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Abstract
The current study explores how tourists perceive two islands with identical culture, but
different demographic characteristics. Two complementary methodologies are
employed: Netnography and Text Mining. Eight encodings are used based on the
literature: Rating, Categories, Membership Level of reviewers, Language type, Tourism
Experience Model, Content, and Symbology and Positive/Negative information. With
the first methodology, all encodings are analyzed, while in the Text Mining, only three:
TEM, ML and categories. Customer satisfaction is slightly superior in Madeira. Lifestyle
and Leisure and Tourism, Travel and Commuting are the main themes. Reviewers are
engaged with the destinations and the re-purchase scenario is highly probable.
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1. Introduction
According to Schuckert et al. (2015, p.608) “71% of independent travel related
bookings are done online, while 36% of all package tours are booked online”. 65% of
travellers looking for leisure activities or vacations will pursuit for information online
before deciding to take the travel, and “69% of their plans are determined by online
travel reviews” (Fang et al., 2016, p.498). Platforms as Yelp and TripAdvisor became
multimillion dollars companies, due to this need for consumers to get information
before taking any decision. Yelp, for instance, has more than 186 million users posting
150 million reviews online monthly, about the most varied subjects (ReviewTrackers,
2018). The TripAdvisor platform has 455 million users, which have written more than
661 million reviews since it’s’ foundation – it accounts with 7.5 million
accommodations, restaurants and attractions. From those, over 1.2 million are hotels,
4.7 million are restaurants, and 975 thousand are attractions. The extension of these
firms is worldwide, and the numbers show the importance of this platform to the online
community (Smith, 2018).
The literature has studied online reviews and the tourism industry in multiple and
different ways, since the effects of the first in the hotel booking intentions (Cheng et al.,
2017), the effect of the user’s membership level ranking on the consumer’s decision
making (Chen, 2015) or even trying to predict future trends based on past stats
(Schuckert et al., 2015). A gap in the literature is found, that is, past studies when using
online reviews to analyse the content, researchers tend to focus only in one destination,
the current study explores how tourists perceive two islands with identical culture, but
different demographic characteristics.
2.Lierature Review
The concept of Customer Experience has been considered in multiple and
different ways (Hirschman & Holbrook, 1982; Gilmore & Pine, 2002; Thompson et al.,
1989; Loureiro, 2014; Lemon & Verhoef, 2016). In tourism context, Otto and Ritchie
(1996) claim that tourism experience may be defined as mental state defined by the
participants feelings, while products and services are tangible and intangible –
respectively, “experiences represent events that commit people in a particular manner
and, as such, are memorable” (Mendes et al., 2010, p. 112). Pine and Gilmore (1999) add
that the tourism experience starts previously of the arrival to the endpoint and finishes
with memories and intentions for visiting it in the future.

Tourism experience is a complex concept that involves a cetin number of players
in the act (e.g.., Uriely, 2005; Bigné & Gnoth, 2005), consisting “of a continuous flux of
related and integrated services which are acquired during a limited period of time, often
in different geographical areas” (Mendes et al., 2010, p.112).
According to Deans and Gnoth (2012) and Gnoth and Matteucci (2014) the
Tourism Experience Model (TEM) aggregates insights into experiences and experiencing
in tourism, so as to be able to locate tourists in a commonly understood grid of references,
meaning that it allows destination managers to understand what their position is, in the
tourist’s experiences. Positive memories are fundamental being linked to the destinations
otherwise tourists may easily switch destinies for any other amusing experiences. The
model has two axes, Consciousness (style of how tourists receive their experience of the
destination) and Activity (recreational activities are all those that tourists have engaged
in previously and as a matter of habit, training and repetition; exploratory activities, here
tourists seek new insights, understandings, social and bodily feelings). The current study
applies this model to the online tourism context.
3. Methodology
The first study uses Netnography approach to answer to “How tourists perceive
two island destinations with identical culture but different demographic characteristics,
through Social Networking Sites (SNS)?”, Netnography comprises Internet and
Ethnography and its process results of a combination between the methodologies used
in the study of cultural anthropology, applied to the online communities (Eastin et al.,
2011). According to Kozinets (2010), to use this approach researchers should follow six
steps of ethnography: research planning, entrée, data collection, interpretation, ensuring
ethical standards, and research representation. TripAdvisor’s webpage is the SNS
chosen because allow to get the information needed to achieve the aim of the study and
has more than 600 million reviews and opinions, and more than 7.5 million different
accommodations, airlines, attractions and restaurants. Moreover, it is said to have more
than 455 million monthly average unique visitors (TripAdvisor, 2017).
Two island destinations are chosen: Madeira and Bermuda. For the first,
Madeira, has a GDP of 5,244 million Euros (data for 2017), and its significance to the
world is gradually being recognized - it was awarded as Best Island Destination by the
World Travel Awards in 2017 and Mankind Heritage by UNESCO, in the same year.
The second one is chosen based on the first, meaning that it had to be an island

destination with cultural similarities so that the purpose of this study made sense. After
an extensive research, Bermuda is selected to be the second destination to be studied.
The second study employs text minding approach, a process that allow to deal
with big flows of information (Big Data) (Kirilenko et al, 2017). One of the technique
embedded in text mining is called Sentiment Analysis (SA), which consists in a
“computational study of people’s opinions, appraisals, attitudes, and emotions toward
entities, individuals, issues, events, topics and their attributes” (Liu & Zhang, 2012,
p.:1), and it aims at studying the polarity of a certain text script (e.g. review, blog text or
any user-generated content), being able to characterize if such excerpt is positive,
neutral or negative.SA is quite useful in the tourism industry, because polarity may
influence further travellers (Alaei et al., 2017). SA will also, through the selected text,
be able to analyse if the excerpt is based on subjective or objective premises. For
instance, subjective reviews have as ground opinions and stereotype bias – reviewers let
themselves be influenced by their feelings, beliefs and opinions given by others, while
objective ones are accurate and based on concrete proofs and determinate interpretations
(Feldman, 2013). The second study used the same SNS and islands, as in the first one.
4. Major Findings and Discussion
Regarding the Madeira’s results of the first study, there are multiple data that
shows how positive the reviewers have evaluated their stays in the island - average
rating of 4.59, plus every category being classified over 4 and especially the fact that in
98.78% of the reviews it is possible to find positive information. Such aspects are
believed to persuade readers to purchase the destination by increasing their booking
intention (Chen & Tseng, 2011; Cheng et al., 2017). Moreover, the fact that negative
information is present in 33.45% of the reviews can be a positive factor in enhancing
the reviewers credibility (Schuckert et al., 2015; Zhong & Leung, 2013), as well as
firms being able to identify possible services or products imperfections (Cheng &
Tseng, 2011). The type of language mostly used by the reviewers is literal (vs
figurative) – 79.27%, which is perceived by authors as being more useful for the readers
(Fang et al., 2016), thus increasing the purchase buying intention (Ashraf et al., 2016).
Also, the reviewers are mainly Low Ranked - 61.15%, which according to the literature
indicts they are more willing to accept the information (Chen, 2015), but having LRR
using figurative language – 22.51% of the reviews, may be a threat to the tourism of
Madeira, once potential consumers tend to lower their booking intention against

reviews with such characteristics (Wu et al., 2017). The results of the Tourism
Experience Model indicate that it is a place where people tend to perform recreational
activities in order to get closer to their existential being (Gnoth & Deans, 2012; Gnoth
& Matteucci, 2014).
Concerning the Bermuda’s results for the first stydy, there are also numerous
indicators that led us to claim the reviewers’ experiences in the island was positive: an
average rating of 4.43, all of the categories were evaluated with a rating above 4 and the
fact of existing positive information in 96.70% of the reviews that were extracted.
According to the literature studied these results point out that the e-WOM presented
online in TripAdvisor is capable of persuading the readers in increasing the customer’s
booking intention (Chen & Tseng, 2011; Cheng et al., 2017). Moreover, it was found
negative information about Bermuda in 32.28%, which can be turned into a positive
factor by increasing the reviewers’ credibility (Schuckert et al., 2015; Zhong & Leung,
2013), and allowing brands/firms to re-adjust their strategies based on the flaws
presented (Cheng & Tseng, 2011). The percentage of reviewers using literal (vs
figurative language) was massive – 80.31%, growing the usefulness of the review in the
eyes of the readers (Fang et al., 2016), consequently intensifying the customer’s buying
intention (Ashraf et al., 2016). The vast majority of reviewers were classified in the
TripAdvisor platform as Low Ranked – 56.69%, which according to the literature states
that the reviewers are more agreeable in accepting other’s information (Chen, 2015). A
problem might arise due to having 21.11% of the reviews written by LRR with
figurative language, as the literature points out that it can reduce the customer’s booking
intention (Wu et al., 2017). The results of the Tourism Experience Model were identical
to the ones already mentioned in the Madeira’s case. According to the literature studied
and the results obtained, Bermuda is perceived as a destiny where people, especially
through recreational activities tend to get closer to their existential being (Gnoth &
Deans, 2012; Gnoth & Matteucci, 2014).
In what concerns to the Madeira’s results from the second study, it is clear that
the sentiments demonstrated by the reviewers are extremely positive: an average
polarity of 4.68; even the reviewers who manifested disagreement showed positive
sentiments; every score above 3 in every coding and component (Agreement, Irony and
Subjectivity) studied. Such extreme sentimentalism demonstrated, outcomes in reviews
considered as more useful (Fang et al., 2016), influencing positively the customer’s
decision making (Ashraf et al., 2016). A higher polarity influences, in a higher level,

potential tourists of a destination (Alaei et al., 2017), and having in mind that positive
customer satisfaction is capable of transforming those potential customers in real ones
(Chang et al., 2009; Ribbink et al., 2004), it can be infered that the reviews extracted
are capable of converting readers in customers of a destination. In fact, the literature
also shows that in order to increase the booking intention, destinations are dependent of
positive emotions being demonstrated in UCG (Wang, 1999), as happens in the
Madeira’s case. The findings also prove that despite reviewers express disagreement,
they continue to recommend the destination and informing potential customers, has
pointed out in the literature (Bilro, 2017). Lastly, the topics with the higher positive
connotation: Hotel, Services and Gastronomy; while the most negative ones were:
Measures, Tourism and Weather and Meteorology. The results also show that the
Restaurant category contains the topics being most positively evaluated – sentimentaly,
while the Cultural Activities the worst in terms of positive sentiments. This is also
linked with the experiences lived by the reviewers, as Cultural Activities are more
involved with Knowledge Seeker it makes sense that it arises as the experience with the
least positive sentiments involved, while Pure Pleasure was the one containing the best
topics experiences. Regarding the last coding, the results show that the Low Ranked
reviewers appear to be more satisfied with the topics that they mention online (3.56),
but the difference is not huge in comparison with the High Ranked ones (3.49).
As for Bermuda, the results indicate that the reviewers felt positive sentiments:
an average polarity of 4.10; the reviewers even manifesting disagreement in any part of
their reviews showed sentiments above neutral; every score, generally, is above 4 except
for disagreement (3.79). It is therefore possible to conclude that readers will find the
reviews as more useful into making a decision (Fang et al., 2016), which should be a
positive one (Ashraf et al., 2016). Also, has seen in the literature, the higher the
average polarity score, more probable it is that the reviews will influence potential
tourists of a destination, as well as the higher the probability of turning potential
customers into real ones (Alaei et al., 2017; Chang et al., 2009; Ribbink et al., 2004).
Thus, the reviews extracted, through the results obtained, are capable of acting as a
positive mediator into bringing new tourists into the island. A positive score in the
reviews considered as in disagreement (3.79) also confirms that despite not being 100%
in favor of everything, the positive customer satisfaction makes reviewers continue to
recommend the destination and spread information to potential customers (Bilro, 2017).

Finally, the Topics Sentiment Analysis demonstrate that the topics being
mentioned online showing the most positive sentiments are: Sciences, Technology and
Services; while the most negative sentiments ones were: Religion, Travel and Measures.
Such analysis allows the respective entities of the Tourism of Bermuda to take action
into re-adapting their strategies and “repair” the topics causing less positive sentiments
in the tourists (Chen & Tseng, 2011). The results of the Category coding states that
Hotel is the category with the topics causing the most positive sentiments in the
reviewers, while Leisure Activities the most negative ones. On the Tourism Experience
Model level, the Holist experience contains the best topics while Knowledge Seeker the
worst. Regarding the Membership Level of Reviewers the results were opposite to the
Madeira, as High Ranked ones (3.52) felt highly satisfied than the Low Ranked ones
(3.49).
5. Conclusions and Implications
5.1 Theoretical and managerial implications
Regarding theoretical implications, this study has given a unique perspective on
studying together, both the islands of Madeira and Bermuda on a reviewer’s
perspective. Combining the Kozinets netnographic process – with a set of unique
codings as: rating, category, membership level of reviewers, language type, tourism
experience model, content, symbology and positive/negative information; with a text
mining process (namely, Text Classification, Topics Extraction and Sentiment Analysis)
was also a new approach to the existing literature. Secondly, the Tourism Experience
Model -created by Deans and Gnoth (2012)- is used in a unique way, as this study is
able to provide an innovative approach in characterizing the two island destinations
according to the different experiences proposed by the model. Thirdly, the
methodologial struture of this study can be used for further research using any set of
destinations, as well as it is a flexible methodology, which allows, for instance, to
change the codings according to the objective of the project.
Concerning managerial implications, the current study allows to recommend the
promotion of Low Ranked Reviewers into High Ranked ones, due to the fact that the
language effect is attenuated when reviews are written by the second (Wu et al., 2017)
– this strategy might overcome lowering the customer’s booking intention caused by
LRR using figurative language. It could be done through a partnership between the
refered entities of each island and the firms responsible for the Social Networking Sites.

Secondly, based on the results of the Text Classification and Topics Extraction, it is
important that the communication/promotion strategies of the destinations (and the
firms and brands that operate in the tourism industry) are based on Lifestyle and Leisure
and Tourism, Travel and Commuting. Other themes might also play an important
secondary role in these campaigns, such as Art and Culture and Environment, Weather
and Energy. Thirdly, one consideration when promoting the islands should include the
type of experiences that the island is known and sought by. The fact that both islands
are mainly experienced through their Recreational Activities, makes it a key element
when promoting it to potential tourists. Finally, this study permits firms to recognize the
negative information circulating through the TripAdvisor online community regarding a
destination, which allows to re-define strategies into turning that negative information
into positive. On the other hand, the already positive information being mentioned, can
also be analysed to reinforce the strengths of the destinations.
5.2 Limitations and future research
In a strategic point of view it is possible to claim that the limitations are avenues for
future investigation. The following enlisted topics present the current limitations of this
study, as well as possible future researches associated. First, this study is limited to a
certain amount of reviews presented in August of 2017 in the TripAdvisor platform,
which provide a limited amount of data (1783 reviews). In future research the sample
obtained, for Madeira and Bermuda, may be enlarged to provide more accurate results;
Second, the conducted study aimed merely two island destinations, in order to
obtain more complete and rigorous results, the amount of island destinations should be
increased;
Third, this study uses only one online community – TripAdvisor, which may or may
not have skewed the results. In future research, more than one Social Networking Site
should be used, to provide a comparison between the results obtained in each one of
them;
Fourth, in future research, the methodology used can be applied to any destinations
that are intended to be studied – which means that it is possible to study any
destinations presented in the TripAdvisor platform using this methodology;
Lastly, the methodology of this study was limited to two different techniques:
Netnography and Text Mining. In future research further techniques may be used to
confront the results – e.g: questionnaries, interviews, etc., as well as create a new set of
techniques to study these islands, or other destinations.
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