JOURNAL OF TOURISM,
SUSTAINABILITY AND WELL-BEING

2025, VOL. 13, NO. 2, 87-104
ISSN: 2795-5044 | https://doi.org/10.34623/8k33-zc57

The Wedding at the Hotel: Venue Choice, Servicescape and Customer Experience
as Shared on TripAdvisor

Beatriz Sanches Cartas '
Manuela Guerreiro “& ?
Ana Paula Barreira "2 3

1. Faculty of Economics, Universidade do Algarve, Faro, Portugal
2. Faculty of Economics and Research Centre for Tourism, Sustainability and Well-being (CinTurs), University of Algarve, Faro, Portugal
3. Faculty of Economics and Centre for Advanced Studies in Management and Economics (CEFAGE), University of Algarve, Faro, Portugal

ABSTRACT

A wedding is always a special event. The wedding experience, carved under the influence of environmental stim-
uli - servicescape or wedding-scape - and an antecedent of behavioural outcomes, as shared in online platforms,
increasingly influences the decision-making of other couples. Adopting an experiential Marketing perspective of the
wedding as a staged experience and framed by the Stimulus-Organism-Response (S-O-R) paradigm, this study aims
to investigate venue choice criteria, servicescape/wedding-scape attributes, experience, and behavioural outcomes
related to wedding ceremonies performed at the hotel venue as shared in social media. A thematic content analysis
was performed on the 173 comments gathered from TripAdvisor. These reviews were shared by the bride and groom
and their guests who had their wedding at a five-star Hotel Resort located in the Algarve, south of Portugal. The study
reveals positive perceptions of venue conditions, location, staff, and cleanliness, alongside negative evaluations of
price and styling, shaping guests’ cognitive and affective responses, ultimately fostering memorable wedding experi-
ences and high recommendation intentions at Tivoli Resort.
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1. Introduction

A wedding is undoubtedly a special event in someone’s life, and it is recognised as a product of solid im-
plication and involvement (Major, McLeay & Waine, 2010). In Western societies, marriages are declining,
but weddings abroad are becoming more popular (Ritter, Boger & Draper, 2020; Rydzik, Agapito & Lenton,
2021). Furthermore, wedding tourism arises as a concept related to the flow of tourists who travel away
from home to celebrate with the couple (Daniels & Wosicki, 2021) in the scope of family obligations (Ob-
rador, 2012). Wedding destinations are described as popular places to celebrate a marriage outside the
home (Etemaddar, Thyne & Insch, 2018).

Once in the geographical area, the venue choice is critical (Chen et al., 2017). A trend to elect luxurious
resorts to hold a wedding is noted in the literature (Rydzik et al., 2021). Influenced by context-based fac-
tors - atmospherics (Kotler, 1973), physical surroundings (Belk, 1975), physical evidence (Booms & Bitner,
1981) or tangibles (Parasuramanet al., 1988) - consumer experience draws the behavioural outcomes.
Built on the intangible nature of service contexts, the experiencescape concept in the Marketing and tour-
ism literature, Bertella (2015) coined the term wedding-scape to include the dimensions of servicescape.
Literature reports little research on the topic and mainly focuses on the wedding guests at the bride’s
expense and the groom'’s perspectives (Schumann & Amado, 2010; Del Chiapa & Fortezza, 2016).

The search for information to support the choice of a location for a wedding tends to be intense. It is
more and more frequent to use online platforms and social media to know the other customers’ feedback
before deciding (Douglas, 2016). The content sharing in the digital sphere, known as electronic word-of-
mouth (e-WOM), proves to be critical in supporting decision-making, as it is recognised as credible and
independent, thus, with the capacity to influence the purchase decision by other customers.

Following an experiential Marketing and servicescape approach and guided by the Stimulus-Organ-
ism-Response (S-O-R) paradigm (Mehrabian & Russell, 1974), this research analyses the information
shared by customers of a hotel resort located in the Algarve regarding their wedding experiences on the
online platform TripAdvisor. TripAdvisor is an online multiple-year archive that reviews various destina-
tions and organisations, so it is common to use this platform for study purposes (Berezan et al., 2015;
Molinillo et al., 2016; Wong & Qi, 2017). In addition, although several empirical studies prove the existence
of a relationship between the phenomenon of e-WOM and the consumers' purchase decision (Carusona
et al., 2017; Zanibellato et al., 2018), the category of high-involvement products, or products considered
once-in-a-lifetime, as holding a wedding, has generally been neglected in the literature (Mowzer, 2016).

To date, wedding tourism remains an under-researched topic (Ritter et al., 2020), especially in the so-
cial media context (Boden, 2003). As Etemaddar et al. (2018) recognised, little research has been devoted
to wedding parties and guests. Built on these gaps, this study aims to investigate venue choice criteria,
servicescape/wedding-scape attributes, experience, and behavioural outcomes related to wedding cer-
emonies performed at the hotel venue as shared in TripAdvisor. In line with Bertella (2015), this study
adopts an experiential Marketing perspective of the wedding as a staged experience. As far as authors
know, no other study addresses servicescape/wedding-scape, customer experience and behavioural out-
comes in the context of a wedding ceremony.

In order to make this analysis more comprehensive and to enhance the clarity and relevance of its im-
plications for the management of the product and the venue, on the one hand, the reviews written on Tr-
ipAdvisor by couples and their wedding guests were analysed. An exploratory qualitative study (Merriam
& Tisdell, 2016) with a deductive and inductive approach (Bardin, 1977) was performed. Thematic analysis
of categorical content was adopted (Bardin, 1977).

This paper is organised as follows. The next section is dedicated to the literature review, which frames
the research herein. In the third section, the methodological approach is introduced. The fourth section
presents and discusses the results of the empirical study. The final section presents the main conclusions.
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2. Literature Review

2.1 Stimulus-organism-response Paradigm

This study adopts the S-O-R model (Mehrabian & Russell, 1974) as a comprehensive framework to ex-
amine how environmental stimuli influence individuals’ internal cognitions and perceptions, ultimately
shaping their attitudinal and behavioural responses. Building on its original focus on emotional responses
to environments, later developments incorporated cognitive, physiological, and psychological dynamics
over time (Bitner, 1992; Jacoby, 2002), extending its applicability in tourism and hospitality contexts (Kim
et al., 2020). The model provides a systematic approach for understanding the influence of wedding cer-
emony and weddingscape on wedding experience while also capturing the role of emotional states and
cognitive cues in shaping audience responses (Cheng et al., 2020). Its flexibility offers a robust theoretical
foundation for exploring emotional and behavioural outcomes by integrating internal and external stim-
uli, experiential processes, and attitudinal and behavioural responses (Sultan et al., 2021).

2.2 From the Wedding Destination to the Servicescape of the Venue

One of the most critical decisions in hosting a wedding is choosing where it will be held (Bowdin et al.,
2006). Starting from the bridal appearance (Broekhuizen & Evans, 2016) to the wedding location and
venue, every piece in the performance is aligned towards an imaginary stereotype that can be described
as “romantic and paradise-like settings” (Rydzik et al., 2021, p. 3). When the choice of the location for the
wedding falls on a venue outside the country of residence of the couple (Schumann & Amado, 2010), tour-
ist flows are at stake (Major et al., 2010; Del Chiappa & Fortezza, 2016) and it impacts on local economy
(Schumann & Amado, 2010). In the tourism literature, wedding destinations tend to be perceived as exot-
ic, romantic and unique places (Freeman, 2002) that offer an appreciated opportunity to escape the daily
routine while considering family tradition surrounding this event (Schumann & Amado, 2010).

The organization of the wedding involves a diverse set of decisions, and the venue where the banquet
will take place is one of the most notable (Chen et al., 2017). Couples increasingly choose venues like lux-
urious resorts to hold their wedding (Rydzik et al., 2021). Lau and Hui (2010), in their investigation on the
choice of venue for the celebration, conclude that availability, installation, the whole logistics of the place
- the size of the space, the audio equipment, the bridal room and accommodation and the gastronomy
are key elements in choosing a venue for the wedding. Location is another element and includes both the
beauty of the place and its convenience in terms of accessibility and parking (Callan & Hoyes, 2000). The
price is an element that includes the space rental, food and drinks, equipment and setup, which impacts
decision making (Lockyer, 2005). All in one, the venue - or the place where consumption occurs - and re-
lated scenography, especially in the services domain due to its intangible nature (Reimer & Kuehn, 2005),
are critical since it corresponds to the stage where the experience will be lived (Pine & Gilmore, 1998).

The atmosphere of the place, or venue, that is, “the conscious designing of space to create certain
effects in buyers” (Kotler, 1973, p. 50), also known as atmospherics (Lau & Hui, 2010), is a crucial element
in the choice of a wedding location. The importance of the atmosphere is due to the recognition that the
physical environment, its visual impact, the design and the decorative aspects produce effects on consum-
ers as they influence behavioural outcomes (Kotler, 1973; Bitner, 1992; Walls, 2013; Pizam & Tasci, 2019;
Bhatt et al., 2020). Atmosphere is formed by environmental conditions (temperature, air quality, noise,
music, smell), space/ function (layout, colour, equipment, furniture) and signs, symbols and artefacts (sig-
nage, personal artefacts, decoration style). Bitner (1992) uses physical surroundings or atmospherics and
proposes a framework with three categories: a) ambient conditions (sensory-based), b) spatial layout and
functionality, and c) signs, symbols and artefacts. To Pizam and Tasci (2019), this is related to the cultural
component of servicescape. Lau and Hui (2010) studied the impact of the atmosphere on the wedding
ceremony and wedding reception. Findings revealed that these contribute to the “elegance and solemni-
ty” (p. 269) and, consequently, to a cheerful consumer’s experience.

Following this track, environmental psychology postulates that individuals experience the external en-
vironment in a holistic way, so the stimuli present in the surroundings must be managed in an integrated
way (e.g., Bitner, 1992), ensuring a design that generates appealing consumption environments (Bhatt et
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al., 2020). Fuelled by this argument, the concept of experiencescape is elaborated on the rationale that
the influence of external factors (stimuli) affects the individual's engagement in the consumption expe-
rience (Mossberg, 2007; Walls, 2013; Pizam & Tasci, 2019; Bhatt et al., 2020). Built on this, other authors
add the role of human or social elements (e.g., Tombs & McColl-Kennedy, 2003; Garmaroudi et al., 2021)
to the purely physical dimension proposed by Bitner (1992). So, by expanding Bitner's (1992) services-
cape framework, many scholars see social stimuli as an important part of the consumption environment
(Tombs & McColl-Kennedy, 2003; Garmaroudi et al., 2021). Tombs and McColl-Kennedy (2003) design a
new conceptual framework named ‘social servicescape’, claiming that customers play a key role in others’
emotions and feelings.

In fact, in the particular case of hospitality, where guests tend to stay at the property longer, their in-
teraction with the hotel setting, servers and with other guests can shape emotional reactions and behav-
ioural outcomes like satisfaction and loyalty, service quality, WoM and e-WoM intentions, among others
(Lockwood & Pyun, 2019). The literature reports relationships between the servicescape and the nature of
customer-server interaction and guest-with-other-guests’ interactions (e.g. Line et al., 2018; Lockwood &
Pyun, 2019; Garmaroudi et al., 2021). Collishaw et al. (2008) identified that customers’ perceptions of the
commitment of the staff are related to positive affect, which generates satisfaction and attitudinal loyalty.

The rationale is that the management of the servicescape, especially in contexts of experiential con-
sumption, and particularly in hospitality and events, must be managed in order to offer memorable ex-
periences. Kandampully, Bilgihan and Amer (2022) argue that servicescape and experiencescape are in-
terrelated concepts, so they should be managed complementarily to produce customer engagement,
satisfaction and positive emotions and behavioural intentions.

In line with the assumption that tourist activities are “theatre-like performances” and tourists are “ac-
tors who follow more or less disciplined scripts”, to Bertella (2015, p. 398), a wedding celebrated abroad
“can be conceptualised as a staged tourism experience”. Its scenography is carefully prepared, including
choosing the destination and venue for the bride’s white wedding gown with its symbology (Broekhuizen
& Evans, 2016). The venue, built on the concepts of servicescape (Bitner, 1992) and experiencescape
(Mossberg, 2007), has been conceptualised as a “wedding-scape” which includes the physical scene, prop-
erly managed by the professionals, where the ceremony takes place (Bertella, 2015). Hoye and Johnson
(2016, p. 1) used the term “weddingscapes” as “liminal touristic experiences”. The “scenography of the
wedding-scape” refers to “the physical scene where the wedding experience, particularly the ceremony,
takes place”, whose choreography is directed by wedding planners in accordance with the family’s cultural
references (Bertela, 2015, p. 399).

The relationship between the couple and their guests with the staff, referred to as a social factor, is
also a very important aspect of the servicescape to be considered in the wedding-scape. In this regard,
the wedding planner plays a crucial role as “service provider, decision-maker, organizer, artistic designer,
confidant, mediator and friend” (Daniels & Wosicki, 2021, p. 9). Working on the preparations for holding
the wedding, managing timelines, checklists and itineraries, ensuring a perfect articulation between the
participants in the event, thus avoiding stressful situations, the wedding planner provides also advice to
the artistic part of the ceremony such as on floral décor, lighting. The wedding planner is still more rele-
vant when couples choose a wedding abroad, as a deeper understanding of existing services in place and
of the legal requirements necessary for the wedding itself is required (Bertella, 2015, 2017; Khodzhaeva,
2016). Their role in making the wedding event more sustainable is also acknowledged (Deale & Lee, 2024).

Prepared as a scenographic experience in which the script is carefully drawn (Bertella, 2015), the venue
and the actors (grooms and their wedding guest, servants and, in the case of the hotel, other hotel guests),
are active parts that influence the experience design (Broekhuizen & Evans, 2016; Carter & Duncan, 2017),
the way it is lived and then shared on social networks.

2.3 The Wedding Ceremony as an Experiential Event

The classic approaches to consumer behaviour - the microeconomics perspective - see the decision pro-
cess as purely rational and based on the perception of attributes such as price and utility. Subsequent
research in the domain of motivation views the needs that drive the purchase decision as irrational or of
limited rationality (Howard & Sheth, 1969). Advances in research in consumer behaviour consider other
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essential aspects that also contribute to explaining consumption, such as recreational and leisure activ-
ities, sensory pleasures, aesthetic dimensions and emotional responses (Holbrook & Hirschman, 1982).
Assuming that consumers are simultaneously rational beings and emotional, the purchase decision, al-
though it may be rational, is driven by emotions (Holbrook & Hirschman, 1982). In line with this perspec-
tive, Experience Marketing assumes that the purchase/consumption decision process and the consumer
journey (Lemon & Verhoef, 2016) are imbued with a mix of emotions, pleasure, self-satisfaction and fanta-
sies. Since “Experiential marketing is everywhere” (Schmitt, 1999, p. 53), this approach has been adopted
in a great diversity of industries and activity sectors, including in the wedding industry (Bertella, 2015).

While Pine and Gilmore (1998) introduce the concept of Experience Economy in an approach to manag-
ing experiences, Schmitt (1999) introduces a broader view of the consumer experience, according to which
consumers’ desires and motivations are focused on consuming memorable and engaging experiences.
The customer experience should be addressed by adopting a holistic perspective (Schmitt, 1999; Tsaur et
al., 2007; Rather, 2020). In accordance, Schmitt (1999) defines the consumption experience as a multidi-
mensional concept and establishes five dimensions, or experiential nodes, to be taken into account when
designing a memorable experience: (1) sensory experiences (SENSE), (2) affective experiences (FEEL), (3)
cognitive and creative experiences (THINK), (4) physical, behavioural and lifestyle experiences (ACT), and
(5) social identity experiences that result from a relationship with one or more reference groups and/ or
culture (RELATE). Ideally, companies should be able to provide consumers with sensory, affective, cogni-
tive, physical, and relational experiences (Schmitt, 1999).

According to Schmitt (1999, p. 60), “Experiences are private events that occur in response to some
stimulation (e.g., as provided by marketing efforts before and after purchase), and they often result from
direct observation and/or participation in events - Whether they are real, dreamlike, or virtual.” In the
case of a wedding, the idea of a unique experience (Getz, 1997; 2008) becomes even more noticeable.
Boden (2003, p. 18) refers to it as a “once-in-a-lifetime” event and Rydzik et al. (2021, p. 2) as “a milestone
event in one’s life”.

Even with recognised cultural roots in different landscapes (Carter & Duncan, 2017) and performing
sociocultural rituals (Etemaddar et al., 2018), a wedding is a ceremony between two people to establish
the marriage between both parties. It is a moment to “uniting relatives and friends to celebrate the birth
of a new family” (Etemaddar et al., 2018, p. 422). Generally, these “supposedly unique and deeply person-
al events” (Carter & Duncan, 2017, p. 4) presume the presence of guests and the signing of a marriage
contract (Lau & Hui, 2010). It is a socially constructed event that has been facing considerable changes
over the years, both in legal, sociocultural and consumerism terms (Rydzik et al., 2021), where “weddings
function as a globally marketed spectacle” (Broekhuizen & Evans, 2016, p. 335).

From a purely religious ceremony, the wedding day becomes a ritual wrapped by a modern cultural
spectacle where the couple and their wedding guest - usually family and special friends with structural
ties that are anchored on shared emotional bonds (Bertella, 2015) - seek to live a memorable experience
(Boden, 2003; Carter & Duncan, 2017). As recognised by Winch and Webster (2012, p. 51), “with the de-
cline of traditional wedding values, consumer-led culture has rushed to fill this gap to connect the pursuit
of wedding perfection with the need to consume”. Couples and their families are engaging in preparing
a memorable day that involves both the venue and the bridal appearance (Broekhuizen & Evans, 2016;
Carter & Duncan, 2017), and where everything and everyone are managed like in a play (Pine & Gilmore,
1998).

2.4 Customer Satisfaction and Loyalty

Customer satisfaction is “the extent to which a product’s perceived performance matches a buyer's ex-
pectations” (Kotler & Armstrong, 2016, p. 35). However, if cognitive dissonance occurs and guests are
unsatisfied with their experiences, dissatisfaction occurs (Wang et al., 2020). Customer satisfaction and
loyalty have been extensively explored in the scope of marketing and consumer behaviour literature
(Berezina et al., 2016). It is recognised that satisfaction leads to positive attitudes, and dissatisfaction may
generate negative ones. Traditionally accessed with quantitative methods, the user-generated content
offers accessible data for qualitative research on the topic (Berezan et al., 2015; Berezina et al., 2016).
Although in tourism, positive reviews prevail over negative ones, the analysis of spontaneously generated
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content allows suppliers to know their customers’ expectations and whether they are met (Mirzaalian &
Halpenny, 2021). Sparks and Browning (2011) identified that positive information posted on the Internet,
jointly with ratings, increases the consumers’ willingness to book a hotel room and potentiates high levels
of consumers' trust.

Electronic Word-of-Mouth (henceforward e-WoM) can be defined as “any positive or negative state-
ment made by potential, actual, or former customers about a product or company, which is made availa-
ble to a multitude of people and institutions via the Internet” (Hennig-Thurau et al., 2004, p. 39). E-Wom is
considered a powerful communication tool, significantly influencing purchase decisions (Carusona et al.,
2017; Mirzaalian & Halpenny, 2021) and, at the same time, it is an important database for studying and
monitoring consumer behaviour.

Satisfaction influences loyalty. Loyalty is often measured as the intent to return and willingness to
recommend the product or service to others (Bowen & Chen, 2001). It is recognized that the cognitive
psychology of consumers plays a central role in behavioural (revisit) and in attitudinal (commitment, rec-
ommendation) perceptions and that it commands guests’ decisions to share comments about their expe-
riences in social media (Berezina et al., 2016; Zemke et al., 2017). Hotel guests act as informal influencers
with an impact on prospective guests’' behavioural intentions and decision making (Berezina et al., 2016;
Zemke et al., 2017) and on hotel brand reputation (Barreda & Bilgihan, 2013). Literature in marketing and
tourism states that reviewers’ satisfaction affects their online reviews (Han, 2021) and it impacts consum-
ers’ judgements (Hu et al., 2019). Alarcéon et al. (2020) identified that the ranking position of a hotel, based
on e-Wom reports of its guests, impacts the hotel's capacity to set higher prices. Han (2021) found that the
reviewer's expertise can influence reviewers' satisfaction, and it is also affected by contextual factors like
travel type (Ahn et al., 2017). The rating given by the customer is a sign of his level of satisfaction with the
experience, which is described throughout positive and negative comments. Thus, e-Wom valence reveals
customers’ satisfaction with the experience (Zanibellato et al., 2018).

Like other customers, in this context, the way the bride and groom seek and choose service providers
for this special day has changed. The online platforms allow the couple to see reviews from other custom-
ers, containing varied opinions, reports of their own experience and sometimes even photos of the place.
The bride and groom do not need to leave their house to choose where to celebrate their wedding, and
online reviews are influential sources (Douglas, 2016).

3. Methodology

Based on the literature review, Figure 1 shows the conceptual framework that frames the analysis in
this exploratory study. Starting from the choice of the destination and the venue in which the wedding
ceremony would take place, the scenography and related choreographies are carefully designed and per-
formed. The wedding-scape, described by Bertella (2015, p. 399) “as a space regulated” by the grooms and
their families and generally orchestrated by wedding planners, is the stage where the wedding experience
occurs. The wedding experience influences the satisfaction achieved by couples and their wedding guests,
which, in turn, is reflected in behavioural outcomes, namely loyalty, online reviews (e-Wom), intention to
return and/or to recommend. The stimulus-organism-response (S-O-R) paradigm (Mehrabian & Russell,
1974) provides the theoretical foundation for the wedding ceremony at the hotel venue. From the lens of
the S-O-R paradigm, the wedding-scape environmental stimuli generate a response from the organism
which, in turn, influences consumers’ behavioural outcomes.
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Figure 1. Conceptual Framework for the Wedding Ceremony at the Hotel Venue

o ———— T T —— T —— ————— — -
g | I
E : Destination, :
2 | Venue choice L
[
X |

: Wedding #»  Satisfaction
= | Ceremany _
= | 1 Wedding |
-E | ¥ Experience L
= : Weddingscape
2 -
= Lawaliy
=
g |
| o e e e e e e e e e e e o o e e s o e e e e |

Stimulus Organism Response

Source: Own Elaboration

Based on the literature review, the main categories of analysis and respective subcategories that char-
acterise the choice of the wedding venue, the servicescape/wedding-scape and the wedding experience

are identified in Table 1.

Table 1. Dimensions of the Venue Choice, Customer Experience, Servicescape and Customer Loyalty

Category Subcategory Indicator
Availability The period during which the customer intends to have the wedding
Location Beauty and convenience of the place | accessibility and parking

Venue choice
(Lau & Hui, 2010)

Servicescape/
wedding-scape
(Bitner, 1992;
Baker, Grewal, &
Parasuraman, 1994;
Bertella, 2015)

Wedding experience
(Schmitt, 1999)

Customer loyalty
(Bowen & Chen, 2001)

Venue installation/logistics

Gastronomy
Price

Ambient conditions

Spatial layout and
functionality

Signs, symbols and
artefacts

Social factors
Sense

Feel

Think

Act

Relate

Intention to return

Intention to recommend

Size, audio equipment, bridal room and accommodation
Menu and quality of food
Space rental, food & beverage, equipment, and set up

Temperature, air quality, noise, music, odour, lighting, etc.

Layout, equipment, furniture, floor covering, wall covering,
shop windows, colour, cleanliness, ceilings, changing rooms and
corridors

Signage, personal artefacts, decoration style, etc.

Other people, including staff and other customers

Sensory experiences (Vision, Hearing, Taste, Smell and Touch)
Affective experiences

Creative-cognitive experiences

Physical experiences, behaviours and lifestyles

Experiences of social identity that result from the relationship with
a group reference or culture

Willingness of a customer to revisit or repurchase the experience
in the future, based on their prior experience, satisfaction, and
perceived value

Willingness of a customer to suggest the experience to others
based on their own experience

Source: Own Elaboration
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3.1 Setting

Portugal is an attractive destination to host weddings from abroad, mainly because of the beauty of the
landscape and heritage features, the gastronomy, the mild climate, the cultural richness and the quali-
ty-price relationship (Khodzhaeva, 2016). Despite the weddings abroad representing a niche for the Por-
tuguese wedding industry (around 4%), it is a niche in exponential growth (Vidal, 2021). The foreign wed-
dings in Portugal increased from 856 in 2014 to 1409 in 2019 - a change of 65.6% (Vidal, 2021). Pereira et
al. (2022) conducted a study to analyse how destination weddings have contributed to the growth of event
tourism in Portugal. They distributed a survey via email to a sample of couples, based on the 6,401 wed-
dings in 2019 that involved at least one foreign spouse. The authors found that 65% of the forty foreign
couples surveyed—more than one-third of whom were from the United Kingdom—had chosen Portugal
as their first-choice wedding destination. Economically, weddings abroad show to be an advantageous
niche for the industry as couples from abroad spend more money than national couples on the celebra-
tion and bring on average 87 guests that stay for a week. It is estimated that the organisation of weddings
abroad provided the industry with 70.5 million euros in 2019 (Mendonga, 2020).

If the weight of wedding tourism in Portugal is not high, the same cannot be said for the different
parts of the country, especially for the southern region, the Algarve, in which weddings with couples
from abroad represented approximately 32% of all celebrated weddings (Vidal, 2021). The Algarve is an
important tourist destination in Europe, being recognised as a pleasant place with beautiful beaches and
a milder climate, but also for its historical past and culture. Furthermore, compared to other competing
destinations, Portugal has high-frequency flights at a lower cost (Khodzhaeva, 2016). Although there is no
official data on the number of establishments that offer the wedding venue product in Algarve, searching
TripAdvisor for the expression “Algarve Wedding Resorts”, 20 resorts/hotels were found, of which fifteen
are 5 stars and four are 4 stars.

Tivoli Carvoeiro hotel is one of the five-star resorts that offers a wide range of venues, with sea views
and indoor spaces designed for weddings, private parties, birthdays, cocktail parties, or other social
events. When it comes to private events, Tivoli Weddings is a top-rated product at the resort . With over
25 years of experience, the hotel underwent a major refurbishment in 2017, which included reducing the
number of rooms from 293 to 248 to create more spacious accommodations with panoramic balconies.
The renovation also introduced three restaurants with distinct gastronomic concepts, the establishment
of the Tivoli Spa, and the addition of a conference centre featuring seven meeting rooms (Tivoli Carvoeiro
Algarve Resort, 2020).

3.2 Data and Methods

Positioned within the interpretivist paradigm, according to which the world is an emergent social pro-
cess created through shared meaning (Burrell & Morgan, 1979), this work is an exploratory study with
a qualitative and deductive approach to the data. The researcher assumed the task of interpreting us-
er-generated content in TripAdvisor to identify the most relevant elements in venue choice, servicescape/
wedding-scape, customer experience and loyalty outcomes. The data was collected from TripAdvisor,
one of the most recognised online review platforms in tourism and hospitality (Mirzaalian & Halpenny,
2021). This platform was used because it is globally known and has more than 859 million reviews shared
by travellers worldwide (TripAdvisor, 2020). Consequently, the platform is widely used as a database for
academic research (Zanibellato et al., 2018). The analysis of such a platform was considered appropriate
given the goal of this investigation, as the Internet was found to be the main means of spreading Portugal
as a wedding destination (Peste, 2016). Within the scope of this study, a total of 4496 reviews of the Tivoli
Carvoeiro hotel were collected. In order to gather only the comments regarding weddings in the hotel, in
Portuguese, the word “casamento” was used as the search word, and in English, the word “wedding”. The
data were collected without any time filter, giving 95 comments between 2006 and 2020 in the exact mo-
ment before the COVID-19 lockdown. Although the collected data comprises comments posted between
2006 and 2020, they refer to weddings that occurred between 2005 and 2019.

To extract the comments, Scrape Storm software, version 3.5.3, was used. This tool helps compile the
data collected from each comment, creating a document with the variables selected for the extraction.
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From each comment was retrieved the following information: the reviewer's username, the date when
he/she shared the comment (month and year), the date in which he/she stayed in the hotel (month and
year), his/her country of origin, his/her number of contributions/comments made on the TripAdvisor -
reviewer's status, his/her rating (from 1 to 5) given to the resort, the title of the comment, the comment
itself and its link. Each reviewer is identified by the initials of his’/her name and by the review year. This
type of identification is used throughout the analysis when text extracted from the reviews is presented.

Adopting an approach such as Zanibellato et al. (2018), the NVivo 12 Plus software was used to analyse
and encode the data. Some of the 95 collected comments addressed multiple categories listed in Table
1. As a result, these comments were divided into separate, self-contained cases to ensure that each seg-
ment of text could be analysed according to the specific issue it addressed. One hundred seventy-three
cases were created, corresponding each case to a distinct review. The most frequent words (attributes)
described in the comments were identified, and these terms were categorized according to each of the
dimensions/elements described in the literature review. The similar or synonyms words identified by the
software were added, removed and merged so that it was possible to create cohesive nodes and exclude
from the analysis cases that revealed zero or one or two occurrences in the reviews. After that, all com-
ments were read to confirm the encoding assigned by NVivo. Therefore, 27 nodes were identified, each
corresponding to an attribute.

Regarding the analysis of review valence, each node was divided into two sub-nodes: a positive and
a negative one. The positive sub-node was associated with parts of the comments that refer to positive
experiences related to that attribute (for example, to the attribute “pool”: “(...) pool areas are simply stun-
ning.” (KR, 2016). The same procedure was adopted in the analysis of the negative sub-nodes: “(...) only
minor complaint was the pool was freezing, but this is typical in Algarve.” (T, 2019). In order to analyse the
number of positive and negative comments by the reviewer's country, month and year of his/her stay, and
his/her review rating, the “matrix coding” function was used. This functionality allows verifying how many
English reviewers had a negative experience with the attribute pool, i.e., how the two variables intersect.

Finally, to determine customer loyalty, comments were identified in which couples and their wedding
guests expressed their intention to return and/or recommend the hotel. “Intention to return” and “inten-
tion to recommend” nodes are still divided into two sub-nodes corresponding to the comment “yes” or
“no”.

3.3 The Reviewers’ Profile

The 95 reviews shared by the couples and their wedding guests correspond to individuals who were ac-
commodated at Tivoli Carvoeiro hotel, and from those indicating the year of staying, mainly, are for the
period before the hotel's refurbishment (35,9%) - see Table 2. Most of the customers are from the United
Kingdom (69.5%), followed by Irish customers (7.4%). Vidal (2021) has also identified that the UK was the
primary origin of couples having their weddings in the Algarve. As expected, more comments were made
to events taking place in peak season, i.e., between June and September (43,1%). The majority of the re-
views from couples and their wedding guests are new reviewers on TripAdvisor.
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Table 2. Profile of Couples and their Wedding Guests

Reviews of the couple and

Variables Categories their wedding guests
No. (%)
Before Hotel Refurbishment (2005 - 2016) 34 35,9
y During Hotel Refurbishment (2017) 9 9,5
ears
After Hotel Refurbishment (2018 - 2019) 12 12,6
Not specified 40 42,1
Stay Date
Mar-May 10 10,6
Jun-Aug 29 30,5
Months
Sep-Nov 16 16,9
Not specified 40 42,1
United Kingdom 66 69,5
Other European Countries 17 18,1
Country
Other Continents 2 2,1
Not specified 10 10,5

Source: Adapted from Zanibellato et al. (2018).

4. Results

Regarding the venue choice criteria, rooms (37 reviews - 38.9%) and location (34 reviews - 35.8%) were pos-
itively assessed (Table 3). Paradoxically, in the analysis of the reasons for choosing the place, the rooms
also received negative reviews (12 - 12.6%) with the argument that: “The rooms are a bit old fashioned” (A,
2010); “The hotel rooms were a bit tired, but the hotel is about to get a major refurbishment.” (P, 2016). The
price is also classified with a negative valence (11 - 11.6%).

Data also shows that the attribute that stands out most positively concerning the servicescape/wed-
ding-scape is the staff belonging to the “social factors” (67 reviews - 70.5%). “This is a traditional Portuguese
hotel where the staff are excellent and genuine, which is hard to find”. (MR, 2013); “The staff were very friendly
and helpful .... always on hand to help and make everything as good as it could possibly be.” (A, 2014). The
following positively assessed attributes are cleanliness (with 34 positive reviews - 35.8%). Within the ser-
vicescape/wedding-scape, the styling is the attribute that gets more negative reviews (9 reviews - 9.5%).

The results show that the attributes of customer experience, which are more positively reviewed, pro-
pel positive e-Wom: the landscape and the feelings. The attribute that is mentioned more often in a positive
way as the wedding experience by the couples and their wedding guests is the landscape, which belongs
to the dimension “sense” (59 reviews - 62,1%): “The views from this hotel are amazing. Nothing comes close
to this.” (JP, 2018); “The views genuinely match the promotional photos of the hotel. Could sit watching the world
go by for hours.” (T, 2020). The following attribute positively reviewed is feelings that is part of the dimen-
sion “feel” (19 reviews - 20%): “{(...) our wedding was so special (...) We really want to thank you all with all of
our heart for what you have done for us.” (E, 2018); “Her attention to detail and willingness to ensure everything
was to our preference, did not go unnoticed by ourselves and we are incredibly grateful.” (A, 2015). There is
no evidence that there are attributes with a significative negative impact on the wedding experience. The
attribute that has the highest number of negative reviews in the dimension “act” is the pool, but it has only
four negative reviews out of a total of 95, which represents 4.2% of those reviews.
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Table 3. Attributes of Venue Choice, Wedding Experience and Servicescape/Wedding-Scape and their Valence

Reviews No. (N=95)

Category Subcategory Attributes
+ -
Location 34 (35,8%) 0
Location
Accessibility 6 (6,3%) 0
Stay 30 (31,6%) 0
Venue choice Venue installation/logistics Facilities 6 (6,3%) 1(1,1%)
Rooms 37 (38,9%) 12 (12,6%)
Food 26 (27,4%) 3(3,2%)
Gastronomy
Drinks 5 (5,3%) 0
Price Price 5(5,3%) 11(11,6%)
Air 3(3,2%) 3(3,2%)
Weather 3(3,2%) 0
Ambient conditions
Noise 2(2,1%) 2(2,1%)
Lighting 2(2,1%) 1(1,1%)
Servicescape/wedding-scape Cleanliness 34 (35,8%) 1(1,1%)
Layout/ Set Up 14 (14,7%) 0
Spatial layout and functionality
Styling 7 (7,4%) 9 (9,5%)
Decoration 2(2,1%) 1(1,1%)
Social factors Staff 67 (70,5%) 5 (5,3%)
Landscape 59 (62,1%) 1(1,1%)
Sense Taste 3(3,2%) 0
Comfort 12 (12,6%) 0
Feel Feelings 19 (20%) 1(1,1%)
Memory 3(3,2%) 0
Wedding experience Think
Expectations 4 (4,2%) 1(1,1%)
Pool 17 (17,9%) 4 (4,2%)
Act
Walks 9 (9,5%)
Wedding Planning 10 (10,5%) 0
Relate
Service 11 (11,6%) 2(2,1%)

Source: Own Elaboration

Although 27% of reviews were made by New reviewers, 34% of them were authored by Senior or Top
contributors. The rating given by customers reveals high levels of satisfaction with the experience since
around 93% gave a rate of Very good (4 stars - 30,5%) or Excellent (5 stars - 62,1%). Table 4 presents these

results.
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Table 4. Reviewers' Status in TripAdvisor and Hotel Rating

New reviewers (1-2) 26 27,4
Reviewers (3-5) 8 8,4
Senior reviewers (6-10) 6 6,3
.F:ﬁ\llaizzlvvei;z'rstatus in Contributors (11-20) 14 14,7
Senior contributors (21-50) 15 15,8
Top contributors (> 50) 17 17,9
Not specified 9 9,5
Terrible (1 star) 0 0
Poor (2 stars) 0 0
Rating Average (3 stars) 7 7,4
Very good (4 stars) 29 30,5
Excellent (5 stars) 59 62,1

Source: Own Elaboration

Couples and their wedding guests’ intention to return and to recommend the hotel were analysed.
From the total of 95 comments, 29.5% of the reviewers (28 reviews) revealed an intention to return to
the resort. Regarding the intention to recommend, 20 positive comments represented 21,1% of the total
reviews (Table 5).

Table 5. Number of Comments regarding the Intentions to Return and to Recommend the Resort Posted by
Couples and their Wedding Guests

Reviews no.
Category Yes No
Intention to return 28 (29,5%) 1(1,1%)
Intention to recommend 20(21,1%) 0

Source: Own Elaboration

5. Discussion

5.1 Reviews on Venue Choice

Couples getting married at the Tivoli Carvoeiro hotel are mainly from the UK. This result is aligned with
the predominant origin of couples choosing to have their wedding in the Algarve (Vidal, 2021). Bertella
(2015) has also identified that couples from the UK were the most represented in selecting Tuscany, Italy,
to have their wedding abroad.

The most relevant attributes regarding the wedding venue are the room and the location. These results
are not entirely aligned with Lau and Hui (2010), who identified elegance, the size of the space and the ac-
commodation as the most significant elements in choosing the wedding venue. However, the results are
in accordance with Boden'’s (2003), who considers the /ocation a critical element in the choice of a wedding
venue, jointly with style, scale and ambience of the place. The dimension /ocation only received positive
reviews, which complies with Callan and Hoyes's (2000) statement on the beauty of the place. Regarding
the attribute room accommodation, Peste (2016) also identified accommodation as one of the top push
attributes of Portugal as a wedding destination.

Price was one of the attributes that gathered more negative references on TripAdvisor. This result is
aligned with the findings of Mendonca (2020) and Pereira et al. (2022) that reported price reduction as the
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most relevant aspect to be improved to increase the attractiveness of Portugal as a wedding destination.
This is an aspect that deserves attention from the industry by taking into consideration the competi-
tors in this product niche, since price is the determining element in the decision-making (Lockyer, 2005;
Khodzhaeva, 2016).

5.2 Reviews on Servicescape/Wedding-scape

The attributes staff and cleanliness received a significantly higher number of positive mentions, underscor-
ing the importance of both spatial layout and social factors within the servicescape—consistent with the
frameworks proposed by Bitner (1992) and Tombs and McColl-Kennedy (2003). Of the 67 positive reviews
related to staff, 49 (73%) were from customers from the United Kingdom, emphasizing the significance of
this attribute for the hotel's primary market segment. Cleanliness was among the attributes that showed
the most marked improvement following the hotel's renovation. The number of annual positive com-
ments on cleanliness rose from an average of 1.3 prior to renovation, to 2.0 during the renovation phase,
and to 2.5 after completion. These findings indicate that enhancements in these dimensions positively
influenced electronic word-of-mouth (e-WOM) regarding the venue's suitability for wedding ceremonies,
as perceived by both the bride and groom and their guests.

While the styling attribute received some negative feedback, all such comments were related to the
period before the refurbishment, suggesting that the renovation effectively addressed previous concerns.
Overall, the findings for the wedding-scape align with the observations of Line et al. (2018), Lockwood and
Pyun (2019), and Garmaroudi et al. (2021), who emphasized the role of social interaction with both the
physical setting and service personnel in shaping customers’ emotional responses.

5.3 Reviews on the Wedding Experience

For the couple and their wedding guests, the critical attributes that characterise their wedding experience
as shared in TripAdvisor are the landscape, attributes associated with the Relate dimension and posi-
tive feelings. As previously stated by Schmitt (1999), Tsaur et al. (2007) and Rather (2020), the dimension
“sense”, which includes the landscape attribute, can be used to differentiate brands, products or compa-
nies, making, in this way, recognizable the brand to the consumers, adding value to it. Furthermore, the
landscape is related to a romantic idea about the event (Boden, 2003), which is associated with the venue
choice for the wedding (Freeman, 2002; Rydzik et al., 2021). The ocean view is the key point of this hotel,
being fairly recognised by customers and working staff as a differentiating point of the resort and the cus-
tomers’ experience, thus ensuring a romantic, forever memory. The relevance of landscape for the wed-
ding experience is consistent with the findings for Portugal as a wedding destination. Mendonca (2020)
and Pereira et al. (2022) identified, for Portugal, that the attractiveness of the landscape was the second
factor influencing the wedding abroad, only preceded by the factor of good weather. The dimension “re-
late” ranks in the second position concerning positive reviews (21), which means that the venue provided
a wedding experience that promoted social identity between participants. These attributes offer positive
stimulus to this segment of clients. These results are aligned with the literature (Schmitt, 1999; Tsaur et al.,
2007; Rather, 2020). In the dimension “feel”, the attribute feelings creates a link between positive feelings
and the venue brand since customers use words like “special” or “grateful” to express their feelings.

5.4 Reviews on Customer Satisfaction and Behavioural Intentions

Following literature on satisfaction and loyalty on user-generated content in social media, our results con-
clude that positive reviews prevail over negative ones (Mirzaalian & Halpenny, 2021), which is a sign of sat-
isfaction with the experience (Zanibellato et al., 2018; Han, 2021). The positive appreciation of the attrib-
utes experienced by the bride and groom and their wedding guests allows us to conclude that they had a
memorable experience. Positive reviews are prevailing over negative ones, which shows that the couples
and their wedding guests’ expectations were met (Mirzaalian & Halpenny, 2021). This finding is of great
value since hotel guests act as informal influencers impacting hotel choice and tourists’ decision-making
(Berezina et al., 2016; Zemke et al., 2017). Online positive reviews accompanied by high ratings improve
the confidence of prospective customers that the hotel delivers what is promised, which increases the
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likelihood of purchase choice (Sparks & Browning, 2011). Although 27% of reviews were made by New
reviewers, 34% were authored by Senior or Top contributors whose status is set as an expert, which can
influence reviewers' satisfaction (Han, 2021). All in all, the rating given by customers reveals high levels of
satisfaction with the experience since around 93% gave a rating of Very good (4 stars - 30,5%) or Excellent
(5 stars - 62,1%). Satisfaction influences loyalty, and the analysis of the behavioural intentions expressed
by the couples and their wedding guests reflects a pleasant global experience.

6. Conclusion

6.1 Main Findings

Following an experiential Marketing and servicescape approaches and informed by the Stimulus-Organ-
ism-Response (S-O-R) paradigm, this research analyses the user generated content shared by clients of
a hotel resort located at the Algarve in the context of a wedding ceremony, namely venue choice criteria,
servicescape/wedding-scape attributes, experience and behavioural outcomes related to wedding cere-
monies. Among the results of a qualitative thematic analysis on customers’ reviews on the online platform
TripAdvisor, a few highlights arise. Regarding the Stimuli factors, critical criteria in the appreciation of the
wedding venue room conditions and venue location, attributes ranked with the most positive valence. On
the other hand, reviews on price accounted for the most negative valence. For couples and their guests,
the attributes of servicescape/wedding-scape with more positive valence are staff and cleanliness. The
styling is the attribute that gets more negative reviews. Organism in S-O-R results from interactions with
stimulus, and it refers to psychological processes (Sultan et al., 2021), like cognitive and affective respons-
es (Pizam & Tasci, 2019). In this regard, findings highlight the role of sense, feeling and related dimensions
in the design of memorable experiences in the context of a wedding ceremony. In the scope of attitudinal
and behavioural learning (Response in S-O-R paradigm), the experience at Tivoli Resort generated mostly
positive reviews, high ratings done by Senior or Top contributors and high levels of intentions to recom-
mend, thus a sign of memorable experiences.

6.2 Implications for Theory

Since literature reports little research on the topic, this study sheds light on this kind of high-involvement
product, classified as once-in-a-lifetime. Following the S-O-R paradigm, authors extend knowledge on ven-
ue choice and wedding-scape, wedding experience and attitudinal and behavioural outcomes from the
perspective of wedding couples and their guests using content shared in TripAdvisor. Additionally, this
work proposes a conceptual framework for the Wedding Ceremony at the Hotel Venue, which may lead to
more integrated management approaches.

6.3 Implications for Management

Departing from the reviews of couples and their wedding guests that had their weddings in a hotel resort
in the Algarve, south of Portugal, this study has interesting practical implications that can impact the expe-
riences offered to customers in the hotel industry, namely in the “weddings” segment. The findings show
that couples married at the hotel resort and their wedding guests had a memorable experience, in which
the attributes valued for the venue choice interconnected positively with the provided servicescape. Pos-
itive reviews were quite superior to negative ones. The visibility of the memorable experiences from the
wedding abroad reported on online platforms needs to be amplified, something that the industry still
needs to explore.

Despite the predominance of positive reviews, some aspects need to be carefully addressed, name-
ly the hotel's layout and the charged price. The layout, an attribute of the servicescape, collected some
negative reviews. This implies that resorts/hotels hosting weddings should pay attention to international
trends regarding the design and the decorative aspects of such spaces, as they influence behavioural
outcomes. Price had the highest number of negative reviews. Thus, having in mind that the price is re-
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garded as critical at the moment of purchase choice, the industry should compare its offer with that of
competitors.

6.4 Future Research Avenues

Despite this, the exploratory study identifies positive and negative aspects associated with a wedding cer-
emony at a hotel resort, but it provides only a partial picture of this reality as it relies on only one hosting
hotel. For the sake of confirmation/refusal of the current findings, this kind of analysis should be extend-
ed to other hosting places in the Algarve. Desirably, the extended analysis should cover other social net-
works beyond TripAdvisor, which is a limitation of the current work. The innovative character of the topic
and the exploratory nature of this work justify, in the future, a quantitative study using a questionnaire
survey applied to couples and their wedding guests. This kind of analysis would allow for the identification
of patterns in the assessment of the attributes of the hosting places by sociodemographic characteristics
of the customers, thus extending the knowledge on wedding tourism.
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