writing a review: (1)
pleasure/positive self-improvement, (2) expression of negative feelings and
collective power, (3) concern for other customers, and (4) assistance to the
company. The second and third factors, in particular, appear to be the main reasons
for millions of negative reviews (i.e., complaints) on TripAdvisor. Therefore, an
increasing number of businesses are getting aware of the significance of online
reputation management, as eWOM expands and influences consumer purchasing
and decision-making (O'Connor 2010; Vasquez 2014).

Positive and negative reviews usually remain on websites for a long time;
however, negative reviews affect performance indicators and reputation of
businesses (Hennig-Thurau et al. 2004; Ye, Law and Gu 2009). Yavas et al. (2004)
state that customers are more in service recovery than in routine services. These are
challenges for organizations and travel agents, because dealing with customer
complaints is critical. If people’s complaints are not resolved, it will result in a
decline in customer confidence and the downfall of the organization and company.
Nowadays worldwide, response to customers’ complaints is challenging for all
organizations because the solution of how and when to respond is critical and
requires patience and solid reason. Unresponsiveness to people affects the
organization and its future (Yavas et al. 2004). Therefore, the purpose of handling
complaints is to bring back satisfaction because complaints can be harmful to a
business, and pleased complainants indicate excellent post-complaint behavior
(Stauss 2002). Stauss (2002) defines complaint (dis)satisfaction as a complainant’s
evaluation of the organization’s response to the complaint.

2.2 Genre analysis and moves

The study of discourse structures in texts and the interactions between texts and
members of discourse communities that produce and consume these texts are both
included in genre analysis (Bhatia 2002; Swales 2004). Each genre has a typical
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move structure and communicative function that conveys social actions (Swales
1990; Bhatia 1993). Swales (1981) initiates the notion of a move structure when
describing a research article to understand its rhetorical structure. According to
Biber and Conrad (2009:15), “the text is described as a sequence of ‘moves,” where
each move represents a stretch of text serving a particular communicative function”.
This approach has been adopted to analyze and describe the rhetorical structure of
a specific genre to explore the moves that represent the texts in that genre.

For example, Upton (2002) and Connor and Upton (2003) examined a
fundraising document corpus, a type of philanthropic discourse (created by various
organizations). Biber, Connor, and Upton (2007) applied a move analysis to the
fundraising letters and identified seven moves that occurred across their data, such
as getting attention, introducing the cause and/or establishing credentials of the
organization, soliciting responses, offering incentives, referencing inserts,
expressing gratitude, and concluding with pleasantries. Based on their findings, the
authors determined the move types that most closely matched the main fundraising
method and developed a genre prototype.

This approach has been applied to a wide range of traditional modes of
written communication in business text genres, such as letters of application (Bhatia
1993), letters of negotiation (Dos Santos 2002), tax computation letters (Flowerdew
and Wan 2006), and preface sections (Alotaibi 2021). Recently, genre analysis has
been applied not only to hotel responses to negative reviews but also to different
languages in this new genre of computer-mediated business discourse, as
mentioned above. This can help to better understand businesses’ responses to online
consumer reviews and identify how hotel managers manage their online reputations
when responding to negative reviews. This approach to hotel responses is extended
to the Arabic language in our study.

2.3 Rapport Management Theory (RMT)

RMT focuses, in particular, on the ways in which (dis)harmony is (mis)managed
(Spencer-Oatey and Franklin 2009), or the ways in which language is used to create,
maintain, or threaten harmonious social interactions (Spencer-Oatey 2008). To
differentiate between the social and individual aspects of face more clearly and to
take into consideration the many settings in managing rapport of interaction as a
variable, politeness theory was developed to create the RMT.

According to Brown and Levinson (1987), a positive face and a negative face
are two interconnected elements of the face, and this appears to be true for all
rational people regardless of their cultural background. A positive face is associated
with a person’s desire to be accepted and valued, whereas a negative face is
concerned with a desire to maintain one’s own territory and be free from
restrictions.

One of the fundamental principles of the RMT is to differentiate between the
management of social obligations, rights, and face management (Spencer-Oatey
2008). The most influential aspect is management, which focuses on people’s
perceptions of their values, dignity, reputation, competency, and other similar
concepts (Spencer-Oatey 2008). Social rights are more closely tied to social
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expectations and norms, focusing on ideas, such as fairness, consideration, and
behavioral appropriateness (Spencer-Oatey 2008:13-14). Furthermore, this
situation involves face, for example, when a client, upon arrival at the hotel,
comments that s/he did not feel welcomed (I felt unwelcome, from the minute |
entered the lobby.) (Cenni and Goethals 2020). This situation was exemplified by
Cenni and Goethals (2020), who clarified the connection between the RMT and the
hotel with the customer. The researchers stated that when a customer complained,
an employee did not go beyond fulfilling specific requests (such as providing a
requested room). Additionally, given that consumer is paying for a certain service,
this is not how a client should be treated. Customers may feel that this violates their
right to be treated properly. Conversely, visitors and hotel operators have social
obligations and norms that they must respect, in addition to their social rights. For
instance, if a visitor cancels a reservation after it has been made, the hotel may
consider this a violation of the guest’s social obligations.

Additionally, face and sociality rights are considered to have a collective
feature in addition to being defined by an individual (Spencer-Oatey 2008). In other
words, the group to which the speaker belongs may also be considered the face or
sociality rights’ owner in addition to the speaker as an individual. For instance,
visitors may feel (un)welcome at both the personal and group levels (Cenni and
Goethals 2020). When they believe they are treated differently because they belong
to a particular type of tourists or group, for example, they are foreigners or are
visiting during the off-peak season (Cenni and Goethals 2020). A similar idea could
be applied to businesses’ perspectives, where negative reviews might result in
individual staff members losing face or, more accurately, the entire hotel group
losing face. Therefore, the RMT by Spencer-Oatey (2008) is used to interpret
moves and their communicative functions in terms of enhancing and damaging
rapport.

3. Literature review

Most studies have investigated negative reviews or responses to those reviews from
the perspective of fields, such as hospitality and tourism, marketing, and public
relation, rather than discourse analysis. However, a few studies have been
conducted from a discourse analytic perspective to examine the negative reviews
or the ways to respond to those negative reviews (Radovanovi¢ 2014; Ruth 2014;
Zhang and Vésquez 2014; Ho 2017a, 2017b, 2018; Feng and Ren 2019; Cenni and
Goethals 2020; Morrow and Yamanouchi 2020; Aldossary and Mahzari 2023;
Toribio and Mariottini 2023; Laosrirattanachai and Laosrirattanachai 2024).

For example, Zhang and Véasquez (2014) investigated the English responses
of 80 hotels to online consumer complaints in China on TripAdvisor. The results
explored 10 move types. However, the most frequent moves expressed gratitude
and apologies for the sources of trouble, whereas the least frequent moves were
avoidance of recurring problems and soliciting responses. It was also found that
there was an emphasis on corporate rather than personal identity in the responses.
Another study on the structure of responses to negative online reviews on
TripAdvisor was conducted by Ho (2017a), who found that three moves—
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expressing feelings, acknowledging the issue, and thanking the reviewer—were
necessary, whereas others, such as continuing the relationship, denying the issue,
greeting, recognizing the reviewer's value, and self-promoting, were optional in
hotels in Asian cities. In those moves, rapport enhancement was reinforced by the
use of personal pronouns ‘I’ and ‘my.” Laosrirattanachai and Laosrirattanachai
(2024) examined the hotel responses to positive, negative, and mixed reviews to
explore formality levels, politeness strategies, moves, and steps on TripAdvisor.
The results showed that the shift from casual style to consultative one was employed
more frequently. Also, strategies, such as offering, promising, or giving gifts,
apologizing, and begging for forgiveness, were predominant in the responses,
alongside 6 moves and 16 steps. The insight can be employed into ESP materials
to improve writing skills in responses effectively.

Ho (2017b) explored how hotels attempted to manage or recover negative
reviews across 5-star hotels in Beijing using the RMT. Ho (2017b) classified moves
into two main categories: managing rapport and denying problems. The former
includes the problem acknowledgement; explaining the cause of the problem; and
apologizing, rectifying problems, expressing feelings, showing appreciation, and
minimizing imposition. The latter includes the challenge to reviewer's decision:
framing problems as isolated incidents; rebutting, suggesting, or recommending;
highlighting facilities or services; and emphasizing practices or missions. The
rapport was enhanced by the seven moves mentioned first, but the denial problem
was considered damaging, which could help clarify the misunderstanding between
hotel management and customers. Finally, denying problem moves were frequently
accompanied by one or more ‘Manage Rapport’ moves that assisted the customer
in recovering harmony or rapport and advancing the general purpose of service
recovery. Toribio and Mariottini (2023) examined hotel and restaurant responses to
complaints in Spanish and Italian on TripAdvisor. Cross-cultural variation was
found in the style of communication in the conflict interactions. For example, the
Italian representatives tended to use unmitigated disagreement and acts of
disqualifications or self-praise that reflect the confrontational style. However,
Spanish representatives were more supportive because they employed more
friendly style and mitigating supportive moves.

From a customer perspective, Ho (2018) explored effective and ineffective
hotel responses to negative reviews in terms of rapport management and persuasive
strategies. The effective responses included a higher frequency of acknowledging
the problem as a move for enhancing rapport. In addition, these effective responses
included more transitions, code glosses, boosters, attitude markers, self-mentions,
and engagement markers as patterns of using meta-discourse, which made the
responses more persuasive because of their appeal to rationality, emotion,
credibility, and character. Ineffective responses included more denying of problems
as a move for damaging rapport and frame markers as meta-discourse. This move
can be considered a way for intensifying clarification to avoid misunderstandings
with dissatisfied customers. Feng and Ren (2019) examined relational acts in
management responses to online consumer reviews in Chinese. The results
explored 14 relational acts in the Chinese management response genre to online
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reviews. Thanking, justification, and promises were the most frequent relational
acts. By contrast, comforting customers, requesting further details, and self-
denigration were the least frequent relational acts.

In a cross-cultural study, Cenni and Goethals (2020) examined hotel
responses to negative reviews of dissatisfied customers in three languages: English,
Dutch, and lItalian. The results revealed that the English and Dutch responses
showed significant similarities in terms of communicative strategies, but the Italian
subset consistently showed divergences. The results also showed that Italian
respondents chose to confront and defend a service failure in a more confrontational
manner, such as denying the problem, transferring responsibility to others, and
offering explanations when compared to the other languages. Unlike the previous
studies on moves, Radovanovi¢ (2014) identified the use of hedges and boosters in
English responses to negative reviews on TripAdvisor in the UK and Serbia. Those
modifiers were used to negotiate a harmonious relationship between the customer
and the hotel manager. The modifiers found can be taught to ESL learners to
improve their business-writing skills in professional workplace contexts when
responding to the negative reviews. Morrow and Yamanouchi (2020) compared
English and Japanese hotels’ apologies when responding to negative reviews on
TripAdvisor using the move analysis and Spencer-Oatey’s (2008) framework of
rapport management. The results showed that both languages have significant
similarities in terms of the frequency of apologizing, preferring to be unclear about
taking responsibility for service failure, and using the corporate voice. In contrast,
they differed in frequency and used moves for rapport enhancement, such as
explanation, repair, opening, and closing.

Ruth (2014) analyzed 1183 corporate apologies on Twitter as a social media
platform in response to customer complaints. The study found that the components
of an apology include the illocutionary force indicating device, explanations, and
offers of Repair. In addition, the apology included strategies for rapport building to
improve reputation as it happens in opening and closing moves, such as greetings,
nominations, discourse markers, and emoticons. Furthermore, Aldossary and
Mahzari (2023) explored the types of moves used in online Arabic corporate
apologies on Twitter. Also, it adopted Morrow and Yamanouchi’s (2020) model of
moves and the RMT. The results revealed 12 moves used in the corporate apology;
however, closing, opening, and repairing were the most frequent moves. All moves
were used to enhance rapport, except for denying the problem and restoring the
image with their customers. Arabic has received less attention in understanding how
hotel responses are constructed on TripAdvisor; therefore, this study partly meets
the need to explore the moves of hotel responses to negative reviews left by
dissatisfied customers.

4. Methodology

4.1 Data

To explore the moves employed in the hotel responses to negative reviews in
Arabic, 252 complaint responses were collected from TripAdvisor in Saudi Arabia
and analyzed qualitatively and quantitatively. The hotel responses included 15,164
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words with an average word count 60.17 for each response. Saudi Arabia was
chosen because of the increasing concern and growth in the tourism industry,
especially with the new Saudi Vision 2030, as mentioned above. TripAdvisor was
chosen because it is one of the most well-known travel websites in the world, and
several studies have been conducted on it. These responses were collected from 41
hotels that were rated 5-star and located in different cities in Saudi Arabia because
of their popularity as tourist destinations in the country. These cities are Jeddah, Al-
Madinah, and Makkah in the west; Riyadh in the central region; and Dammam and
Al-Khobar in the east. Responses were collected from 10 hotels in Jeddah, nine in
Al- Madinah, eight in Makkah, 10 in Riyadh, three in Al-Khobar, and one in
Dammam. After selecting the hotel, filtration was applied to limit the results to
‘poor’ (2-stars) or ‘terrible’ (1-star) reviews, which include the negative reviews
and responses. Not every negative review received a response from the hotel
manager on TripAdvisor. Therefore, the number of responses collected differed
between hotels, based on the available responses. The responses were written by
hotel managers between 2016 and 2023, but they were collected in February and
March 2023.

The English responses and the English responses translated to Arabic were
excluded from the data because they appeared in the reviews during data collection
on TripAdvisor. Moreover, the names of the hotels and managers were anonymized
in the examples in the Results section for ethical reasons. In addition, the responses
used in the results were presented with their original spellings and translated into
English.

4.2 Procedure

For the analytical procedure, hotel responses were copied and pasted into an Excel
sheet for manual coding in several rounds based on their primary communicative
function. To ensure coding consistency, the researchers followed two steps to
establish reliability in the first phase of move codification. For example, the first
author independently coded the moves in the first 50 hotel responses. The second
author then revised them based on their primary communicative functions, as
mentioned above. Disagreements were resolved through discussion and by adding
new codes because of the nature of the data and the modifications needed in
comparison with previous studies on hotel responses to negative reviews (Zhang
and Véasquez 2014; Ho 2017a, 2017b, 2018; Cenni and Goethals 2020; Morrow and
Yamanouchi 2020). Therefore, the researchers did not follow a specific model from
previous studies. Instead, they pieced together the types of moves used by hotel
managers in genre discourse. Identical steps were taken for the remaining 202
responses in terms of coding, revision, and discussion to settle disagreements until
identifying 23 move types discussed in the following section.

In the second phase, we conducted a qualitative analysis by focusing on
analyzing specific moves to explore the different ways employed in opening and
closing responses and the focus of gratitude and apology with their positions in the
responses. In addition, more attention was given to the use of the pronouns | and
we in apologies and gratitude, which reflected personal and corporate identities.
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Finally, expressing positive and negative feelings was identified and analyzed in
terms of modification and intensification.

5. Results and discussion

This section presents the moves used in hotel responses to negative reviews and
their possible functions, with Arabic examples posted on TripAdvisor. According
to Figure 1, there are 23 moves employed in hotel responses by hotel managers to
negative reviews posted by customers about their stay experience. These moves
differed in frequency and numbered 1607 in total.

Moves in the hotel responses to the negative
reviews

Taking responsibility | §-1%
Offering repairs | §.1%
Offering suggestions | §.1%
Acknowledging complaints | §-1%
Denying problem g 02%
Compensating g 042%
Justifying m0-3%
Offering explanations mE0%¢g
Promising ms@% 24
Continuing relationship a8 »9
Soliciting response  maSCmmmn 47
Avoiding recurring problems  m2sS%mmmm 17
Showing appreciation/respect mSsbemmmmm 50
Expressing feeling pSskiommmmm 50
Referring to customer's reviews mSsdCammmm 52
Recognizing reviewer’s value pés% s 65
Self-promoting w4 mmme—— 73
Apologizing misdameeeeeeeeee—— 134
Proving action G m—— 171
Inviting for a visit et ———— 185
Closing pleasantries  pdakC S 10/
Expressing gratitude piSdmeee——————— 215
Opening pleasantries/greetings  pif Sl — T S—— 230

0 50 100 150 200 250

Figure 1. Frequency of moves in the hotel responses to the negative reviews
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Move 1: Opening pleasantries/greetings

This move had the highest frequency in the data and was used 230 times (14.3%).
It always appeared at the beginning of responses. It was used to begin the response
to a negative review by directly addressing and greeting the reviewer and engaging
him/her in the conversation to be closer to the hotel manager. Rapport can be
enhanced by this move because the reviewer’s sociality rights were managed (Ho
2018). This finding of the high frequency of using opening pleasantries indicated
that there was a similarity with Zhang and Vasquez (2014), who stated that using
greeting moves in hotel responses to negative reviews in China occurs more
frequently than other moves on TripAdvisor. In addition, this finding is in
agreement with Morrow and Yamanouchi (2020), who found that openings are
more frequent in English and Japanese texts than in other moves, and logged unique
similarities in the occurrence of opening and closing moves in hotel responses to
negative reviews on TripAdvisor (discussed later). However, this move included
more than one way to begin the response (see Figure 2).

The ways of opening pleasantries/greetings

. . . 0
Greetlng + reviewers name 1 %9/0

Address term + reviewer's name + o
greeting i 13

Only greeting 3%15
Address term + greeting  mhSutdds 28
Address term + reviewer's name  puhecde 32

Only address term | —— 140
0 20 40 60 80 100 120 140 160

% mFreq

Figure 2. Frequency of ways of opening pleasantries/greetings in the hotel
responses

According to Figure 2, using the address term without any other expression
is the most frequent (140:60.9%), such as _i 2l Ldus d'ajfuna: alfazi:z ‘our dear
guest.” It is followed by another way of using address term with the name of
reviewer (32:13.9%), such as e _i o)/ ldus dfajfuna: alfazi:z Ali ‘our dear guest
Ali’ and address term with greeting (28:12.2%), such as 4ub La i jel/ Ligns
dajfuna: alSazi:z tahijjah t‘ajjibah ‘our dear guest, a lovely greeting.” Other ways
of opening pleasantries were used, but less than 10 percent, such as only greeting,
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address term with the name of the reviewer and greeting, and greeting with the
name of the reviewer. The most used address term was _ii=// Lidus d'ajfuna: alfazi:z
‘our dear guest.” Sometimes, the reviewer was described with </ alkari:m
‘gracious,” JLaldl alfa:dil ‘virtuous,” i/ alya:li ‘precious,” or it was used with
more than one address term to address the reviewer who left the negative review,
such as ¢ SLiwY/ iy jell lsus dfajfuna: alfazi:z al?usta:d Fahd ‘our dear guest Mr.
Fahd.” It was found that the address term was used with the possessive adjective of
the first person plural pronoun to refer to the corporate identity (155:75.6%) more
than the possessive adjective of the first person singular pronoun (50:24.4%) that
indicated the personal identity, such as _ii=/ Lsusd‘ajfuna: alfazi:z ‘our dear guest’
vs. _ijall dus dfjfi alfazi:z ‘my dear guest,” respectively (see Figure 3). In
addition, using more plural forms than singular ones may place more importance
on the reviewer in this context because of his/her sociality rights.

The ways the reviewer was addressed

250
200
150
100
) .
0 .
Plural Singular Total
HFreq 155 50 205
m% 75.6% 24.4% 100%

Figure 3. Frequency of the ways the reviewer was addressed in the hotel
responses

For greeting, different forms were employed, and 4z 4aitahijjah t4ajjibah
‘a lovely greeting’ and &a_. mar#aba: ‘welcome’ were the most frequent forms
followed by S s 4 Las 5 aSile Sl assalamu Salajkum wa rahmatu Allah wa
baraka:tuh ‘May the peace, blessings, and mercy of Allah be upon you’ and the
verb form for welcome and greeting, such as ASwsiaS$ < i nurahhib
bikum/nuzajjikum ‘we welcome you/we greet you.” In addition, using the first-
person plural pronoun in greetings indicated that all hotel members were
welcoming the reviewer, in which a positive message is invoked and reflects the
corporate identity. The frequent use of this move indicated that, in hotel responses
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to consumer reviews, it most likely distinguishes the newer genre of CMC as a
formal type of communication (Zhang and Vasquez 2014). According to Zhang and
Véasquez (2014), opening pleasantries typically occur in personalized email
messages and formal letters.

Move 2: Expressing gratitude

The second most frequent move was expressing gratitude (215:13.4%). This move
was used to thank the reviewers for the reasons mentioned in the review related to
their hotel visits in terms of thanking for comments, time, choosing the hotel,
feedback, stay, contact, opinion, visit, attention, concern, and understanding,
respectively. In other words, the focus of thanking was not only on the stay or
comment, but also for different reasons (see Examples 1-11). It enhances the
rapport with the reviewer because it manages the reviewers’ faces by
acknowledging their contribution to the negative review, which is appreciated and
valued (Ho 2017b, 2018; Cenni and Goethals 2020).

# The Focus of Examples
Gratitude
1 Comment T

naykur lakum ta¢li:qukum
‘We thank you for your comment.’
2 Time aSillaae Jonastl gl e @l S5
Jukran lak ¢ala: alwagqt litassi:|
mula:zad‘a:tikum
‘Thank you for the time to write your
feedback.’
3 Choosing the hotel M@l anl (318 oS HLAAY oS S
nay/kurkum lixtija:rikum funduq ““?ism
alfunduq”
‘We thank you for choosing (the hotel name).’
4  Feedback oSani e Lol oS S
na/kurkum Pajd*an fala: taqjji:mikum
‘We also thank you for your feedback.’
5 Stay Ll aSial8Y ) S5
Jukran liZiga:matikum ladajna:
‘Thanks for your stay with us.’
6 Contact line dllal 55 e o S5 o 258
nawad “an na/kurk fala: tawa:s‘ulk ma¢ana:
‘We would like to thank you for contacting us.’
7  Opinion eS8
Jukran lirazjjik
‘Thanks for your opinion.’
8 Visit Sk e oS R4
Jukran lakum ¢ala: zija:ratikum
‘Thank you for your visit.’
9 Attention Lalas) cadl e ell) 84
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Jukran lak fala: laft ?intiba:hina:
‘Thank you for drawing our attention.’

10 Concern oS5 AU elalaia¥ & S o a5
wa nawad 7an naykurk lihtima:mik bikita:bat
Jakwa:k
‘We would like to thank you for your concern
about writing your complaint.’

11 Understanding claldial g dlagsi e HSAN ) ja &l
lak zazi:l al/ukur ¢ala: tafahhumik wa
Zihtima:mik
‘Many thanks to you for your understanding
and concern.’

The ways of expressing gratitude

140
120
100
80
60
40
2° N I
0 . -
Plural Singular None Repetition
u Freq 131 24 60 41
m% 51.2% 9.4% 23.4% 16.0%

Figure 4. Frequency of ways of expressing gratitude in the hotel responses

The gratitude was increased by using various intensifiers, such as > s /<4
Jukran zazi:lan ‘thanks a lot,” <40/ (L s zazi:l al/ukur ‘many thanks,” S/ alls e
_pdillsmaf xa:lis* al/ukur wa attaqdi:r ‘with sincere thanks and appreciation,” and
A5 4a 1S5 fukran marrah Puxra: ‘thanks again.” In addition, it was found that
gratitude was offered mostly by using the first person plural pronoun (131 times)
than the first person singular pronoun (24 times), for instance, S Syl <
na/kurk/na/kurkum ‘we thank you (singular)/we thank you (plural)’ and
AS S Sl Pakurk/Pakurkum ‘I thank you (singular)/l thank you (plural),’
respectively (see Figure 4). Furthermore, it was found that gratitude was used 60
times without a subject pronoun that could indicate the singular or plural form of
the hotel manager, such as /<4 fukran ‘thanks.” Finally, although the frequency of
gratitude was 215, it was repeated 41 times in some responses. In these responses,
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it was used mostly twice in one response but rarely thrice in one response. The
repetition was used to intensify gratitude.

The first-person plural pronoun was used mostly to reflect corporate identity
rather than personal identity, as shown in Figure 4. This result is similar to Zhang
and Vasquez’s (2014) study but differs from Ho’s (2017a) finding that the use of
‘I and ‘my” emphasizes rapport enhancement.

Gratitude was used at different positions in the responses, similar to Zhang
and Véasquez’s (2014) findings. However, it was used at the beginning more than in
the middle and at the end of the response (see Figure 5). For example, it was used
173 times (80.5%) at the beginning, 35 times (16.3%) in the middle, and seven
times (3.3%) at the end. The gratitude at the beginning and in the middle was used
for the same reasons in the examples mentioned above, but it was used mostly for
closing in the end. This is especially true for the form of ‘thank you,” which is
followed by the reason for or focus of thanking.

The position of gratitude

250
200
150
100
50
0 . [ ]
At the .
L In the middle At the end Total
beginning
EFreq 173 35 7 215
u% 80.5% 16.3% 3.3% 100%

Figure 5. Frequency of the position of gratitude in the hotel responses

Move 3: Closing pleasantries

This move occurred 194 times (12.1%), and it functions as a signal to close the hotel
response. In this move, hotel managers indicate their leadership position in
customer services or hotel management (Zhang and Vasquez 2014). However, there
were different ways to end responses, which also differed in frequency (see Figure
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6). The tendency of hotel managers to use their real names and end the responses
by mentioning their position of leadership in customer services or hotel
administration agreed with some studies, such as those on Chinese (Zhang and
Véasquez 2014) and Japanese (Morrow and Yamanouchi 2020) in terms of the usage
of self-identification in closing pleasantry moves.

The ways of closing pleasantries

manager's position 510%
Hotel administration -3-6%
Farewell + hotel administration % 16

' ' oy 0,
Manager's name + manager's position % 22
] |_37.69
Farewell + manager's name +... S | 73

| 38.19
Farewell = | 74

0O 10 20 30 40 50 60 70 80

0% @EFreq

Figure 6. Frequency of ways of closing pleasantries in the hotel responses

This move contrasts the opening pleasantries/greetings because it was used less
frequently than opening pleasantries. The use of farewell only was the most
frequent way, followed by the use of farewell, name of manager, and his/her
position at the hotel. Other ways were used but less frequently, such as the use of
the name of a manager with a position, farewell with hotel administration, the use
of hotel administration only, and position only. The forms of closing pleasantries
differ (see Examples 12-17).

# Examples

12 A
tazijjati
‘My greetings.’

13 (Gl anl) il olall el (aall ausl) s
taxijja:ti (Pism almudi:r) almudi:r ala:m lifundug (7ism alfunduq).
‘My greetings, (manager’s name), the general manager of (the hotel
name).’

14 (Gl ) Gl alad) ual) (el o)
(Pism almudi:r) almudi:r alSa:m lifunduq (Pism alfundugq).
‘(Manager’s name), the general manager of (the hotel name).’

15 Gl 5 ,la) Wadll caubal ae
ma¢ Patfjab alttasa:ja: Pida:rat alfunduq
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“With best regards, the hotel administration.’
16 eStexdl dadd g Aalall ClEdlall 5 )0

Fida:rat alfala:qga:t alfa:mmah wa xidmat al{umala:?

‘The administration of public relations and customer service.’
17 (Gl and) Gaidl alall padl)

almudi:r alfa:m lifundug(?ism alfunduq)

‘The general manager of (the hotel name).’

Move 4: Inviting for a visit

This move was used as the reviewer’s invitation to return for a better experience. It
was the third most frequent move in the hotel responses, used 185 times (11.5%).
However, hotels’ invitations have different forms (see Examples, 18-21).

# Examples
18 soalise iyl dse
nadfu:k lizija:ratina: marrah 2uxra:
‘We invite you to visit us again.’
19 4wl oS5 50 3 allats
natasfalla¢ lizija:ratikum alga:dimah
‘We are looking forward to your next visit.’
20 aasa Lol Jals
na’mal 2an tazu:rana: musaddadan
‘We hope you visit us again.’
21 A e dl i)
natamanna: 7an nara:k marrah Puxra:
“We wish to see you again.’

In the invitations, hotel managers always used the first-person plural pronoun,
as shown in the example above. This move functions as a pre-closing technique to
end the hotel’s response. It is located at the end of the response, but before the
closing pleasantries (Zhang and Véasquez 2014). In this case, the direct verb invite
or the emotional verb, such as hope/wish, was used in other responses (Cenni and
Goethals 2020). Finally, this move overlaps with the move of continuing
relationship in its function, which is discussed later.

Move 5: Proving action

This move was performed 171 times (10.6%). It serves as the reviewer’s guarantee
that actions have been taken regarding the unpleasant experience, and it can be seen
that the action has been taken by [...] department/management teams (Zhang and
Véasquez 2014). In addition, rapport enhancement can be seen in this move because
it fulfils the reviewer’s interactional goals (Ho 2017b). The proof of action was
mentioned in different ways, such as taking it into consideration and sharing
comments with the relevant department or person (see Examples 22-25).
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#
22

23

24

25

Examples
oaidall anill aa @lilaadle 4 jlie i
sajatim muya:rakat mula:fadfatak ma¢ algism almuxtas*
“Your feedback will be shared with the relevant department.’
Sliie W) ey AT eliaaSlae JS o o<l
ta?akkad Panna kul mula:fzad*a:tik 2uxidat bifajn al?iftiba:r
‘Make sure that all of your feedback was taken into consideration.’
Lol Gt (ga U J g psal) (ot ll Lebm 53 s elilidar o ol S5
wa nu?akkid lak Panna ta¢li:qa:tik sajatim taws‘:laha: lijfaxs*almasru:l
ljtta?akkud min tazsi:n alxidmah
“We assure you that your comments will be delivered to the person in charge
to make sure of improving the service.’
LSS Al bl e Al oy Jadl (33 8 a2 58 Cosas g
wa sawfa jaqu:m fari:q al¢amal bidira:sat sami:{ assilbijja:t allati dakartaha:
‘The team will investigate all the negative comments that you have
mentioned.’

Move 6: Apologizing

This move occurred 134 times (8.3%), as we focused on the hotel responses to the
reviewer’s negative reviews with the ratings between ‘Terrible’ and ‘Poor.” When
a hotel manager apologizes, it means that the problem is acknowledged (Ho 2018).
However, the use of an apology was not always about the source of the problem,
but there were different focuses on the reasons for the apology to shift from the
source of the problem to something different, such as unpleasant experience, noise,
what happened, and so forth (see Examples 26-35).

#

26

27

28

29

The Focus of Apology Examples

Unpleasant experience sy s dad &) s e canls
na?saf bimuru:rak tazrubah yajr murdfjah
‘We apologize for your unpleasant experience.’

Inconvenience Ipale yi zle ) gl ge HNia
nastadir fan 7aj iz¢a:j yajr mags‘u.d
“We apologize for any unintended
inconvenience.’

About what happened ~ <lialdl A @l Soa L g (g le) palld Ji5 o s
7arsu: Pan tagbal xa:lis* 7iftida:ri fan ma:
hadad lak xila:l ?iga:matik
‘Please, accept my sincere apology for what
happened to you during your stay.’

About what affected i) e @ i A gal) ang cliga) 5 8 4l ldusy

the stay el

wa jussifuna: Pannahu gad wa:sahatk ba¢d*

al?umu:r allati Pad6arat ala: iqga:matik

ladajna:
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30

31

32

33

34

35

About the unsatisfying
service

About the stay

General

Problems

Specific problem

Misunderstanding

Hotel Responses in Arabic to ...

‘(It) makes us sorry (to know) that you faced
some issues that affected your stay with us.’
Sl s ol i il gues (e oK1 i

nastadir lakum ¢an sami:¢{alxadama:t allati lam
tanal

rid‘a:kum

“We apologize to you for all the services that
have not satisfied you.’

Al aSlim ) Ao (i ol Uina aSald) (o Lk

jursifuna: Panna Ziga:matikum mag¢ana: lam
tanal fala rid‘a:kum atta:m

‘(It) makes us sorry (to know) that your stay
with us was not completely satisfactory to you.’
Beliall aSilaadle e oS Sy i) Galld J sy | sliads
tafad‘d‘alu: bigabu:l xa:lis* aliftida:r wa
na/kurkum ¢ala: mula:zad‘a:tikum albanna: 7ah
‘Please accept the sincere apology and we thank
you for your constructive feedback.’

Ll s o AICERN oy lia ¥ias

na¢tadir mink bisabab almuykilah allati
wa:zahtaha:

“We apologize to you for the problem you
faced.’

V) sl 855138 (e aiaa s Le e Uyl ) palld s
tagabbal xa:lis Piftida:rana: fan ma:
waszadtahu min gada:rah fi addawr ala”awwal
‘Accept our sincere apology for the garbage you
found on the first floor.’

JLEY) and JB (e Juan agd ¢ s ) o Hind
nastadir ¢an 2aj su:? fihim zas‘al min gibal
gism al 7istigba:l

“We apologize for any misunderstanding on the
part of the Reception Department.’

In addition, this means that there is a creative and business language in which
hotels focus on apologizing for unpleasant experiences in general, rather than
focusing on specific failed services, to avoid abusing the hotel’s reputation. From
the perspective of rapport management theory, it is interpreted as an attempt to
manage not only reviewers’ personal faces, but also their sociality rights, more
specifically ‘equity right” (Cenni and Goethals 2020). This refers to our expectation
of being “treated fairly” (Spencer-Oatey 2008:16). Thus, apologizing was used to
enhance the rapport with the reviewer (Ho 2017b). Regarding frequency, this
finding differs from that of Cenni and Goethals (2020), who found that apology
moves written in English, Dutch, and Italian had a high frequency of hotel responses
to negative online reviews on TripAdvisor. This is also in contrast with what was
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found by Morrow and Yamanouchi (2020), who concluded that apologizing moves
have a high frequency in English and Japanese texts in response to negative reviews
on TripAdvisor. These discrepancies may stem from cultural differences in
responding to negative online reviews.

In the data, the apology was expressed by different forms, as in verbs like
<iulinaPsaf and _-iei naftadir ‘we apologize,” nouns like —iw/ Pasaf and _/iic/
Pitida:r ‘apology,” adjectives like <l Pa:sif <I’m sorry,” and adverbs like «iw/JS:
bikulli Pasaf ‘terribly sorry,” respectively, as shown in Figure 7. Although the
frequency of this move was 134 times, as mentioned above, the apology was
repeated 30 times in some responses. Similar to gratitude, it was used mostly two
times in one response and rarely three times. The apology expressions were also
intensified by using various intensifiers, either by using adjectives, such as
‘sincere,” ‘deep,” and ‘very’ in the form of nouns, or by using adverbs, such as
‘honestly,” ‘sincerely,” ‘terribly,” and ‘deeply’ in the form of verbs.

The forms of apology
180
160
140
120
100
80
60
40

p d ]
0 — —

Adjective Verb Noun Adverb | Repetition Total
HFreq 1 109 23 1 30 164
9% 0.6% 66.5% 14.0% 0.6% 18.3% 100%

Figure 7. Frequency of forms of apology in the hotel responses

It was observed that the hotel managers used the plural form of subject
pronoun as _-iinastadir and <l naPsaf ‘we apologize’ more than the singular
form of subject/object pronoun, such as _-ic/ 2astidir ‘I apologize’ and i/l isw s
jursifuni:/ ?Pasaf ‘(It) makes me sorry/I’m sorry’ (see Figure 8). In addition, when
the hotel manager apologized by using the singular form of subject pronoun, he/she
would sometimes say <& s g2idll se Ll die/ 5/ 25/ Pawad Pan Pastadir nija:batan
¢an alfunduq wa fari:gih ‘I"d like to apologize on behalf of the hotel and its team.’
In other words, the hotel manager used the expression ‘on the behalf of” instead of
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‘we.” Thus, the use of plural forms indicates corporate identity rather than personal
identity.

The ways of expressing apology
140
120
100
80
60
40

20
.
0
Plural Singular Total
EFreq 112 11 123

% 91.1% 8.9% 100%

Figure 8. Frequency of ways of expressing apology in the hotel responses

The apology appeared in different positions in the hotel’s responses to
negative reviews. As shown in Figure 9, it appeared in the middle (106:79.1%)
more than at the beginning (27:20.1%) and end (1:0.7%). Sometimes, this move
appeared more than once in responses, near the end of the response, to strengthen
the intensity of the apology (Zhang and Vésquez 2014).

The position of apology

160
140
120
100
80
60
40
20 .
0 At the . o
beginning In the middle At the end Total
EFreq 27 106 1 134
m% 20.1% 79.1% 0.7% 100%

Figure 9. Frequency of the position of apology in the hotel responses
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Move 7: Self-promoting
This move occurred 78 times (4.9%), and it promoted the hotel’s amenities,
services, and image (see Examples 36-38).

# Examples

36 ASeed8 h Jumdl U o Cilaliial) i 3 A (g
nasnu nafxar fi: talbijat iAtija:za:t dfuju:funa: Pafd‘al #ari:qah
mumkinah
‘We take pride in meeting our guests’ needs in the best possible way.’

37 sl yulee o @it claaald) 8wl (Bl anl) (338 8 e
nasfa: fi: funduq (?ism alfundug), litagdi:m Parga: alxadama:t wa
tazqi:q 2a¢la: maga:jji:r alsawdah
‘In (the hotel name), we strive to provide the best in services and achieve
the highest quality standards.’

38 Lile il oSl

rid‘a: 7ukum da:?iman ya:jatuna:
“Your satisfaction is always our goal.’

Self-promoting ignores the reviewer’s complaint, that is, interactional goals,
focusing only on the hotel’s management and marketing for the hotel in the
response (Ho 2018). This move overlaps with the move of denying problems but in
a different way. Therefore, it is considered rapport damaging.

Move 8: Recognizing reviewer’s value

This move was performed 65 (4%) times, which shows how the hotel valued the
reviewers’ comments as customers. Recognizing the reviewer’s value, the hotel
manager enhances rapport with the reviewer because it acknowledges the
importance of the reviewer and his/her opinion that fulfils his/her face wants (Ho
2018) (see Examples 39-40).

# ‘ Examples

39 Whaal dpaa¥l ddle b Sapisi
tagjji:mukum fi: ya:jat al Zahammijjah binnisbah lana:
“Your evaluation is extremely important to us.’

40 Juail 0S8 Llead a5 e Lae by 4il Cam W Al dle b Gaidl) e dlellail g ol
ra’juk wa intfiba:¢uk ¢an alfundugq fi ya:jat al”ahamijjah lana: #ajé
7annahu
jusa:¢iduna: ¢ala: taqdi:m xadamatina: bi/akil Pafd‘al

“Your opinion and impression about the hotel is very important to us as they
help us provide our services in a better way.’
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Move 9: Referring to customer's reviews

This move was used 52 times (3.2%). It functions as a hotel that relies on a specific
feature of the reviewer’s complaints (Zhang and Véasquez 2014) (see Examples 41-
43).

# Examples

41 AU SASY daiia) 5 oY) ae cleddl) s Alalaal) a geady @lillaadle 4S i aly Cosus
sawfa jatim muy/a:rakat mula:zad‘a:tik bixus‘u:s*almu¢a:malah wa
alxadama:t ma¢ al”ida:rah almuxtas‘s‘ah littixa:0 allazim

“Your feedback regarding the treatment and services will be shared with
the respective department to take necessary action.’

42 Goodl) pe lld Bl all Caplay e Aali alaas s QLA @l pdall s aSililedy (3lay Lo
fi:ma: yata$allaq bitasSliga: tikum hawl alha/ara:t wa alduba:b wa
hamma:m siba:zah yajr nad‘i:f. lagad na:qa/t da:lik ma¢ alfari:q
‘Regarding your comments on the insects, flies, and unclean swimming
pool, I discussed that with the team.’

43 lgle Jenll oy Chpu s 5aY) AdBlie o5 88 pransal) (o oSl ) ) Apesilly

binnisbah 7ila: Pigtira:zikum ¢an almasba# fagad tamma muna:qga/at
al?amr wa sawfa jatim alfamal falajha:

‘Regarding your suggestion about the swimming pool, it was discussed,
and it would be handled.’

The frequency of this move was lower than that of apologizing. Hotel
managers intended to avoid paying attention to specific complaints to maintain the
hotel’s evaluation and reputation. This move overlaps with the move of proving the
action in terms of discussing complaints with the team. However, it differs in that
it does not mention a specific problem in proving an action. In other words, the
hotel manager transferred the complaint/feedback/comment of the reviewer to the
respective department/team without mentioning the problem in the response.

Move 10: Expressing feelings

The move of expressing feelings reflects how the hotel manager feels about the
reviewer’s complaint written in a negative review (Ho 2017a). It was used 50 times
(3.1%). The hotel managers expressed their feelings and emotions either positively
or negatively reading the review or problems mentioned in the responses (see
Examples 44-47).

# Examples
44 32lL i) Loy
yusfiduna: iga:matikum bilfundug
“Your stay in the hotel makes us happy.’
45 aSidaiy idlaw (e oSV i o) 258
nawad an nu¢rib lakum ¢an safa:datina: bita¢li:gikum
“We’d like to express our pleasure with your comments.’
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46 aSiald) o i Al i) s aigal s S (g 3line (i
naznu musta: 2u:n 2annakum wa:zahtum ba¢d‘ al?a/ja: ? allati Paffarat
fala: Piga:matikum
“We are upset that you faced some things which affected your stay.’
47  Apee Jaldpan Ujeds
wa /afurna: bixajbat 2amal ami:qah
‘We felt deeply disappointed.’

By forming an affective association with the reviewer, sociality rights are
managed, and rapport is enhanced when the hotel manager attempts to reveal
himself/herself and be close to the reviewer (Ho 2018). The low frequency of
expressing feelings by hotel managers in the Arabic responses is perhaps due to the
rare expressing of feelings in the Arabic formal responses. This result contradicts
the findings of Ho (2018), who reported that expressing feelings was rated as the
most preferred move on TripAdvisor.

Hotel managers expressed their feelings positively, indicating that they were
happy because of the reviewer’s stay. Also, they expressed positive feelings when
the reviewer mentioned something he/she liked during his/her stay besides the
negative review. This means that hotel managers exploit the good things mentioned
by the reviewer to express their feelings positively before expressing their negative
feelings about the dissatisfied experience or service failure. The positive adjectives
used by hotel managers were ‘happy,” ‘proud,” and ‘lucky,” which were intensified
by ‘very’ and emphasized by ‘always’ and ‘indeed’. For negative feelings, they
used ‘worried,” ‘disappointed,” ‘upset,” and °‘sad,” which were significantly
intensified.

According to Figure 10, positive feelings were used more than negative
feelings (32 and 18 times, respectively). In addition, the first-person plural pronoun
was used more frequently in positive feelings than in negative feelings. In addition,
negative feelings were repeated in some responses more frequently than positive
feelings to intensify expressing dissatisfaction with the dissatisfaction experienced
by the customer during his/her stay.
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The types and ways of expressing

feelings
40
35
30
25
20
15
10
5
O — L — L - L —
Plural Singular Repetition Total
m Positive 31 1 3 35
% 88.6% 2.9% 8.6% 100%
Negative 7 11 11 29
% 24.1% 37.9% 37.9% 100.0%

Figure 10. Frequency of types and ways of expressing feelings in the hotel
responses

Move 11: Showing appreciation/respect

This move was used 50 times (3.1%). It shows how hotel managers appreciate what
was written in the response, such as appreciating the reviewer’s time, comments,
interest, feedback, frankness, and sharing opinions (see Examples 48-50).

# Examples

48 Sy LS e oSl 1548 i
nugaddir kaéi:ran ihtima:mukum bimu/a:rakatina: raZjukum
“We greatly appreciate your concern about sharing your opinion with us.’
49 aaiial b elad) ol el s il e ) aaf el jas
nugaddir lak ?axd alwaqt lina/i tasrubatik Padna:? albaqga: ? fi: almuntaza¢
‘We appreciate your time in sharing your experience during your stay in the
resort.’

50  aSlaadle liedly) e oSia ja i il
wa 7Zinnana: nugaddir Zirs‘ukum ¢ala: Zibla:yina: bimula:zad‘a:tikum
‘We appreciate your interest to inform us about your feedback.’

It is considered rapport enhancing because the review was appreciated and
valued (Ho 2017b, 2018; Cenni and Goethals 2020). The appreciation was
intensified using adverbs such as ‘very’ and ‘greatly’ in the response. This move is
similar to expressing feelings move in terms of frequency. This provides the
reviewer with a sense of trust and satisfaction. However, it overlaps with the same
function of expressing gratitude. The main goal beyond discussing them here is to
distinguish it from thanking in terms of frequency. This move was used with the
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first-person plural pronoun (49:98%) rather than the singular pronoun (1:2%) (see
Figure 11).

The ways of showing appreciation/respect

60
50
40
30
20
10

0

Plural Singular Total
M Freq 49 1 50
% 98% 2% 100%

Figure 11. Frequency of ways of showing appreciation/respect in the hotel
responses

Move 12: Avoiding recurring problems

This move indicates that hotel management makes an effort to reassure reviewers
that the reasons for their discontent are one-off situations and will not recur (Zhang
and Vasquez 2014). It was used 47 times (2.9%) (see Examples 51-53).

# Examples

51 Jaisall 8 La ) S5 il pliall damaall Cle) a Yl Masy
littixa:d al?izra: 7a:t as‘s‘aki:hah almuna:sibah litasannub tikra:raha: fi:
almustagbal
‘To take the appropriate corrective measures to avoid its recurrence in the
future.’

52 laasala ) S5 aidd
liman{ tikra:raha: muzaddadan
“To stop its recurrence again.’

B3 aSila (s ie )5S Aaslil) Sl yall 3 0 3O Jany sl
wa sanaqu:m bifamal alla:zim fi: almarra:t alga:dimah linaku:n ¢ind Ausun
dfannikum
‘Next time we will do what is necessary to meet your expectations.’

Sometimes, this move was substituted with Move 5, proving action, in which
there is an assurance that the action has been taken. In many cases, Moves 5 and 12
occurred together. In addition, this move overlaps with the move of promising, but
the difference is that the move of avoiding recurring problems does not include the
word ‘promise.’ Instead, it was used with expressions such as ‘to stop,” ‘to take
appropriate corrective measures,” and ‘we will do what is necessary.’
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Move 13: Soliciting response

This move occurred 47 times (2.9%), similar to the previous move in terms of
frequency. This indicates that the complaint was not obvious, and the hotel manager
asked for further clarification from the reviewer (Ho 2018) (see Examples 54-55).
In addition, it provides an opportunity to discuss service failures from public to
private, which also functions as a face-saving act for hotels to be criticized on online
platforms (Cenni and Goethals 2020).

# Examples

54 Caaaledd jras aSan Jual sl 21 [name@hotel.com] sle daadl Sl )Y oS 5o
nadfu:kum liZirsa:l 7Zimajl ¢ala: [name@hotel.com] lijatim attawa:s‘ul
ma¢akum wa ma¢rifat ma: zadaéd
‘We invite you to send an email to [name@bhotel.com] to contact and learn

more about what happened.’

55 dwy‘&w‘ﬁs;&;mwaﬂshybjjmﬂ\ﬂ)uuwﬁg&
[name@hotel.com]
hatta: jatasanna: lana: magrifat alqus‘u:r wa al?istifa:dah min
mula:sad‘a:tikum almuhimmah fala: al?imajl [name@hotel.com]

‘So that we know the shortcomings and benefit from your important
feedback to the email [name@hotel.com].’

Move 14: Continuing relationship

This move was used 29 times (1.8%), and it functions as an invitation for the
reviewer to stay in touch with the hotel staff or visit the hotel again in the future
(see Examples 56-57).

# Examples
56 ol ) Ml i BA o Jeai o i
Patamanna: an tattas‘il bi: xila:|l safarik atta:li 7ila: arrija:d*
‘I hope you contact me on your next trip to Riyadh.’
57 oAl ese i) <8 dia i lee Jual 5ill dlie a3
narzu: mink attawa:s‘ul mafana: fi: #a:l qarrart zija:ratina: marrah
2uxra:
‘Please, contact us if you have decided to visit us next time.’

This move overlaps with the move of inviting for a visit, but it is not a direct
invitation, such as ‘we invite you to visit us next time.” There is rapport
enhancement between the reviewer and hotel management, which plays a role in
service recovery (Ho 2017a). This enhancement was managed by the reviewers’
sociality rights (Ho 2018).
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Move 15: Promising

This move was utilized a little, 24 times (1.5%), and it was promising to the
reviewer regarding his/her negative review. Promising moves appeared in different
forms, that is, what the promise was for, such as service improvement, offering the
best services, not to let you down, and so forth (see Examples 58-61).

# The Focus of Examples
Promising
58  Service Lilead ol o aSaas
improvement na¢idukum ¢ala: tasfwi:r xadama:tina:

‘We promise you to improve our services.’
59  Offering the best 4838 dead Juadl i giy aSons
hotel services na¢idukum bitawfi:r 7afd‘al xidmah fundugijjah
‘We promise you to provide you with the best hotel

services."
60  Notto let you SRS o Ll s
down na¢iduk annana: lan naxoulak

‘We promise you that we won't let you down.’
61 Taking a proper  (A) 1% cliall o) ja Y AA5L elaas
proof of action na¢iduk bittixa:d al 7izra: ? almuna:sib fawran

for the “We promise you to take the appropriate action
complaintasin  immediately.’
Aandto

investigate the ~ (B) LUl o3 muan Al o Wlls 5 Jaall 33585 b S
complaintasin  wa na¢idukum bi”anni wa fari:q alfamal naqu:m
B. ha:lijjan bidira:sat sami:{ hadihi annuga:#*
‘We promise you that the team and I will
investigate all these points.’

This move overlaps with the move of avoiding recurring problems but
without using the verb ‘promise’ as mentioned in Move 12. It was observed that
promising was accompanied by the first-person plural pronoun, such as aSae
naSidukum ‘we promise you,” except in case of three responses where it was
expressed by a noun, such as 2= _/~ema¢ alwa¢d ‘with promise.” Hotel management
usually used the move of promising after the move of apology to obtain reviewers’
satisfaction.

Move 16: Offering explanations

This move plays the role in hotels’ providing explanation for the service failure to
the reviewer. It was only used 16 times (1%) (see Examples 62-64).
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# Examples
62 inslalua 6 delull o maid ol )l 2l dae el sa Jaaad o il M) (galill a gamniy
e 11
bixus‘u:s*anna:di arrija:d‘i tamma ta¢di:l mawa:{i:d {famal anna:di arrija:d‘i
lijus‘biz min assa:¢ah 6 s‘aba:san wa satta: 11 masa:?an
‘Regarding the sports club, the working hours have been changed from 6:00 am
to 11:00 p.m.’
63 Al o e Lgialue g Glaleall (a pady
bixus‘u:s alhamma:ma:t wa masa:#atiha: zasab naw¢ alyurfah
‘The size of the bathroom depends on the type of room reserved.’
64 Aplaall Al Aax i 5 (Bl anl) 338 (8 Clapll Ll ) Gaidll (e Ailisal) J s
Gl Joa 5l
amma: zawl almasa:fah min alfunduq libawwa:bat assajjida:t farinna fundug
(Pism alfundug) juwaffir xidmat al%a:fila:t almazza:nijjah litaws'i:1 assajjida:t
‘Regarding the distance from the hotel to the Ladies’ Gate, the hotel (the hotel
name) provide free bus services to pick up ladies.’

It serves both for acknowledging and dismissing communicative goals (Cenni
and Goethals 2020). In addition, it enhances the rapport with the reviewer because
it fulfils the reviewers’ interactional goals (Ho 2017b, 2018).

Move 17: Justifying

Justification usually refers to the provision of reasons for service failures in
response to negative reviews. This move appeared only eight times in the data (see
Examples 65-66). This move was seen after the apology in the hotel responses. This
fulfils the reviewers’ interactional goals (Ho 2017b).

# Examples
65  Aalall Cal Y G b e o OlaY) (amy 8 oS ALl (o guall 5 Al 5 jalaal) (4
D danall de gl & Ciall head B
fa?inna almuya:darah almuta?axxirah lid‘d‘uju:f assa:bigah jumkin fi:
ba¢d‘ al?ahja:n 7an jufi:q fari:q al?i/ra:f adda:xili fi: tashi:z alyuraf fi:
almaw(i:d almuraddad lil Zistila:m
‘The former guests’ late check-out may sometimes hinder the internal
supervision team from preparing the rooms on-time for check-in.’
66 suaall Bl dulis gl s pd a3 5 jalaall / J e sl Jamd 8y i a3 (S
la:kin tamma tayjjir waqt tasszi:| alwus‘u:l/almuya:darah tazta /uru:¢* wa
sija:sat alfunduq alzadi:dah
‘... but the check-in/check-out time has been changed under the new hotel
conditions and policy.’

Move 18: Compensating

This move refers to the hotel offering free services, such as room upgrades, early
check-ins, and other compensations to reviewers, because of previous unpleasant
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experiences and money spent at the hotel. It was only used four times in hotel
responses to negative reviews (see Examples 67-68).

# ‘ Examples

67  osaiiil Lae oSy gl (5 AV 5 ya oSy 0I5
natay/arraf bikum marrah Puxra: litafwi:dfikum famma: lagi:tumu:h
‘We would be honored to have you again to make up for this mishap.’

68  adldll aS jas die eI A8 ) A5 ) 4 eld o) Line adlil) oS jaad dlae 48 5 4 0t LS
3yl oda IS 4yl i) 5 anal | las meall 5 liaa ) (55 lae Le
kama: nugaddim lakum targijah massza:nijjah lizaszikum alga:dim
mag¢ana: in
sharallah ?ila: firat alyurfah al?a¢la: ¢inda haszikum alga:dim ma: ada:
fatrataj ramad‘a:n wa alzaz nad‘aran liadam tawa:fur alZimka:nijjah
xila:l hadihi alfatrah
‘Also, we offer you a free-of-charge room upgrade for your next
reservation with us, God willing, except during Ramadan and Hajj due to
unavailability during this period.’

Compensation has been found to be an effective strategy for customer
satisfaction (Levy et al. 2013). However, hotels are hesitant to offer compensation
to TripAdvisor because other customers will request the same treatment (Cenni and
Goethals 2020). Some hotels exceptionally used certain conditions to make
compensation where compensation cannot be provided during the seasons of
Ramadan and Hajj in other responses. This move occurred close to the move of
invitation most of the time.

Move 19: Denying the problem

This move refers to the hotel denying the problem presented in the reviewer’s
negative review, directly or indirectly (Ho 2018). It was used only four times (see
Examples 69-70).

# Examples
69 LAl 3l 8 S Jaall ol iy JuEiuY) ik e g @) e Ulee
familna: ¢ala: attazaqquq ma$ muwad‘dfafi:n al?istigba:l wa tabajjan
fanna alzasz ka:n fi: funduqg 2a:xar
“We investigated (it) with the receptionists and found that the reservation
was in another hotel.” ‘
70 Al JuaiV) Al ko8 jea Y] aaed Ay 58 Lial aa 05 DU i iYL JuaiDU dailly Ll
amma binnisbabh lil 7ittisfa:1 bil ?Zintarnit fala: tu:zad ladajna: quju:d
binnisbah lifadad al”azhizah wa ¢‘ari:qat al7ittis*a:l bi al/abakah
‘Regarding connection to the Internet, there is no limit for the number of
devices and methods of connection to the network.’

This move ignores the reviewer’s interactional goals and threatens his/her
face, thereby damaging the rapport (Ho 2017b, 2018). The lower frequency of this
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move indicates that hotel management is usually concerned with gaining customers'
trust and satisfaction in terms of enhancing rapport, rather than damaging it.
However, this move can assist in strengthening the clarification of responses to
avoid misunderstandings (Ho 2018).

Move 20: Acknowledging complaints
This move functions as the hotel’s acknowledgment and emphasis of the existence
of the problem (Ho 2018). The frequency of complaint acknowledgment was used
only once. Therefore, the following example is the only one found in the data (see
Example 71).
# Example
71 Ulls adapll JSUaRN Giany d5a 5 S5 Y Ll alal) g
ma¢ al¢ilm annana: la: nunkir wusu:d ba¢d‘ alma/a:kil albas‘i:¢#‘ah
ha:lijjan
“To your knowledge, we do not deny the existence of some minor
problems currently.’

This move enhances the rapport with the reviewer because it can fulfill the
reviewer’s interactional goals (Ho 2017b, 2018). Additionally, Ho’s (2018) study
pointed out the preference for using the acknowledging problem move that disagrees
with the results of our present study, which noted that the use of acknowledge
complaints move was rare so as to not threaten the reputation of the hotel in general
and of the public platform (in particular, TripAdvisor).

Move 21: Offering suggestions
Based on customer’s negative reviews/complaints, the hotel manager suggests
unique services to the reviewers. This move was used only once (see Example 72).

# Example

72 &S5oL B les s e 5 e gead aSaiald ll 5 JS pull 4 sae #1581 U g e dilly
(duﬂ\ (a.u}‘) Gilzadiia g (3alid Arans Al
binnisbah lil?as{a:r jasurruna: igtira:/ (ud‘wijjat assirkil wa allati:
tamnaZukum Xxus‘u:ma:t wa furu:d* mumta:zah lizija:ratikum alga:dimah
bizami:¢fana:diq wa muntaza¢a:t (?ism alfunduq)
‘Regarding prices, we are pleased to suggest the Circle Membership that gives
you excellent discounts and offers for your next visit to all the hotels and resorts
(the hotel name).’

This move was an indirect way of denying the use of amenities or services
during future visits (Ho 2018). This damages rapport because it threatens the
reviewer’s face and ignores the reviewer’s interactional goals by not acknowledging
his/her complaints in the review (Ho 2017b).
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Move 22: Offering repairs

Offering repairs means that the hotel provided repairs in the meanwhile of the
reviewer’s complaint and during his/her stay. It was employed only once (see
Example 73).

# Example

73 oball g lhiily (alall i sall Ja o3 08 4y S22 353
nawad ?ibla:yikum biZannahu gad tamma %al almawqif alxa:s® biZingisa:{
almija:h
‘We’d like to inform you that the issue of water cut-off has been solved.’

This serves as a face-saving strategy in which the company takes an action of
correction (Ruth 2014). Also, it enhances the rapport with the reviewer (Ho 2017Db).

Move 23: Taking responsibility

Similarly, this move acknowledges complaints, but in a different way, by showing
that responsibility is taken to the complaint. It was used only once (see Example
74). This is like the act of apologizing in which the apologizer accepts the
wrongdoing (Ruth 2014). In addition, it indicates not only taking responsibility but
also an awareness of problems that can enhance rapport and fulfill the reviewer’s
interactional goals (Ho 2017b).

# Example
74 s leolad A gsually jads
na/fur bilmas?u:lijjah tisa:h ma: hadad
‘We feel responsible for what happened.’

6. Summary and implications
This study was conducted to identify Arabic hotel responses to negative reviews on
TripAdvisor and their functions, to interpret the functions from the perspective of
rapport management theory, and to explore whether hotels use corporate or personal
identity in Arabic responses. The results show that there are 23 moves used 1607
times in the 252 responses, but the most frequent ones are opening
pleasantries/greetings, expressing gratitude, closing pleasantries, inviting for a
visit, proving action, and apologizing. In addition, the results reveal more moves
than those in previous studies; however, similar moves differed only in frequency.
All the moves found are used to enhance rapport, except four moves that are self-
promoting, justifying, denying the problem, and offering suggestions, which are
interpreted as damaging rapport. In addition, the hotel managers emphasize
corporate identity rather than the personal identity observed in the use of first-
person plural pronouns in different moves, such as opening pleasantries/greetings,
expressing gratitude, inviting for a visit, apologizing, and so forth.

The implications of this study are significant for the hotels and the
practitioners responsible for responding to negative online reviews. In addition,
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they are important for the hospitality industry responsible for teaching, training, and
providing practitioners with the guidelines of the moves that construct the response
to negative reviews by considering the issues related to rapport damage and
discussed in this study to understand this type of genre. The implication for business
communication can fulfill the expectations of their customers, which may turn into
the hospitality and tourism sector’s economic growth.

7. Limitations and suggestions

We are aware that our study is limited by the number of hotel responses.
Consequently, further research should include more responses and more countries
from the Arab world famous for tourism to better understand how hotel managers
respond to negative reviews in Arabic. In addition, our study focused on national
and international chain 5-star hotels; therefore, we suggest that future studies
explore the responses in non-chain hotels, small family hotels, and Airbnb to
compare the responses with those discussed in this study, especially in Saudi Arabia
because of the new Saudi vision 2030 towards increasing the number of tourists.
Finally, hotel responses are interpreted from the perspective of the researchers, and
not from the reviewers’ point of view, in terms of their effectiveness. Consequently,
the reviewers’ responses to hotel responses should be investigated from their
perspective as customers to better understand the effectiveness of these responses.
This can be conducted via contacting the dissatisfied customers to know whether
they are satisfied or not about the hotel responses to their negative reviews using
surveys as an example.
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