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Iepiinyn

H mapodoco dmlopotikn epyocio efetdler v wkavomoinon mehatov o€ Oebvelg
Eevodoyelakég emmvupies molvteleiog mov dpactnpronotovvtatl otnv EAAGSa, péca omd v
TOL0TIKT) VAALGT O10OTKTLOK®V a&lohoynoemy emokentav. H pedé eotialel otov tpdémo
LE TOV OTO10 O1 EMOKENTEG OMOTIHOVV dNUOCIa TN Propévn eumelpio dlopovng, Kabmg kot
OTN GY£0T OVALEGO GTNV IKOVOTOINGN, TN SVoapECKELN, TNV avTAapfovousvn a&io kot TV

VRLOGYEDT TNG ENOVLUIOC.

MeBodoroyikd, 1 €pevva aKOAOVOEL TOLOTIKT), EPUNVEVTIKT TPOCEYYIOT] KOl OPYOVAOVETOL
®¢ ToAomAN peAétn mepintoone. To eumelpikd VAo amoteieital amd 600 a&loAoynoels
neAat®v oty Booking.com, ot onoieg apopodv dmocka Eevodoyeio TEVTE AOTEPOV GTNV
EXAGOa, evtaypéva og £E1 O1eBveic Eevodoyelaxés alvaideg. H avdivon mpaypoatomonie

pe ™ péBodo g Avactoyaotikng Ospatikng Avéivong.

Ta gvpnpota deiyvouv OTL M KOVOTOINGCT TOV TEANTOV OEV OLOUOPPMVETUL OO VOV
HELOVOUEVO TOpAyovTa, 0ALG oo T GLVAPOHPWOGT TOALATADY SLUCTACEWMY TNG EUTELPIOG,
Om®G M YOPIKN Kol aoONTIK) atpdceApa, T0 SOUATIo, 1 Kabaptotnta, 1 avOpdTivn
e€umnpéon, N AEITOVPYIKN OPYAVMGT], Ol LTOSOUEG AVOYVYNG KOl 1 avTIAaUPavOpEVN
a&la. apaAinia, n évtaén o d1ebvn Eevodoyelokn emmvupia eVioyDEL TIG TPOGOOKIES Yo
ovvémeln, aflomotioo Kol LYNAO emimedo eumepiag. Otav 1 mpoyloTiKny eumelpia
OVTOTOKPIVETAL GTNV VIOGYEST TNG EMMVLUING, M KAVOTOINo™ eVIGYVETOL OTAV OUMG
VIAPYEL OMOKAION OVAUESH OTNV €KOVe kKol otnv mpda&n, M dvcapéokela yivetat

EVIOVOTEPN.

H epyocio copfairer ot Piploypagio yio v 1Kovomoinon TEANTOV, TNV TOAVTEAN
euoevio kot T0 mMAektpovikd word-of-mouth, mpooceyyiloviag TIC O0OIKTLOKES
alohoynoelg og omuocteg agnynoelg sumepiog. I[MopdAAnia, TPOoEEPEl TPAKTIKA
CLUTEPACUATO Y10 TN OOXEIPIOTN TPOCIOKIDV, TN AEITOVPYIKT) CUVETELN KOl TNV EVIGYLON

™G YNOKNG NUNG Tov 01ebvav Eevodoyeiwv moivtereiog otnv EALGSA.

Aggag — Kiewowa

Ikavomoinon melatwv, Oebveic Eevodoyelokéc emmvopieg, MOAVTEANG @Ao&evia,

SLOIKTLOKEG AEIOAOYNOELS, NAEKTPOVIKT d10 GTOUOTOG eMtkovmvia, Booking.com, EALGOQ
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Abstract

This dissertation examines customer satisfaction in international luxury hotel brands
operating in Greece through the qualitative analysis of online guest reviews. The study
focuses on how guests publicly evaluate their lived accommodation experience, as well as
on the relationship between satisfaction, dissatisfaction, perceived value and the brand

promise.

Methodologically, the research adopts a qualitative, interpretivist approach and is designed
as a multiple case study. The empirical material consists of 600 customer reviews from
Booking.com, referring to twelve five-star hotels in Greece affiliated with six international

hotel chains. The data were analysed through Reflexive Thematic Analysis.

The findings show that customer satisfaction is not shaped by a single factor, but by the
interaction of multiple dimensions of the hotel experience, such as spatial and aesthetic
atmosphere, the room, cleanliness, human service, operational organisation, leisure facilities
and perceived value. At the same time, affiliation with an international hotel brand
strengthens guests’ expectations regarding consistency, reliability and a high-quality
experience. When the actual experience confirms the brand promise, satisfaction is
reinforced; when there is a gap between the projected image and the lived experience,

dissatisfaction becomes more pronounced.

The dissertation contributes to the literature on customer satisfaction, luxury hospitality and
electronic word-of-mouth by approaching online reviews as public narratives of experience.
It also offers practical implications for expectation management, operational consistency

and the enhancement of the digital reputation of international luxury hotels in Greece.

Keywords

Customer satisfaction, international hotel brands, luxury hospitality, online reviews,

electronic word-of-mouth, Booking.com, Greece
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