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ABSTRACT

This study aims to identify the moves used by hotel managers in responding to positive reviews shared by satisfied
customers on Booking.com in Saudi Arabia. Most of the previous studies explored the hotel responses to the negative
reviews of the dissatisfied customers because the higher impact they have on the image, reputation, and booking rates.
Hotel responses to positive reviews have received less attention, especially Arabic. It has been investigated in terms the
speech act of compliment and compliment responses in different online platforms, such as Facebook and Instagram in
non-business context. Therefore, this study was conducted to fill the gap. The data consist of 200 hotel responses to positive
reviews that were collected from 96 hotels that are 5-star-hotels located in 18 cities in Saudi Arabia. The data were collected
from Booking.com and analyzed qualitatively and quantitatively, using the framework of move analysis. The results found
that twelve moves were employed by the hotel managers at the beginning, middle, and end, which were classified as major
and minor moves. In addition, the use of ‘opening pleasantries’, ‘thanking/expressing appreciation’, ‘solicit future visit’,
and ‘closing pleasantries’ were the most frequent moves. The move of ‘thanking/expressing appreciation’ was used for
different reasons and showed interesting linguistic realization and intensification strategies, such as expressive punctuation,
modifiers, using one or more than one adjective, and using thank move twice or more in the same response. However,
using the adverb ‘very much’ was the most frequent one. Addressing the customer by using the first person plural pronoun
‘we’ was frequently used in ‘thanking/expressing appreciation’, ‘soliciting future visit’, ‘closing pleasantries’, ‘apology’,
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and ‘invite direct contact’ that emphasize the corporate identity over the personal identity. Finally, the frequent use for

‘opening pleasantries’ and ‘closing pleasantries’ reflect formality in writing style in response to guests’ positive reviews on

Booking.com and the competence of hotel management in online business discourse.

Keywords: Hotel Responses; Responses to Compliments; Genre Analysis; Online Business Discourse; Rapport; eWOM;

Move Analysis; Booking.Com

1. Introduction

On Booking websites for hotels, tourists tend to share
reviews about their experiences of stay either positive or
negative with future customers to help them in making deci-
sions as a type of public online communication. These online
reviews are considered as a powerful source of information
because they influence the future customers’ decision posi-
tively or negatively in the hotel industry!!!. The way hotels
react to both positive and negative reviews is also important
to customers because it shows how professional the hotel
is'? and reassures potential customers that their service is
worth purchasing}l. The Negative reviews can be associated
with the speech act of complaining[*. These reviews can
damage the reputation of a hotel and influence the booking
rates; therefore, they need an effective response to restore
the image of the hotel and regain the customers trust and
loyalty . This response can help to save the customer’s
face and service providers’ face!®) and to restore the guest-
hotel relation”]. Positive reviews can be associated with
the speech act of compliment!®!. Theses reviews encourage
future customers to book the hotel because of the positive
features highlighted in the reviews that can enhance the brand
reputation and promote business growth!!> 8], These positive
reviews need to be appreciated for the past customers for
sharing their positive experience to support relationship, loy-
alty, and trust. Thanking the customer for the positive review
is considered as a follow-up customer service on the online
interaction in enhancing the customer relationship!!! and the
response makes the guests feel that the hotel managers care
and appreciate them[®). For the previous reasons, responding
to positive reviews should not be ignored. Most of the work
has been conducted to explore the generic structure of hotel
responses to negative reviews because of their higher impact
than the positive ones!” 1181, Few studies investigated the
generic structure of responses to positive reviews, but not

Arabic[17 619201 Arabic received contributions in explor-

ing the speech act of compliment and compliment responses
in non-business context in online communities, such as Face-

book and Instagram!['%-21-22]

. However, the responses to
positive reviews on business discourse and context in Arabic
has not been explored yet from the perspective of discourse
analysis. Thus, this study aims to identify the generic struc-
ture of responses to positive reviews on Booking.com in
Saudi Arabia. The country has the new Saudi vision 2023,
which aims to increase economic, social, and cultural diver-
sification. One of the goals for this vision is to enhance the
sector of tourism and hospitality by increasing the number
of tourists in the Kingdom of Saudi Arabia as a powerful
tool for economic growth. This study aims to answer the

following questions:

1. What are the moves used by the hotel managers to re-
spond to the positive reviews on Booking.com in Arabic?

2. What are the linguistic realizations and intensification
strategies employed in the move of expressing gratitude
in Arabic?

3. Do hotel managers use the personal or corporate identity

in their responses to the positive reviews in Arabic?

2. Theoretical Background

Genre analysis aims to analyze texts to understand the
interaction between texts and members and how the texts are

23,241 According

produced and consumed by that members!
to Martin[?*1, genre is “a staged, goal-oriented, purposeful
activity in which speakers engage as members of our cul-
ture” (p. 25). Swales!?%! and Bhatia[?”! emphasized that each
genre has a particular or common move structure and serves
for a specific communicative function that conveys social
actions. In addition, Biber and Conrad?® clarifies that “the
text is described as a sequence of ‘moves’, where each move
represents a stretch of text serving a particular communica-
tive function” (p. 15). The communicative goal sets the
genre, which follows a structured sequence of moves, and
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these moves are expressed through rhetorical and stylistic
choices that fit the context. The concept of a move structure
was initiated by Swales [*] to describe the rhetorical structure
of a research article. Also, it was applied to a fundraising
document corpus, created by different organizations 3% 311,
fundraising letters 32, letters of application?”] letters of ne-
gotiation*], and tax computation letters34. They reflected
the business text genres in written communication.

Later, researchers have extended the move and genre
analysis to online business discourse in many languages and
countries, as shown in the literature review, to explore how
service providers at hotels respond to negative and positive
reviews. For example, the staged activity can be seen in the
structure of hotel responses to the satisfied customer in this
study. The customer’s positive review requires a response
from the hotel manager/service provider to enhance the re-
lationship, which shows that genre is a goal oriented and
purposeful activity. Finally, engaging in the interaction can
be seen in the online interaction between the satisfied cus-
tomer and the hotel manager/service provider. Move analysis
is applied to the current study to identify how hotel managers
respond to positive reviews to describe the rhetorical struc-
ture of this genre in Arabic language, which is considered a

marketing tool in the industry of hospitality*).

3. Literature Review

Much work has been conducted to investigate the hotel
negative reviews or complaints in different languages ™ 3543,
In addition, hotel responses to these negative reviews or com-
plaints have been investigated broadly to explore how they
are handled on online context to gain the loyalty of dissatis-
fied customers 7 1118441 However, the studies that explored
how hotel respond to positive reviews are still limited from
the perspective of discourse analysis, especially Arabic lan-
guage.

For example, Cenni and Goethals!®! analyzed business
responses to positive reviews to compare between Dutch,
English, and Italian in terms of the move structure of these
responses and linguistic realizations, with attention to face-
work strategies on TripAdvisor. The latter creates a sensi-
tivity in choosing ‘self-enhancement’ and ‘self-effacement’
(modesty). The results found that there was a frequent use

for accepting strategies, but an absence for evading or reject-

ing strategies. Also, there was a tendency towards values of
modesty in Dutch and English responses while responses in
Italian tended to show self-enhancement of their business,
with describing the strong features of their accommodations
and promotional strategies. Cenni and Goethals!® identified
three main moves, such as ‘thank the reviewer’, ‘highlight
positive aspect of the hotel’ and ‘solicit future visit’, and
five minor moves, for instance ‘sharing feedback with the
team’, ‘acknowledge criticism’, ‘invite direct contact’, ‘pos-
itive small talk’ and ‘commercial offers’. This study shed
light on the globalization of politeness in professional com-
munication and the needs towards an integration of global
and localized perspectives for the industry of hospitality in
online business contexts.

Taw (') explored the Malaysian responses to positive
and negative reviews on five, four, and three-star hotels on
TripAdvisor. The researcher found that ‘expressing grat-
itude’, ‘apology strategies’, ‘move occurrences’, and ‘af-
fective lexical resources’ were used more frequently in the
responses of the five and four-star hotels than the three-star
hotel. Also, it was found that the five and four-star hotels em-
phasized formality in language use and the style of language
to manage rapport and using varied lexical items that help
to express emotions and construct digital emotional engage-
ment. The main moves for the structure of responding to
positive reviews found the following, which were obligatory
in the five and four-star hotel management, such as ‘opening
pleasantries’, ‘acknowledging feedback’, and ‘concluding’.
For all the three hotel categories, it was found a preference
for the expression of pleasure, surprise or delight to manage
rapport with customers, to build an emotional connection
with them, and to enhance customers’ positive face.

In addition, Taw et al.[!] investigated the affective lexi-
cal resources that used by Malaysian hotels to express emo-
tions when responding to positive reviews by applying the
Appraisal Theory and the Rapport Management Model on
TripAdvisor. It was found that the five and four-star hotels
used more affective lexical resources than the three-star ho-
tels. The results found that the luxury Malaysian hotels used
the affective lexical choices to display the cultural norms
of expressing gratitude in their hospitality to establish and
strengthen virtual rapport with reviewers through using the
digital emotional engagement on TripAdvisor. Moreover,

Wen et al.[?%] examined the strategies of expressing gratitude
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used by Malaysian hotels when responding to positive on-
line reviews on TripAdvisor, using the Rapport Management
Model. The results found that the strategies of expressing
gratitude were used more frequently by four-star hotels, fol-
lowed by five and three-star hotels. It was found that there is
a strong relationship between the hotel star rating categories,
the expressing gratitude strategies, and lexical choice in the
strategies of gratitude. The strategies of expressing gratitude
as rapport management strategies and rapport-enhancement
orientation lead to customer loyalty, which will be reflected
on increased profitability.

Ishak and Hidayatullah®¥ examined the structure of
Indonesian hotel responses to positive reviews to identify
moves and first-person reference on TripAdvisor. The re-
sults found five major moves, such as ‘opening’, ‘thanking
or appreciation’, ‘acknowledging a message’, ‘ending’, and
‘closing’, and one minor move that is ‘a positive small talk’.
For the latter, it was used explicit hopes for customers’ satis-
faction and phrases, such as ‘your second home’, and ‘one
big family’ when manager refers to the hotel. The first person
plural pronoun ‘we’ was used frequently to reflect a cooper-
ative identity which was used in ‘thanking or appreciating’,
‘stating hotel commitment or standard’, ‘soliciting a return
visit’. The employed moves were used not only to build rap-
port with the customers, but also to create a positive image
and promote the services. Thumvichit?! analyzed the hotel
responses to positive reviews of customers in Thailand on
TripAdvisor. Five moves were identified with their linguistic
features in lexical choices and expressions, such as ‘saluta-
tion’, ‘thanking’, ‘acknowledging message’, ‘ending’, and
‘closing’.

3] extended the analysis of pos-

Cenni and Vasquez™
itive reviews and responses to these positive reviews on
Airbnb. The researchers examined the guests’ compliment
and hosts’ compliment responses on Airbnb to identify com-
pliment topics, their syntactic patterns, and their associated
intensification strategies. The results found similarities and
differences with prior studies on compliment and compliment
responses on social medial. Also, it was found a tendency to
use a formal language and compliments, which were found
more in guests’ reviews than hosts’ responses. The common
compliment topics were personality and skills of the address,
but not compliments on possessions and appearance. For ex-

ample, hosts received compliments on patience, encouraging

attitudes, clear explanation, charisma, and ability to entertain
others on a virtual interaction. However, gusts received com-
pliments on their questions, active participation, and engaged
attitudes. It was found that reciprocal compliment on Airbnb
is higher than digital platforms because of interactional goals,
such as enhancing rapport, and transactional goals related

[4

to self-promotion. Cenni and Vasquez’s**! study confirms

that a specific social media platform shapes its construc-

46] investigated the

tion of complement. In addition, Cenni!
compliment responses posted on Airbnb online experiences
to identify the strategies of compliment responses. It was
found that accepting strategies were used heavily by hosts
and rejecting strategies were avoided. Using appreciation
and returning compliments strategies were employed fre-
quently alongside agreeing and self-enhancement strategies
(self-promotion) as business strategies in this professional
type of interaction. These strategies were used with par-
tial use of emoticons beside invitation for future contact to
enhance closeness the degree of informality with the guests.

The previous studies identified how positive responses
are constructed in different languages and countries either
on TripAdvisor or Airbnb. However, Arabic has not been
investigated yet according to the best of my knowledge. It
has been investigated in the hotel negative reviews 3! and
hotel responses to these reviews on TripAdvisor 4, and non-
chain restaurant responses to negative reviews on Google
reviews[4’], not hotel responses to positive responses. There-
fore, this current study aims to investigate hotel responses
to positive reviews on Booking.com which is used widely
for booking hotels in Saudi Arabia to identify the moves that
reflect how loyalty is supported and enhanced in this online

business discourse and interaction.

4. Methodology
4.1. Data

The corpus consists of 200 hotel responses in Arabic
from Booking.com as responses to positive reviews, col-
lected from 96 5-star-hotels in 18 cities in Saudi Arabia as
shown in Table 1. The majority of cities are common for
tourism. The majority of responses (59%) were collected
from the big cities, such as Makkah, Jeddah, and Riyadh

because they have more 5-star-hotels (66%).
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Table 1. The names of cities with the number of hotels and hotel responses.

Name of Cities Number of Hotels Number of Responses

Makkah 24 46

Jeddah 20 38

Riyadh 19 34

Al Khobar 9 12

Taif 3 10
Madinah 4 9
AlUla 2 8
Jazan 2 8
Tabuk 2 6
Al Jubail 3 6
Buraydah 1 4
Ar Rass 1 4
Yanbu 1 4
Sakaka 1 3
Dammam 1 3
Al Bukayriyah 1 2
Abha 1 2
Hail 1 1

Total 96 200

The responses were collected from Booking.com be-
cause it is one of the most common website for hotel Booking.
The responses were collected from the website based on the
following steps on the website: choosing ‘the city’, ‘5-star
hotel’ from the filter of property rating, ‘hotels’ from the
filter of property type, choosing a hotel from the list, visiting
reviews, and choosing ‘wonderful: 9+’ from the filter of
review scores. The latter helps to display the positive re-
views left by the guest although few reviews included some
negative comments in the positive review which is obvious
in the hotel manager’s move of apology. All the responses
were collected from the 5-star hotels in the list. The hotels
which have either no responses to the positive reviews or
responses written only in English, after checking the first
5 pages of reviews on the website, were avoided. In addi-
tion, no identical responses were collected in the data. The
data were collected manually from the website by coping the
responses and pasting them to an excel sheet in January in
2025. Few responses were given on the positive reviews in
January in 2025 but the majority was in 2024. The 200 re-
sponses included 9293 words with an average 46.465 words
for each response. The hotel managers responded to 200
positive reviews that include 3895 words with an average
19.485 words for each review that were collected along with
the hotel responses in case they are needed. The names of
hotel managers, guests, and hotels were anonymized for pri-
vacy. The responses are shown in the results without any

change in the spelling mistakes, and they were used with the
English translation.

4.2. Procedure

The data were analyzed qualitatively and quantitatively
based on following Cenni and Goethals’s!®) move taxonomy
and structure of hotel responses to positive reviews on Tri-
pAdvisor as shown in Table 2. The data were categorized
manually, using an excel sheet. The move taxonomy catego-
rized the responses into three parts: beginning, middle, and
closure. In each part, there are major and minor moves.

In the beginning, ‘thanking/expressing appreciation for
feedback’ is a major move whereas ‘sharing positive feed-
back with team’ is a minor one. In the middle, ‘highlighting
positive aspects’ include general statement and specific fea-
tures either from the perspective of reviewer or hotel are
considered major moves. In contrast, ‘acknowledging criti-
cism/offering apologies’ is considered a minor move in the
same part. In the closure, ‘solicit future visit’ is a major move
while ‘commercial offers’, ‘positive small talk’, and ‘invite
direct contact’ are minor moves. Based on several rounds
in analyzing the data, all the parts and moves were found,
except ‘commercial offers’. In addition, new moves were
added to the current taxonomy and structure of responses to
accommodate the Arabic responses, such as ‘opening pleas-

antries’ and ‘closing pleasantries’. The opening pleasantries
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includes salutation and greetings. The closing pleasantries
include signing off, first/full name, affiliation, and position.
In addition, the intensification strategies in thanking move
were identified, such as expressive punctuation, adjectives,

adverbs, using more than one adjective on thanking in the
responses. Finally, the use of ‘I’ and ‘we’ were specified in
the moves to identify the reference for reflecting the personal

or corporate identity.

Table 2. Move taxonomy and structure of responses to positive reviews.

Major Moves

Minor Moves

Thanking/expressing appreciation for feedback

Sharing positive feedback with team

Beginning Thank you for your very kind and gracious feedback and for sharing We shall pass it on to our entire team!
your experiences on TripAdvisor.
General statement Acknowledging criticism/offering
Echo the Glad you had a pleasant stay apologies
. with us! We have noted your comments about the
reviewer product and are working closely with our
owners on a property improvement plan
. Specific features
ll;l(:fil:illgehtmg In particular, I am delighted that you
found our staff friendly and our
aspects
Middle rooms clean
Own General statement
statement  We strive to achieve excellence at all
times for all because we love what
we do.
Specific features
The hotel is a lovely renovated
product, appealing and comfy bed
with beautiful décor.
Solicit future visit Commercial offers
We look forward to seeing you We offer a 10% discount on your return
again in the future! stay when you book direct.
Positive small talk
Closure We hope you had a wonderful time

in London

Invite direct contact
And if I can be of any help please contact
me on b¥***g***¥*@hotel ***** com

Cenni and Goethals ().

5. Results

Based on analyzing the 200 hotel responses to the pos-
itive reviews in Arabic, it was found that there were twelve
moves employed by the hotel managers as shown in Table 3.
These moves were categorized into three parts: start, middle,
and end. In addition, the moves were categorized as a major
and minor move in each part, which differed in frequency.

The moves are discussed in details.

5.1. Opening Pleasantries

The hotel responses began the responses to the positive
reviews using opening pleasantries that was used 183 times
(18%). The move is a major move and more than one way

was used in this move as shown in Table 4.
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Table 3. The move taxonomy and structure of responses to positive reviews in Arabic.

Moves in Positive Responses Frequency %
start Major Opening pleasantries 183 18%
Major Thanking/expressing appreciation 186 19%
Minor Sharing positive feedback with staff 17 2%
Middle Major Highlight positive features mentioned by the reviewer - general 80 8%
Major Highlight positive features mentioned by the reviewer - specific 54 5%
Major Highlight positive features mentioned by hotel own perspective - general 66 7%
Major Highlight positive features mentioned by hotel own perspective - specific 16 2%
Minor Apology/consider criticism 33 3%
End Major Solicit future visit 186 19%
Minor Offer direct contact 7 1%
Minor Positive small talk 15 1%
Major Closing pleasantries 160 16%
Total 1003 100%
Table 4. The frequency of patterns of opening pleasantries.
Patterns of Opening Pleasantries Frequency %
Only salutation 132 72%
Salutation with greeting 46 25%
Only greeting 5 3%
Total 183 100%

According to Table 4, there are three patterns used to
initiate the responses, such as only salutation, salutation with
greeting, and only greeting. However, these ways differed
in frequency. For example, using only salutation was the
most frequent one that was used 132 times (72%). Various
address terms were used to address the customer, which dif-
fered in frequency. For example, Lénm/lidnwa  ‘our
guest (masculine/feminine)’was the most frequent address
term, using with ‘our’ followed by U =/ % 3= ‘our dear
(masculine/feminine) or =)=/ x> ‘my dear (mascu-
line/feminine). For the use of ‘dear’, it was used mostly with

‘my’ than ‘our’. Other address terms were used, but they
were limited, such as p)jsll —awuxall ‘dear guest’, (3ausll
s ‘the guest of hotel”, iwl/awdl/sausll “Mr./Ms.”,

PP\l
salutation with greeting 46 times (25%) (see Example 1).

‘Dr.’. The second most frequent pattern was using

Various expressing greetings were used, such as duh 23a3
‘greetings’, Sews Sl ‘welcome’, oSile 23l ‘peace be
upon you’, and 43Sy dll das 5 aSile UL ‘May the
peace, blessings, and mercy of Allah be upon you’. The least
used pattern was the use of only greeting without a salutation
that was used 5 times (3%).

Example

1 (Carall anl) /3EGY) 30 3ad) Ldaa oSile o3I
Peace be upon you, our dear guest Mr. (name of guest)

5.2. Thanking/Expressing Appreciation

This major move was used 186 times (19%). It aims to
express gratitude to the guest for different reasons as shown
in Table 5. Thanking was used only one time in 133 re-
sponses; however, it was used two times in 45 responses
and 3 times in 8 responses repetitively for intensification as
discussed in details in Table 6. Also, thanking was used 135

times with the first person plural pronoun ‘we’ (e.g. we thank

you) to reflect the corporate identity, followed by ‘thank you’
without a subject pronoun 106 times, and 6 times in the first
person singular pronoun (e.g., ‘I thank you’).

According to Table 5, the hotel managers thanked the
guest for 18 different reasons, which differed in frequency.
Thanking the guest for choosing the hotel was the most fre-
quent one (51 times: 22%), followed by his/her time (44
times: 19%). Thanking the guest for rating was used 34
times (14%). Notably, the hotel managers did not only thank
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the guest for his/her rating but also used 8 adjectives that
were employed 28 times, such as wonderful, positive, gener-
ous, ideal, excellent, distinguished, beautiful, and valuable,
respectively for intensification (see Appendix A). Thanking
the guest for sharing the review/feedback/experience and
review were similar in frequency (20 times: 8%). How-
ever, the review was described with 8 adjectives that were
employed 15 times, such as wonderful, positive, beautiful,
important, kind, nice, detailed, and glowing, respectively.
Thanking the guest for the words used in the review was
used 16 times (7%). Also, it was described with 4 adjectives

spectively. Thanking for visit and opinion were similar in
frequency (4 times: 2%). The opinion was described with
one adjective ‘generous’ that was used 6 times. Thanking for
accommodation, concern, and trust were used similarly in
frequency (3 times: 1%), followed by thanking for contact,
dealing, and frankness, that were used only 1 time. However,

frankness was described with the adjective ‘perfect’.

Table 5. The frequency of the reasons of thanking/appreciation in
the move.

Thanking/Expressing Appreciation for  Frequency %

) ] ) Choosing our hotel 51 22%
that were used 15 times, such as kind, wonderful, beautiful,  Your time 44 19%
. . . Your rating 34 14%
and nice, respectively. Thanking the guest for feedback was Sharing 20 8%
used 11 times (5%), and it was described with 4 adjectives ~ Your review 20 8%
. . . . .. Your words 16 7%
that was used 11 times for intensification, such as positive,  vour feedback 1 5%
valuable, wonderful, and nice, respectively. Thanking the gour_compliment éo ‘;f]
. . ] oming ()
guest for the compliment 10 times (4%) that was described  Your experience 5 2%
with 4 adjectives and used 10 times, such as generous, dis-  Lour Visit 4 2%
Your opinion 4 2%
tinguished, special, and beautiful, respectively. Thanking  Your accommodation 3 1%
th t i . d . d similarly i Your concern 3 1%
e guest for coming and experience was used similarly in 3 1%
terms of frequency (5 times: 2%). However, the experience ~ Your contact 1 0%
. . L . Your dealing 1 0%
was described with 4 adjectives that were used 5 times, such  vyour frankness 1 0%
as wonderful, exceptional, distinguished, and positive, re- Total 236 100%
Table 6. The linguistic realizations and intensification strategies in thanking/expressing appreciation.
Thank/
Examples from the Corpus F
Appreciation Move xamp pu requency
Unmarked - eIk e ) S 106
Thanks for the compliment
Intensified Expressive 18038 Aaa) ja (B Aliaal (g3 il e Gl B 3a 1780 8
punctuation
Thank you very much for taking the time to review our
“hotel!
Modifiers with A3 158 75
thanking
(Adverbs/adjectives)

Thank you very much

HillanSe A8 Lial 0 gl) Gapadi e (s 5305 50 o S
Thank you again for taking the time to share your

feedback
Many thanks for sharing your rating
SN Gaell 13 e | S ol K

Thanks_a lot for this wonderful review

il 5 KAl alla &
With sincere thanks and appreciation

We really appreciate your kind words
(Gl ) LAY Gaaall (5 pE e Al el o) 25
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Table 6. Cont.

Thank/
Appreciation Move

Examples from the Corpus Frequency

I would like to express to you my_deep appreciation for

choosing (name of hotel)

(G ansl) (3238 3 Lina aSald) e oK1 S0 JS
All thanks for your stay with us at (name of hotel).

One adjective

iyt e Al daal all o3a e oll 1588

66

Thank you for this wonderful review of your

Two adjectives

Slaa¥) el 5 a0l elilalS e S 5a 1584

experience
10

Thank you very much for your wonderful words and

21 thank move in the
middle or at the end of
responses

(b LAY 1588 | UBaidl o sy el LS e S ja 1988

positive rating
45
(S o)

Thank you very much for your kind words and
appreciation for our hotel ... Thank you for choosing

31 thank move in the
end of responses

(name of hotel)

e G e s o S Wil oy S G k) e S sa 1,85 8

Josall Sall e dlly | ol oS jlad)

Thank you very much for your generous compliment
about our hotel ... We are thankful and appreciative of
your good choice of (name of hotel) ... Many thanks to

you.

To sum up, it was found that only 8 out of 18 reasons
were thanked for with using various adjectives for intensi-
fication. However, adjectives were used mostly with rat-
ing, review, and words, respectively. In addition, various
adjectives were employed; however, wonderful, generous,
positive, and kind were the most frequent adjectives used
for intensification, respectively. Table 6 shows the linguis-
tic realizations and intensification strategies in the move of
thanking, which answers the second question in this study.

According to Table 6, thanking was unmarked in 106
times, such as ‘thank you for the compliment’. However, it
was intensified 8 times using an exclamation mark and 75
times using modifiers, such as adverbs and adjectives. The
use of adverb of degree ‘very much’ was the most frequent
one, followed by the adverb of frequency ‘again’, adjecti-
val modifier ‘many thanks’ adverb of degree ‘thanks a lot’,
the adjective ‘sincere thanks’, the adverb ‘really’, the ad-

jective ‘deep’, and the quantifier ‘all thanks’, respectively.

It was found that 66 responses included one adjective as in
‘a wonderful review’ whereas 10 responses included two
adjectives as in ‘your positive review and your wonderful
words’ for intensification. Thanking was repeated 2 times
in 45 responses either to thank for the same reason or for
a different reason in the middle or at the end of responses.
Notably, thanking was employed 3 times but in only 8 re-
sponses where it was used at the beginning, in the middle,

and at the end of responses.

5.3. Sharing Positive Feedback with Staff

This minor move aims to tell the guest that his/her pos-
itive feedback will be shared with the staff. This move was
used 17 times (2%). Notably, there were two ways to share
the positive feedback either with the staff or team as in Ex-
ample 2 or with a specific person, who his/her name was

mentioned in the positive review (see Example 3).

# Examples
2 ASlad 53 (s Nie agl 5 5 S0l ) (A agS Ly Ayl 50 (o ) 535S Janll (5 8 ae 2SRRG4S JLbay Cadd

I have shared your comments with the work team to be aware of their participation in

your satisfaction and to be up to your expectations.
3 A:\;.“d‘uj\)\)A.u.u‘}f(&Lﬂ\w\)ﬁamy\péijis)wejuu}u

We will share your opinion with Ms. (employee name) to continue the good work.
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5.4. Highlighting General Positive Features
Mentioned by The Reviewer

This major move aims to highlight the general posi-
tive feature that was mentioned by the guest in the positive
review. It was the most frequent move in terms of highlight-
ing the positive features that was used 80 times (8%) (see
Example 4).

In Example 4, the hotel manager initiated the response

N

with thanking the guest using the address term in the posses-
sive adjective of the first person plural pronoun, such as ‘our
dear guest’, followed by her name for choosing the hotel.
Then the hotel manager expressed his/her happiness about
hearing the experience that was described with the adjective
‘positive’ before inviting her for another visit. The last move,
that is ‘solicit future visit’, is discussed in details about the

different verbs employed in the invitation for the future visit.

Example
el 5 a1 S i g Loy (ppimas (G anel) & )La) e (Aipal) ansl) 5 3 el Uik ol | S5

Al elil ) el Al

Thank you our dear guest (guest’s name) for choosing (name of hotel). We are happy to
hear about your positive experience and we look forward to welcoming you on your next

VIsits.

5.5. Highlighting Specific Positive Features
Mentioned by The Reviewer

This major move was used to highlight the specific pos-
itive features used in the review, unlike the previous move
that was general. This move was used 54 times (5%) (see
Example 5).

In Example 5, the guest experience manager initiated

his response with a salutation as in ‘my dear’, followed by

her name and thanking her for rating. The latter was intensi-
fied in three ways using the adverb ‘very much,’ the adjective
‘wonderful” for describing rating, and the exclamation mark
before highlighting the specific positive feature. The guest
experience manager expressed his happiness towards the spe-
cific positive feedback, such as the cleanliness of the hotel
and the staff’s dealing. In addition, he highlighted a general
positive feature, such as you enjoyed everything during your
stay.

Example

5 YU (il sall Jalats Bl 48Ua5 (Y oans (o 1ol M) ot e Sl jan 1384 (Rl ) (33000

8 33 s A A 2l Uy 8 (5 5315 e ol Cum il b T YA ¢ o5 UK Coniad il Lty 5 dlilae)
(328 aul) Guest Experience Manager, (Usall anl) «cibaill Cubal ae (Gl anl) 338 3
Dear (guest's name), thank you very much for your wonderful rating! We are glad that
you liked the cleanliness of the hotel and the dealing of the staff, and we are glad that
you enjoyed everything during your stay. We look forward to welcoming you again soon
for another unique experience at (hotel name). Best Regards, (name of manager), Guest

Experience Manager, (name of hotel).

5.6. Highlighting General Positive Features
Mentioned by Hotel Own Perspective

This major move was the most frequent one as high-
lighting the general positive feature from the hotel own per-
spective. It was used 66 times (7%) (see Example 6).

In Example 6, the general manager initiated the re-
sponse with greeting and salutation that was used by using
two types of address terms, such as ‘our guest and Mr’. The
manager expressed happiness was preceded by the ‘open-

ing pleasantries’ to express it towards reading the positive
review. In addition, the manager highlighted the general
positive feature from his own point of view, representing the
hotel perspective as he mentioned that they strive to achieve
the highest standards and always aim to exceed the guest’s
expectations. The manager used the first person plural pro-
noun ‘we’ to reflect the corporate identity in promoting this
general positive feature. In addition, the hotel manager high-
lighted specific features in some examples as discussed in
the following section.
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Example
el @il cpaals as ga e ¥ pSiled 5 iy ;EM (azall ansl) / S 3 32 L aSle 230)
Cnlan 525 JSy (5 AT 8 e aSILEILL i) Uy 8 o ity aSilallas (g gine ) glat () Coag Lo Lailay yibaal)
(;Ld\ BN (Jﬁd,d\ (».»\) ccalaaiill x_z,.\la\

Peace be upon you our dear guest, Mr. (guest’s name), we are happy to read your
positive comment. We strive to achieve the highest standards and always aim to exceed
your expectations. Our dedicated team is honored to welcome you again with all
friendliness and enthusiasm. Best Regards, (manager’s name), General Manager.

5.7. Highlighting Specific Positive Features
Mentioned by Hotel Own Perspective

This major move was used only 16 times (2%) in the
data. It aims to highlight specific positive features at the
hotel from the perspective of hotel manager (see Example
7).

In Example 7, the hotel manager initiated the response

T+

with the salutation as in ‘our dear guest’ and expressed hap-
piness towards what was found by the guest about hotel’s
location which highlights a specific feature mentioned by
reviewer. Then the manager highlighted the specific positive
feature from the hotel perspective as in ‘we always strive
to carefully choose the locations of hotels ... we care that
the hotel is close to the main tourist attractions, shopping
centers, and restaurants’.

Example

7 cad BSI U g 13 1 3l il o8 g am 5 Y Tan plamas g o(Capall anl) LY 3 5el) Ui
Lo g8 aull 5 S5 ol e o) SI) U gyl Aa) Il il ) acall 38 531 ling LA a8 5o HLiaY Waila oz

coe peaall 5 (3 gl 581 5a 5 At N Apaland) allaall (10

Our dear guest, Mr. (name of guest), we are very happy that you found the hotel’s
location excellent! This means a lot to us. We always strive to carefully choose the
locations of our hotels to provide the utmost comfort to our valued guests. We care that

the hotel is close to the main tourist attractions, shopping centers, and restaurants ...

5.8. Apology/Consider Criticism

This minor move aims to apologize for the guest about
what occurred with him/her at the check-in/check-out or dur-

ing the stay. It was used 33 times (3%), and the hotel manager

problem with the responsible department, explaining/justify-
ing the problems or promising for not occurring again (see
Example 8). In two responses, apology was used two times
to intensify the apology (see Example 9). Finally, all the
verbs of apology were used with ‘we’ to reflect the corporate

does not express apology but also confirms discussing the identity.
# Examples
8 o oSk gy Jitias o) S U pacad Juiadl Cland s e (pm jad WY 5 (Gl el o s A0 o S

Sl (5 siana w2851 Gl Llall 510

We apologize for the problem with your arrival to the hotel. Because we are keen to
provide better services to our valued guests, we will convey your point of view to the
hotel’s senior management to provide a better performance.

9 ALl 3 4l wSMe ) 2 g) 5 Mo | Ju ela 1 sllaall (5 ginall Gania (S5 ol ina S a3 o s of s

Ladlall oS5 5 (g Jumdl 4 ey and o e Jamian 5 2l oo (30 8 e Siaa e aen

We are sorry to know that your experience with us was not at the desired level. Please
accept our apologies and I would like to inform you that all your comments have been
discussed with the hotel staff, and we will work to ensure that you have a better

experience on your next visit.
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5.9. Solicit Future Visit

This major move aims to invite the guest for a future
visit. It wasused 186 (19%), which is similar to the frequency

of thanking. The hotel managers utilized more than form

to invite the guest for a future visit (see Examples 10-17).

However, the expression of ‘looking forward to welcoming
you’ was the most frequent one. The majority of expres-
sions were used with ‘we’ to reflect the corporate identity.
Very limited expressions were used with ‘I’. Notably, three
moves of ‘soliciting future visit’ were intensified by using
an exclamation mark.

# Examples
10 A1 850 6 a5 L

I hope to welcome you again.
11 Gl 335 5 AT pe 3 ol Jals

We hope to see you again as a guest at the hotel.
12 oAl B e Ll iy sty

Waiting for you to visit us again.
13 daladl o 8l G W eli )l 50 ol

We are honored to have you visit us soon.
14 A8 0 el s il ) el

We look forward to welcoming you again.
15 oS i ol e

We wish to welcome you.
16 Jalall oy il 3 o5 Cum il By

We are happy to welcome you soon.
17 il ) 4 oS5en LS

We also invite you for a future visit.

5.10. Offer of Direct Contact

This minor move was used only 7 times. It aims to ask
the guest to contact the hotel to share opinions, suggestions,
inquiries/requests, or an assistance in future bookings (see
Examples 18-19).

5.11. Positive Small Talk

This minor move was used 15 times. It was observed
that the hotel manager used more than one expression as a

positive small talk (see Examples 20-22).

Examples
hila) i) g el 5o U Ll Una Jual gl 8 23 55 Y lliad e

Please do not hesitate to contact us to share your opinion and suggestions
19 L Jlai¥) 8 58 M ala cililh of el ol dpliiaa) @bl ) san Gl Baclue g ) dalay < 1)
If you need any assistance with your future bookings or have any special requests, please

do not hesitate to contact us.

20

Examples

elils Cpa die Lala 5808 o) Jebs

We always hope to meet your expectations
21 il Wl da gl calas (Baidl) ) &l )05
Your visits to (name of hotel) always bring us joy

22

aalaaal) 5 o~ lailly Tie Tapan Lale ol aams

We wish you a new year full of success and happiness!

5.12. Closing Pleasantries

This move was used 160 times (16%), which is less than
the frequency of ‘opening pleasantries’ (183 times: 18%) and

‘solicit future visit’ (186 times). The ‘opening move’ was

given a slight importance than using ‘closing pleasantries’.
Similarly, ‘solicit future visit’ was used more than ‘closing
pleasantries’ to end the response as an invitation for the guest
than using signing off, name of manager, position, or affilia-

tion (see Example 22).
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Example

il bl ae (name of manager) Guest Experience Manager, (name of hotel)

Best Regards (name of manager), Guest Experience Manager, (name of hotel).

In this move, the hotel managers employed twelve pat-
terns of closing pleasantries. However, these patterns dif-
fered in frequency as shown in Table 7.

According to Table 7, the use of ‘signing off” (e.g.,
farewell expression) with ‘the first/full name’ with ‘the name
of position’ was the most frequent pattern (43:27%), followed
by ‘signing off’ + ‘affiliation’ (name of hotel/department)

(38:24%). ‘Signing off” with ‘first/full name’ and ‘affilia-
tion’ (name of hotel/department) was used 22 times (14%),
followed by using only ‘signing off” (16 times: 10%). The
rest of patterns were used less than 10%, which means that
the first four patterns were dominant in this move of closing

pleasantries.

Table 7. The frequency of patterns of closing pleasantries.

Patterns of Closing Pleasantries Freq %
Signing off + First/full name + Position 43 27%
Signing off + Affiliation (name of hotel/department) 38 24%
Signing off + First/full name + Affiliation (name of hotel/department) 22 14%
Signing off 16 10%
First/full name + Position 9 6%
Signing off + First/full name + Affiliation (name of hotel/department) + Position 9 6%
Signing off + Position 8 5%
Affiliation (name of hotel/department) 4 3%
Affiliation (name of hotel/department) + Position 3 2%
First/full name + Affiliation (name of hotel/department) 3 2%
Signing off + Affiliation (name of hotel/department) + Position 3 2%
Signing off + First/full name 2 1%
Grand Total 160 100%

6. Discussion

This study aims to explore the moves employed in hotel
responses to positive reviews in Arabic on Booking.com. It
adapted Cenni and Goethals’s[®) move taxonomy and struc-
ture of responses to positive reviews. The majority of moves
are in consistent with Cenni and Goethals’s[® findings, ex-
cept the move of commercial offers that was absent in the
corpus. In addition, new moves were found in the corpus,
such as opening and closing pleasantries that are not exist
Cenni and Goethals’s[® findings, which reflect the responses
in Dutch, English, and Italian On TripAdvisor. Moreover, the
majority of moves are similar to those identified in Thai %,
Malaysian (2", and Indonesian[*! hotel responses to positive
reviews on TripAdvisor. The results found twelve moves
that were employed at the beginning, middle, and end as
major and minor moves. For example, ‘opening pleasantries’
and ‘thanking/expressing appreciation’ are major moves, but
‘sharing positive feedback with staff” is a minor move at the
beginning. ‘Highlighting general or specific positive features

from the perspective of reviewer or hotel’ are major moves
whereas ‘apology/considering criticism’ is a minor move in
the middle. ‘Solicit future visit’ and ‘closing pleasantries’
are major moves while ‘offer direct contact’ and ‘positive
small talk’ are minor moves at the end.

However, the use of ‘opening pleasantries’, ‘thank-
ing/expressing appreciation’, ‘solicit future visit’, and ‘clos-
ing pleasantries’ were the most frequent moves. Interestingly,
the same frequent moves were found in the hotel responses
in Arabic to negative reviews on TripAdvisor[*¥. In con-
trast, they differ from Alrashidi and Mahzari’s'*7] results
which found the most frequent moves are ‘opening pleas-
antries/greetings’, ‘apologizing’, and ‘soliciting response’
in non-chain restaurants responses to negative reviews on
Google reviews in Saudi Arabia. They reflect the nature of
informal context because the restaurants are non-chain. Most
of the responses began with opening pleasantries which re-
flect the importance of this move and emphasis on politeness
and formality in writing style in response to guests’ positive
reviews on Booking.com. The formal business writing style
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reflects the competence of hotel management['’). ‘Opening
pleasantries’ lead to establish the relation with customers and
enable guests to not only to feel respected but also to enhance
their positive face. This result is in consistent with that of
Thumvichit!?!, Taw('%), and Ishak and Hidayatullah[*!.

More than one pattern of opening pleasantries was found
to gain effective business communication; however, using
‘only salutation’ (e.g., our dear guest) was the most frequent
one, followed by ‘salutation with greeting’, and ‘only greet-
ing’, respectively. Addressing the customer by using the
plural possessive pronoun ‘our guest’ was used in most of the
responses than ‘dear guest’ to reflect the corporate identity
and to maintain politeness. In addition, ‘dear’ was utilized
in convention for formal letter!?). This move is followed by
‘thanking/expressing appreciation’ which was used for differ-
ent purposes and showed interesting linguistic realization and
intensification strategies. “Thanking/expressing appreciation’
was used to convey appreciation and show the value of the
opinions expressed by the customers. It was used to express
gratitude for eighteen different purposes; however, thanking
the guest for choosing the hotel, time for writing/sharing the
review, and rating were the most frequent ones.

Different adjectives were used to describe what was
thanked the customer for in the responses for intensification.
The most common used adjectives were wonderful, gener-
ous, positive, and kind, respectively, and they were used
mostly to describe rating, review, and words, respectively.
It is obvious that not thanking was used to appreciate the
customers’ opinions but also complimenting what was writ-
ten in the review to enhance the face of the reviewer, which
will be reflected on enhancing customer satisfaction and cus-
tomer relationship® 2?1, Although the move of ‘thanking’
was employed more than one time in the same response for
intensification, the majority was the use of thanking once
in the response. Different intensification strategies were uti-
lized, such as expressive punctuation, modifiers, using one
or more than one adjective, and using thank move two or
three times in the same response. However, using the adverb
‘very much’ was the most frequent one, followed by using
one adjective to compliment what was the customer thanked
for, and using thanking twice in the same response. Com-
bining more than one intensification strategy was found in
some responses, which are similar to Cenni and Goethals’s

findings[®]. Notably, the majority of this move was used by

the first person plural pronoun ‘we’ as in ‘we thank you’ to
reflect the corporate identity. This way of addressing the
customer in this move is similar to the move of ‘soliciting
future visit’, ‘closing pleasantries’, ‘apology’, and ‘invite
direct contact’ that emphasis the corporate identity over the
personal identity. This result is similar to those identified in
Al-Sager and Mahzari 4 and Ishak and Hidayatullah[3].

In the responses to negative reviews on TripAdvisor,
the use of ‘we appreciate’ was more common than the current
results to convey thanking[*4. In addition, the prevalence
use of thanking was common and in line with the previous
studies!® ¢ 19291 However, using the move of ‘acknowledg-
ing feedback’ by employing ‘expressing positive feelings’
was used more than ‘thanking for the feedback’ in Malaysian

19,201 'which are unlike to the re-

responses on TripAdvisor!
sults of the current study which found expressing positive
feelings used in limited responses. Taw!'° and Wen et al.[?!
explained the reason as an attempt to manage rapport by
using emotional connection with customers towards their
positive reviews. In addition, Wen et al.[?°) mentioned that
the use of thanking in other languages can be inferred as a
sign of respect for the tourist reviews’ experience to establish
rapport with customers. I think this inference is true if the
language used in the ‘thanking’ move is similar to the lan-
guage used in the positive reviews. During data collection
for the current study, it was found that English was used in
responses to positive reviews that were written in Arabic,
which may not be considered as a sign of respect for the
reviewers. In other words, the language of responses should
be similar to the customers’ language used in the reviews.
The move of ‘thanking/expressing appreciation’ is followed
by the minor move ‘sharing positive feedback with team’.
This move can let the customer feels that his/her positive
review is important to the team, and how it reflects on their
performance and continuing in excellence customer services.
Therefore, the review will be shared with them or with the
person who his/her name mentioned in the review.

In the middle of the structure of responding to the posi-
tive reviews, ‘highlighting general or specific positive fea-
tures’ were found, wither from the perspective of reviewer
or hotel. Agreeing with the reviewers in their reviews in the
positive aspects of the business mentioned either by para-
phrasing or explicit quoting is considered not only a strategy
of accepting the positive comment, but also a strong op-
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portunity to emphasize the positive features of the hotel’s
accommodation and service to enhance the perceived validat-
ing and authority of the positive description[®l. To position
the corporate brand in a general way, such as ‘emphasizing
hotel’s practice and commitment’ or in a specific way, such
as having a strategic location, aims to emphasis to customers
and the audience about the commitment of hotel service
practice to establish the hotel brand* '°). In addition, ‘high-
lighting the positive feature from the perspective of hotel’
is considered a promotional strategy and marketing tool to
emphasize that the positive reviews resulted from committed
work to high standards and to indirectly state that the good
service is guaranteed to be continued for future guests in
their future stay in this business discourse ¢, The minor
move apology was found in all the previous studies, except
that of Thumvichit[?!. It was used by ‘we’ to reflect the cor-
porate identity. This move was not only used to apologize
for the reason but also it was followed by explaining causes
of the problem, clarifying the reason, or the hotel’s policies,
and regulations. Also, it was followed by confirming that
the problem will not happen again or it was reported to the
responsible department.

At the end of structure, the minor moves, such as ‘of-
fer direct contact’ and ‘positive small talk’ occurred before
the major moves, such as ‘solicit future visit” and ‘closing
pleasantries’. ‘offering direct contact’ shows that the hotel
is concerned for their customers in terms of reaching them
personally and build rapport and relationships with them ],
In addition, it indirectly informs the audience that the hotel is
committed to deliver satisfactory service in this online busi-
ness discourse. This explanation is similar to the major move
‘solicit future visit’ where the customers are encouraged to
return again to the hotel in the future, which was used by
‘we’ to reflect the corporate identity. The last minor move
‘positive small talk’ usually co-occurs with the move ‘so-
licit future visit’. It is a positive face enhancing strategy '],
and it attempts to build rapport with the customers and to
strengthen the hotel customer relationship (3!,

The last major move ‘closing pleasantries’ which are
placed at the end of responses. In this move, the hotel man-
agers used either one or more than one of the followings:
signing-off, first/full name, position, and affiliation (e.g., the
name of hotel or department at the hotel). The majority of

responses employed all the last sub moves, except the affil-

iation, but the difference in terms of frequency was slight.
This move is similar to the move of ‘opening pleasantries’
in terms of emphasizing formal business writing convention
that was used by using ‘we’ to reflect the corporate identity.
‘signing-off” was used to show politeness and respect for the
reviewer before ending the response, which was the first part
in closing. It was followed either by using the first or full
name of the hotel manager, whereas the latter was the most
frequent one. It allows the customers to identify the respon-
dent at the hotel in case the customers need a reference for
future visit or contact. The use of position was used to inform
the customers about the respondent’s role and responsibility
at the hotel. This can enhance confidence in customers to-
wards the service provided'?!. In some responses, the name
of department was used instead of using the position. Finally,
using affiliation was used to restate the identity of the hotel,

which is always placed at the end of this move.

7. Conclusion

This study was conducted to explore the moves em-
ployed by the hotel managers when they respond to the pos-
itive reviews on Booking.com in Saudi Arabia. Based on
analyzing the data qualitatively and quantitatively, it was
found that different moves were identified based on their
communicative functions that were categorized based on
their place of position and its importance as a major or mi-
nor move in the responses. However, the most frequent
moves were ‘opening pleasantries’, ‘thanking/expressing ap-
preciation’, ‘solicit future visit’, and ‘closing pleasantries’.
Although ‘thanking/expressing appreciation’ was used for
different reasons, different intensification strategies were
used with it, such as expressive punctuation, modifiers, and
so forth. However, the most frequent intensification strategy
was the use of adverb ‘very much’. The frequent use for
plural personal pronoun ‘we’ was found in many moves to
emphasize the corporate identity over the personal identity.
In addition, formality in the writing style of responding to
the positive reviews were obvious in ‘opening pleasantries’
and ‘closing pleasantries’, which reflect the competence of
hotel management. These results have practical implications
for service providers who are responsible in handling cus-
tomers’ online positive reviews, based on the deep insights

into the moves and the effective strategies employed in this

290



Forum for Linguistic Studies | Volume 07 | Issue 04 | April 2025

online professional communication. In addition, the findings Informed Consent Statement

can help students or trainers for business communication in
the hotel industry in terms of increasing their awareness of
using the generic structure of online responses to the positive
reviews in Arabic. This study analyzed only the 5-star hotels;
therefore, future studies should extend their analysis to ex-
plore how responses to positive reviews are constructed in 1
and 2-start hotel or unchain hotels to explore the similarities

and differences with the current findings.
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Thanking/ Adjectives Examples for the Adjectives from the Corpus Frequency
Appreciating for
apll) Aplal) lildS e S a 1588 10
Kind Thank you very much for your kind words
ERRTIN Al ) GBS e S e 1583 3
Your words Wonderful Thank you so much for your wonderful words
isasl) iyanl) SIS e ol S, 5a 155 1
Beautiful Thank you very much for your beautiful words
I ikl daghalll GBS e ol 158 1
Nice! Thank you for your nice words!
RN Uil o K1 ol plal e S e T80 7
Thank you very much for your generous compliment about
Generous our hotel
Ssadll LeY 30 e Spaall Sl 5 Litlanal ) aSani e Ssa 1SS 1
Thank you very much for your wonderful review of our
Compliment Distinguished services and your distinguished praise for our guests
alall ol lS 5i e alal) JSil y Uilerad il 5l auiill 13 e Sy e ) SE 1
Wal
Special Thank you very much for this wonderful review of our
services and your special praise for our success partners
Jias Juanl) oS 5ha) o1 S5 1
Beautiful We thank you for your beautiful compliment
L ) Aad) I AR e oS S 4
Wonderful We thank you for your wonderful reviews
Your review
dday) Apla) hliles Jle o S 3
Positive We thank you for your positive reviews
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Table Al. Cont.

12;1;::?agt/ing for Adjectives Examples for the Adjectives from the Corpus Frequency
Jeenl I dseall et e Sy s 1588 2
Beautiful Thank you so much for your beautiful review!
age EE N ST 2
Important Your reviews are very important to us
Ayl Al el e oll 158 1
Kind Thank you for your kind reviews
Your review Agall) Ui olas Addall) ehiliilas 4 jLid &l 5 o 2 g 1
Nice We would like to thank you for sharing your nice reviews
towards our hotel
Gaaiall Jlotall dlifad e ol 3 5 ) )840 1
Detailed Thank you very much for your detailed review
Laa sial) llia ad siall Zaal jall o3a e Ll ARl olnu (s 1
We are so happy to receive such a glowing review from you!
Glowing
B Ll ol elapii e S s 1585 11
Thank you very much for your wonderful rating!
Wonderful
! () iy Al )l LS e Ty o 1585 6
Thank you so much for your wonderful words and positive
Positive rating
g il oy S0 e e S5 183 3
Thank you very much for your generous rating of our hotel
Generous
Al ) S e S 2 2
Your rating Ideal We thank you for your idea} ratir}g
Jlied Jaall Slapii 5 oy S il ) e 3 ja 1SS 2
Thank you very much for your generous compliment and
Excellent excellent rating
Jnaall [ eall oyl 5 dplall GliLelS e S 5a 1385 2
Thank you very much for your kind words and distinguished
Distinguished rating!
Jaeal) Jaead) elapi JluJY 5 Lidnia ol Sl ell | S5 1
Thank you for being our guest and for sending your beautiful
Beautiful rating
Ll dad Ll dlle Gad 5 elayd o 1
Valuable Your rating is highly valuable to us
dpdag)) ) Silladle e 1555 3
Positive Thanks for your positive feedback
Al Aol elian e LS Hlda e el 19S5 3
Valuable Thank you for sharing your valuable feedback
Your feedback ) M Al elidandle e ll | K4 3
Wonderful Thank you for your wonderful feedback
Aglall) Gagalll @lilaade 38 jLial € ) aradd e s AT 5 5 & K 2
We thank you again for taking the time to share your nice
Nice feedback
w0 oS0 S5 S it e oS K5 6
Your opinion We thank you for sharing your generous opinion
Generous
L) Al iy a3 Jm bl Glinl ym [SS 1
Your frankness Thank you for your perfect frankness about your good
Perfect experience
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Table Al. Cont.

Thanking/

. Adjectives Examples for the Adjectives from the Corpus Frequency
Appreciating for
i) s iy ya5 A8 Ll C 1 mns panad e ol 1585 2
Thank you for taking the time to share your wonderful
Wonderful experience
Ay ALY ol jat OB jlia 5 Alseal) GBS e ol S 5 1585 1
Thank you so much for your beautiful words and sharing
) Exceptional your exceptional experience
Your experience 5 jaaall e 5 Joaall iy ol G e g Al I GBS e S5 155 1
Thank you so much for your wonderful words and sharing
Distinguished your distinguished experience with us!
L) Uine Glau¥) iy a3 Caa 53 uns) )l BLSI T S 1
Thank you for your wonderful words describing your positive
Positive experience with us
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