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ABSTRACT	  
 
Title: Why do customers give high online ratings? A quantitative content analysis explaining 
the effects of service quality dimensions and price in the Swedish restaurant industry on 
TripAdvisor 
 
Purpose: The purpose of this study is to explain the relationship between the independent 
variables service quality dimensions and price, and the dependent variable high online 
reviews ratings.  
 
Methodology: After a literature review, a visual model was created including price, service 
quality dimensions and customer satisfaction explaining their possible relationship with high 
online ratings. Empirical data was collected from restaurants in Malmö on TripAdvisor, and 
the data was later analyzed as binary regression in SPSS.  
 
Result: There is a significant relationship between positive reliability, responsiveness, 
assurance and price and high online ratings. There is no significant relationship between 
positive empathy, tangibles and high online ratings. 
 
Discussion and implications: The study is limited to high online ratings and five of the most 
recognized service quality dimensions. The result is hoping to provide understanding for 
restaurant owners, marketers and other stakeholders in the restaurant industry who want to 
know what to focus on to generate high online ratings. 
	  
Keywords: Consumer behavior, customer satisfaction, service quality dimensions, 
SERVQUAL, online reviews, online ratings, electronic word of mouth, price, high online 
reviews, high online ratings.  
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1.	  INTRODUCTION	  

1.1	  BACKGROUND	  
“Delivering superior service quality appears to be a perquisite for success, if not survival, of 

such business in the 1980s and beyond”. (pp. 1, Parasuraman et al. 1988) 

 

Earlier, companies only had production focus and their aim was to sell what they could 

produce. However as the marketing area grew the market changed and the focus shifted to 

trying to produce what they sold, and as a result the consumer focus started to increase. 

(Grönroos 1982) A customer´s purchasing process generally starts with researching and 

comparing information, and today there are many online forums where customers are 

describing their experiences. Often this experience is summarized as star ratings accompanied 

by a few sentences about the product or service. TripAdvisor is one example of these forums 

with the focus on trying to help travelers to create their travel experience (TripAdvisor Info 

2016). Part of a successful trip experience is good restaurants, and TripAdvisor therefore 

provides a restaurant rating forum where customers are describing their experiences. 

Furthermore Forbes (2013) stated TripAdvisor as “the leading online platform for travel-

related reviews with 75+ million user reviews and opinions and 62 million monthly unique 

visitors”. Telegraph (2014) estimated that the majority of people read between six and twelve 

reviews before making a purchase decision (Telegraph 2014). This makes TripAdvisor an 

important platform for restaurants to have a good reputation on and it also makes for an 

interesting platform to study when researching customer behavior. 

 

Bright local (2014) conveyed a research discovering 88 percent of customers trust online 

reviews as much as a personal recommendation. Personal recommendation, also known as 

word of mouth, is often believed to be the strongest form of marketing. Meaning that online 

reviews are arguably a good option for restaurants and businesses that want to run a 

successful operation. Thus, making sure the customer is satisfied and give a good online 

rating is something many should restaurants focus on to make sure the customer gets intreged 

to go visit. In 2016 a New York Times reporter visited Malmö and referred to the city as a 

place for some of Nordics best food (New York Times 2016). This makes Malmö and 

excellent area to research to understanding what it is that makes customers become satisfied, 

and hopefully give a good online rating.  
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Recent research shows that there is a strong relationship between increasing customer reviews 

and incensement in sales (Chen et al. 2008). To increase chances to make the customer feel 

satisfied with the service, the business could appeal to the service quality dimensions. 

Research shows that the more service quality dimensions that are retained, the higher is the 

probability to make the customer satisfied (Bitner et al. 1990; Parasuraman et al. 1988). 

Furthermore, generating positive customer reviews that increases sales and maximize profits 

can be done by increasing the overall customer satisfaction (Mudambi et al. 2010). Another 

aspect of keeping a customer satisfied is by making sure the price is satisfactory (Liu et al. 

2010). 

  

To date studies of customer satisfaction combined with service quality have dominated 

service literature (Cronin et al. 1992) and the service quality dimensions have created a well-

accepted gap of five dimensions (here called SERVQUAL) that has been thoroughly 

examined (Parasuraman et al. 1985). As disclosed, previously conducted research has 

investigated customer service quality dimensions, online review referrals and price. Some 

authors have done combinations of some aspects, while others have solely focused on one. 

For this study it is of particular interest to see what role price will play in the context of 

SERVQUAL dimensions, and testing these combined effects on high online ratings in the 

restaurant industry in Malmö, Sweden.  

1.2	  MOTIVATION	  
 
Most people agree on word of mouth being the strongest marketing form (Yap et al. 2013). 

Consumer behavior has many intriguing forms, and as the digital world is expanding and 

advancing many choose to both communicate and gather service information online (Jeoung 

et al. 2011). The SERVQUAL dimensions are referred to in several studies and books and is a 

personal favorite since it provides guidelines for what service industries should focus on to 

gain satisfied customers.  

 

Little research has been performed to conclude if there is any effect on the usage of price and 

SERVQUAL in the context of online review ratings. Liu et al. (2010) found that price along 

with similar service quality dimensions was significant contributors and key attributes (for the 

latter) to customer satisfaction and customer´s behavior intention. However there was no 
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direct connection made to neither online referrals nor star ratings. As previously described, 

earlier studies have found that online reviews are important factors in increasing a business 

profit. However, it is also important for the customers since studies show online reviews are 

an easy way to get overview of quality and performance (Mudambi et al. 2010). Many 

customers mention price in their reviews (TripAdvisor reviews 2016) and when generally 

evaluating a product (Liu et al. 2010), however the way SERVQUAL is referred to in Wilson 

et al. (2012) and Parasuraman et al. (1985) none of the dimensions clearly include price. By 

adding price to the measurements, while displaying the connection between customer 

satisfaction and online referrals through theory, this study hope to provide new insight on 

customer online behavior. 

1.3	  PROBLEM	  FORMULATION	  
As the consumption area shifts to post-consumption, companies are more willing to produce 

more services as a part of their offer since they want to generate profit (Armano 2009). Post-

consumption focus is the collected impression a customer has after the offer has been 

produced or received and it goes hand in hand with whether or not the customer feels pleased 

or satisfied with the offer (Angelis et al. 2011; Fiske 2002; Wojnicki et al. 2008). If she does, 

she might decide she wants to tell other people about it. Online reviews and recommendations 

fall into the same category as word of mouth, which constitutes as the strongest form of 

marketing (Yap et al. 2013).  

 

Researchers and practitioners have always understood the importance of customer focus and 

business processes, which can be divided into before, during and after sales. As Wicks et al. 

(2009) stated that a company that continues to satisfy its customers could collect higher 

profitability due to the increased customer loyalty. Other research suggests that by 

implementing the service quality dimensions, the customers will feel satisfied (Bitner et al. 

1990; Oliver 1993; Parasuraman et al. 1988). However there is a lack of research to conclude 

if this satisfaction also will result in a high online review rating, particularly with the added 

price, in the restaurant industry. The question that remains is: How can companies make sure 

that positive online reviews are written about them after they delivered there service? To 

answer this questions one must understand what triggers customers to write a high online 

review. Previous research has concluded that when the service quality dimensions are present, 

it leads to customer satisfaction (Wilson et al. 2012). Furthermore research has also proven 
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that the presence of reviews leads to increased sales (Zeithaml et al. 1996). However no found 

research has studied a combination of all these building blocks and focused on high online 

ratings as an outcome. There are studies that have explored why bad reviews are written 

(Anderson 1998), which is why this thesis will focus on positive, high ratings. This paper 

therefore wants to study service quality dimensions and price effects on high ratings, which 

results in the following research question: 

Why do customers give high online review ratings?  

1.4	  PURPOSE	  
The purpose of this study is to explain the relationship between the independent variables 

service quality dimensions and price, and the dependent variable high online reviews ratings.  

1.5	  DELIMITATION	  
Primarily this study is limited to high ratings, since much research has been performed on 

why customers write negatively online. The study is also limited to restaurant industries since 

the more similar studies have been conducted in industries such as finance and banking 

(Parasuraman et al. 1985). Furthermore, writing this study there are theories that indicates 

some online reviews could be sponsored, and there is also a risk that reviews are written by 

friends of the owner and so on. However unless the reviews were marked as sponsored or 

explicitly explained their relation to the restaurants, they were considered to be authentic and 

sincere. This due to there simply not being any way of surely knowing whether they were 

inauthentic or not. The collection from the empirical data is limited to the current top three 

ranked restaurants on TripAdvisor in Malmö. This study is also limited to research within the 

theories of five service quality dimensions and price, with the complementing theories of 

customer satisfaction and electronic word of mouth. The author is also aware that there exists 

more service quality dimensions as e.g. described in Parasuraman et al. (1988) and Johnston 

(1995). As later explained in this thesis, the chosen dimensions where top five due other 

theories stating them as the most known and acknowledged (Liu et al. (2010).  Finally, this 

study is focusing on what in the delivery of the service that restaurants can use to achieve a 

higher quality, not the psychological factors occurring inside the customer minds. 

1.6	  STRUCTURE	  OF	  STUDY	  
Chapter one presents the Introduction, while chapter two manages existing literature on the 

different theoretical building blocks. The chapter that follows is the methodology where 
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research methods, design and the data collection performance are clarified. Next, chapter four 

consists of data analysis and hypothesis testing, while conclusions and suggestions for further 

research are displayed in chapter five and six.  
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2.	  LITERATURE	  REVIEW	  

2.1	  CUSTOMER	  SATISFACTION	  
The reason customer purchases a service or an offer is to fulfill a need or a desire (Parakash 

2011). One of the first researchers to investigate the motivation behind customers purchase 

was Tauber (1995) who found that customer purchase for utilitarian, entertainment and 

emotional reasons. All who buy services or products from companies are considered 

customers, which make customers a stakeholder of an organization. This type of stakeholder 

provides payment in exchange for an offer. (Solomon 2009) When the customer is contented 

with the service it is called customer satisfaction (Kotler et al. 2009). Kotler et al. (2009) 

describes satisfaction as a feeling of pleasure and generally in the context of having the offer 

met ones expectations. The intenseness of satisfaction can vary from situation to situation, as 

well as person to person, as a company it is difficult to satisfy everyone. (Ibid) Tse et al. 

(1988) defines customer satisfaction as the customers’ reaction when evaluating the perceived 

difference between earlier expectations and the received performance of the service or 

product, after consuming it. Fornell (1992) explains customer satisfaction as the overall 

evaluation at post-purchase made by the consumer.  

 

Its often is said that one satisfied customer will tell a few people about their positive 

experience, while a dissatisfied customer will tell everyone he meets. This is something 

companies need to be aware of since negative communication online can have a fundamental 

effect. (Brown et al. 1987; Chatterjee 2001; Weinberger et al. 1980) In the late 90´s Anderson 

(1998) wrote that existing theory is arguing both for and against dissatisfied customers 

complaining more in online forums, as compared to satisfied writing positive reviews. As a 

way of solving this debate Anderson (1998) developed a utility-based model describing the 

relationship between customer satisfaction and word of mouth. The findings from this model 

indicates that dissatisfied customers engage more in word of mouth compared to satisfied 

customers. Meaning dissatisfied customers write more frequent and more likely online than 

customers with positive experiences. (Ibid) Harrison-Walker (2001) confirmed this with his 

own research through focus groups, where customers themselves admitted to their main 

reason to write online is to log a complaint. As a way of coping with this new negative review 

evolvement online, companies started discussing what could help break the negative spiral 

online. According to Chatterjee (2001) companies have the possibility to pay people to 
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advertise and write online referrals. However most online forums are not aloud to edit 

customer comments (Ibid), meaning that if someone wrote a negative review it will still be 

seen among the positive. Moreover researchers are interested in authentic online referrals and 

Jeoung et al. (2011) studied the restaurant industry to see what experiences triggers customers 

to engage in positive electronic word of mouth (eWOM) and found that the quality of food 

along with the desire to help the restaurant, positive service experiences, the need to express 

positive feelings about the restaurant, as well as an excellent restaurant atmosphere and 

concern for others lead to positive eWOM. The Jeoung et al. (2011) study was conducted 

through a survey where respondents where asked to recall their previous restaurant 

experience.   

 

Existing theories (such as Brown et al. 1987; Chatterjee 2001; Weinberger et al. 1980; Wilson 

et al. 2012) claims that negative word of mouth (WOM) is more powerful than positive. 

Meaning that company’s incentive to increase the positive WOM would benefit the business 

(Ibid). The WOM on its most basic level is information concerning a service, which is 

communicated between two private parties (Chatterjee 2001; Dichter 1966; Fornell et al. 

1987; Singh 1988; Westbrook 1987; Wilson et al. 2012) and is a common alternative to 

complaining directly to the company or its staff (Anderson 1998). The essence of the 

information can be positive, negative as well as neutral. However positive word of mouth 

generally refers to recommending a service, while negative word of mouth generally involves 

complaining privately. (Ibid) According to Dichter (1966) there are many reasons that could 

drive people to engage in WOM activities, such as the feeling of giving back and gratification 

for feeling thoroughly satisfied from the offer. One way to give back and express gratitude 

can be though online referrals, a phenomenon that started with the Internet. Internet has 

revolutionized the way people gather information and communicate with each other, let alone 

the way they consume. As a result, the traditional WOM has received an added electronic 

element, and the outcome is electronic word of mouth. 

2.1.1	  ELECTRONIC	  WORD	  OF	  MOUTH	  
Electronic word of mouth (eWOM) encourages social interactions between consumers 

involving exchange of information about product and services (Harrison-Walker 2001; Yap et 

al. 2013). Both eWOM and regular WOM can influence customer’s decisions (Day 1971; 

East et al. 2008; Harrison-Walker 2001) and the persuasiveness of a WOM can depend on the 
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words the sender uses, by either appeal to logical or emotional parts of the receiver (Mazzarol 

et al. 2007; Sweeney et al. 2012). To put this in a more descriptive example; Gretzel et al. 

(2008) concluded that three quarters of travelers consider online consumer reviews as a 

source of information when planning trips. 

 

By referring to online customer reviews, one generally refer to approved product or service 

evaluations posted on a third party or company website. As customer reviews are increasing 

online for products and services, the reviews creates a complement to existing offer 

descriptions and statements from experts (Mudambi et al. 2010). This evaluation is normally 

accompanied with a rating in the form of numerical start ratings, usually in the range of one to 

five. A very low rating reflects an extremely negative assessment of the service, and a very 

high rating indicates an extremely positive assessment of the service. A rating of three stars is 

considered to be a moderate opinion. (Ibid) Krosnick et al. (1993) states that three star ratings 

usually suggests an indifference or that many negative and positive comments written 

previously to this review have canceled out the positive or negative opinions the person had. 

As it is determined that these types of reviews are helpful Mudambi et al. (2010) has mapped 

out what in a customer review that is considered to be helpful for other readers in the process 

of making a purchase decision. This is done based on theory from customer research, 

experience of goods and information economics to test customer review helpfulness. 

Mudambi´s article concluded that extremity, review depth and product type had the most 

effect on how readers perceived its helpfulness. In this study it was concluded that reviews 

with extreme ratings were considered less helpful than moderately rated reviews. For review 

depth is was found that the more depth, the more positive effect on helpfulness of the review. 

The reason was that they seemed less likely to be genuine when the ratings were too high or 

too low. (Ibid) Resnick et al. (2000) warns that numerical ratings can fails to express 

important context as since it adds up the overall experience into one (or five) symbols). It is 

therefore important that the customer is aloud to express more of her experience besides 

solely a number. (Ibid)   

 

A study by Ye et al. (2009) concludes that there is a significant relationship between online 

customer reviews and the performance of hotel´s business, the higher quantity of positive 

reviews, the more bookings of, in this case, hotel rooms. According to Bickart et al. (2001) 
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and Oosterveer (2011) eWOM is considered to have higher credibility, relevance and 

empathy for customers compared to information created by marketers. Research reveals 

several factors about what motivates customers to engaging in eWOM: self-enhancement 

(Angelis et al. 2011; Fiske 2002; Wojnicki et al. 2008), innovativeness and opinion leadership 

(Sun et al. 2006), ability and self-efficacy (Gruen et al. 2006; Huang et al. 2009), 

individuation (Ho et al. 2010), neuroticism (Picazo-vela et al. 2010) and altruism (Dellarocas 

et al. 2007; Hennig-Thurau et al. 2004). Hennig-Thurau et al. (2004) concluded that 

consumers with self-interest create the biggest segment that generates eWOM. 

 

 eWOM is important since it helps eliminating or minimizing uncertainty for the customer 

before a purchase. Research shows that eWOM can lead to customer´s willingness to pay, 

levels of loyalty and trust and how engaged the customers are. (King 2014) King (2014) states 

that “surprisingly limited research has gone into understanding the effects of eWOM 

generation/transmission on its senders – i.e. communicator´s post-eWOM behavior and the 

intervening process that drive that behavior.” (pp. 172)  

2.2	  SERVICE	  QUALITY	  	  
Before Parasuraman et al. (1985), few researchers has focused on quality in the context of 

service. Product quality started becoming an important phrase in industries to ensure customer 

gaining a perception of getting something worth what they paid. It triggered a value seeking 

in the consumption industry. However the service industry has previously received less 

attention and the distinction of various quality improving strategies is very specific to various 

service firms. Since a service is a performance, not an object, it takes place in front of the 

customer and the quality is up to the employee executing the service. Meaning the quality can 

vary from one situation form another, as well as from one firm to another. (Ibid)  Kotler et al. 

(2009) refers to services as an intangible performance or act what one offers to another, while 

not resulting in any forms of ownership. Solomon (2009) states that quality is a combination 

of features and characteristics of an offer and the ability to satisfy the customer the way it 

needs. Parasuraman (1988) defines service quality as the variance between what the customer 

expects and what it receives. Great service quality has proven to increase a company´s profit, 

price premium and its market shares (Zeithaml et al. 1996). Haywood-Farmer (1988) 

conducted a study that described three important elements of what the important qualities 

service quality should contain: the first being physical accommodations, procedures and 
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processes, the second being personal behavior when the offer is being served, and the last 

being professionalism from the service staff. Following Haywood-Farmer (1988) concluded 

that it is the total balance between all three elements that is important to reach. Crosby (1979) 

defines service quality as “conformance to specifications”, while Grönroos (1982) claims it 

differs between what is being delivered and how it is delivered. Furthermore Grönroos (1982) 

states that the how, for example the appearance and behavior of a waiter, is crucial to how the 

service quality will be perceived. Grönroos (1982) developed a model, which discloses that 

customers compare the service they expect with their perceptions of the service they receive 

while evaluating the service quality. Lehtinen (1983) states that service quality is process and 

output quality, where process quality is determined by the customer as the service is being 

produces, While the output is established after the service is performed, for example the an 

haircut when the customer is at home after the cut. (Ibid) Further Lethinen et al. (1982) 

developed basic qualification dimensions that is stated to be important in the delivery of 

service quality and they were the physical aspects of the service, for example the building or 

equipment (called physical quality), the company´s image or profile (called corporate quality) 

and the interaction between the employees and the customer, as well as between other 

customers (called interactive quality).  

 

The service quality (SERVQUAL) scale was a result of researchers who researched the 

meaning of service quality such as Sasser et al. (1978), Grönroos (1982) and Lehtinen 

et al. (1982), as well as Parasuraman et al. (1985) that ended up defining service quality and 

highlighted the dimensions by which customers evaluate and perceive service quality.  

There are many studies that stress the importance of quality assessments in the traditional 

service channels (such as Hedvall et al. 1989; Kettinger et al. 1997; Parasuraman et al. 1985, 

1988; Paulin et al. 1996; Pitt et al. 1999; Sasser et al. 1978). Within these examples there are 

exploratory studies that have created two easily applicable frameworks for this study. One of 

them being Parasuraman et al. (1985) that through a focus group concluded that there are ten 

different service quality dimensions that are effecting how customers perceives are service: 

• Access: Including how easy it is to contact the company and how easy it is to 

approach. Involves the service being easily accessible (by telephone), no waiting time, 

convenient hours of operation and the location of service facility is convenient. 

Examples disclosed in the study were: the service should be easy to access by 
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telephone, it is important that you do not get put on hold and the phone lines are not 

busy. The waiting time should not be extensive, the service hours and the location 

should be convenient.  

• Communication: means keeping  customer up to date and saying it in a language they 

can understand. Also means listening and adjusting communication depending on the 

customer who is listening. Involves what the service will cost and explaining the 

service.  This dimension involves explaining how the service works, the trade-offs 

between the cost and service, and assuring the customer that potential problems will 

be take care off. 

• Competence: Meaning having the essential knowledge and skills to deliver the service. 

Includes the staff and operational support having sufficient knowledge, as well as 

research capability of the company. Includes skill and knowledge of the contact 

person (staff), skills and knowledge of working support staff and research capability 

of the company (for e.g. securities brokerage companies).  

• Courtesy: Contains courtesy, kindness, respect and friendliness of personnel. Includes 

consideration of consumer´s belongings, appearance of staff. Means that the 

appearance and public contact should be neat and clean, and consideration should be 

taken for the customers’ property (e.g. no dirty shoes on the mat).  

• Credibility: believability, sincerity and trustworthiness. Focusing genuinely on 

customers’ interest. The company´s reputation and personal characteristics when the 

employees are in contact with the customer affects the level of credibility. Factors that 

include credibility are the company name and reputation, personal characteristics of 

the employees of contact and the level of hard sell involved in the customer 

interactions.  

• Reliability: Meaning consistency of a service performance. The delivery of the service 

is the same all over and takes the same amount of time. Refers to whether the service 

is performed correctly the first time, if the company honors promises as well as billing 

accuracy, correct kept records and performing the service in a reasonable time and in a 

promised matter.  

• Responsiveness: How willing or enthusiastic an employee is to deliver the service. 

Includes correctness of service, both how process quality and output quality are being 
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prioritized (e.g. mailing right away, calling the customer back as soon as possible and 

giving quick service) a transcript. Also the timeliness of the service.  

• Security:  No risk, doubt or danger. Includes physical safety, financial security and 

treating consumers confidential.  

• Tangibles: includes physical evidence of service and physical facilities, appearances 

of employees, equipment, physical representation and customers in the facility.  Also 

refers to equipment and tools and other customers in surroundings.  

• Understanding the customer: means making the effort to understand their needs. 

Means learning their special requirements, giving them individual attention 

recognizing regular customers. (Ibid) 

 

These dimensions were further refined to five: Assurance, Empathy, Reliability, 

Responsibility and Tangibles. These dimensions create the base of a global measurement for 

service quality called SERVQUAL (Parasuraman et al. 1988; Wilson et al. 2012). 

 

Another study researching in service quality dimensions was Johnston (1995), which 

concluded 18 other dimensions named Access, Aesthetics, Attentiveness, Availability, Care, 

Cleanliness/tidiness, Comfort, Commitment, Communication, Competence, Courtesy, 

Flexibility, Friendliness, Functionality, Integrity, Reliability, Responsiveness and Security. 

According to Yang et al. (2004) these two studies offers a substantial overview of service 

quality dimensions for measuring traditional services.  

 

Authors Sum et al. (2009) studied service quality and customer loyalty in retail industries in 

Hong Kong, and the authors states “Over the years, many researchers have proposed and 

evaluated alternative service quality models and instruments for measuring service quality. 

Among these models, SERVQUAL (Parasuraman et al., 1985) is the most prominent and the 

most widely used.” (pp. 100). The authors Sum et al. (2009) continues describing Dabholkar 

(1996)´s newer model based on SERVQUAl with more dimensions as a possible fit for 

service and retail environments, while contemplating “In order to effectively measure sales 

persons service quality, SERVQUAL is still used in our study with modifications of the 

definition of service quality dimensions in the SERVQUAL scal that suits for fashion retail 

industry. Its because the SERVQUAL instrument is a reasonable illustration of the 
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programmatic development of a universal list of service quality dimensions (Wong et al. 

2003), which it is also proved to have a high reliability (Parasuraman et al. 1998)”. (pp.100-

101.) 

2.3	  PRICE	  
Pedraja Iglesias et al. (2004) describe the customer purchasing process as five stages of 

customer behavior: (1) the perception of service while considering its price, quality, 

availability and marketing activities. Second (2) step consists of the customer estimating the 

perceived value of the product by weighing the anticipated benefits along with the required 

sacrifices. Third (3) the customer compares the perceived values given to the available 

options and later makes a decision. Leading to the final (4) action of either purchasing or not 

purchasing the service. After the purchase is made the (5) post-purchase behaviors takes 

place, this behavior is influences by the level of experienced satisfaction or dissatisfaction. 

(Ibid) The satisfaction/dissatisfaction the customer experience will influence the frequency of 

repeated purchase and personal communication about the service (Parasuraman et al. 1991a, 

b; Cronin et al. 1992)   

 

The price in restaurant menus can influence the customer since price has the ability to either 

attract or repel customers (Monroe 1989), and Lewis et al. (1997) claims that price levels 

work as an indicator of quality. As previously disclosed customer satisfaction is a balance 

between what the customer expects and what it received (Grönroos 1982; Parasuraman et al. 

1988). If the price is high the customer will most likely expect better quality and vice versa 

(Andaleeb 2006). Parasuraman et al. (1994) found that customers are likely to evaluate their 

service experience by specific aspects such as service quality, product quality and price. This 

refers to specific product features such as restaurant ambiance and food quality, service 

features such as the servers’ responsiveness and price. The study found that the price and 

responsiveness effected the customer satisfaction and restaurant experience. (Ibid)  

 

Service management literature states that customer satisfaction is a result of a customer 

reading the received values in a service transaction, as service quality related to price 

(Blanchard et al. 1994; Hallowell 1996; Heskett et al. 1990) in relation to the value that was 

expected from the service transition (Zeithaml et al. 1990). Parasuraman et al. (1994) 

indicates that perceived price aspects are often ignored. Following Andaleeb et al. (2006) and 



Elin Åkesson   

	   19	  

Xia et al. (2004) states that price can have an effect on how customers experience their level 

of satisfaction. Meaning that characteristics, in this context price, can have an effect on online 

customer reviews.  

 

Little research has been performed to conclude if there is any effect on the usage of price and 

SERVQUAL on high online review ratings. Liu et al. (2010) found that price along with 

similar service quality dimensions was significant contributors and key attributes (for the 

latter) to customer satisfaction and customer´s behavior intention. However there was no 

direct connection made to neither online referrals nor star ratings (Ibid). There repetitively 

proven relationship is between customer satisfactions and how they view price 

(Anthanassopoulos 2000; Fornell et al. 1996) and in some cases how they see the price in 

relation to service quality factors (Anthanassopoulos 2000).  

2.4	  SERVICE	  QUALITY	  DIMENSIONS	  AND	  PRICE	  EFFECT	  ON	  ONLINE	  REVIEW	  RATINGS	  
Following table displays articles and books that have conducted significant research and 

statements that are of importance for this study continued research: 
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Theory Authors Methods Key dimensions 
uncovered/discussed 

Customer 
satisfaction 

Tauber (1995) 30 in-depth interviews Customers purchase for 
emotional, utilitarian and 
entertainment reasons. 

Customer 
satisfaction 

Tse et al. (1988) Laboratory experiment Customer satisfaction is the final 
evaluation perception after 
consuming it. It is done by 
interpreting the difference of 
earlier expectations and the 
received service performance. 

Customer 
satisfaction 

Anderson (1998) 628 survey to Swedish 
and American customers 
in multiple industries 

Dissatisfied customers engage in 
grater word of mouth than 
satisfied customers. 

Customer 
satisfaction 

Kotler et al. 
(2009) 

Book When the customer is content 
with the offer it is called 
customer satisfaction. 

Customer 
satisfaction 

Dichter (1966) Book Feeling satisfied can drive 
customers to engage in positive 
word of mouth. 

Electronic 
word of 
mouth 

Chatterjee 
(2001) 

Survey with 381 
respondents with focus 
on online retail 

WOM search depends on 
customer´s motivation for 
choosing an online retailer. The 
customers’ perception is 
determined by the online 
retailers familiarity. 

Electronic 
word of 
mouth 

Ye et al. (2009) Content analysis of 3625 
online customer reviews 
was analyzed  

Online review ratings are a way 
for customers to describe their 
satisfactions. There is a 
significant relationship between 
online customer reviews and 
increased sales. 

Electronic 
word of 
mouth 

Mudambi et al. 
(2010) 

Content analysis of 1587 
online reviews on 
products on Amazon 

One star (out of five) is 
classified as a low rating, three 
stars is a moderate and five is a 
very high. Extreme ratings (1 
and 5 out of 5) can be 
considered less helpful. 

Electronic 
word of 
mouth 

Jeoung et al. 
(2011) 

Surveys with 201 
responses with focus on 
the restaurant industry 

Restaurant customers engage in 
positive eWOM when the food 
quality, helpfulness and service 
experience held a perceived high 
standard. Findings indicate that 
need to express positive feelings 
and concern for others where the 
internal triggers for this 
behavior.  
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Service 
quality 

Parasuraman et 
al. (1985) 

14 executive interviews, 
12 focus groups 
interviews 

Insights from method formed the 
bases of the service quality 
model, consisting of the 
dimensions reliability, 
responsiveness, competence, 
access, courtesy, 
communication, credibility, 
security, understanding/knowing 
the customer, tangibles as well 
as their definitions.   

Service 
quality 

Johnston (1995) Critical incident 
technique on 431 bank 
customers 

Access, aesthetics, attentiveness, 
availability, care, 
cleanliness/tidiness, comfort, 
commitment, communication, 
competence, courtesy, 
flexibility, friendliness, 
functionality, integrity, 
reliability, responsiveness and 
security. 

Service 
quality 

Zeithaml et al. 
(2002) 

Literature review Efficiency, reliability, 
fulfillment, privacy, 
responsiveness, compensation 
and contact.  

Service 
quality 

Zeithaml et al. 
(2001) 

Focus group interviews 
of six subjects 

Access, ease of navigation, 
efficiency, flexibility, reliability, 
personalization, privacy and 
security issues, responsiveness, 
assurance and trust, site layout 
and price knowledge. 

Service 
quality 

Wolfinbarger et 
al. (2002) 

Survey of 1013 
executives and focus 
group 

Design of website, online 
behavior, reliability and privacy 
and security issues, customer 
service. 

Service 
quality 

Wilson et al. 
(2012)  

Book Reliability, responsiveness, 
assurance, empathy and 
tangibles are five service quality 
dimensions (called 
SERVQUAL) that leads to 
customer satisfaction and further 
on customer loyalty. 

Service 
quality 

Parasuraman et 
al. (1988) 

97-instrument was 
subjected to two stages of 
data collection: the first 
consisting of 200 
respondents in a shopping 
mall about quality 
perceptions. The second 
step was to establish 

Using a 22-item SERVQUAL 
instrument to assess customers 
perceptions. These 22 was later 
limited to 10 Service quality 
dimensions: tangibles, 
reliability, responsiveness, 
understanding/knowing the 
customer, access, 
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Table 1: Literature review overview. 

 

 

reliabilities by analyzing 
a 34-item scale with a 
sample of 200 customers.  

communication, credibility, 
security, competence and 
courtesy. After the performed 
research it resulted in five 
dimensions: tangibles, 
reliability, responsiveness, 
understanding/knowing 
customers and access.  

Service 
quality 

Fornell (1992) Based on an index of 
annual survey data from 
around 100 leading 
companies in 30 
industries 

Customer satisfaction as the 
overall evaluation at post-
purchase made by the consumer. 

Price Parasuraman et 
al. (1994) 

Article demonstrating the 
validity and alleged 
severity of SERVQUAL 
attributes 

Customers are likely to consider 
specific aspects of the service 
transaction such as food quality 
and ambience. Service features 
and price to be satisfied with 
their overall experience in a 
restaurant.  

Price Hallowell (1996) Data was collected from 
12 000 retail-banking 
customers at 59 divisions 
through survey 

Customer satisfaction is the 
result of a customer´s perception 
of the value received, where 
value being perceived service 
quality in relation to price. 

Price Fornell et al. 
(1996) 

Nation-wide survey Customer satisfaction is first 
determined by perceived quality, 
the second is perceived value. 

Price Anthanassopoul
os (2000) 

Customer satisfaction in 
retail banking service 
investigated through 
confirmation factor 
analysis 

Customer satisfaction is strongly 
associated with value and is 
based on the combination of 
service quality factors such as 
price  

Price Pedraja Iglesias 
et al. (2004) 
 

Survey of 156 
participants 

The study result show that 
perceived price has a direct and 
positive impact on the level of 
customer satisfaction.  

Price Andaleeb et al. 
(2006) 

Factor analysis by 
multiple-regression 

Service responsiveness was the 
most important contributor to 
customer satisfaction, compared 
to food quality/ reliability, 
design and price.  
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Lewis (1993) stated that definitions of customer satisfaction relates to a transaction, being the 

difference between predicted and perceived service, in contrast to the attitudes that are longer 

lasting and less situation oriented. Customer satisfaction is based on customer´s experience 

from a specific service encounter (Cronin et al. 1992), which supports the fact that service 

quality is a determinant of customer satisfaction since service quality comes from the 

outcome and overall impression of the service.  

 

As portrayed earlier, there is a strong relationship between service quality and customer 

satisfaction (Bitner et al. 1990; Oliver 1993; Parasuraman et al. 1988). Meanwhile service 

industries are growing and little empirical data has been gathered on customer satisfactions 

and the service quality dimensions (Yang et al. 2004), especially added to the context of price. 

Lin et al. (1999) studied brokerage services and identified five dimensions, which are 

expected to exist within the industry to achieve quality: assurance, brand equity, efficacy, 

personal touch and tangibility. These dimensions are similar to the ones Parasuraman et al. 

(1985) have describes while conducting information from four service sectors (credit cards, 

product repair and maintenance, retail banking and securities brokerage). The study was 

performed to grasp the nature and causes of service quality from consumers. The study 

defines service quality as conformance to specifications. In Parasuraman et al. (1988) the 

outcome was to limit the service quality dimensions to the following features: 

Responsiveness, reliability, assurance, empathy and tangibles.  

 

What is similar for many of the studies of service quality dimensions is that most of them lead 

to customer satisfaction (Wilson et al. 2012). Combining this with what Jeoung et al. (2011) 

said about customer satisfaction and willingness to write positive about companies online, one 

could suggest there being a strong connection between each of the steps. What has been 

proven is that service quality lead to customer satisfaction (Parasuraman et al. 1985), which 

leaves this thesis to suggest that high online ratings is a proxy of customer satisfaction. Thus, 

what will be tested are the most accepted service quality dimensions and if they lead to high 

online ratings, assuming that the customer is satisfied. This will be assumed in the sense that 

positive review will be tested. Based on existing theories and discussions mentioned 

previously, this study has created the following figure that will be tested (Figure 1). The 

model is explaining the relationship between service quality dimensions, price, customer 
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satisfaction and high online review ratings. If the SERVQUAL and price is viewed in a 

positive way, thereby the customer being satisfied, the model suggests high online review 

ratings to be the outcome: 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Customer perception of service quality, price and customer satisfaction in relation 

to online reviews. 

 

As mentioned there are also other service quality dimensions which Parasuraman et al. (1985; 

1988) and Johnston (1995) have discovered and researched. However according to Liu et al. 

(2010) the five service quality dimensions is the most profound and used for research, which 

is why they will be used in this study. Inspired by a study conducted by Sum et al. (2009) the 

SERVQUAL and price will be slightly adapted into the study´s context, in this case 

restaurants. This will help collect and interpret the empirical data, meaning that the 

dimensions will be interpreted in the following way: 

 

Reliability 

In this case referring to whether or not the company is offering the service as promised, if the 

offer is solving the customers problem, if the service is being performed in a correct way 

immediately and all the time. This dimensions refers to the delivering of the core product. 

(Wilson et al. 2012) For example an airline company´s use of the slogan “We are on time”.  

Positive 
reliability 

Positive 
responsiveness  

Positive 
assurance 

Positive  
empathy 

Positive 
tangibles 

High online 
ratings 

Customer 
satisfaction 

Positive price 

Service quality 
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Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Reliability Ability to offer the service as promised, solving the 
customer’s problem, service performed correctly, 
immediately and all the time. Making the customer full, 
satisfied, does the food or drink taste well. 

Positive: “Good food”, 
“Good drinks” and “Overall 
a great place”.  
Negative: “Terrible food”, 
“Did not get full”. “Had to 
order more to get full”. 

Table 2: Interpretation of reliability in the restaurant industry. 

 

Accordingly, the following hypotheses are formed: 

Hypothesis 1 (H1): There is a significant relationship between perceived positive reliability 

and high online review ratings. 

 

Responsiveness 

Depends on if the customer is feeling like she is being kept informed about the service, how 

prompt the service is being offered, the employees and company´s willingness to help and 

how ready the employee is to respond to a customer request. (Wilson et al. 2012) An example 

of this could be a company promising response within X hours.  

 
Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Responsiveness Refers to how well the service is being delivered and how 
good the staff (e.g. cooks and servants) are at responding 
and adapting to customers requests. Willingness or 
readiness of restaurant to provide good service. Did the 
restaurant adapt well to special requests regarding the 
food? Example allergies. If a mistake was made was it 
being taken care of in an adequate matter according to the 
customer?   

Positive: “Great vegetarian 
option”, “Nice alcohol free 
drinks”. “I asked for gluten 
free bread and the server 
arranged it without a 
problem”.  
Negative: “They did not 
have a nut free sauce”. “I 
asked for without lactose 
and I still got with”,  

Table 3: Interpretation of responsiveness in the restaurant industry. 

 

Subsequently, the following hypothesis have been created:  

Hypothesis 2 (H2): There is a significant relationship between perceived positive 

responsiveness and high online review ratings. 
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Assurance 

Depends on the customer feeling confident in the employee, if the employee is making the 

customer feel protected in during the offer transaction, if the employee is consistently polite, 

and if the employee has enough knowledge to answer the customers questions. (Wilson et al. 

2012) Example a banking company claiming to be your personal financial advisor.  

 
Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Assurance Competence and courtesy of restaurant to inspire trust and 
confidence. How confident the customer is feeling in the 
employee? Is the employee polite? Does the restaurant 
show knowledge when answering questions? 

 Positive: “Very 
knowledgeable staff”, 
“great presentation 
technique”, “Great service”, 
“Very friendly staff”. 
Negative: “Terrible 
service”. “Staff couldn´t 
answer my questions”.  

Table 4: Interpretation of assurance in the restaurant industry. 

 

In accordance with the previous author the following hypotheses have been formed: 

Hypothesis 3 (H3): There is a significant relationship between perceived positive assurance 

and high online review ratings. 

 

Empathy 

Relates to whether or not the customers are getting enough individual attention, if the 

customer perceives the employees as caring, if the employee seem to be having the customers 

interest at heart, if the employee seem to understand the customer need, and lastly if the 

company has convenient business hours. (Wilson et al. 2012) This is for example very 

important when working as a doctor, it would feel inhumane if they did not show any 

empathy when working with a sick patient.  
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Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Empathy Refers to the perceived niceness or politeness of the 
employee and if the customer feels seen. Is the customer 
getting enough individual attention? Are the employees 
showing that they care about the customer and understand 
the customer’s needs?  

Positive: “Caring staff”, 
“Short waiting time at the 
bar,”, “I felt seen and was 
taken care of right quickly”. 
Negative: “I did not feel 
seen or noticed”. “Staff 
seemed to care more about 
their own needs than mine”. 

Table 5: Interpretation of empathy in the restaurant industry. 

 

Accordingly, the following hypotheses has been created: 

Hypothesis 4 (H4): There is a significant relationship between perceived positive empathy 

and high online review ratings. 

  

Tangibles 

Looks at the equipment and if it is modern, if the facilities are visually appealing, the 

employees’ appearance and how appealing the materials associated with the service are. 

(Wilson et al. 2012) For example airline and steward uniforms being coherent.  

 
Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Tangibles Restaurants physical attractiveness such as the ambiance, 
plates, employees’ outfits, interior, style and overall 
atmosphere.  

Positive: “Great 
environment”, “Great 
overall atmosphere”, “Nice 
plates”, “Cool chairs”, 
“Good looking waiters”. 
Negative: “Very 
uncomfortable chairs”. ”The 
place was dirty and ruined 
my clothing”, “Not my type 
of design”.  

Table 6: Interpretation of tangibles in the restaurant industry. 

 

Based on this previous information, it has been assumed that: 

Hypothesis 5 (H5): There is a significant relationship between perceived positive tangibles 

and high online review ratings. 
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Price 

Price effects the perceived satisfaction experience the customers get (Andaleeb et al. 2006; 

Parasuraman et al. 1988; Xia et al. 2004). Furthermore Pedraja Iglesias et al. (2004) states that 

price has a positive effect on customer satisfaction.  

 
Restaurants 
service quality 
dimensions and 
price 

Definition Examples of positive 
referral 

Price Relates to if the price seems reasonable and acceptable to 
the customer.  

Positive: “Really get your 
money´s worth”, “Good 
prices”.  
Negative: “Too expensive”, 
“Ridiculously bad prices”.  

Table 7: Interpretation of price in the restaurant industry. 

 

In line with previous authors it is assumed that: 

Hypothesis 6 (H6): There is a significant relationship between perceived positive price and 

high online review ratings. 

 

All of the six main hypotheses are created based on previously performed research. To 

provide the reader with a visual overview Figure 2 was created (below). As one can see the 

hypotheses form the SERVQUAL and price are considered leading to customer satisfaction, 

which is a requirement for attaining high online ratings. Meaning that if the restaurant is 

appealing to the SERVQUAL and price in a positive way, the customer gets satisfied 

according to previously discussed research. The model suggests that perceiving these 

variables in a positive way also leads to high online ratings: 
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Figure 2: Including hypothesis: Customer perception of service quality, price and customer 

satisfaction in relation to online reviews. 
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3.	  METHOD	  

3.1	  RESEARCH	  STRATEGY	  
Positivism, also called nomothetic ontology assumption is a research paradigm that considers 

reality as composed events that can be observed by human senses. The only acceptable 

knowledge from reality is gathered from experience. The language used to describe this type 

of knowledge contains concepts relating to real objects and to discover the truth, according to 

this paradigm, is done though observation. (Blaike 2009) This is applicable to this study since 

it will observe through content analysis. Furthermore as Blaike (2009) explains these types of 

observations to either observe events or objects from reality. These observations are 

summarized and believed to be applied though space and time, creating general laws. 

Explanation are achieved by demonstrating regularities is a specific case of a general law. 

Positivism rejects all theoretical understanding that is not gathered from experience. (Ibid) 

This study´s data will therefore be collected by the observations of other restaurant customers, 

where they have been describing their own experiences. Moreover, the positivistic paradigm 

also considers judgments to be excluded from scientific knowledge, as its validity cannot be 

tested by experience. Hence, anything that cannot be verified by experience is unimportant. 

(Ibid) In the context of this study this means that variables that cannot be measures, for 

example the mood of the customer writing the review, will not be the focus when attempting 

to answer the research question, mainly since it is not aligned with the research choices that 

has been made. Also aligned with the positivistic strategy is that this study will look for 

patterns, which will be detected through regression.   

 

The ontological perspective Depth Realist consists of three parts ranging from what can be 

observed, items that exists independently of the observer, and underlying items and structures 

that might not be observed voluntarily. Meaning that reality from a depth realist is considered 

structured and with an ontological depth. (Blaikie 2009) For this thesis the first part will be 

the main focus, being what can be observed, while being aware that there are independently 

and underlying phenomenon that exists despite what can only be seen. To use an example: the 

experience from an observed customer review experience can only be interpreted to the extent 

of what can be seen, hence what is written. Again, the mood of the customer cannot be 

interpreted unless they explicitly describe it in their review.  

 



Elin Åkesson   

	   31	  

The chosen epistemological view for the study is Neo-realism since it believes that 

knowledge from what caused a phenomenon is observed in regularities that are seen in the 

context or events that creates them. (Blaikie 2009) As explained briefly before, since this also 

goes aligned with Positivism, this study will research observed patterns. For example one 

service dimension often occurring when the customer is giving high ratings, one can consider 

this a regularity (assuming it is statistically significant). This epistemological assumption 

allows for the opportunity that cancelling or competing phenomenon can occur even when no 

change or event is observed (Ibid). Meaning, for this study, that even is no causality is 

observed there are still conclusions that can be draws. A simplified example is that if positive 

price does not generate a high rating, it leaves one to the conclusion that price does not have 

an impact on high ratings.    

 

Deductive research  

The chosen research approach is called Deductive and means in a broad sense to go from 

general theory and knowledge and try to specify the information. Its base is in existing theory 

from which the research tests and develops its own knowledge and conclusions. The bases 

stems from mathematical knowledge, rationalism and logical reasoning. (Blaikie 2009) A 

deductive research approach is usually accompanied by research questions starting with why 

(Ibid), which will be used in this study. This type of research question is usually tested by 

hypothesis (Ibid), which this study also will use. The reason for not choosing an Inductive 

approach is motivated with all the existing theories that already can be found in existing 

literature (as one can see in the literature review). Inductive is usually an approach that is used 

when one want to explore a new research area (Ibid), which is not the case in this study.  

 

Motivation of research question 

The purpose of this paper is to Explain the relationship between the independent and 

dependent variables. This type of purpose usually is complemented with a “why”-question to 

explain why something is happening (Blaikie 2009), which is also the case in this study. This 

choice was made since it works well with the content analysis that will collect quantitative 

data. According to Blaikie (2009) deductive strategy want to test theories to eliminate false 

and target the correct statements. This is a good compliment to the positivistic view and will 

be performed through hypothesis testing.    
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Choice of method 

According to Krippendorff (2004) content analysis is systematic reading of texts, images or 

other types of symbols. Analysis of documents and material often entails the specific 

approach of content analysis and is best described as an overall approach, method and 

analytic strategy. This method is a systematic research of different types of communication, 

objectively documenting patterns. It is also more objective, compared to other methods, since 

its traditional version works well with the researchers quantitative description. The raw 

material of content analysis can be any form of communication, however its usually written 

materials. (Rossman et al. 2003) Content analysis is an understated measure since it does not 

have an impact on the subjects during research (Abbott 2013). This method works well with 

the previous choices since it means observing communication without affecting the subjects’ 

behavior, while collecting the data in an objective manor. This is will be implemented in the 

content analysis by detecting patterns although adding some own interpretations when 

necessary to answer the research question “why”.  

 

The disadvantages of content analysis are that the design is limited to already collected 

material, meaning secondary data, and it is important for authors to consider if the discovered 

data can be analyzed for the new purpose. (Abbott 2013) This disadvantage will be death with 

by trying to collect data in as an objective way possible and trying to change what used to be 

a disadvantage (the data is already written) to an advantage since this will create enormous 

diversity in the answers. By collecting all of the reviews they will be analyzed objectively 

through regression. 

 

Quantitative approach 

When it is established which concepts that are going to be tested and how they are expected to 

work, the best research design needs to work with the hypothesis. Research designs helps 

social scientists to determine what will be used to test hypotheses, as a tool. There are some 

basic research designs to collect data to test: surveys, experiments, field research and 

secondary sources. (Abbott 2013) Secondary sources are usually historical documents, 

aggregate/comparative data and content analysis. Each research design has their pros and 

cons. As for the actual designs there are two basic types: quantitative and qualitative. 
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Quantitative designs depend mainly on measuring or describing a phenomenon in e.g. 

numbers. Quantitative designs benefits from explaining theoretical generalizations through 

survey data and is generalized to many individual things or people. Content analysis is a 

design where cultural variables are examined as a way to provide context and add meaning to 

social patterns. (Abbott 2013) According to Krippendorff (2004) there is a fine line between 

quantitative and qualitative content analysis, even though in the quantitative version the data 

is converted into numbers. Quantitative content analysis is a research method that works as a 

systematic assignment of communication content and to categorize according to rules. 

Content analysis assumes an empirical approach (Riff et al. 2014). This thesis has chosen to 

focus on quantitative data since the data will be gathered and analyzed through content 

analysis and regression. However some might consider the data as qualitative since the 

method of content analysis can bend both ways. To make this more clear to the reader, the 

gathered data from the content analysis will be marked by numbers such as 0,1 and -1, 

depending on what the reviews is encompassing. By adding numbers to the analysis is one 

more way of keeping it as quantitative, and objective, as possible. More information about the 

practicality later.  

 

Sources of data 

Data can be collected in different forms: primary, secondary and tertiary. Data also exist in 

four different versions of settings: natural social settings, semi-natural settings, artificial 

settings and social artefacts (examining records left by humans, individuals or groups). 

(Farquhar 2012) This thesis source of data will be secondary sources since it is collected from 

online forums. It is secondary since it is written for a different purpose (Blaikie 2009). Ghauri 

et al. (2005) defines secondary sources as data that exists originally for another purpose, 

however it can still be applied onto other contexts. In this study that means that the customer 

reviews were arguably written by the customers to share their opinions on TripAdvsior, while 

they are used by this study to explain what triggers low and high ratings. If these sources were 

primary data they would be written for the purpose of being used in this study. This is 

strengthened by Ghauri et al. (2005) since they write that primary data solely exist to solve 

the purpose of the paper. The data settings are gathered from a social artefacts setting. Social 

artefacts are neither natural nor artificial situations, it contains traces of social activities left 

behind by participants (Farquhar 2012). Meaning that the online reviews are natural and 
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would have existed even if the thesis were not being written, however its traces are being used 

for another purpose. The social artefacts records past social activities that can be found in 

different places (Farquhar 2012). In this study the sources are from official social activities 

since no password or special access was needed to gather the reviews from TripAdvisor.  

 

Sampling 

A population is the total all situations that conform to some designated set of context or 

criteria. The total consists of a combined set of elements, which are single members or units 

of the same population. These members or units can be humans, situations, places, times or 

things. A sample is a selection of these members or units from the entire population, and is 

usually used to make statements about the entire population. (Farquhar 2012) Usually 

gathering the entire population is either too difficult or time consuming, this is way 

researchers use samples. The ideal sample is one that provides a perfect representation of the 

population, with relevant features included in the sample in correct propositions. However 

this ideal is rarely achieved. (Ibid) The sample for this study was inspired by Ye et al. (2009) 

and Mudambi et al. (2010) that collected consumer reviews posted during a 12 month, adding 

up to 3,625 as well as 1,587 reviews. This thesis, due to inspirations from previous research as 

well as its own delimitations, therefore considers the entire population to be all reviews about 

restaurants in the Malmö area. However since this is not possible, samples will be used. This 

thesis will arrange a non probability sample by choosing to arrange the top rates restaurants in 

the TripAdvisor feed, and thereafter collect every review until 186 reviews have been 

collected (by counting frequencies the data ended up being almost as many variables as 

Mudambi et al. 2010). In probability sample every population element must have a known 

and non-zero chance of being selected as well as every element being given an equal chance 

of being selected. Non probability sample does not give every population element a chance of 

selection. (Farquhar 2012)   

 

Quota sampling 

Quota sampling is a commonly used single stage non probability sample and is considered 

better than accidental sampling and often used when it is difficult to identify members of a 

population. This method produces a sample with similar distribution of characteristics to 

those in the population who are important and is supposed to be represented. A set of relevant 
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criteria is set to select and identify the sample, it can for example be gender, year at 

university, degree etc. (Farquhar 2012) In this thesis the population being five, four, three, 

two and one star review ratings in Malmö, as well as being ranked top three on TripAdvisor at 

the time. 

 

Timing data collection 

Many researchers consider the timing of collecting data as very important. The most common 

versions of data collecting timing is (1) Cross-sectional (be confined to the present time), (2) 

Longitudinal (extending over a period of time) and (3) Historical (limited to the past). 

(Farquhar 2012) Since this study is focusing on reviews that have already been written, this 

qualifies as the past. Therefore the timing of the data collection is considered to be Historical. 

Historical studies deals with events that have taken place in the past and these studies are 

different in character compared to ones that collect data in the present. Historical studies 

gathers information about the past from people who have lived during a certain time or people 

who knew people who have. (Farquhar 2012) 

 

Levels of measurement 

Quantitative methods of data collection requires a choice between four different levels of 

measurement; nominal, ordinal, internal and ratio. The most basic level is nominal 

measurement in which objects, events and people are assigned to categories in terms of their 

shared characteristics. (Farquhar 2012) The data collected for this study is Nominal since it 

divides data into characteristics of SERVQUAL and price (independent) and high ratings 

(dependent), which that cannot be ranked. (Ibid) Nominal data collection works well for both 

quantitative and qualitative data. However no mathematical operations can be performed on it 

since you are able to say which is the lowest and the highest but not by how much. This works 

well with restaurant reviews using stars. As mentioned before, this nominal data will be 

transformed into numbers such as 1 and 0, to perform a regression on it.  

 

Quantitative data analysis methods 

Quantitative data analysis methods can be categorized into four main categories: univariate 

descriptive, bivariate descriptive, explanatory and inferential. To answer “why”-questions it is 

necessary to establish the influence of one or more independent variables on a dependent 
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variable. This can either be done though a factor analysis, path analysis or a regression. 

(Farquhar 2012) This study is using a binary regression to explain how positive SERVQUAL 

and price effects the dependent variable high star ratings. 

 

Regression 

Regression analyses the dependency of a dependent variable on one ore more independent 

variables (Field 2013). This study will perform a binary regression, also called binary logistic 

regression. This type of regression is used when there are two outcomes (Ibid), which in this 

study is either low ratings or high ratings. In this study the online review ratings will be the 

dependent variable (where the focus is high ratings) and the SERVQUAL and price will be 

the independent variables. This means that the dependent variable will be divided in two 

groups where the high ratings (4 and 5) will be grouped into one group, classified as Higher 

ratings. While the mediocre and low ratings (3, 2 and 1) will be grouped into another and 

called Lower ratings. This will be calculated by a binary regression where the positive and 

negative reviews will be one group of data consisting of a total of 741 rows of data and 

(741*6 service dimension and price categories) 4446 different values.  

3.2	  QUALITY	  CRITERIA	  
Reliability 

When determining which research design to use it is important to consider the designs 

reliability, meaning how likely it would be for the result to be reproduced by other authors 

when reproducing the study. The more reliable a design is, the more consistent the results 

should be when reproduced. For example if the same population is sampled again through 

independent sampling, the design should produce similar results the second time around. 

(Abbott 2013) This study tries to achieve reliability by thorough explanations of the steps 

used when collecting data, as seen in the upcoming 3.3 Data collection method. For achieving 

a reliable result it should also measure over a period of time, to eliminate the chance of 

relationships being a coincidence (Ibid). This is why the empirical data will be collected over 

a three year time period, and this can be done since that data already exists. This reliability 

measure is called Stability (Straub et al. 2004), the second reliability step is called Internal 

Rate Reliability. This step makes sure that the subjective impact is minimal on the collected 

data. This study tried eliminating subjectivity as much as possible by arranging systems for 

collecting data, systems such as all the reviews from the top three restaurants at TripAdvisor 
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in Malmö used in the regression. The calculation itself was more comprehensive to make sure 

no subjectivity was added since it is calculations, and the analysis was quantitative. 

 

Validity  

Validity is equally as important to achieve as reliability. The focus of validity is how accurate 

a measure is, moreover if the research design is measuring what it is intended to measure. 

(Straub et al. 2004) Often the problem with validity is that people tend to answer what they 

remember saying when the poll was issued, which does not necessarily have to be the same 

answer as they actually gave when the question was asked (Abbott 2013.) Since this study 

gathered data while assuming none of it was sponsored or paid for (see Delimitations), it 

means that it is thereby assumed that all the reviews were written by the customers own free 

will. However one could also argue that it is not valid to assume that the customers 

experience and comments are not valid anymore since they were written (in some cases) three 

year ago, however this has to do with the choice of method (content analysis) and the timing 

of the data collection being historical which again, is an important part in preserving the 

reliability. Being aware of this while performing the empirical data and analysis is a proactive 

way to try preventing it from being too subjective. As already mentioned the collection of 

data is performed in a systematic way to try eliminating subjectivity and selection. 

 

Ethics 

There is a fine line, which can very individual, of what is ethically correct and what is not. 

What remains are that all of us have a right to privacy, while researchers and the public also 

has the right to know about a social phenomenon. Ethics are conducting the standards of a 

given profession or group and when studying people there are many procedures to protect the 

subjects of a study. (Abbott 2013) To protect people in a study means to respect them, 

meaning that they should be treated as autonomous agents, to ask for consent and letting the 

person understand the purpose of the study, provide beneficence (meaning the researchers are 

obligated to consider the well-being of the participant. (Abbott 2013) Ethics and protecting 

the subjects of this research will not be a problem since they all already gave there consent in 

publishing their comments when they posted them on the forum. Nothing will be trace and 

discussed with neither of the subjects personally and therefore be handled in an ethical matter.  
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Source criticisms 

Source criticism is an important part of a study, particularly when collecting the theory and 

empirical data. It contains different ways of determining how trustworthy, useful and honest 

the collected data and information is. Determining this means tracking down the original 

source, which can either be verbal, written or physical. (Thurén 2005) For this study´s 

empirical data the original source is immediately located upon collecting it, since the 

customer reviews only exists in this place. As far as theories go a point has been made in 

always trying to locate the original source, being either book article or link, to understand the 

(for example) quoted sentence in its correct context. This is hoping to bring more 

comprehensive truth and understanding of the matter before including it in the study.  

3.3	  DATA	  COLLECTION	  METHOD	  
Practical information about how the data was gathered.  

3.3.1	  SUBJECTS	  AND	  SAMPLE	  SIZE	  
The data was collected between April 2nd 2016 and 13th of April 2016. Since TripsAdvisor is 

the worlds largest traveling forum it discloses information about destinations, and more 

important for this study, restaurants. (About Tripadvisor 2016) As content analysis is the 

chosen method, the restaurant reviews and ratings were conducted by already existing data. 

The data was found through the following process: Entering https://www.TripAdvisor.se/, 

filter the website to restaurant and Malmö, rate results by highest ranking and then choose the 

top three restaurants. The reason highest ranking was chosen was filtered was because the 

author wanted to make sure there existed enough five star ratings. In total the data was 

collected from three restaurants, these were called Vollmers (76 reviews), Bastard (101 

reviews) and Årstiderna (10 reviews). In total there were 186 reviews consisting of three 

restaurants with a total of 50 five star reviews, 50 four stars, 50 three star, 25 two stars and 11 

one stars. The one star reviews used to be 11 but one was removed since it was considered to 

be misleading. Meaning that it did not contribute and could not be analyzed, see Attachment 1 

for more context. As disclosed the stars will be divided into two groups (high and low star 

ratings), presenting the following table: 
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Restaurants 5 star 

ratings  

4 star 

ratings 

3 star 

ratings 

2 star 

ratings 

1 star 

ratings 

Vollmers (50 

reviews) 

Vollmers 

(12), Bastard 

(38) 

Vollmers (9), 

Bastard (41) 

Vollmers (1), 

Bastard (17), 

Årstiderna 

(7) 

Vollmers (3), 

Bastard (5). 

Årstiderna 

(2) 

Total 50 50 50 25 10 

Leading to 100 high ratings 85 low ratings 

Table 8: Explanation of distribution of ratings. 

 

The reason for the distribution between the ratings are based on previous research, since when 

counting the frequencies of referral to the different dimensions and price, this collection 

results in 4446 variables in total (read more about this transformation in Regression under 

Chapter 3.1). This is inspired by Ye et al. (2009) and Mudambi et al. (2010) which in total 

conducted 3,625 and 1,57 variables. The reason there are not 100 low ratings is because this 

would had meant that collections from a fourth restaurant would have been made. The fourth 

one on the top four restaurants in Malmö when the collection was made was a pub, while the 

others are more up scale restaurants. The author therefore made a decision to quit collecting 

with the intent of keeping the context of the reviews as similar as possible.  

3.3.2	  PROCEDURE	  
The data was collected by manually copy pasting the reviews and ratings into an excel 

document while creating a review number, noting the restaurant, the rating and the actual 

review. The review were later interpreted by looking for SERVQUAL and price information, 

and if found it was marked italic in the excel document. The frequency any of these attributes 

(SERVQUAL or price) was mentioned was noted, resulting in 4446 variables in total after 

counting all the variable frequencies in the review. This process was performed three times by 

the author with the same data, to make sure that saturation of data interpretation was 

achieved. The data was next interpreted as either positive, negative or neutral/not existing in 

accordance with the described tables in the hypothesis description Table 2-7 (above) in the 

restaurant industry. For more information about this interpretation see Table 9: Coding 

reviews (below). Furthermore, once the data has been interpreted as either positive, negative 

or neutral/not existing it was marked 1, -1 or 0 into SPSS. This was done inspired by Cohen et 
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al. (2003) and it is called effects coding, meaning that one group is coded to not produce data, 

which lets SPSS know that this group is not of interest. In the case of this study the negative 

reviews (coded -1) are of lesser interest to this study since the focus is on high ratings and 

positive reviews. This is why the negative reviews were marked as negative, as an indicator to 

SPSS that the outcome should focus on high ratings. Furthermore, the reason frequency of a 

service quality or price attribute was noted was a way to mirror the review in the best way. 

Since one comment sometimes talk about the reliability (e.g. food) ones in a negative way, 

and then talk about something positive regarding reliability it was important to make sure 

both frequencies were acknowledged in the study.  

 

When writing a review on TripAdvisor the customer has an option to write a headline of the 

review. When collecting reviews the headline was not included (in Excel document) if the 

headline was a repetition of the actual comment. Otherwise this could have risked interfering 

with the data by unintentionally increased the quantity of the intentional comment, since the 

opinion of a comment from the customer would have mistakenly been counted twice. When 

looking at the comments one can see that they go back to about 2013 and worth noting is that 

restaurant Vollmers was awarded with a star in the Guide Michelin during 2015 and it is 

referred to as “star” in some of the customer reviews.  

 

After the data was coded a binary regression was performed to see if there was a significant 

relationship between any of the independent variables and the high online ratings. 

Summarizing all the found data: both negative, positive and neutral reviews, and both low and 

high online reviews, were collected, noted and found. However the negative data and lower 

ratings were only used as components for detecting any patterns between positive reviews and 

high ratings. This was done simply because the binary regression in SPSS only aloud one 

focused outcome, and since negative word of mouth had been the most dominating in 

previous research the positive was chosen as the main focus. The result from the binary 

regression is disclosed and interpreted in Chapter 4 Data analysis and findings.  

3.3.3	  OPERATIONALIZATION	  
The collected data was coded with positive and negative meanings for various SERVQUAL 

and price attributes where made italic in the Excel text so readers easily could see consistency 

of coding:  
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Item no. Items description Dimensions 
A1 Positive references to Reliability dimensions, e.g. “Really good food”. Reliability 
A2 Negative references to Reliability dimensions, e.g “I did not get full”.  Reliability 
B1 Positive reference to Responsiveness dimensions, e.g. “Staff was fast at taking 

my order”. 
Responsiveness 

B2 Negative reference to Responsiveness dimensions, e.g. ”They could not provide 
me with a gluten free option”.  

Responsiveness 

C1 Positive reference to Assurance dimensions, e.g. “Staff provided excellent 
service”. 

Assurance 

C2 Negative reference to Assurance dimensions, e.g. “I asked a question that the 
staff couldn´t answer”.  

Assurance 

D1 Positive reference to Empathy dimensions, e.g. “I always feel very seen here”.  Empathy 
D2 Negative reference to Empathy dimensions, e.g. ”I felt like no staff even saw me, 

I had to wait for over to get my order in”.  
Empathy 

E1 Positive reference to Tangibles dimensions, e.g. “The atmosphere is great”. Tangibles 
E1 Negative reference to Tangibles dimensions, e.g. “The chairs was awful to sit on 

and left a stain”.  
Tangibles 

F1 Positive reference to Price, e.g. “Really worth your money”. Price  
F2 Negative reference to Price, e.g. ”Very expensive in relation to what you get”. Price  
Table 9: Coding reviews. 

 

The neutral coding were used when the dimensions or price were not referred to, or referred 

to in a neutral way. This means that if none of the above (Table 9) codes fits the referral, it 

was coded as neutral (0). For examples of what some of the reviews looked like please see 

Appendix 2, or Attachment 1.  
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4.	  DATA	  ANALYSIS	  AND	  FINDINGS	  

4.1	  CASE	  SCREENING	  
	  
Based on the final result with 4446 variables that were used for analysis, the data was first 

examined with regards of its reliability. As reported in the Data summary, Table 10, one can 

see that there are no missing cases in the data: 

Table 10: Data summary. 

 

As displayed in the complete output in Appendix 3, the output is divided into two blocks: 

Block 0 and Block 1. Block 0 is the model before the independent variables (Field 2013), 

which again is SERVQUAL and price, was included. Block 1 is the model after independent 

variables was incorporated (Ibid). Meaning that Block 1 is the main part that the analysis and 

hypothesis testing will focus on.  

  

When looking at the classification plots, which are the equivalent of histograms for the 

predicted and actual values of the outcome variables. These plots are used for estimating the 

fit of the model in comparison to the observed data. (Field 2013) In this thesis the 

classification plots is a histogram of the predicted probabilities of customers giving high 

online ratings. If the models probabilities are not close to 0.5 it means that the high ratings are 

relatively well predicted by the model (Field 2013). As one can see in this study´s model 

(Table 11 below), the variables are mainly appearing around 0.1 (low) and 0.8 (high), which 

means that the cases are predicted reasonably well: 
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Table 11: Classification plots. 

 

Negelkerke´s R Square output is a version of the coefficient of determination and is the 

variation of Cox and Snell´s R Square. The output tells us how much of the model is predicted 

in relation of its maximum value. (Field 2013) In this result the Negelkerke´s R Square is 

0.639, meaning that the model predicts 63,9% of its maximum value. In Model Summary 

(Table 12) one can also find the Cox and Snell´s. This output is based on the log-likelihood 

for a model and should be similar to Negelkerke´s R Square (Field 2013). Since the Cox and 

Snell´s R Square is 0.479 this means that it is rather similar, which is a good indicator that the 

model is a good fit.   

Table 12: Model summary. 
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The Hosmer-Lemeshow goodness-of-fit output helps us determine how well the model fits the 

data in comparison to what there originally was to explain (Field 2013). In this study´s output 

(Table 13 below) it tells us that 52,9% (p= 0.529) fits the data. This being a fairly good 

indicator according to Field (2013). 

Table 13: Hosmer and Lemeshow test. 

	  

4.2	  HYPOTHESES	  TESTING	  
	  
The output of the hypothesis testing can be viewed in the following text as well as in Table 14, 

displayed at the end of this subchapter. For a complete overview of the output from the 

regression the reader is referred Appendix 3. 

 

H1: There is a significant relationship between perceived positive reliability and high online 

review ratings. 

The positive referral of the service quality dimension reliability is marked “reliability” (see 

Table 14 below) and in the output marked Variables in the Equation one can see the 

significance between high online ratings and this service dimension. As the hypothesized 

there is a significant relationship between positively perceived reliability and high online 

review ratings. This is explained in the significance (p), which is p<0,000. Following, the 

Beta (β) is 1,949, meaning that the relationship is between reliability and high ratings is 

positive. Concluding for the reliability dimensions, H1 is supported.  

 

H2: There is a significant relationship between perceived positive responsiveness and high 

online review ratings. 

As displayed in Table 14, the second row by “responsiveness”, accordingly with the 

hypothesis there is a significant relationship between positively received responsiveness and 

high online review ratings. Since p<0,035 and β= 1,360. Since Beta is positive this mean the 
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relationship also is. Therefore H2 is supported.  

 

H3: There is a significant relationship between perceived positive assurance and high online 

review ratings. 

Table 12 row three “assurance” states a clear significant relationship between positively 

perceived assurance and high online review ratings; p<0,000. Since β= 1,498 it means that 

there is a positive relationship. Therefore H3 is supported.  

 

H4: There is a significant relationship between perceived positive empathy and high online 

review ratings. 

As displayed in the same table on row four “empathy”, there is not a significant relationship 

between perceived empathy and high online review ratings since p=0,652. Meaning H4 is 

rejected.   

 

H5: There is a significant relationship between perceived positive tangibles and high online 

review ratings. 

The positive referral of the service quality dimension tangibles is marked “tangibles” on row 

five (see Table 14 below). Conflicting with the hypothesis, there is no significant relationship 

between positively perceived tangibles and high online review rating since p=0,607. 

Therefore H5 is rejected.  

 

H6: There is a significant relationship between perceived positive price and high online 

review ratings. 

The positive referral of the price is marked “price” (Table 14) on row six. As hypothesized 

there is a significant relationship between positive price perception and high online review 

ratings. β=  1,835; p<0,000. Thereby, H6 is supported.  
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To summarize, the reader is given an overview of all the hypotheses: 

 

Table 14:Hypotheses result overview. 

 

As one can see in Table 14 above, and more explicitly in Appendix 3, the result is that some 

hypotheses are accepted and others are rejected. However this table also includes Wald 

statistics. Wald statistics explains if a coefficient of that predictor is significantly different 

from zero. If so, we can assume that the predictor is making a meaningful contribution to the 

predictor of the outcome (Field 2013), in this case being the high star ratings. Looking at the 

independent variables Empathy and Tangibles one can see that their Wald values are 

relatively close to 0, indicating that the variables are not making any meaningful contribution. 

However the other values, which also have a significant relationship to high online ratings, 

tells us that they are predicting the outcome.  

 

The confidence intervals for exp(B) shows us the interpretation of confidence intervals for the 

odds ratio. For this study, and in general, the confidence intervals were set to 95% since that 

is what is usually used. Meaning if the value is bigger than 1, this means as the predictor 

increases the odds for that the outcome should occur also increases. However if the value is 

less than 1 it tells us that as the predictor increases, the odds for that the outcome should 

SERVQUAL/Price High ratings (4-5) 

 β Wald Significance (p) Exp(B) Hypothesis 
supported 

Reliability 1,949 188,781 p<0,000 7,023 Yes 

Responsiveness 1,360 4,427 p<0,035 3,898 Yes 

Assurance 1,498 45,685 p<0,000 4,475 Yes 

Empathy 0,246 0,203 p=0,652 1,279 No 

Tangibles 0,116 0,265 p=0,607 1,123 No 

Price 1,835 14,352 p<0,000 6,264 Yes 
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happen decreases. (Field 2013) The information about each particular service quality 

dimensions shows, as previously disclosed, that reliability with a β of 1,949 has the highest 

likelihood to lead to high online ratings. This is also verified by the Exp(B) which is also the 

highest (7,023) for reliability. The Exp(B) means according to Field (2013) that a value that is 

bigger than 1 tells us that when the positive reliability increases, the odds for high online 

ratings increases as well. Following, by interpreting from the β and Exp(B) the positive price 

focus would lead to the second highest chances of getting a high online ratings, assurance the 

third highest and responsiveness the fourth.  

 

Considering the output and variables above, and having this papers research question “Why do 

customers give high online review ratings? “ in mind, the numbers are clearly indicating that 

customers give a high online review rating when reliability, responsiveness, assurance and 

price are perceived in a positive way.   
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5.	  CONCLUDING	  REMARKS	  
There is a significant relationship between the four independent variables: positive reliability, 

positive responsiveness, positive assurance and positive price and the dependent variable high 

online review ratings. The study also concludes that there are no significant relationships 

between the independent variables positive empathy or positive tangibles and the dependent 

variables high online review ratings. Meaning the reason customers give high online ratings 

are because the restaurant has appealed to their reliability, responsiveness assurance and price 

perception in a positive way. 	  
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6.	  DISCUSSION	  AND	  IMPLICATIONS	  
In total four of six hypotheses were supported in this study, indicating that the majority of the 

collected information fits the created model. Based on this, the following findings and 

discussions are important: 

6.1	  THEORETICAL	  IMPLICATIONS	  
Customer satisfaction  

Previous studies disclosed in this study located several service quality dimensions as 

important to achieve customer satisfaction. This paper´s result compliments these by 

explaining that customer satisfaction can also be extended to high online ratings. This study´s 

outcome also confirms that reliability, responsiveness, assurance and price are important 

factors in the context of customer satisfaction, and mainly for high online ratings. The 

outcome also complement studies that concluded that a satisfied customer tend to engage in 

positive word of mouth. This thesis provides an added dimension to the positive word of 

mouth since it found that this customer behavior extends to online forums such as 

TripAdvisor. Meaning that if a company, in this case a restaurant, manages to make a 

customer satisfied it will not only lead to positive word of mouth, it will also lead to high 

online ratings. Assuming that the customer is perceiving the restaurants reliability, 

responsiveness, assurance, and price in a positive way.  

 

Electronic word of mouth  

Online review ratings are a way for customers to express their satisfaction, and there is a 

significant relationship between online customer reviews and increased sales. Results indicate 

that there is a relationship between high online review ratings and a positive opinion of three 

service quality dimensions and price. This result be viewed as a compliment to the previous 

discoveries since it indicates that by restaurants being attentive to these dimensions, they will 

not online get good ratings, they might also get incensement in sales. However this 

relationship is only assumed in more general terms since it is not tested, though it could be a 

possible outcome of the tested result. Meanwhile future studies are encouraged to test if there 

is a true relationship.  

 

Something this study does not investigate is if negative views of the service dimensions and 

price lead to, what former research would classify as, low and/or mediocre ratings (1, 2 and 
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3). This master thesis deliberately chose not to include low ratings, however further research 

are encouraged to test this relationship to see if negative review ratings and views within the 

same dimensions or other lead to lower or mediocre reviews.  

 

Previous research shows that restaurant customers participate in positive electronic word of 

mouth when the food quality, helpfulness and service experience holds a high standard. This 

master thesis shows results that partially strengthen, partially challenges these previous 

studies. For example the food quality and helpfulness, which relates to reliability and 

assurance in this thesis, are all stating similar things. Since previous research states that it 

leads to positive electronic word of mouth and this thesis result states that it leads to high 

online review ratings. However the interesting part is where this thesis results is not 

supporting the former research (here specifically referring to Jeoung et al. 2011), this study 

from 2011 states the tangibles dimension lead to positive electronic word of mouth, where 

this thesis result shows that there is no significant relationship between positive tangibles and 

high online reviews. Perhaps this thesis result, which is unlike Jeoung et al. (2011), can be an 

important difference between positive eWOM and high online ratings. Further research is 

encouraged to research this difference to understand more about electronic word of mouth, 

customer satisfaction and service quality dimensions.   

 

Service quality  

Since this master thesis focused on five dimensions, one should be aware that including 

and/or eliminating some of the dimensions could have led to other conclusions. Research is 

therefore encouraged to research other service quality dimensions to create an understanding 

if other dimensions also could lead to a high online rating. Again, the limitation of this master 

thesis was to solely focus on the five dimensions that previous researchers have refer to. 

These dimensions was also harmonizing with Wilson et al. (2012) statements are that the five 

SERVQUAL lead to customer satisfaction and customer loyalty. This master thesis suggested 

that customer satisfaction leads to high online ratings and one could claim that part of 

customer loyalty (which Wilson et al. (2012) states that customer satisfaction leads to) is 

giving a restaurant a high online rating. However this exact connection has not been made and 

this relationship is therefore recommended for further research.  
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Other research have stated that customers are likely to reflect on aspects of the service 

transaction such as food quality and ambience, and if these service features along with the 

price are good, they will be satisfied with their overall experience in the restaurant. In this 

master thesis the outcome is confirming this statement and vice versa on the food quality and 

price aspects, however on the ambience (which this master thesis calls “tangibles”) the 

outcomes are different from the broader context. Meaning that the separate statements are 

naturally true since it leads to different outcomes, however previous authors has stated that a 

satisfied customer will give a high online review rating. On this subject the outcome from this 

thesis are different from former research. Therefore future studies are encouraged to research 

what the difference in tangibles and ambiance, in the context of both customer satisfaction 

and high online ratings, can be. One suggestion for this phenomenon could be the 

interpretation of the terms, since both “ambiance” and “tangibles” are very broad categories. 

 

Previous research found that customer satisfaction is manly perceived by quality and secondly 

perceived by perceived value. The outcomes of this master thesis, put in this context, are both 

confirming and disputing this statement. It is confirming that value (here named “price”) and 

some service quality dimensions lead to customer satisfaction, which then leads to high online 

ratings. However some of the service quality dimensions (empathy and tangibles) lead to 

customer satisfaction, while it does not lead to high online review ratings. 

 

The information about each particular service quality dimensions shows, as previously 

disclosed, that positive reliability has the highest likelihood to lead to high online ratings, the 

price the second, responsiveness third and assurance the fourth highest chance. Meaning that 

from a theoretical view, and in an overall SERVQUAL-context, this is the order to prioritize 

when one would like to investigate the service quality dimensions on a deeper level.   

 

Findings that go against the hypothesis, which are positive empathy and tangibles, could 

mean that these are simply not dimensions that the customers prioritize when giving a high 

rating online. Perhaps these are qualities that are more important triggers for low ratings, or 

perhaps they were mentioned in the reviews but not in a positive way. This proposition could 

mean that empathy and/or tangibles are things the customer think should be good but does not 

have to be great.  
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Further explanation for lacking evidence in the relationship between positive empathy, 

tangibles and high online ratings could come from not adapting the dimensions well enough 

to the restaurant industry. Perhaps their description should have been more explicit and better 

adapted to the restaurant industry. Looking at the definition this study created for empathy 

(e.g.) in the restaurant industry it focuses a lot on if the employees are caring, seems to have 

customers interest at heart and if they feel seen. Perhaps these are qualities that are more 

important in other professions. Suggestions, especially for the empathy dimension could be 

that the restaurant might not be a place where people are looking for empathy from 

employees, perhaps that need is being fulfilled by their company and the attentiveness from 

the staff gets unnoticed and therefor not registered when it is time to write the review.  

 

Another reason for the lack of evidence could be that there is a difference between what 

customers write and what they think, meaning that they might miss empathy and tangibles if 

there were not there. Or that they are more noticed and written about when they are negative. 

Similar to this argument previous research writes about positive eWOM as a way of giving 

back, express gratification and helping the organization. Perhaps one must consider not only 

what the restaurants can do but also the customers mind set. Debatably these two dimensions 

does not trigger this inner mindset of the customer. This is something that would be 

interesting to research further.  

 

Other reasons could be that when collecting the data, there seemed to be some inconsistencies 

of how the customers chose to rate their reviews. There could be customers rating the 

restaurants and writing neutral/indifferent or sometimes even negative comments and they sill 

ultimately gave the restaurant a high rating. Naturally, I am not to one to draw my own 

conclusions however it would be interesting to understand more in depth what it is that made 

these people give a high rating when everything they recall is mediocre or negative. However 

noteworthy when looking more closely on the collected empirical data is that with the four 

star ratings customers tended to focus more on what the restaurant could have done better, 

which might have increased the probability that more neutral and negative service quality 

dimensions/price increases. Perhaps by adding a qualitative analysis to this study would have 

created a better understanding of this subject.  
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Also, research has stated that expectations are an important factor that might effect customer 

satisfaction, which thereby might have an effect on the outcome of this thesis. It is therefor 

noteworthy that one of the restaurants where data was collected from received a Michelin star. 

This could have in someway effected the customer expectations and led them to write more 

negatively about the dimensions that did not show a significant relationship with high ratings. 

However this is only suggestions for possible effects and not anything that has been in any 

way proven.  

 

Price 

Former research has found that price has a positive effect on customer satisfaction. The 

results of this master thesis confirm this result and adds to the dimensions that a positive 

perception of price will not only lead to customer satisfaction, it will also generate high online 

review ratings. This is important because it means that both customers and ultimately 

restaurant owners gets more positive benefits then expected when making sure the price is 

seen in a positive way.   

 

Furthermore the master thesis result is conflicting with the findings by Andaleeb et al. (2006) 

who found that service responsiveness is the biggest contributor to customer satisfaction, 

compared to variables such as price. This indicates that of service quality dimension are more 

important factors than price (which also have been strengthen by other research). However 

this master thesis can not dismiss the statement that service responsiveness leads to customer 

satisfaction, since this is a statement several researcher has found including this one. Though 

it can arguably dispute the statement indicating that responsiveness is more important than 

price. Since according to this thesis findings claims the opposite, there is actually a slightly 

stronger likelihood that positively viewed price will lead to high online ratings more often 

than positively seen responsiveness. As one can see the margin is quite slim, however if one 

gets the impression from previous research that responsiveness (or other dimensions) is more 

important than price, the findings of this master thesis shows that one should reconsider. This 

means that this master thesis outcome fully supports Anthanassopoulos (2000) who claims 

that price and service quality is equally as important.  
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As previously disclosed when discussing the likelihood to leading to high online ratings, one 

could argue for price as a particular variable having a relatively high likelihood leading to 

high ratings. This means that price is an important focus from a theoretical stand and for 

example to investigate if a negative price view also has as strong impact on low ratings would 

be an interesting compliment.  

6.2	  PRACTICAL	  IMPLICATIONS	  
For marketing- and service managers as well as restaurant owners this means that by focusing 

on reliability, responsiveness and assurance will not only lead to satisfied customers but also 

high online ratings. Ultimately this will lead to more satisfied customers, more loyal 

customers as well as more sales. It also means that in an economical sense these managers 

and owners can budget for what the customers really care about, while making sure they 

profit from it in the process. Thereby, reliability, responsiveness, assurance and price should 

not be neglected by restaurant owners.  

 

Within the range of the dimension that has proven to lead to high ratings, it also gives an 

indication for what the restaurant owners should focus on. Ultimately it is reliability that 

matters the most, shortly followed by price. This means in a practical sense that decreasing 

focus on what does not seem to generate as high ratings, e.g. tangibles, would leave a bigger 

budget for food while still keeping a reasonable price range that still would make the 

customers perceive the price in a positive way.  

 

Further more, restaurant owners can influence the service quality dimensions, and in some 

ways price when it comes to e.g. margins. However there are also other contributing factors 

that might restrict restaurants from delivering as high of desired service quality and still 

maintain a reasonable price. Example of this would be geographical restrictions that would 

prevent ingredients from being bought at a good price and at good standards.   

 

The focus for solely marketing managers of restaurants, they should keep in mind what the 

customer appreciates when generating a high rating and could use this in campaigns. 

Suggesting that there is good food for a reasonable price might not be the most original idea, 

however the indications from this research would claim something different. Moreover, the 

outcome of this study shows, as disclosed, that positive reliability has the highest likelihood to 
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lead to high online ratings, the price the second, responsiveness third and assurance the fourth 

highest chance. Meaning that from a practical view this is the order to prioritize when 

businesses and restaurants would want to generate a high online rating. 

 

By using these four dimensions it might be able to decrease the effect of negative word of 

mouth since the high online ratings and reviews on TripAdvisor might take away the focus 

and perhaps convince the researching customers to go to the restaurant anyway.  

6.3	  LIMITATIONS	  AND	  RECOMMENDATIONS	  FOR	  FURTHER	  RESEARCH	  

6.3.1	  THEORETICAL	  LIMITATIONS	  
By limiting the theory to the three core theories, and especially the five chosen service quality 

dimensions I am aware that the results could have been different if other theories were 

included. Suggestions for these theories would naturally have been other SERVQUAL 

dimensions, however also more focus on what in the customers mind is beloved to would 

have had an impact on the outcome.  

6.3.2	  METHODOLOGICAL	  LIMITATIONS	  
By solely gathering data from TripAdvisor could have effected the result since this forum is 

possibly not attracting all types of customers who write online ratings and reviews. Another 

chosen methodological limitation that could have had an impact on the result is the chosen 

type of restaurants, which are considered more up scale than average. Perhaps they 

themselves attract a certain type of customer that has different perceptions of the dimensions 

and price compared to other customers.  

 

Furthermore the hypothesis made for this study was based on research that were widely 

focused on studies where a majority performed their research in North America (e.g. 

Parasuraman et al (1998), Parasuraman et al. (1985)), while this thesis research were mainly 

conducted from Scandinavian, mainly Swedish, customers. This could potentially mean that 

the conclusions are biased and might have been different if they were focused on e.g. the US. 

This makes the conclusions open to being limited from being applicable as a worldwide 

phenomenon. However these are both western world countries so one could argue for it being 

applicable in the western world. Furthermore, one should be aware that countries with another 
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culture might get different conclusions since the perceptions and views on the measured 

variables might be different.  

 

I am also aware that the result could have been different if the study would have used another 

method choice, for example surveys. Some of previous studies that investigated similar data 

have conducted surveys from restaurant visitors asking about their experience, and rating 

immediately during or after the restaurant visit could arguably help the customer recall the 

experience and other impressions from interfering. Moreover, choosing a more radically 

different method such as in depth analysis could have probably revealed more information 

about what within the customer that makes he or she rate a restaurant high and give good 

reviews.  

 

While performing the content analysis, the focus was not on who was writing the review or 

giving the rating. Notes were only kept to make sure no user was spamming or writing what 

could been assumed to be dishonest information. Therefore this study cannot draw any 

conclusions about what gender, age or for example area in Sweden that is the most likely to 

give high online review ratings. One of the reasons being that this information could be 

difficult to prove. However investigating this would definitely be interesting for both 

researchers and restaurant owners.  

 

Another methodological limitation which could have effected the result is how I interpreted 

the customer reviews, and by forums for example letting the customer do this rating already in 

TripAdvisor or using some type of software for this could have has an effect on the outcome. 

Also how the SERVQUAL were chosen to being adapted to the restaurant industry was 

performed quite freely, while still heavily inspired by similar studies and adaptations to other 

industries.  

 

Concluding, the chosen analysis method could have had an impact on the result. If I for 

example would have done a different SPSS analysis or regression there is a possibility that it 

would have generated a different outcome. Also if the analysis would have focused on both 

negative and positive though a different analysis perhaps a different or more in depth result 

could have been generated.  
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6.4	  RECOMMENDATIONS	  FOR	  FURTHER	  RESEARCH	  	  
This study, being explaining relationships between variables, ended up focusing on why 

customers give high online ratings. It would be interesting in future research to explain what 

is happening in the customers mind, resulting them to write a review. This is recommended 

for further research of both high and low ratings.  

 

Future research is also encouraged to focus less on well-known restaurants to see if customers 

online review ratings behave differently compared to these more well-known that this thesis 

focused on. If the outcome is different one could argue that expectations play part in the 

ratings and future research is encouraged to explore this phenomenon as well. For similar 

studies it is recommended to try many different industries in one collection of empirical data 

to see if there is a broader preference of the SERVQUAL throughout different industries.  

 

Moreover, as recently mentioned, further research recommendations are to target what type of 

person (age, gender, area, profession etc.) is more likely to write a high online rating. This 

would be interesting for restaurants, perhaps recently started, who value their online 

reputation since they probably would like to know who to focus a bit extra on to generating 

high online review ratings fast.  

 

Naturally all of these contexts are highly recommended to research the same context in low 

and mediocre ratings as well.  
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8.	  APPENDIX	  

8.1	  APPENDIX	  1:	  LIST	  OF	  HYPOTHESES	  
	  
Category Subcategory # Hypothesis 
 
 
 
 
 
SERVQUAL 
 
 
 
 
 

Reliability H1 There is a significant relationship between 
perceived positive reliability and high online 
review ratings. 

Responsiveness H2 There is a significant relationship between 
perceived positive responsiveness and high 
online review ratings. 

Assurance H3 There is a significant relationship between 
perceived positive assurance and high online 
review ratings. 

Empathy H4 There is a significant relationship between 
perceived positive empathy and high online 
review ratings. 

Tangibles H5 There is a significant relationship between 
perceived positive tangibles and high online 
review ratings. 

Price 
 

Price H6 There is a significant relationship between 
perceived positive price and high online 
review ratings. 

Table 15: List of hypotheses. 
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8.2	  APPENDIX	  2:	  EXAMPLES	  OF	  COLLECTED	  DATA	  
	  
To provide the reader with some overview of the collected online reviews that was coded as 

indifferent, positive and negative, here are some examples divided according to the service 

quality dimensions and price:  

 

Positive reliability 
Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Reliability Ability to offer the service as promised, solving the 
customer’s problem, service performed correctly, 
immediately and all the time. Making the customer full, 
satisfied, does the food or drink taste well. 

Positive: “Good food”, 
“Good drinks” and “Overall 
a great place”.  
Negative: “Terrible food”, 
“Did not get full”. “Had to 
order more to get full”. 

Table 3: Interpretation of reliability in the restaurant industry. 

 

The positive reliability is marked italic in the comment: 

"No coincidence that Vollmer received a Michelin star. Simply outstanding. Fine dining at a 

really high level. A dining experience does not get any better than this with tasteful decor, 

friendly staff and an absolutely fantastic imaginative food with amazing ingredients.” 

Review number 16 in USB Attachment 1: Review rating output, restaurant Vollmers, five star 

rating.  

 

Positive responsiveness 
Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Responsiveness Refers to how well the service is being delivered and how 
good the staff (e.g. cooks and servants) are at responding 
and adapting to customers requests. Willingness or 
readiness of restaurant to provide good service. Did the 
restaurant adapt well to special requests regarding the 
food? Example allergies. If a mistake was made was it 
being taken care of in an adequate matter according to the 
customer?   

Positive: “Great vegetarian 
option”, “Nice alcohol free 
drinks”. “I asked for gluten 
free bread and the server 
arranged it without a 
problem”.  
Negative: “They did not 
have a nut free sauce”. “I 
asked for without lactose 
and I still got with”,  

Table 3: Interpretation of responsiveness in the restaurant industry. 
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"Incredibly, an experience of the senses" Jeez so good, neat, nice, cozy and intimate 

restaurant, the visit was. A clearly memorable evening with lots of laughter along with the 

dedicated staff. Celebrated my 50th birthday with family. Equally high service and equally 

amazing taste experience for those who were gluten intolerant and those who chose juice 

package. We bend and bow. Nice also with the quiet relaxed environment where we could 

easily talk to each other around the large round table. It was definitely an experience, and we 

said all five of the party to the four hours we sat there happened so fast. We chose the tasting 

menu of six dishes (but it was far more one did and we were all more than happy and 

satisfied). Hug to your staff from Gavle table” 

Review number 4 in USB Attachment 1: Review rating output, restaurant Vollmers, five star 

rating.  

 

Positive assurance 
Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Assurance Competence and courtesy of restaurant to inspire trust and 
confidence. How confident the customer is feeling in the 
employee? Is the employee polite? Does the restaurant 
show knowledge when answering questions? 

 Positive: “Very 
knowledgeable staff”, 
“great presentation 
technique”, “Great service”, 
“Very friendly staff”. 
Negative: “Terrible 
service”. “Staff couldn´t 
answer my questions”.  

Table 4: Interpretation of assurance in the restaurant industry. 

 

"Silver Wedding Day (25 year anniversary). Simply incredible in every way. In the truest 

sense, better service, better wines and tastier 10 course menu than what we could expect!” 

Review number 1 in USB Attachment 1: Review rating output, restaurant Vollmers, five star 

rating.  
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Positive empathy 
Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Empathy Refers to the perceived niceness or politeness of the 
employee and if the customer feels seen. Is the customer 
getting enough individual attention? Are the employees 
showing that they care about the customer and understand 
the customer’s needs?  

Positive: “Caring staff”, 
“Short waiting time at the 
bar,”, “I felt seen and was 
taken care of right quickly”. 
Negative: “I did not feel 
seen or noticed”. “Staff 
seemed to care more about 
their own needs than mine”. 

Table 5: Interpretation of empathy in the restaurant industry. 

 

“Quite incredibly good both products, cooking and serving. Great staff, very personal and 

professional.” 

Review number 2 in USB Attachment 1: Review rating output, restaurant Vollmers, five star 

rating.  

 

Positive tangibles 
Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Tangibles Restaurants physical attractiveness such as the ambiance, 
plates, employees’ outfits, interior, style and overall 
atmosphere.  

Positive: “Great 
environment”, “Great 
overall atmosphere”, “Nice 
plates”, “Cool chairs”, 
“Good looking waiters”. 
Negative: “Very 
uncomfortable chairs”. ”The 
place was dirty and ruined 
my clothing”, “Not my type 
of design”.  

Table 6: Interpretation of tangibles in the restaurant industry. 

 

“With out a doubt Malmo's best restaurant! Friendly and professional staff, great food and 

nice atmosphere. Naturally the experience costs a significant amount of money, but if you 

want the best then may cost you some money.” 

Review number 6 in USB Attachment 1: Review rating output, restaurant Vollmers, five star 

rating.  
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Price 
Restaurants 
service quality 
dimensions and 
price 

Definition Examples of referrals 

Reliability Ability to offer the service as promised, solving the 
customer’s problem, service performed correctly, 
immediately and all the time. Making the customer full, 
satisfied, does the food or drink taste well. 

Positive: “Good food”, 
“Good drinks” and “Overall 
a great place”.  
Negative: “Terrible food”, 
“Did not get full”. “Had to 
order more to get full”. 

Table 7: Interpretation of price in the restaurant industry. 

 

“"A pleasure! There is reason to restaurant Vollmer got a Michelin star! Besides nice relaxed 

atmosphere, friendly staff and fantastic food, they have managed to combine food and wine in 

a unique way. We were four people who started with champagne, then tasting menu and 

finally coffee and liqueurs. It all cost in about 9500 SEK, which it is really worth.” 

Review number 30 in USB Attachment 1: Review rating output, restaurant Vollmers, five star 

rating.  
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8.3	  APPENDIX	  3:	  BINARY	  REGRESSION	  OUTPUT	  	  

	  

LOGISTIC REGRESSION VARIABLES star_ratings
  /METHOD=ENTER reliability responsiveness assurance empathy tangibles price
  /CLASSPLOT
  /PRINT=GOODFIT CI(95)
  /CRITERIA=PIN(0.05) POUT(0.10) ITERATE(20) CUT(0.5).

Logistic Regression

Case Processing Summary

Unweighted Casesa N Percent

Selected Cases Included in Analysis

Missing Cases

Total

Unselected Cases

Total

741 100,0

0 ,0

741 100,0

0 ,0

741 100,0

If weight is in effect, see classification table for the total number of cases.a. 

Dependent Variable Encoding

Original Value Internal Value

Low ratings

High ratings
0

1

Block 0: Beginning Block

Classification Tablea,b

Observed

Predicted

star_ratings Percentage 
CorrectLow ratings High ratings

Step 0 star_ratings Low ratings

High ratings

Overall Percentage

0 344 ,0

0 397 100,0

53,6

Constant is included in the model.a. 

The cut value is ,500b. 

Variables in the Equation

B S.E. Wald df Sig. Exp(B)

Step 0 Constant ,143 ,074 3,784 1 ,052 1,154

Page 1
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Variables not in the Equation

Score df Sig.

Step 0 Variables reliability

responsiveness

assurance

empathy

tangibles

price

Overall Statistics

343,076 1 ,000

23,187 1 ,000

118,884 1 ,000

14,346 1 ,000

13,573 1 ,000

37,431 1 ,000

394,419 6 ,000

Block 1: Method = Enter

Omnibus Tests of Model Coefficients

Chi-square df Sig.

Step 1 Step

Block

Model

482,791 6 ,000

482,791 6 ,000

482,791 6 ,000

Model Summary

Step
-2 Log 

likelihood
Cox & Snell R 

Square
Nagelkerke R 

Square

1 540,659a ,479 ,639

Estimation terminated at iteration number 6 because parameter estimates changed by less than ,001.a. 

Hosmer and Lemeshow Test

Step Chi-square df Sig.

1 4,140 5 ,529

Contingency Table for Hosmer and Lemeshow Test

star_ratings = Low ratings star_ratings = High ratings

TotalObserved Expected Observed Expected

Step 1 1

2

3

4

5

6

7

61 61,748 2 1,252 63

136 136,790 12 11,210 148

66 60,847 8 13,153 74

28 29,350 42 40,650 70

39 42,645 176 172,355 215

7 7,416 41 40,584 48

7 5,205 116 117,795 123

Page 2
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Classification Tablea

Observed

Predicted

star_ratings Percentage 
CorrectLow ratings High ratings

Step 1 star_ratings Low ratings

High ratings

Overall Percentage

280 64 81,4

32 365 91,9

87,0

The cut value is ,500a. 

Variables in the Equation

B S.E. Wald df Sig. Exp(B)
Step 1a reliability

responsiveness

assurance

empathy

tangibles

price

Constant

1,949 ,142 188,781 1 ,000 7,023

1,360 ,647 4,427 1 ,035 3,898

1,498 ,222 45,685 1 ,000 4,475

,246 ,546 ,203 1 ,652 1,279

,116 ,226 ,265 1 ,607 1,123

1,835 ,484 14,352 1 ,000 6,264

-,552 ,133 17,165 1 ,000 ,576

Variables in the Equation

95% C.I.for EXP(B)
Lower Upper

Step 1a reliability

responsiveness

assurance

empathy

tangibles

price

Constant

5,318 9,274

1,098 13,840

2,898 6,910

,439 3,731

,722 1,748

2,424 16,186

Variable(s) entered on step 1: reliability, responsiveness, assurance, empathy, tangibles, price.a. 

             Step number: 1

             Observed Groups and Predicted Probabilities

     320 +                                                                   
                                 +

Page 3
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         I                                                                   
                                 I
         I                                                                   
                                 I
F        I                                                                   
                                 I
R    240 +                                                                   
                                 +
E        I                                                                   
             H                   I
Q        I                                                                   
             H                   I
U        I                                                                   
             H                   I
E    160 +                                                                   
             H                   +
N        I       L                                                           
             H                   I
C        I       L                                                           
             H                   I
Y        I       L                                                           
             H                   I
      80 +       L                                                           
             H                   +
         I       L                                                           
             H             H     I
         I L     L                                                           
             LH            HH    I
         ILL     L   L              H      L     H          H                
     H     H LH            HH  HHI
Predicted ---------+---------+---------+---------+---------+---------+-------
--+---------+---------+----------
  Prob:   0       ,1        ,2        ,3        ,4        ,5        ,6       
 ,7        ,8        ,9         1
  Group:  LLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLHHHHHHHHHHHHHHHHH
HHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHH

          Predicted Probability is of Membership for High ratings
          The Cut Value is ,50
          Symbols: L - Low ratings
                   H - High ratings
          Each Symbol Represents 20 Cases.
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