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Conclusion

The Internet is becoming an 
increasingly good source of finding 
information. Furthermore, the Internet is 
regularly used by consumers to find out 
information regarding restaurants. 
Research from this study can be used to 
better understand online reviews and 
the thought process behind them. As 
consumers use the web even more, 
negative online reviews will become a 
dominant factor in restaurant selection. 

Aim

This study attempts to analyse negative 
information posted about restaurants on 
the Internet, in order to explain the 
overall effects on the establishment as a 
whole. Overall, the researchers hope to 
identify the negative effects this 
information has on restaurants and 
ways in which an establishment can use 
this criticism to constructively re-
evaluate their goals and strategies.  

Introduction

The restaurant industry is very 
competitive, a competitive advantage 
can be the difference between success 
and failure. With the advent and 
adaptability of technology, more 
consumers are consulting online 
reviews before making their final 
purchase decision �±whether this is for 
tangible products or dining experiences. 
Consumers are becoming more 
knowledgeable combined with the fact 
that these online reviews are being 
written in large numbers. 

Method

�‡ Qualitative methods were used 
through focus groups.

�‡ Study participants were selected 
through convenience sampling 
methods ranging in age from 18-60.

�‡ Open ended questions were asked in 
order to achieve rich, meaningful 
responses.

�‡ Written and recorded information was 
later transcribed into word documents.

�‡ General themes were apparent, thus 
leading us to search for these themes 
in the second focus group.

�‡ The study endeavours to seek 
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responses that elicit highly useful 
information that traditional methods 
like surveys may miss.

�‡ Limitations: small focus groups and 
limited responses cannot be 
generalised for the population as a 
whole .

Results

The use of online reviews varies by               
age: the younger consumer appears 
more price sensitive and disloyal while 
for older consumers, price is not the 
ultimate determinant when selecting a 
restaurant.

Impact of negative online reviews 
versus positive online reviews: a 
majority of study participants explained 
that they readily share information that 
is found online, especially if it is 
perceived as negative.

Context of negative online reviews is 
important: little to no security regarding 
online review websites causes 
scepticism among consumers. 
Consumers are more likely to believe a 
government review due to the fact that 
they feel these reviews are unbiased 
and an accurate representation of the 
situation.

Numerous factors constitute a 
negative online review: study 
respondents highlighted the quality of 
food, the quality of service, and the 
perception of value to be among the 
most important factors.  

Customer loyalty and brand 
recognition outweighs a negative 
online review: the majority of study 
participants considered brand names 
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Recommendations

1. For restaurateurs, the use of       
technology is a necessity to 
maintaining a competitive 
advantage. 

2. Restaurateurs should be more pro-
active in the dining experience to 
ensure the aspects such as quality, 
service, and value are maintained in 
house. 

3. Future research should consider 
quantitative methods where the 
researcher can attempt to quantify 
the actual financial loss associated 
with this negative on-line reviews.
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