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Abstract:

Social media is changing guest relationship and marketing strategies. Guest
reviews represent useful information for managers and allows them to learn
what people are saying about their restaurant and use it to enhance the overall
guest experience. This paper presents the results of the analysis of the best
five restaurants in Novi Sad, based on the customers’ reviews. The aim is to
identify what quality factors make them the best ones. The data were gath-
ered on TripAdvisor and include a content analysis of more than 1000 guest
comments. The qualitative method was used in order to find out the guests’
opinions about the restaurants and the factors that are crucial for the assess-
ment of restaurant quality.
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INTRODUCTION

Over the past years, the impact of social media has grown and is still
growing (Tiago et al., 2015). Online restaurant review websites, such as
TripAdvisor, help diners to express their satisfaction with food and service
quality, but also to find a place to eat based on other guests’ reviews. These
websites are designed to help the guests to find some basic information
about the restaurant location, menus, photos, cuisine or other specifics.
Textual comments posted by guests who experienced service and food rep-
resent the best recommendation for future diners. The number of reviews
and guests indicates the popularity of a restaurant (Zhang et al., 2010).

According to the NRA, social media are a very useful and effective
strategy for attracting new diners. Restaurant managers should imple-
ment the social media strategy because of fact that they can communicate
with guests without time restriction (Kim & Ko, 2012) and they can have
access in one place to the report about guest satisfaction or dissatisfaction.
Furthermore, managers could build a strategy for quality improvement
based on guests’ comments. Based on the analysis of comments, it is pos-
sible to identify the segments that function perfectly and those that need
certain improvements. Managers have to reply to diners because poorly
managed social network can even destroy a business (Kim et al., 2015).
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The fact is that many guests consult online guide and
social media sites more often than friends or relatives.
Positive comments have become the main means of pro-
motions for some restaurant in tourist cities (Pantelidis,
2010). The quality of service and food is the crucial fac-
tor that stimulates diners to leave comments (Longart,
2010). According to Lang (2011), guest satisfaction de-
pends on waiting staff friendliness and their interaction,
hygiene, outcome of service encounter, and the price.
This paper presents the results of the analysis of the best
five restaurants in Novi Sad based on the customers’ re-
views. The aim is to identify the attributes of a restaurant
quality (food and wine, service, value and atmosphere)
posted on websites that are most important for attracting
online users to a restaurant. The data were gathered on
TripAdvisor and include a content analysis of more than
1000 guest comments, which were analyzed in detail.

LITERATURE REVIEW
Word-of-mouth in the hospitality industry

Consumers have very limited direct information on
the quality of products bought sporadically or distance
purchased products. For this reason, they often rely on
external sources. Professional reviewers were the main
external source of information for a considerable period
of time, but their reach in large dispersed markets was
limited and not perceived as independent by consumers
(Sparks et al., 2013). Online user generated content has
replaced professional reviewers. This new source of in-
formation offers a richer and more varied set of reviews
with a significantly wider coverage of products. In addi-
tion, it brings heterogeneous tastes and standards of the
reviewer into the framework (Viglia et al., 2016).

WOM is a powerful tool for attracting and retain-
ing guests in hospitality industry. Electronic word-of-
mouth in restaurant industry could be defined as in-
formal communication between guests who would like
to share their positive experience online (Stokes and
Lomax, 2002). Numerous researchers have investigated
factors that influence WOM because of its influence on
customer behavior. Henning-Thurau, Gwinner, and
Gremler (2002) found relationships among customer
satisfaction, commitment and WOM. They concluded
that there is a strong relationship between satisfaction
and commitment, and both satisfaction and commit-
ment were the main impulse for WOM. Research ob-
tained by Kim, Han, and Lee (2001) also pointed out
to the connection between relationship quality, com-
mitment and WOM intentions. According to Keaveney
(1995), negative WOM is the result of customer dis-
satisfaction. Restaurant managers should find the way
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to generate positive comments by analyzing the guests’
needs and by offering them high-quality services that
would enhance their satisfaction and stimulate them to
leave positive comments.

TripAdvisor

Numerous Web 2.0 e-commerce and m-commerce
applications have been made available specifically for
online consumer reviews. A few examples of Web 2.0
applications that enable consumers to rate and provide
recommendations on tourism-related service provid-
ers include InsiderPages, PassportStamp, TravBuddy,
TripAdvisor, CouchSurfing and WAYN. TripAdvisor
was founded in 2000 for the members of the public to
review businesses and events online. More than 170
million reviews are currently listed. TripAdvisor.com is
claimed to be the largest site that provides candid con-
sumer reviews, both in text form and photographs, on
travel destinations, hotels and restaurants worldwide
(TripAdvisor, 2014). On the other hand, social media
sites have certain limitations. According to O’Connor
(2008), consumer recommendations can be manipu-
lated in social media sites to cite in favor of or against a
particular service provider because of the anonymity of
online reviewers. Nevertheless, several tactics have been
employed to prevent deceit on social media sites (Ott et
al., 2012). Many online reviewers on TripAdvisor are
not first-time reviewers, but long-time contributors of
a large number of reviews. Therefore, the possibility of
distortion of facts to influence public opinions is low.

The TripAdvisor Popularity Index is what determines
which properties are listed first when a user searches for
accommodation (or dining or activities) in a particular
area. The Popularity Index ranking of a property has al-
ways been influenced by three factors: the quality of re-
views, the revision of reviews and the number of reviews.
The 2016 update to the Popularity Index algorithm still
relies on these three factors, but has been refined to pre-
sent new and established hotels side-by-side more fairly
(www. blog.guestrevu.com).

METHODOLOGY

This study uses secondary data and follows a content
analysis approach. Consumer reviews on TripAdvisor.
com concerning the first five restaurants in Novi Sad
are carefully examined. Comments about the quality
are grouped into four categories: food and wine, service,
value and atmosphere. The analysis pointed out to the
quality attributes that make this restaurant the best and
the activities that enhance guest satisfaction.



RESULTS AND DISCUSION
Restaurant analysis

Project 72 Wine & Deli restaurant in Novi Sad has
the best rankings on TripAdvisor. In their promotion,
they said that Project 72 Wine & Deli restaurant is not
an ordinary restaurant, but a place of exquisite taste,
where fine food is prepared with a lot of imagination
and soul that go along with finely selected wines in per-
fect harmony with guest’s senses. It is a restaurant where
everything is about food and wine pleasure.

According to the results from Table 1, the majority
of guests are satisfied with the food, service and the at-
mosphere while there are some remarks about the price-
quality ratio.

According to guest’s comments, Project 72 Wine &
Deli restaurant managers innovate their menus in order
to respond to modern food trends and create the kind of
offer that is in accordance with the guests’ current de-
mands. The healthy diet trend and consumers’” knowled-
ge about the connection between nutrition and health
have led to the increase in consumption of light meals
with reduced-fat content, fish, salads etc. This trend is
recognised in this restaurant.

Guests liked unusual but interesting menu, unique
food selection, creative and beautiful food presentati-
on, vegeterian options, organic vegetables, home-made
bread and great wine selection. Some guests considered
portions really tiny and extremely small, which further
resulted in their dissatisfaction.

Waiting staff in Project 72 Wine & Deli is very edu-
cated, trained and knowlegeable, which affects the over-
all guest satisfaction. According to guests’ comments,
they are kind and caring, helpful, friendly, attentive, as-
serative, professional, dedicated, polite and speak Eng-
lish fluently.

Opinions about the price depend on guest’s place of
living. Most of our guests consider this place overpriced,
while foreigners consider the price reasonable and in
correlation with the quality and service.

Athmosphere in Project 72 Wine & Deli restaurant
is rather pleasant, there is a good choice of music, and
décor is attractive, warm and romantic. Some guests
said that the parking is always a problem and that they
don’t like the restaurant location.

In this restaurant, the guests receive a small “gift bag”
with a jar of honey or jam. This gesture fascinates guests
and enhances their overall experience.

Restaurant Zak is an international restaurat located
in the city center. According to guests’ comments, this

could be a good choice for those who prefer mediterra-
nean or international cuisine, vegetarians or wine lovers.
There are no negative comments about the food. Guests
give the highest grade for food. They believe that Zak is
a real gastro experience, a place with a rich and diverse
menu, exceptional gourmet food, exquisitely planned,
special and unique dishes, lovely selection of cheese and
local wines.

Although Zak is the second-ranked restaurant, there
is obviously a gap between customers’ expectations and
their perception of the service provided. There are more
negative than positive comments about service quality.
This is an indicator that the staff should be trained better,
especially in the restaurant which has high prices even
for European standards. Satisfied guests said that staff
is friendly, professional, knowledgeable, supportive, pa-
tient, and pleasant, while others think that service was
average and they need to be better trained. Some of them
waited long for everything, experienced bad staff behav-
ior, noticed staft arguing, staff sweating efc.

Comments on atmosphere are mostly positive such as
nice location, beautiful interior, nice piano playing, and
beautiful courtyard, but there are those who expected
more. For some guests, ambience is rather poor, sheets
and the interior have to be improved. Some noticed the
lack of respect for non-smoking guests. In this restaurant,
a lot of people smoke and the smoking area is quite small.

Bistro La Mer is a restaurant, wine bar and wine shop.
This restaurant boasts more than 160 wines from France,
Italy, Chile, Argentina, New Zealand, Australia, as well
as from Fruska Gora (wines made from autochthonous
grape varieties). According to their comments, guests’
dining experience was positive, especially in terms of
food quality. There were no negative comments about
the quality of food. Visitors said that the food is extreme-
ly delicious and creatively served, healthy and tasty, fresh
and well prepared. An impressive wine card enhances
guest experience. Waiting staff in this restaurant is very
pleasant, educated, charming, polite, friendly, attentive
and professional. There are no positive comments about
the price, but some of them found that this restaurant is
very expensive and the value of what they are experinced
is not equal to the amount they paid.

Apart from bad ventilation, there were no negative
comments about the restaurant atmosphere. Visitors
like the music, interior and pleasant atmosphere in this
restaurant.

The restaurant Plava Frajla is a place where visitors
could experience authentic Serbian food and wine. Ser-
bian gourmets view this restaurant as the top quality
restaurant because of the delicious domestic food, good
wine selection and large portions. Complaints about
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Table 1. The analysis of guests’ comments on Project 72 Wine & Deli restaurant

FOOD & WINE

SERVICE

VALUE

ATMOSPHERE

food is first class, food is excellent,
extremely tasty, fresh and mostly or-
ganic food,

food is absolutely great, dessert is per-
fect,

good wine list, food & wine matching
tasty food, perfect food, fantastic food,
unusual but interesting menu, great
wine selection,

very brave mixture of tastes and excel-
lent combination with different vegeta-
ble mishmash,

unique food selection, excellent wine
selection,

food was outstandingly good, a range
of unusual dishes, beautifully served,
food was spectacular, even though I am
vegetarian, I found the food absolutely
delightful, very good quality of ingre-
dients, fresh home-made bread was

so tasty superb national food quality,
creation of the talented chef, modern
cuisine nicely served, modern restaurant
serving worldwide top food with tradi-
tional Serbian ingredients, great choice
of non alcoholic and alcoholic cocktail,
traditional or international, meat or
fish, always delicious and creative, menu
creativity, interesting and imaginative
dishes, with meat, sea food and organic
vegetables prepared with love

staft is very sup-
portive,

service couldn’t be
better,

very kind and help-
ful,

service was perfect,
brilliant service,
friendly and atten-
tive,

very knowledgeable
waiter,

dedicated host,
staft is educated,
waiter was the best
you can have,
service was really
impressive,

service was flawless,

service is impec-
cable,

very polite stuff,
service was also
world class,
waiter speaks Eng-
lish well,

staft is highly pro-
fessional,

very assertive,
natural hospitality
of the waiters.

value for money
was unbelievable (it
is not expensive)
good value for
money,
ridiculously low
price,

inexpensive pricing
decent prices,

price is reasonable
due to the quality
and service,
average price.

nice and quiet
nice decoration,
cute terrace out-
side,

great atmosphere,
attractive indoor
and outdoor seat-
ing,

so cool and relaxed,
very nicely deco-
rated venue,

well chosen back-
ground music,
atmosphere was
perfect,

cozy atmosphere,
decor is eclectic,
decor is lovely,
perfect ambient
pleasant atmos-
phere, nice music,
romantic, good
music

fabulous ambience,
very friendly and

warm.

the food was nothing special at all,

food is average,

portions are really tiny,

portions extremely small,

they don’t have everything what’s on the
menu.

waiter was inatten-
tive

waiter trying to
over serve us,
waiters were hor-
rible, they were
coming to ask us
something every
five minutes, inter-
rupting our conver-
sations.

it is overpriced,

a little bit pricy,
just a bit more
expensive than the
average restaurant,
is a bit costly for
everyday visits,
quite expensive,
wine is very ex-
pensive, prices are
unreasonably high
for the value

location is not that
great

the parking is al-
ways a problem

Plava Frajla are related to the lack of innovation. There  are overpriced and guests consider bread price very

are no signature dishes, plates are oversized and thereis  high. They are satisfied with the hygiene, music and in-

nothing new in the food offer, despite the fact thatitis  terior, but smoking is an issue for non-smokers.

quite delicious. The restaurant Fish & Zelenis is located in the city

Mostly, staff behavior made visitors satisfied. Wait-  centre. It offers authentic, Mediterranean style dishes

ers left bad impressions as they don’t speak English well.  (fresh fish, seafood, organic vegetables, homemade pas-
In most cases, prices are affordable and there is a  ta, Greek and Dalmatian regions, salads, olive oil and

good perception of value for money. Some local wines ~ Mediterranean spices).
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Table 2. The analysis of guests’ comments on Zak restaurant

FOOD & WINE

SERVICE

VALUE ATMOSPHERE

+  top quality food, special and unique,
food was brilliant, real gastro expe- sommelier,
rience, menu variety
great selection of local wines, food
is tasty, juicy, and fresh, excep-
tional gourmet food and exquisitely
planned dishes, good selection of
different kind of meat dishes, fan-
tastic food quality, lovely selection
of cheese, nice wine cellar, menu is
extremely exotic, rich and diverse

service,

portive,

friendly staff, good

professional staff,
knowledgeable staff,
excellent sommelier,
service is exquisite,
attentive, warm and
pleasant, excellent

very good and sup-

nice location and
interior,
beautiful interior,

it’s not cheap but

for quality it has, it
represents very good
“deal” nice piano playing,
discreetly in the
background,

the atmosphere of
Zak is inviting, relax-
ing and calming,
lovely courtyard in
summer.

menu.

service is friendly,
patient

waitress service was
average,

waiters need to be
trained better,
service could be
better

waiting for every-
thing is long,

rude an unpleasant
stuff,

wait whole hour
between starters &
main course,

waiter took guest’s
credit card and
disappeared without

more expensive than
an average place in
Novi Sad,

too expensive.
unexpected cost for a
basket of bread,

lost a little bit on
quality but not on the
prices,

guest had unexpected
expenses,

too expensive even
for the European
standards,

very expensive for
Serbian standard.

a lot of people smoke,
there is a non smok-
ing room with one
table,

nice interior, but with
no respect for non
smoking guests,
interior could be
improved,

loud talking and
shouting is a habit,
modest sheets on
tables,

ambience was very
poor,

atmosphere is a bit

saying anything,

plain.

the waiters were al-
most fighting in front

of us,

impolite and un-

pleasant,

very unprofessional,

This restaurant has 432 reviews. Visitors are very sat-
isfied with food because of the fresh and local ingredients
and different and delicious food flavor. There is a good
choice for vegetarians, which is not typical in Serbian
restaurants. Guests are satisfied with how the food is
prepared and served and with homemade bread, which
enhances their overall experience.

Comments about the service quality are almost same
as for Project 72 Fine & Deli. The reason is that the own-
er of those restaurants is the same person. Obviously,

he has the same approach to staff selection and training.
Visitors noticed that the staff is very educated, trained,
kind and caring, professional, helpful, friendly, attentive,
assertive, dedicated, polite and speaks English well.

Opinions about the price are rather polarised. Visi-
tors liked the ambience of this restaurant. Most of them
said that the ambience is great, warm and pleasing. They
like the music, decoration and a rustic and authentic
style.
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Table 3. The analysis of guests’ comments on Bistro La Mer restaurant

FOOD & WINE

SERVICE VALUE

ATMOSPHERE

+ food is extremely delicious and
presentation was, like the food, full
of creativity, tasty food and wine,
healthy & tasty food, fresh sea food,
sophisticated food, very well
prepared, the best selection of wines,
food was excellent,

modern menu, impressive wine card.

perfect service, staff
is always friendly,
good and fast service,
perfect staff, service
was excellent,
pleasant and
educated, polite staff,
staft is very charming

and friendly,
very informed,

sommelier was good,

service is very
friendly, but also
well-educated and
professional

excellent atmosphere,
nice music and
atmosphere,

very nice interior,
pleasant music,
friendly atmosphere,
always positive and
good atmosphere,
beautiful and warm
interior

Service average

food is too expensive

and nothing special,
very expensive,
meals are a bit
prices were much

higher than on the site

(30-40 % higher)

bed ventilation (bed
tobacco smell)

Table 4. The analysis of guests’ comments on Plava Frajla restaurant

FOOD & WINE

SERVICE

VALUE

ATMOSPHERE

+  food is really great, authentic
dining experience, delicious
domestic food, fresh food, big
portion, very delicious Serbian
food, portions are huge and
equally delicious, good local wine,

waiters are highly
skilled,

good communication,
experts,

nice and quick staff,
very friendly, waiters
were good humored

prices are really fair
for what you get,
prices are ok,

prices are affordable

nice family interior,
typical Serbian
interior, very clean
place, enjoy the
sounds of the local
music instruments
(e.g. Serb. Tamburica),

and professional Interior is very
picturesque, ambience
feels is very elegant,
clean and interesting.
- most of the dishes we wanted to staft didn’t speak prices are a bit larger ~ smoking is allowed,
try were not available, it doesn’t English than in similar everything inside the
have a signature meal, arguing of the waiters  restaurants, restaurant is old and
plates oversized and it’s too salty argued in front of the  bread price is too they should change,
and simply horrible, food was guests high, tablecloths, tables

greasy too salty and took me two
days to digest, portions are quite
big but unfortunately not always
tasteful

meals are great, but not innovative

some local wines over

priced
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Table 5. The analysis of guests’ comments on Fish & Zeleni$ restaurant

FOOD & WINE

SERVICE VALUE

ATMOSPHERE

+  fresh ingredients, good
vegetarian options, good local
Serbian wines by the glass,
fresh and local ingredients,
organic salad, food is superb,
homemade bread, good
selection of wine, different
& delicious flavor, dishes
were imaginative and very
well executed and presented,
creative and well balanced
use of ingredients, dishes are
made with lots of love and
imagination, perfect and
large, great and well served,
incredible ingredients and fresh
food, fresh fish and delicious
sea food

server is excellent, well ~ decent prices,

trained staff, reasonably priced,
friendly and fantastic value for
attentive, good incredible food.
recommendations,

nice & friendly

waiters know how to
present the food,
helptul staff, splendid
service,

personnel speak
English, first-class
service, professional
and attentive,

kind and helpful,
knowledgeable and
efficient, staff gave

us some useful
information about the
city,

entertaining staff,

ambience is great,
ambient is gorgeous,
cozy atmosphere,
restaurant is rustic and
authentic,

most creatively
decorated restaurant,
cute décor, deco
inside is very warm
and welcoming, good
music,

intimate atmosphere,
atmosphere was lovely
and quaint

pleasing, unique and
original restaurant,
whimsical atmosphere
and decorations

attentive service,
very polite and

professional manner

- different food-same taste slow service
bit small portions

forgetful

servers were a little bit

very expensive,
very high prices,
too expensive,

a little bit expensive

cars passing by your
table at one meter
approx.

CONCLUSION

The Internet has proved to be the most efficient
media for communication with clients. What is typi-
cal nowadays is the possibility for every guest to par-
ticipate in the restaurant marketing activities: by leav-
ing comments on online portals and social networks,
the guest creates the restaurant image and influences
potential guests. By being present on social networks,
restaurateurs learn about consumer trends and commu-
nicate with clients, allowing them to define their goals
and develop their own business policy. The analysis of
guests’ comments on TripAdvisor has shown that res-
taurateurs should work on creating new gastronomic
products that will replace the old ones. Innovations re-
lated to this business segment are considered essential
for the prosperity and business enhancement, evolving
from a strategic option to a mandatory management
task. Nowadays, guests expect well prepared fresh
food made of local ingredients, different and delicious
food flavor, good food presentation, vegetarian dishes,
gluten-free dishes, homemade bread, wholegrain bread
and dough, sweets for diabetics, as well as organically

grown groceries that will The data were gathered on di-
etary habits have been changed and determined by cur-
rent gastronomic trends. A good selection of interna-
tional and domestic wines is expected to enhance guest
experience. Highlighting local and national dishes on
the menu pleases those guests who are searching for an
authentic national cultural experience, and, at the same
time, it promotes and popularizes the national gastron-
omy. The same effect will be obtained through the offer
of autochthonous wines, while the gastronomic offer will
be enhanced by an adequate selection of this beverage.

In order to achieve satisfactory business results, a
good food and beverage offer is not enough, as it is also
necessary that the restaurateurs have well trained staff.
Most of the reviews were related to service quality. Wai-
ting staff should be educated, trained, professional, kind
and caring, helpful, friendly, attentive, asserative, dedica-
ted and polite. Guests expect that the waiting staff speaks
foreign languages, at least English. They appreciate when
the server knows the menu well and helps them with the
choice of their meal and gives them information on the
origin of vegetables or other ingredients, how the food
is made etc. Staff who is always taking time to attend
the guest with the greatest care is a way to retain guests.
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A small gift is a nice way to enhance guest satis-
faction and increase the oportunity to generate word
of mouth promotion. It could be a cake, a small jar of
honey or jam, a basket of mixed bread and delicious
homemade hummus or a glass of wine.

The standard of living in Serbia is quite lower than
in most European countries, and thus the habit of eat-
ing out is still inaccessible and expensive. The guests
percieve the analyzed restaurants as mostly overpriced,
while foreign guests consider the price reasonable and
in agreement with the quality and service.

Guests often observe the interior, which affects their
pleasantness in restaurants. According to guests’ re-
views, the atmosphere in best restaurants in Novi Sad
is warm and pleasing. Guests like music, decoration
and the rustic and authentic, as well as modern style of
decoration.

Many guests share their true feelings about a product
or service online, no matter if it is a negative or pleasant
experience. Restaurant managers should be aware of the
importance of online promotion and communication
with guests. When a consumer reports a service failure
issue online, managers can respond with a solution or
method to address the problem, which may lead to re-
vealing the source of complaints, restoring customer
satisfaction, and preventing the customers from going
to competition. They should use negative guest com-
ments to improve the quality of service and products.
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