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ABSTRACT. A lack of research in intercultural comparisons has been identified from the national
and industrial perspective, and under the perceptions of those who make decisions about hotel
services, particularly those related to the use of technologies. Thus, the specific objective of this
study is to determine if the Spanish and Italian hotel industries converge or dﬁverge in the process of
acceptance, use and management of e-VWOM. With this aim, the e-WIP model is tested through a
Multi-Group Analysis (MGA) with Partial Least Squares-Structural Equation Modelling (PLS-SEM).
Then, a Hierarchical Cluster is carried out. The results announce more convergence than
divergence and other collateral findings. Several useful conclusions are provided.

RESUMEN. Se ha observado una falta investigacién en analisis comparativos interculturales desde
la perspectiva nacional e industrial y desde las percepciones de los decisores sobre los servicios
hoteleros, particularmente los relacionados con el uso de las tecnologias. Asi, el objetivo de este
estudio es averiguar si las industrias hoteleras de Espana e Italia convergen o divergen en el proceso
de aceptacién, uso y gestién del boca-oido electrénico. Con este fin, se contrasta el modelo e-WIP
a través de Anélisis Multi-Grupo (AMG) con PLS-SEM (Partial Least Squares-Structural Equation
Modelling). Un andlisis Cluster Jerarquico complementa el estudio. Los resultados informan de una
mayor convergencia que divergencia asi como otra informacién colateral, lo que conduce a
proporcionar conclusiones de utilidad.

KEYWORDS: Anilisis multi-grupo, Boca-oido electrénico, Cluster jerarquico, Cultura, Gestidn,
Hoteles.
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1. Introduction

In the XXI century, cross-cultural comparison became quite a common approach to identifying the
differences between national cultures or between various types of culture (Chen, Cheung & Low, 2012).
Culture is a collective programing of the mind that distinguishes the members of one organization from another
(Hofstede, 2001). The values, beliefs, norms and behavioural patterns of a national group are an illustration
of culture at the national level (Yaprak, 2008). The concept of culture is used by academic researchers and
industry practitioners to identify and to understand the issues that may arise in various areas of the social
sciences and to develop approaches to overcome problems; at the national, industrial, occupational, corporate
and organizational levels (Chen, Cheung & Low, 2012). Actually, the recognized industrial level of culture
(Pizam, Pine, Mok & Shin, 1997) has to consider that no single industry is homogeneous, especially hospitality
industry, due to its diversity and complexity (Jones, 1999).

In this sense, there is a lack of intercultural comparisons research regarding the national and industrial
perspective and the perceptions of decision makers about the hotel service, particularly about the use of
technologies. Moreover, research using techniques such as discriminant analysis and structural equation
modelling (SEM) are rarely covered in the literature as well as little information is available when probing
online marketing in relation to culture (Chen, Cheung & Low, 2012). Authors like Cantallops and Salvi (2014),
Confente (2015), Schuckert et al. (2015), and Baka (2016) calls for more research aimed at fully incorporating
the e-WOM, communication based on technology, into business strategy. Thus, more recently, e-WIP model
(Berne, Ciobanu & Pedraja, 2019), which taking advantage of the Behavioural Reasoned Theory (BRT)
(Westaby, Probst & Lee, 2010), explains the hotel managers” decision-making process in relation to accepting
and implementing e-VWWOM and its capacity to influence hotel performance. The e-WIP model confirms the
existence of cause-effect relationships between variables such as reasons, motives, future intentions of use, e-
WOM context, and performance, in the case of Spanish hotel industry.

From these findings, the specific goal of this study is to determine if there are differences between the
Spanish hotel industry and the Italian hotel industry in modelling e-WOM use process and its consequences
in hotel performance. With this aim, this paper presents a review of the literature about culture and e-WOM
hotel management and formulates a research question. Then, it explains the databases used to analyse
differences between Spanish and Italian hotels, and the results obtained after using Multi-Group Analysis
(MGA) with PLS (Partial Least Squares)-SEM, and Hierarchical Cluster.

2. Culture and hotel management of eeWOM

Different cultural contexts can offer different ways to make decisions. Although they are criticized as too
general and simplifying, and unable to predict individual behaviours, the cultural dimensions identified by
Hofstede (1980): power distance, uncertainty avoidance, individualism-collectivism, masculinity (/femininity),
and later, long term pragmatism, can be considered as a good framework for cross-cultural research (Jansen-
Verbeke, 1996). Power distance is the extent to which the less powerful members of the organization within a
country expect and accept an unequally distribution of power. The greater power distance, greater the
inequality. Uncertainty avoidance is determined by the extent to which the members of a given culture feel
threatened by uncertain and unknown situations. Individualism refers to societies where ties between
individuals are loose (/collectivism refers to the dependence of the group to which you belong). The dimension
of masculinity points to societies where there exists a clear distinction between the social roles of men and
women with the dominant male sex role pattern in the vast majority of societies. Long-term pragmatism refers
to the importance given in a culture to the planning of life in contrast to immediate concerns (Hosfstede, 2001).
Some research focuses in validate a measurement scale of these five cultural dimensions (e.g. Yoo, Donthy &
Lenartowicz, 2011).

Jansen-Verbeke (1996) examined the differences and commonalities in hotel management practices of
Belgium and The Netherlands, which were linked to the differences in national culture. Adding the Pizams’
(1993) data, among the cultural dimensions in 13 countries, there were found considerable differences
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between the managers in East and West. It is remarkable that Spain can be considered as a collectivist country,
while ltaly is six position closer to individualism; seven positions separate both countries in the case of
uncertainty avoidance dimension. Regarding power distance and masculinity, the positioning is similar.

They are two countries that share the South European culture, an important part of their history and that
are geographically located very near each other, being both are peninsulas. Moreover, with the influence of
globalization on people’s travel habits and preferences, and on employees’ working attitudes and behaviour,
the hotel industry has been affected in many different ways, so the direction for culture research should shift
toward understanding the effects of such globalization (Chen, Cheung & Low, 2012). Globalization could
justify similarities between national and industrial cultures, as Spanish and Italian. Nevertheless, as it has been
observed, there are some differences between them according Hofstende’s cultural dimensions.

On the other hand, since hotels are increasingly adopting the use of Information and Communication
Technologies, their processes are more efficient. However, problems may arise such as attitudes toward the
change to high-tech systems and the requirement for more advanced skills. Jones (1999) affirms that there are
structural differences between the hospitality industries of different countries. As a result, problems such as
local hotel owners’ lack of knowledge of hotel operations may arise for individual hotel groups when applying
managerial practices to their operations in different countries (Chen, Cheung & Low, 2012; Infante-Moro,
Infante-Moro, Martinez-Lépez & Garcia-Ordaz, 2016).

The concept of e-WOM includes any comments, positive or negative, made by a potential, current or
former consumer about a product or company through the use of online media, whether before, during, or
after the experience (Hennig-Thurau, Gwinner, Walsh & Gremler, 2004). Companies can adapt their
business models taking advantage of the online reviews management in order to offer added value (Sigala
2013). Most of the prior research uses secondary data, and is aimed at exploring the influence of eWOM on
consumers selecting a tourism destination and testing the theory of planned behaviour (e.g. Cheng, Lam &
Hsu, 2006; Jalilvand, Samiei, Dini & Manzari, 2012; Jalilvand & Samiei, 2012; Di Pietro, 2012; Albarq,
2013; Miao, 2015).

However, only a few papers empirically investigate managerial responses to online reviews and the
relationship between e-VWWOM and business performance (Ye, Law & Gu, 2009; Ye, Law, Gu & Chen, 2011;
Anderson, 2012; Litvin & Hoffman, 2012; Park & Allen, 2013; Sun, Ayoun & Calhoun, 2013). All these
contributions see e-WWOM as online interpersonal influence, informal communications directed at other
consumers through Internet-based technology related to the usage or characteristics of particular goods and
services and their sellers, and able to enhance the business activity.

Kim et al. (2015) demonstrate that online review management leads to a performance increase. However,
Xie et al. (2017) find that timely and lengthy responses enhance future financial performance. In any event,
managing e-VWWOM can improve hotel performance (Phillips, Zigan, Santos Silva & Schegg, 2015; Kim, Lim &
Brymer, 2015; Xie, Zhang, Zhang, Singh & Lee, 2016). In this line, e-WIP model provides an explanation on
the way that hotel decision makers process and implement the eWWOM; the model even confirms the potential
of this tool to influence business performance (Berne, Ciobanu & Pedraja, 2019). Based on BRT (Westaby,
Probst & Lee, 2010), this model includes relationships between reasons (prior conditions favouring or
impeding the use of eWOM as a management tool), global motives (to develop the system), intentions to
continue using the tool, and performance gains derived from changes implemented through e-WOM
management. It also includes a variable for the decision-making context: e-VWWOM characteristics as seen from
the decision-maker perspective (Figure 1).

The e-WOM variable is reflected into three dimensions: quality, authority and credibility. According to
Rieh (2002), at an operational level, quality is identified as the extent to which users consider the information

useful, good, current, and accurate; authority (cognitive) is operationalized as the extent to which users think
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they can rely on the information. In the online context, the credibility of reviews influences beliefs, attitudes
and intentions and is defined as an individual assessment of whether information is reliable and trustworthy,
according to the receiver’s own expertise and knowledge (Rieh, 2010; Lu & Stepchenkova, 2012).

Attitude, subjective norms, and perceived control over the use of the information are three reflective
criteria of global motives. While attitude represents a person’s global positive or negative evaluation toward
doing the behaviour, subjective norms assess a person’s global perceived social pressure from important others
to engage in the behaviour (Westaby, 2005). Perceived control reflects both past experiences and impediments,
and anticipated consequences (Ajzen, 1991; Alam & Sayuti, 2011). Table 1 offers the items included in the
questionnaire for each variable of the model.
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Figure 1. e-WIP model. Source: Adaptation from Berné et al. (2019).

Reasons (REAS). L-WOM: Quality [QUAL), Credibility (CRDB), Authority (AUTH).  Glabal Motives:
Attitude (ATTI), Subjective Norms (SNORM), Perceived Control (PCTRL). Imtentions (INTALT). Performance
{PERF}.

REAS]: Inrovate and develop new products/services.

REASZ: Improve current products'services.

REASE: Provice profits for the organization.

REAS4: Improve the relationship with customers.

REASS: Achieve the loyalty of customers.

REASS: Customer’s opirion is important o us.

QUALL: & WOM provides information of excellence.

QUALZ: & WM provides information that the company needs.

QUALZ: & WOM provides very currert information.

QUALS: 2 WOM provides very useful information.

CROBI: Customers who provide = WOM information are legitimate.

CRIDB2: e-WOM information offered by customers is genuire.

CRIDB3: e- WM information from cestomens is completely reliable.

AUTHI: The most of orline opinions have ar influence or my management style.

AUTHZ: The most of orline opinions make me think about my decision-making at the katel.

AUTH3: The most of orline opinions have ar influence or my management decisions.

ATTI: I think that using e WM is very good for ny hotel.

ATT2: [ think that using e-WOM faciliates obiaiming betier results.

ATT3: | have a very positive opinior shout the use of e WOM.

SNORMI: Everyone wha is impartant to the developmert of my busiress thinks that it is relevant to use e
WOM o improve management of the hotel.

SNORMZ: Everyone who has an influence on my behaviour as a manager thinks that [ have to use eW0M 1o
improve management of the katel.

SNORM3: S4aif supports the use of - WOM to improve management.
PCTRLI: The e-WOM use is very easy for us.
PCTRLE: We control esWOM systerm completely.

PCTRL: Whetker or not the data received through e WOM is used is abways o persoral choice (personal
comnered).

INTAUL: I plan to conticue using e-WM 1o make management decisions

INTAUZ: My infertion is to continue using «-WOM to improve the range of hotel services

INTALUZ: 1 will definitely conticue to use e-WOM to improve managemert of the botel in the fisbare.

PERF1: A lot of charges are implementad 21 my katel as o result of complaints received online

PERF2: A lot of charges implemented at my hotel arise from online suggestiors

PERF3: A lot of charges are implemented 21 my hotel as a result of orline reviews

PERF4: My hotel implements many changes based on the assessments of our services mace by customers.

PERFS: The use of e-W0OM is extremely useful in the decision-making process of the katel.

Table 1. Indicators of the Dimensions in the e-WIP model. Source: Self-made.
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From information provided by Spanish hotel decision-makers, it has been confirmed that reasons for the
acceptance and use of e-VWWOM have a direct and positive influence on hotel manager’s motives to accept and
manage such information; the perceived characteristics of the e-VWWOM have a direct, positive influence on the
global motives for the use of such information by hotel management; and, global motives regarding e-WOM
communication have a direct and positive effect on the intentions of hotel managers as well as on hotel
performance.

It is important provide better understanding of the influence of e-WOM on hotel managers” behaviour
depending on culture. Culture goes far beyond the country were you have born, therefore it could determine
a different making-decisions behaviour and different management implications. Considering this idea, the
research question is:

- Do the Spain and ltaly hotel industries converge or diverge in the process of acceptation, use, and
management of e-WOM?

Although they are two countries that are close to each other from a cultural perspective, some differences
can be expected, since the business model and the structures of the hotel industries are different. While in the
Italian case, the hotel industry is composed mostly of small independent hotels dominates and is managed by
its owners, in Spain the hotel industry is mainly made up of hotel chains, with a large size in number of
establishments, and managed by executives (Berné, Ciobanu & Pedraja, 2015; Moretta, Berné & Ciobanu,
2018). Whether or not significant differences are discovered, the conclusions and academic recommendations
and practices should be useful.

3. Methodology

With the aim to provide an answer to the research question, a cross-cultural analysis is carried out; a
comparative study between two independent samples. The data were collected through surveys addressed to
hotel decision-makers. The Spanish data are the used in Berné et al. (2019) and the Italian data in Moretta et
al. (2018). The comparison was conducted applying PLS-MGA (with SEM) and Cluster Analysis. PLS Smart

3.0 is the software used.

From the basic structure of e-WIP model, MGA allows to identify significant differences between the
structural relationships established in the model for each one of the two groups (Spanish and Italian data). The
methodology is completed implementing a Hierarchical Cluster, Ward Method, and Euclidean Distance. This
analysis allows identifying different groups of individuals through levels of dimensions.

3.1. Data collection

The same structured survey was addressed to Spanish and ltalian hotel decision-makers. Prior to its
distribution, the questionnaire was pre-tested on professional and academic experts. It begins with a filter
question on the use or non-use of e-WOM as a management tool. The first set of questions captures reasons
for and against e-VWWOM acceptance and usage, while the subsequent sets focus on the remaining theoretical
model variables. The last section collects respondents’ demographic characteristics and hotel performance
data. Due to observed differences in the educational systems of each country, 11-points Likert scale is used in
Spanish case, and 5-points Likert scale in Italian case, were used to measure all the variables involved in the
theoretical model (see Table 1), from 0/1, completely disagree, to 10/5, completely agree, with the statement!.

Table 2 presents the technical information of the surveys. The questionnaire was addressed to hotel
decision-makers significantly involved in decisions concerning digital technologies in the company. This target
populations exhibit characteristics of a “hard-to-reach” population (Marpsat and Razafindratsima, 2010).

I The scale items were based on previous literature in order to preserve content validity. The Likert scale of 5 points used in the Italian

case was rescaled (according Dawes (2007)" method) to 11 point to obtain a homogeneous database.
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Sample sizes are 134 and 136 (Spain/Italy), which means response rates of 13.4%, and 27.2%; they are
common in industrial market surveys (Camisén & Villar, 2014), and in line with previous research in similar

contexts (e.g. Chan 2013; Kim, Lim & Brymer, 2015).

THEMATIC AND 9,641 hotels in Spain in 2013 31,000 hotels in Italy in 2016

GEOGRAPHICAL SCOPE

ACCESIBLE AND 1,000 hotel decision-makers 500 hotels belonging to the Governing

RESPONDENT POPULATION Council of the Territorial Associations

COLLECTION METHOD Questionnaire self-administered by Questionnaire self-administered by e-

AND DATE e-mail (Google Forms); August-  mail (Google Forms); February 2017 -
October 2013 June 2017

SAMPLING PROCEDURE Convenience sampling. The survey was distributed to 100% of the

accessible base.

SAMPLE SIZE 134 valid questionnaires 136 valid questionnaires

Table 2. Technical Surveys. Source: Self-made.

4. Results
4.1. Multi-Group analysis: MGA

An MGA (Henseler & Fassott, 2010) is carried out in order to test the potential moderating influence of
the culture on the relationships included in the model. Accordingly, the sample was split into two groups,
Spanish and ltalian hotel managers. First of all, the three-step procedure to analyze the measurement
invariance of composite models was applied (MICOM) (Henseler, Ringle & Sarstedt, 2016): (1) configural
invariance, (2) compositional invariance (see Table 3), and (3) an assessment of equal means and variances
(see Table 4). Henseler et al. (2015) recommend the use of the MICOM procedure when using PLS-SEM.

The analysis is carried out considering just the second order variables of the model in order to simplify the
relationships to be tested and diminish the number of freedom degrees. Thus, the variables are reasons, e-
WOM, motives, intentions and performance. All of them measured through summative scales.

The assessment of equal means is not complied in the cases of motives and performance, and the
assessment of equal variances is not valid. However, reasons, ee-WOM and intentions confirm partial
invariance. This result is sufficient to conduct a PLS-MGA (Henseler, Ringle & Sarstedt, 2016).

Step 1 Step2
Compositional
invariance
Construct Configural Invariance Original Correlation 5% Partial measurement
Invariance established
Reasons Yes 1.000 1.000 YES
e-WOM Yes 1.000 1.000 YES
Global motives Yes 1.000 1.000 YES
Intentions Yes 1.000 1.000 YES
Performance Yes 1.000 1.000 YES

Table 3. MICOM Invariance Results. Steps 1 and 2. Source: Self-made.

Equal means Equal variances
Mean-Original 2.5% 97 .5% Equal Variance- 2.5% 97.5%  Equal Tull measurement
Difference Original
(SP-IT) Difference Invariance
(SP-1T) established
Reasons 0.22 -0.294 0.297 YES 0.254 -0.151 0.140 NO Partial
e-WOM 1116 -0.304 0.294 NO -0.468 -0.296 0.269 NO NO
Global motives 0.782 -0.301 0.300 NO 0.424 -0.336 0.307 NO NO
Intentions 0.101 -0.292 0.295 YES 0.559 -0.405 0.338 NO Partial
Performance 0819 -0.304 0.306 NO 0.559 -0.289 0.249 NO NO

SP: Spanish sample; IT: [talian simple

Table 4. MICOM Invariance Results. Step 3. Source: Self-made.

Next stage is to analyse the bootstrapping and permutation results. Tables 5 and 6 present bootstrapping
results for Spain and ltaly respectively. Significant differences between groups, in this case, the two countries,
emerge when p < 0,1. The structural relationships involved in the model presents differences between Spain
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and ltalian samples only in the relationship between e-WWOM and motives.

Standard
Original Sample Deviation T Statistics
Sample (O) Mean (M) (STDEV) ((Q/STDEV]) p-Values
e-WOM >> Motives 0.186 0.196 0.087 2.142 0.032
Motives >> Intention 0.056 0.053 0.098 0.568 0.570
Motives == Performance 0.026 0.026 0.110 0.237 0.813
Reasons >> Motives -0.161 -0.162 0.117 1.375 0.169

Table 5. Bootstrapping Spain. Source: Self-made.

Original Sample Standard

Sample Mean Deviation T Statistics p-

[(9)] ™M) (STDEWV) (|O/STDEV]) Values
e-WOM == Motives 0.290 0.295 0.115 2.525 0.012
Motives == Intention 0.106 0.102 0.087 1.209 0.227
Motives >> Performance 0.035 0.036 0.102 0.343 0.732
Reasons => Motives 0.275 0271 0.105 2.609 0.009

Table 6. Bootstrapping ltaly. Source: Self-made.

This difference has to be coincident through the permutation test (Table 7). However, the only relationship
that could be significant is from reasons to motives.

Path Path Coefficients Path Coefficients
Coefficients Path Coefficients Original Difference Permutation Mean Permutation p-
Original (SP)  Original (IT) (SP-IT) Difference (SP-IT) 2.5% 97.5% Values
e- WOM == Motives
0.186 0.290 -0.105 -0.004 -0.323 0.306 0.518
Motives == Intention
0.056 0.106 -0.050 -0.001 -0.287 0.264 0.723
Motives >> Performance
0.026 0.035 -0.009 0.000 -0.313 0.306 0.951
Reasons == Motives
-0.161 0.275 -0.436 0.000 -0.312 0.309 0.005

SP: Spanish sample; IT: [talian simple
5000 permutation runs; two-tailed 0.05 significance level

Table 7. MGA Based on Permutation Test. Source: Self-made.

Therefore, it cannot be affirmed that there are significant differences between the structural relationships
by pairs of variables, presented in the model for each sample (B estimated parameters). The e-WIP model
behaves the same regardless of the country. The model confirms its predictive validity and its behaviour is very
similar when applied to the Italian case.

4.2. Cluster Analysis

When only the practices of hotel managers in both countries are studied, differences are weakened and,
therefore, cultural differences may not emerge. Thus, between Spain and Italy could have larger differences
than is reflected in the previous results. In other words, when some variable in a MGA does not accomplish
invariance, applying a cluster analysis is an alternative to identify differentiated groups (Hair, Sarstedt,

Matthews & Ringle, 2016).

Thus, there may be differences in the behaviour of the Spanish and ltalian sample according the
characteristics of the hotel and / or the respondents. In order to detect groups of hotels differentiated through
the levels of this type of variables, a Hierarchical Cluster Analysis was carried out through the Ward Method
and the Euclidean Distance. To avoid the possible introduction of biases, the number of groups to be obtained
was not set when executing the SPSS 21.0 application.

Table 8 shows the results obtained. They manifest the presence of two differentiated groups of hotels.
There are significant differences, at 5% level, regarding the average levels of the variables studied (level of
indicators of each first order variable —items). These differences exist in every variable between the two
identified groups. The standard deviations are higher in the Group | than in Group 2, and this latter offers
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higher average values in all the considered variables: reasons, quality, credibility, authority, attitude, subjective
norms, perceived control, intentions and, performance (a total of 33 variables). Differences in mean values
goes from 1.5 to 3.2 points.

o

(=]

e In order to validate the cluster results, a t-test of independent samples was carried out through Levene test

g (Alves, 2000; Juric, Mankelow & Polonsky, 2000; Garcia, Gargallo, Pastor & Ramirez, 2004) (Table 8).

-

3", Mean Standard Deviation Mean Standard Deviation

3 REASI 565 220 534 1.60
REAS2 6.03 242 5.69 147
REAS3 493 224 B.44 1.48
REAS4 6.20 252 594 128
REASS 593 234 8.57 1.52
REASG 679 274 9.57 0.90
QUALI 471 2.06 7.78 1.91
QUALZ 515 216 525 1.46
QUAL3 508 203 815 139
QUAL4 501 1.85 5.48 138
CRDBI 418 1.82 £.41 203
CRDE2 415 1.9z 6.61 202
CRDB3 410 1.52 660 1.73
AUTHI 444 1.95 .08 1.59
AUTHZ 490 1.86 7.70 1.69
AUTH3 4.60 212 7.7 172
ATTI 5.14 1.97 538 131
ATTZ 497 1.95 8.17 137
ATT3 536 1.73 535 1.40
SNORMI 433 1.87 783 1.30
SNORM2 461 1.96 7.54 1.68
SNORM3 476 1.89 536 1.47
PCTRLI 472 2.09 7.75 1.78
PCTRL2 401 212 6.93 220
PCTRL3 5.04 217 7.10 183
INTAUI 497 202 587 122
INTAUZ 5.24 2.24 887 a1
INTAU3 5.36 243 8.92 110
PERF] 400 1.86 6.07 212
PERE2 4.56 2.09 7.45 1.83
PERF3 4.06 1.80 7.13 197
PERF4 438 1.96 7.25 1.98
PERFS 443 1.90 782 159

Table 8. Cluster Analysis results: Mean and Standard Deviation (Groups | and 2). Source: Self-made.

The differences between the two identified groups (Group 1 and Group 2) depend on some characteristics
of the hotel and of the respondent. In particular: stars ranking, number of employees, charge of the respondent,
gender, level of studies, and experience level. There are inexistent differences depending on the type of hotel
property or on the age of the respondent. Moreover, it is remarkable the country effect: Group 1 is mainly
composed by answers of Italian respondents and Group 2 of Spanish (see Table 9).

These results announce differences between both countries regarding their hotel industry. It has been
observed that the hotels represented in the Spanish sample, ranked with 1 or 4 stars, with 11 to 20 employees,
and managed by a professional, male gender, with superior studies and no previous experience in the hotel
sector, characterizing a group what gives higher importance to the variables involved in the use and
management of e-WOM than ltalian hotels, with 3 stars, less number of employees, in property, managed by
woman with high school studies and with experience in the sector.
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VARIABLES AFFECTING

GROUPS Group 1: 155 cases Group 2: 115 cases
Country Italy Spain
Hotel Rank 3 stars 1 and 4 stars
Number of Employees From 2 to 10 From 11 to 20
Charge Hotel owner Hotel manager
Gender Female Male
Studies High school University
Experience From 6 to 10, from 10 to 20 No previous experience

Table 9. Variables determining Group 1 and Group 2. Source: Self-made.

5. Discussion and conclusions

Research focused into national cultures and the influence of those cultures on the behaviour of managers
in organizations is rather complex. There is a lack of intercultural comparison research regarding the national
and industrial perspective and the perceptions of hotel decision makers, particularly about the use of
technologies. This paper posed a question about the convergence or divergence of Spanish and ltalian hotels
regarding the process of acceptance, use, and management of e-WOM. With the aim to solve the question,
e-WIP model is used. This model explains the process of acceptance and management of e-WWOM in the hotel
business. Therefore, it serves as a coherent framework for predicting the effects of hotel managers' attitudes,
intentions, and behaviours in their business results. Managing online reviews is an opportunity for hotels both
in Spain and in ltaly. They can improve their performance through changes implemented as a consequence of
the e-WOM information management. But, what about their similarities and differences?

From the previous results, obtained after apply a multi-group analysis, and a cluster, it is clear that
management practices in Spain and ltaly seem to converge rather than diverge. This is an inevitably process
affecting the tourism business in general (Jansen-Verbeke, 1996). The two studied hotel industries can be
considered as one cultural area regarding the cause-effect relationships that explain the process of
implementation and management of e-WWOM hotel. Jansen-Verbeke (1996) points that the homogenizing
influence of the hotel organization and the hotel industry could be a reasonable explanation for the similarities
in management practices between the two countries. However, this research finds two groups of hotels that
present significant differences in the mean values of the indicators involved in the model. These two groups
are characterized by variables do not included in the model. One of them, very important in the current
research context, is the country. The others are hotel characteristics linked to the category, size and property
of the establishment, and characteristics of the decision-maker, regarding experience, studies level and gender.

Therefore, national culture (country) and characteristics of the research subjects are variables able to
characterize behaviours of hotel decision-makers about the use and management of ee-WOM. Particularly, in
terms of Reasons, the group where Spanish hotels are the most, offers more orientation to the customer, more
value to the information offered by e-WOM, is more confident in the customers’ reviews and they are more
dependent on the group (according with Pizams’ results about Spain: it is a more collectivistic country than
Italy). They find more positive the use of e-WOM, social pressure is higher and they consider that they have
higher control over the e-WOM system. Regarding intentions, they manifest higher intentions to continue using
the tool. In the case of performance, this group value the use and management of e-VWWOM much more than
Group 1, mainly represented by ltalian hotels. It means that Spanish hotels achieve that e-VWWOM help them to
achieve more co-creation with customers.

This study contributes to prior knowledge building upon previous research into culture in the hotel
industry. The results support BRT’s multidisciplinarity, the predictive capability of the e-WIP model, the
relative utility of MGA when it is applied just in behavioural variables, and the complementarity of cluster
analysis to discover other hidden information in a database. Moreover, this paper shows different ways to
compare industrial sectors in different countries taking into account potential cultural differences. It is an
opportunity to establish criteria of convergence in making decisions. This information may be useful for both
organizations and industrial sectors.

The main limitation of this study lies in having had to simplify the e-WIP model to the relationships
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between second order dimensions. In other case, the multi-group analysis could have provided more chance.
Although the MICOM is complemented by a Cluster analysis, this latter considers just the indicators, not the
relationships between them.

The directions of future research are several. Natural next step would be to test the variables that
characterize the groups as control variables in the e-WIP model, with the aim to figure out their impact in the
structural relationships. Other further research may be addressed to explore the effects of different cultures on
hotel guests, on the different hotel establishments belonging to the same chain operating in different parts of
the world, and the persecution of desirable social goals linked to the use of technologies.
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