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Abstract

Word-of-mouth is an important factor in all phases of the purchase decision-making process. 
As the web 2.0 came in, online reviews platforms grew up and started significantly influenc-
ing the travel behavior in the last years, including gastronomy. The largest platform is Tripad-
visor.com. With respect to worldwide usage and importance of Tripadvisor.com in the tourism 
sector, this was chosen as a base for the research of restaurant reviews. This study aims to iden-
tify whether there are differences in the satisfaction level with the restaurants between lan-
guage groups. Prague is the top highlight of the tourism offer of the Czech Republic. The capital 
is also a leader in regards to quality and luxury services, gastronomy is no exception. Accord-
ing to Tripadvisor.com, there are almost 120 restaurants offering fine dining and most of them 
offer a good quality according to the reviews. This type of restaurants for the high-end custom-
ers was analyzed to identify the most demanding language groups and the less critical lan-
guage groups. The German, Spain, Italian, French and Czech language were analyzed. With 
some limitations, we can assign the language to a nationality. The average evaluation for each 
language is calculated and the statistical tests are made to confirm the findings.
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Introduction 

Tourism of nowadays is strongly influenced by the internet and different mobile applications. 
The behavior of tourists changes as the new possibilities arise. To make the right decision and 
to choose the best valuable product is one of the most important issues of today’s tourists. In 
this process, the word-of-mouth can help. Word-of-Mouth (WOM) is an informal commu-
nication towards customers about usage of particular goods or services or about the sellers 
(Westbrook, 1987). In tourism we are mostly concerned about services and word-of-mouth 
has an important influence on decision-making in tourism. Recommendations and reviews of 
destinations, hotels and restaurants play a role in the whole process, starting with inspiration 
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and ending with a post-stay evaluation, comparison with other ś feelings and impressions and 
sharing. With the web 2.0, the channels of communication changed; however, the importance 
of electronic “word-of-mouth” is very high or even higher than the offline WOM has ever been. 
A term electronic WOM (eWOM) is used for online WOM and the reviews are one of the most 
powerful eWOM. User-generated reviews can be defined as peer-generated reviews posted on 
the company ś website or third partieś  platforms (Mudambi, Schuff, 2010).

The most important platform for reviews is Tripadvisor.com with more than 702 Mio. 
reviews of 8 million of accommodations, airlines, experiences and restaurants (www.tripadvi-
sor.com). As one of the biggest platforms, the Tripadisor.com is an important source of infor-
mation and tries to be a reliable partner and is also a leader in online review fraud prevention. 
The real number of reviews changes every day. 

Visitors and their online reviews are the WOM of today. They have the power to influence 
future visitorś  decisions and therefore the companies care about social media and review plat-
forms and create strategies for online reputation management. Most of the managers do their 
best to satisfy the customers and to get better ratings. The aim of this research is to identi-
fy whether all the tourists are equally demanding and will write the same review and give the 
same rating after being served in the same way. This knowledge could help the companies to 
identify and pay higher attention to the most demanding groups of customers and increase the 
online rating. For this paper, the language groups and the Prague fine-dining restaurants were 
chosen to be analyzed. Language-specific differences in the rating of the fine-dining restau-
rants will be analyzed based on 10,497 reviews. 

Online reviews in tourism and restaurants

Online review is any positive or negative comment from a potential, actual or former client 
regarding a product or company that is accessible to many people through the internet (Hen-
nig-Thurau et. al, 2004). It is possible to rate almost any service (including teachers, lawyers 
or doctors), however, in tourism it is already a standard to use the reviews for decision mak-
ing and nobody hesitates to write one. O´Reilly a Marx (2011) define three main purposes why 
to read a review: 

1. creating a better image in the community, 
2. minimize the risk related to the purchase of (expensive) goods and services and 
3. acknowledge the decision to buy a particular product. 

It is not possible to try or touch the product of hotels, destinations, restaurants or tour 
operators in advance. Therefore the client undergoes the risk of buying a low-quality product 
for a higher price. The decision-making process is even complicated because of the following 
facts: 

1. non-tangible product in return to the money spent, 
2. the amount of expenditures in comparison to regular earnings is high, 
3. expenditure involves savings and usually, it requires long-term planning and 
4. it is not a spontaneous or capricious purchase (Wahab et al., 1976). 

The role of reviews as a tool of minimizing the risk is therefore crucial. 
Reviews are also an important object of the research. Most of them are dedicated to the 

hotel industry, e.g. impact of the reviews on sales (Lu et. al., 2014). According to the (Viglia et 
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al., 2016) an increase of 1 point in rating led to an increase of 7.5 % in sales. The factors lead-
ing to overall satisfaction are also being analyzed (Qu et al., 2000). In the restaurant busi-
ness, online reviews are accepted as expert opinions (Parikh, 2013). The more reviews the res-
taurant has the higher is the probability of gaining a new customer (Park et al., 2007). The 
more reviews the restaurant has, the more popular it is supposed to be. This process leads to 
an increase in sales as well. Anderson and Magruder (2012) measured the impact of increas-
ing rating on Yelp and found out that an increase from 3.5 to 4.0 increased restaurant sales by 
upwards of 19 %. According to Gundeń s findings, 62 % of respondents are influenced by online 
reviews and 55.5 % check the online reviews most of the time or always (Gunden, 2017).

Language-group specifics of rating and reviews

There are several papers analyzing the language or national specifics of tourists. Tourists with 
different cultural backgrounds tend to different consumption concepts, different values and 
priorities and therefore to different ratings (Ayoun, Moreo, 2008). The fact that different cul-
tures have a different behavioral intention was confirmed in (Wen et al., 2012) where the differ-
ence between American and Chinese customers of fast-food restaurants were analyzed. Pache-
co (2016) analyzed the relationship between online hotel reviews and five different language 
groups and nationalities and found a significant difference in behavior of Spanish guests, espe-
cially in lower-class hotels. In (Liu et al., 2017) the language-specific drivers of satisfaction of 
hotel guests from different countries were researched and the authors found out a substantial 
difference in the role of various hotel attributes for each language group. In some cases, the 
language is assigned to a nationality (Pacheco, 2016), in some researches the nationality is not 
important and the results are analyzed on the level of culture (individualistic or collectivistic) 
(Wen et al., 2012), some of the papers leave the results on the level of language. 

Methodology and data

For this research, a method of web scraping was used. The scraping and data downloading 
were processed on the 28th of September 2018. The collected data were manually checked and 
corrected in case of any problem. Together 42,422 reviews were collected and from these, the 
selected languages were analyzed – together 10,497 reviews, for more details see Table 1. The 
languages for analysis were chosen according to the tourism statistics in Prague – from the top 
10 source countries for tourism in Prague. 

The criteria for adding a language to the research were the following: 
1. Latin alphabet (therefore the South Korean, Chinese and Russian are not included), 
2. enough reviews in that language in the fine-dining restaurant (excludes Slovakia) and 
3. possibility to assign the language to a nationality (therefore the English reviews cannot 

be analyzed, as there are not only tourists from Great Britain and the USA, but also dif-
ferent tourist from other countries who do not write the review in their native language). 

After applying these criteria, the following languages were analyzed: German  (11.6 % of 
tourists), Italian (5.1 %), Spanish (3.4 %), French (3.3 %) and Czech (10.7 %).

As a subject of the research, the fine-dining restaurants were selected – as the represent-
atives of high-end services for the most demanding clients. On Tripadvisor.com there were 
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found 120 restaurants tagged as fine-dining restaurants in Prague. The minimum number of 
reviews was set to 100 and the minimum for each language to 5. After applying these limits 40 
restaurants were considered for the research with a minimum of 200 reviews in all languag-
es together. 

Table 1. Number of reviews in each language

Language Number of reviews 

All 42,422

French 2,841

Italian 2,466

Czech 2,181

German 1,729

Spanish 1,280

Source: own data analysis

The most reviews are in the English (25,881), however, English is not the subject of the 
research. The next language is French, followed by Italian and Czech. Least reviews are in 
Spanish. If we compare the number of reviews with the number of tourists in Prague, we can 
see, that there is a significant difference in the relative representation of French tourist and 
French reviews. It would be interesting to investigate whether the French tourists visit more 
often the restaurants or whether they are more active in writing the reviews. With German 
tourists and German reviews, an opposite situation is observed. 

The data were first analyzed with simple statistical characteristics – mean and standard 
deviation, for details, see Table 2. The first results indicate a difference in the ratings among 
the different language groups. The statistical T-test is used to confirm the differences, see 
Table 3. Each language is compared with the data set collected as “All languages”. 

Results and discussion

The downloaded data were first analyzed with means and standard deviations. This analysis is 
shown in the following table. 

Table 2. Average rating in each language

Language Average rating Standard deviation

Italian 4.134 0.278

Spanish 4.301 0.357

French 4.348 0.354

German 4.45 0.277

All 4.488 0.226

Czech 4.645 0.294

Source: own data analysis

According to the average rating the Italian, Spanish and French guests are the most 
demanding and it is difficult to satisfy them. The German guests are average demanding and 
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the Czech guests are the most tolerant customers. Spanish and French guests have the high-
est standard deviation; this can indicate a higher diversity of difficulty level in these language 
groups. The statistical significance of the language-specific differences will be tested with two-
tier pair t-test at mean value. The t-test is comparing the particular language group with all 
reviews that represent a set of 42,422 reviews. 

Table 3. T-test results for the languages

T-test results for each language

Czech German Italian Spanish French

t Stat -3.745 1.053 3.923 3.680 3.285

P(T<=t) (1) 0.000 0.149 0.000 0.000 0.001

t crit (1) 1.685 1.685 1.685 1.685 1.685

P(T<=t) (2) 0.001 0.299 0.000 0.001 0.002

t crit (2) 2.023 2.023 2.023 2.023 2.023

Source: own data analysis

The t-test confirmed differences for some language groups at the 0.05 level and on the 0.01 
level as well. The statistically significant difference was confirmed for Italian, Spanish and 
French language groups. These language groups are substantially more demanding and more 
difficult customers than average. The statistical significance was confirmed for the Czech 
speaking customers as well, however, in an opposite scale – they are substantially more toler-
ant and more satisfied with the supplied service and food. The only language group that is sat-
isfied on an average level is the group of German-speaking customers, where no significant dif-
ference was found. 

The research confirms the findings of the previous authors, that the cultural and nation-
al determinants are important for the satisfaction level. This paper, presenting research of 
fine-dining restaurants in Prague interestingly correlates with findings in (Pacheco, 2016), 
where the Spanish tourists are also identified as one of the most demanding customers in the 
hotel business of Porto. 

In the case of this paper, it would be possible to assign the language to nationality with 
some limitations. German-speaking tourists are not only from Germany but from Austria 
as well, the Spanish language is used in other countries etc. However, the dominance of the 
main countries – Germany, Spain, France – as source countries for Prague is so prevailing that 
it would be possible to undergo the risk of having guests from Switzerland or South Ameri-
ca in the sample without influencing the results in a significant measure. As future research, 
it would be interesting to compare the results with Hofstede’s cultural dimensions. After the 
language specifics have been identified, the differences in the importance of each component 
of the satisfaction could be analyzed. For this purpose, more restaurants should be considered 
(not only fine dining) to get a wider range of ratings as most of the fine-dining restaurants have 
the evaluation of the factors 4.5 or 5.0 and more detailed information is on Tripadvisor.com 
not accessible. It would be also useful to add some other languages – eg. Chinese, Russian – in 
future research. 
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Conclusion

The aim of this paper was to identify whether there are some differences in language groups in 
regards to evaluating the experience and rating the high-end restaurants. From the literature 
review, it was evident that the reviews in tourism and restaurant business play an important 
role in the decision-making process and that we could expect also some differences between 
the language groups. As a research sample, the ratings of Prague fine-dining restaurants on 
Tripadvisor.com were chosen. In this type of restaurants, we expect the most demanding cus-
tomers and the most critical attitude. According to the statistics of Prague visitors the impor-
tant language groups were selected and after application of the requirements these languag-
es were analyzed: Czech, German, Spanish, Italian and French. After application of the limits 
for restaurants (more than 100 reviews, minimum 5 reviews in each language) 40 restaurants 
stayed in the research together with 42,422 reviews and 10,497 reviews in the analyzed lan-
guages. After a simple statistical analysis, the first results could be observed and the statisti-
cal t-tests confirmed the significant differences for Italian, Spanish and French language as the 
most demanding language groups. A statistical significance was confirmed also for the Czech 
language, however in an opposite scale – as the most tolerant language group in the research. 
For future research, a more detailed analysis of each satisfaction component for the different 
language groups could be considered. 
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