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ABSTRACT 

One of the most significant aspects in determining a firm's achievement is its aptitude 

to satisfy customers with its goods and services. Consumer loyalty is something imperative 

that ought to be accomplished by the organization. Customers who are dissatisfied with the 

services they receive are more likely to abandon the business (Skrede & Tveteraas, 2019, pp. 

1286-1301). The organization normally takes estimations to decide the degree of consumer 

loyalty with the goal that it can take a stab at the best service. According to Oklevik et al. 

(2019, pp. 1804-1824), reliability, assurance, tangibility, empathy, and responsiveness are the 

five theme variables that can be used to measure service quality. User-generated content 

(UGC) about food has been the subject of recent research that has cast doubt on its credibility 

and relevance. In any case, diners’ both international tourists and local citizens do not just 

peruse and use data from the Web during their pre-booking decision process, they also in 

addition, post content on the Web during and post-dining stages. 

Moreover, these data are helpful and significant to other sushi restaurants' decision 

cycles, however, in various degrees. So, what makes a UGC useful, and who is it for? 

TripAdvisor customer feedback on restaurant experiences in Norway was gathered to 

comprehend these questions better. The findings confirm the existence of distinct traveler 

experience profiles about UGC restaurant-related topics. Likewise, the outcomes further build 

up the writing comparative with the significance of online web-based socials in the dynamic 

consumer cycle and the general eatery experience. This examination was directed in Norway, 

where the five variable factors were analyzed to determine which factors impacted consumer 

loyalty. The data for the study came from TripAdvisor's User-Generated Content (UGC), 

written by diners (both international tourists to Norway and local Norwegian citizens) at 

sushi restaurants about their dining experiences. SPSS was used to analyze the data. From the 
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aftereffects of the study, it tends to be reasoned that reliability, tangibility, empathy, and 

responsiveness subjects impact consumer loyalty in Sushi cafés in Norway. 
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LIST OF ABBREVIATION 

UGC- User- Generated Content 

WOM- Word-of-Mouth 

eWOM –Electronic Word-of-Mouth 
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1. INTRODUCTION 

1.1 Overview 

TripAdvisor is the largest tourism and hospitality marketplace in the world. To share 

their impressions of that hotel, restaurant, or other attraction, guests will gather on 

TripAdvisor and post reviews. Besides people can also book and look at the costs of 

facilities, travels, and trips on TripAdvisor. Typically, guests will write a review based on 

how they felt about the service, the design, and architecture of the hotel, the location, the 

flavor of the food, cleanliness, and other factors. However, TripAdvisor reviews are 

considered electronic word of mouth (eWOM), and the hotels do not have complete control 

over them. Consequently, there are positive and negative TripAdvisor reviews among these 

and genuine word-of-mouth reviews. 

Sushi restaurants in Norway have prospered in the most recent couple of years. The 

proliferation of sushi restaurants, particularly in Norway's major cities, demonstrates that 

these specialized eateries have become increasingly popular among the country's populace 

over the past few decades. There is still not as much competition for sushi restaurants in Oslo 

as in other major Norwegian cities. Outside Oslo, sushi restaurants always have many people 

(both international tourists and local citizens), and on weekends, people wait for an empty 

table. Customer satisfaction with the restaurant's service naturally goes hand in hand with 

certain establishments always overflowing with bookings on weekends and weekdays. If a 

restaurant's customers are happy, they will probably return and visit again. However, if a 

customer is dissatisfied with a particular restaurant, he will not return. Customers who are 

pleased with a restaurant are likelier to tell their friends about it positively, while dissatisfied 

customers are likelier to tell their friends about it negatively. 
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1.2 Background of the Study  

Jia (2019) elaborated that TripAdvisor is the biggest hotel and tourism industry 

review platform and is widely regarded as the world's prominent info and advisory site for 

dining and tour-related choices. The website, launched in 2000, lets independent travelers 

write reviews about how good a hotel, restaurant, or tourist attraction was. Imminent travelers 

to Norway are then ready to peruse the assortment of surveys for a vacationer presenting of 

interest and get a seemingly genuine report on an individual tourist's insight. The platform 

considers word-of-mouth suggestions regarding Norway dining experiences to be scattered 

undeniably more extensively and to people who frequently do not have the foggiest idea 

about the location beyond the web-based site. This peculiarity is currently alluded to as 

electronic-word-of-mouth or eWOM. 

This changed in the early 1990s from relying solely on travel and dining agents and 

printed travel brochures to searching the Internet for additional information about a 

destination of interest. This was trailed by the improvement of Web 2.0 apps, including bi-

directional commitment with data and developing client-produced content, as well as reviews 

for TripAdvisor. Developing ranking systems that ensure order to an enormous assortment of 

tourist and dining attractions and offerings and the various levels of experience and 

satisfaction given by reviewers have been essential to TripAdvisor's success (Mei, 2022, pp. 

145-161). 

Focusing on the available market for Japanese food experts in Oslo, Sushi generally 

focuses on food quality and changes the taste with the tongue of purchasers. The standard 

cost of Sushi is additionally very reasonable. Even so, Walter, Müller and Långvall (2022, 

pp. 285-302) argued that consumer loyalty to firms given by workers can be underestimated. 

The absence of periodic surveys and a feedback and suggestion box served as a platform for 

delivering customer aspirations is a big issue. The primary thing to be considered by guests is 
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the period the request is served, from the request until the food is served on the table. It is 

decided that the idealness of serving food from order to order is north of 10 minutes, where 

the restaurant is not packed.  

According to Valdivia et al. (2019, pp. 3-16), sushi visitors (both international tourists 

and local citizens- see appendix 4) also expressed dissatisfaction with the employees' speed 

of service, stating that when they call or request something, the employee does not respond 

immediately. Additionally, other TripAdvisor visitors’ reviews complained about the 

employees' lack of understanding when asked about various menu options and 

recommendations for some visitors with dietary restrictions.  

Given the after-effects of Norway's TripAdvisor eatery guests' criticisms, the 

variables as service quality will be dissected to determine what factors impact client interest 

and fulfillment in visiting sushi restaurants (Kalenjuk et al., 2020, pp. 137-148). Reliability, 

responsiveness, assurance, empathy, and tangibility are the five themes of service quality or 

customer satisfaction. Reliability is the responsiveness of restaurant workers to serving 

clients. An evaluation of how responsive employee services are still viewed as lacking by 

customers is referred to as responsiveness. Assurance will look at how well employees 

understand the food menu and what customers want so that when customers ask for 

suggestions, they can give them various options. Empathy studies the impact of employee 

attitudes on comprehending customer requirements (Díez-Gutiérrez & Babri, 2020, pp. 398-

409). Tangibility is the presence of actual eatery facilities, staff, and correspondence 

materials. Dinners typically anticipate well-written and designed materials like menus, 

websites, and clear signs; staff who appear well-groomed; and clean eating facilities and 

equipment. 
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1.3 Relevance of the Study  

Bai et al. (2022) explain that undeniably, the Internet is ingrained in our culture and 

will play a crucial role in the future of the tourism and hospitality industry. Asia is home to 

the most Internet-savvy customers, followed by Europe and North America. Users can post 

User Generated Content (UGC) about their dining experiences, including whether or not they 

were pleased or dissatisfied, on social networking sites like TripAdvisor. This kind of 

electronic word-of-mouth has the power to influence the purchasing decisions of other 

customers. Given the absence of study on the significant attributes of service quality in sushi 

restaurants in Norway, this research aims to distinguish the main themes that Norway visitors 

experience in the eateries and the fulfillment and disappointment issues connected with 

customer satisfaction.  

1.4 Scope of the Study 

According to Koufodontis and Gaki (2022), a study's scope describes the parameters 

within which the study will operate and the extent to which the research area will be 

investigated. Consequently, the extent of a review will characterize the reason for the review, 

the populace size and qualities, the topographical area, the period inside which the review 

will be directed, the hypotheses that the review will zero in on, Etc.  

This study mainly dwelled on the effectiveness of UGC on TripAdvisor for tourists 

visiting sushi restaurants in Norway. It also ascertained whether TripAdvisor influences 

repeat visits to their restaurants and, lastly, determined whether the theme variables of 

tangibility, empathy, assurance, and responsiveness all impact customer satisfaction. The 

impact of service quality on customer satisfaction at sushi restaurants in Norway was 

investigated using these five variables. In this study, customer satisfaction was the dependent 

variable, with the other five variables acting as independent variables. Between January and 

May 2023, TripAdvisor in Norway provided the study with UGC data. 
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1.5 The Study's Purpose 

In recent years, several restaurant brands have entered the Norway market (Hale, 

2016, pp. 1208-1214). The reseacher concentrated on sushi restaurants for this investigation. 

Customers' adoption of eWOM is also why these new players entered the market. 

TripAdvisor is being used for a variety of reasons, including (1) time savings, (2) variety, and 

(3) convenience. The market's abundance of brands has opened the door to research, which 

makes it interesting to examine TripAdvisor's user-generated content (UGC) to determine 

how effective eWOM is. The study's primary objective is to ascertain whether the five 

variables affect customer satisfaction, whether TripAdvisor's user-generated content (UGC) 

(eWOM) is effective, and what factors influence repeat purchases in sushi restaurants. 

Thanks to the Internet, customers can now locate, personalize, and purchase dinning-related 

goods and services. Researchers now have access to a whole new field to investigate, explain 

the significance of emerging technologies, and attempt to predict the future of dining at sushi 

restaurants. 

1.6 Objectives of the Study 

2. To determine the effectiveness of TripAdvisor’s eWOM to sway customers to a 

restaurant. 

3. To determine whether reliability, assurance, tangibles, empathy, and responsiveness 

affect customer satisfaction. 

4. To determine whether TripAdvisor influences repeat visits to sushi restaurants in 

Norway. 

1.7 Research Questions 

1. Does TripAdvisor influence eWOM? 

2. Does TripAdvisor influence repeat visits of customers to sushi restaurants in Norway? 
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3. Does reliability, assurance, tangibles, empathy, and responsiveness affect customer 

satisfaction? 

1.8 Hypothesis 

1. TripAdvisor’s eWOM influece customer purchases in sushi restaurants in Norway. 

2. TripAdvisor UGC influence repeat visits of customers to sushi restaurants in Norway. 

3. Reliability, Assurance, Tangilibility, Empathy and Responsiveness affect customer 

satisfaction. 

1.9 Outline of the Subsequent Chapters 

The study will cover an introduction section, which consists of the background of the 

study, the significance of the study, the scope and purpose of the study, objectives, and 

research questions. The study will then tackle chapter two, which reviews relevant literature 

in Norway's sushi restaurants and hospitality industry. The study will then cover 

Methodology in chapter three, where it will discuss methods of research, Sampling Method 

and Sampling Site, Data Collection, Treatment, and Analysis. Study findings will be in 

chapter four, and discussion and recommendations will be in chapter five. The conclusion 

will be the last chapter, followed by references and appendices. 
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2. LITERATURE REVIEW 

2.1 Overview 

Businesses must thoroughly understand the customer journey over time and the 

customer experience. Customers now intermingle with firms via various social sites at 

various touchpoints, and their experiences are more social. To generate an affirmative user 

experiences, companies must adapt to these transformations by incorporating numerous 

operational functions and outside stakeholders (Dybsand, 2020). This lit survey will bring to 

light a deep understanding of client experience and the client satisfaction in this time of 

increasingly multifaceted client behaviour from past researches on the topic. To accomplish 

this objective, we will study current characterizations and conceptualizations of buyer 

experience as a paradigm and offer a historical viewpoint of the pedigrees of buyer 

experience within sushi restaurants in Norway. Next, we will discuss gastronomy tourism, 

UGC analysis, food and service quality, consumer satisfaction, and user preferences for Sushi 

restaurants. Finally, we will discuss the importance of online reviews on this important topic. 

2.2 About the overall restaurant industry in Norway 

2.2.1 Tourism and Post-Pandemic Recovery 

Over the past ten years, Norway's tourism industry has significantly contributed to the 

country's economy, reaching NOK 127.4 billion in 2019 and accounting for 3.6% of GDP. 

Additionally, tourism has emerged as a significant employer, especially in rural areas. In 

2020, the area supported 190,000 everyday jobs, representing 8% of overall occupation. 

Mwesiumo, Halfdanarson and Shlopak (2022) elaborates that the tourism industry added to 

NOK 195 billion in 2020, roughly 31% spent by global holidaymakers. Domestic tourism 

both for relaxation and business purposes, has consistently ruled the area, with Norwegians 

representing 70% of all business evenings in 2019 (see appendix 1). In 2020, domestic 

tourism accounted for 86% of commercial accommodation nights due to the effects of 
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COVID-19 (see appendix 3). This was even higher in 2021 when domestic tourism returned 

to 85 percent higher than in 2019. Norway anticipates a recuperation of the inbound tourism 

industry to pre-pandemic years in 2024 (Heslinga, Hartman & Wielenga, 2021, pp. 197-202). 

2.2.2 Norway’s tourism administration and financing 

The Norwegian ministry of Trade, Industry, and Fisheries is liable for creating and 

directing the tourism commerce. The office works intimately with other head services 

pertinent to the travel industry, incorporating those managing nearby government, farming, 

food, transportation, environment, and climate. Xie (2020) argues that through the 

department of local Government and Modernisation, provincial and local bureaus play a key 

part in advancing the hotel industry improvement. They lay out states of key significance to 

the tourism industry, with obligations regarding arranging and managing framework, utilities, 

public parks, and regular and social legacy attractions. The reforms for local governmental 

entities started in 2020, giving the districts recharged jobs and more extensive obligations, 

and is supposed to give a more productive system to tackle cross-sectoral difficulties to help 

the travel industry, which collaborates with numerous areas and partners inside and across 

local government boundaries (Díez-Gutiérrez & Babri, 2020, pp. 398-409). 

Innovation Norway, a state-owned organization, conveys the hotel and travel industry 

association's capability to the public. In light of sustainability objectives, Innovation 

Norway's primary objective is to boost Norwegian economic growth and value creation. 

Innovation Norway encourages product development and promotes Norway as a brand and 

tourist destination internationally to achieve this tourism goal. Innovation Norway is financed 

chiefly by the Ministry of Trade, Industry, and Fisheries yet additionally gets subsidizing 

funds from different local governments. Innovation Norway receives approximately 180 

million NOK annually for its functions. Companies in the travel and tourism industry receive 

loans, grants, and guarantees from Innovation Norway (Xie & Tveterås, 2020, pp. 49-67). 
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2.3 Gastronomy Tourism  

According to Liu, Liu and Rahman (2022, pp. 135-156), gastronomic tourism is 

regarded as a method for reviving each region's traditional cuisine. Over the past few 

decades, it has become a crucial component in positioning regional cuisine worldwide. How 

consumers think about food has changed since the second half of the 20th century. Since its 

origin, gastronomic tourism industry has been a kind of industry popular and as a feature of 

the hotel industry is a type of revenue for regions with specific prospects in this sort of 

industry leaning towards revenue upsurge in SME ventures with a gastronomic proposition. 

Gastronomy is a needed portion of tourism, but it is more than just consumption or 

drinking; it means immersing oneself in the location's culture. As a result, a tourist 

destination's gastronomy becomes an attraction. Then, gastronomy is a path for tourism 

expansion that can expand a destination's marketing options, creation, and interactions with 

other industry sectors and diversify and complement the destination's offerings (Huang et al., 

2022, pp. 1-30). When discussing tourism from the viewpoint of gastronomy, it is necessary 

to distinguish between tourists whose main intent for traveling is not purely gastronomy and 

its pleasure and tourists whose main intent for traveling is gastronomy. Soikkeli (2017) 

argues that, with sustainability values centered on the geographical location and boundaries, 

local goods, and authenticity, gastronomy is thus consolidated as a core component to 

broaden the tourist proposition and fuel economic development at the local, regional, and 

national levels as per the existing gastronomic consumption trends in Norway. 

2.4 About Sushi Restaurants in Norway 

In Norway, sushi has generally been gobbled in up-scale restaurants in Oslo. In recent 

years, the average Norwegian has become much more open to trying new foods, and sushi is 

becoming increasingly popular nationwide. According to Govaerts and Olsen (2022), Sushi is 

considered healthy and slim, hence, this food and nutrition has received much attention in the 
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media. Some sushi restaurants have failed to live up to the strict government regulations that 

govern the food industry, so they have closed permanently. Still, the number of sushi 

restaurants and eateries in Norway has doubled in the last ten years. In 2021, their overall 

sales revenue reached NOK 610 million, with sushi accounting for NOK 250 million (see 

appendix 2). 

Lehel et al. (2021) argue that sushi restaurants and catering businesses in Norway 

increased strongly between 2010 and 2022. By the end of this time, there were 530 sushi 

restaurants and catering businesses, an increase of more than 250 businesses. Seven hundred 

twenty-one million Norwegian kroner came from sushi sales within the domestic food service 

sector, contributing nearly 1.8 billion NOK to the sector's total revenue this year. 

2.4.1 Sushi sales in supermarkets 

In Norwegian supermarkets and retail shops, the revenue from the sales of sushi was 

most elevated in 2014, when it crested at 205 million Norwegian kroner. The revenue from 

sushi sales decreased to 128 million Norwegian kroner in the year 2015 and 2016 (Lehel et 

al., 2021). 

2.4.2 Popularized by Worldwide Trends 

Sushi's abrupt ascent in fame is attributed to worldwide trends. The rise in sushi 

consumption is largely attributable to the public's emphasis on health. People have become 

more health-conscious and aware of their eating habits due to the adage "You are what you 

eat." Sushi is lean and good food that causes one to feel light and empowered. Additionally, 

as is typical, the young people top the initiative in its consumption. Most sushi eaters are in 

their early thirties, but older age groups are also well-represented at sushi bars. It is a popular 

option even among mature customers because people see a clear connection between what 

they eat and how healthy they feel. Sushi is becoming increasingly accessible due to its 

growing popularity (Oglend & Straume, 2019, pp. 188-203). Not exclusively is the quantity 
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of sushi scenes developing rapidly, but sushi is additionally beginning to spring up on menus 

in laid-out cafés. Eating sushi is most frequently a get-together. It is the ideal fast food that is 

healthy. It is ideal for on-the-go eating causing the market for ready-made sushi sold by 

convenience stores to expand. 

2.4.3 Interest in Norwegian Sea-cuisine 

Ali et al. (2023) argue that Norwegian salmon is, as of now, number one favored 

among youth in Norway and abroad. The salmon has much going for it: The fish do not have 

parasites because the feeding is controlled. This implies it does not require freezing before 

being consumed raw. Because of this, Norwegian salmon has a leading spot in the sushi 

market and is frequently the first option for restaurants. Norway is a major exporter of high-

quality seafood and is known for its cold and clear waters. The Norwegian Seafood Export 

Council welcomes the new sushi trend, which bodes well for the sector's future. As the sushi 

trend grows in popularity in Norway and elsewhere, there is no doubt that there will be an 

increase in need for the Norwegian-farmed salmon and other seafood. 

2.5 TripAdvisor and User-Generated-Content (UGC) Analysis 

UGC is a unique, brand-review info made by clientele and circulated via online 

entertainment sites or other social networks. Imageries, tapes, appraisals, endorsements, and 

even podcasts are all samples of user-generated content. Irrespective of their size, firms 

utilize consumer-produced info to effect mindfulness, boost innovations, broaden their 

compass, and inexpensively advance their companies (YANG et al., 2022, pp. 150-155). 

Sezgen, Mason and Mayer (2019) explain that TripAdvisor Monitoring and User-

Generated Content tracking after purchase or consumption are very important for 

professionals in management and marketing. Utilizing ICT made this behavior easier to 

control. It makes it easier to monitor user-generated content or customer feedback. 

Additionally, managers may improve their products or services and resolve service failure-
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related issues. The input communicated by clients through UGC includes other likely buyers 

and impacts the ultimate choices of different clients. The customer becomes the company's 

disseminator, influencing the quality and positioning of particular evaluated services. In 

addition, the customer provides information and suggestions for product diversification and 

improvement, as well as potential weak or negative points that professionals can address or 

minimize—all of which contribute to fostering these customers' loyalty. 

Along these lines, applications and websites like TripAdvisor are helpful for the 

clients and restaurant management since they are systems that advance association and brand 

faithfulness. Using online reviews for management purposes is regarded as a positive and 

intelligent move because of their exponential growth. Albeit just a little piece of the populace 

oversees content, the location of consistent mechanical improvements permitted web-based 

surveys to turn into the principal divert in the quest for suggestions; furthermore, much of the 

time, in any event, creating data over-burden. According to TripAdvisor (n.d.), data shows 

that 90% of people use the platform to look for activities and restaurants, while 85% of 

people use the platform to look for lodging. Numerous possibilities were revealed by research 

in this area of study, encompassing the following: nature of administration, brand image, 

company reputation, encounters and conduct, versatility designs, expanded information 

connected with the objective, view of value, reasonableness, openness, and numerous others. 

2.6 Effects of Word of Mouth on the restaurant business  

According to Kirilenko, Stepchenkova and Hernandez (2019), millions of prospective 

restaurant guests refer to TripAdvisor yearly for reviews on good meals, service and dining 

atmosphere. 89% of these vacationers are influenced by what they see when choosing a hotel. 

A few researches examine the concern of online reviews or eWOM, zeroing in mostly on 

matters for instance motivations and societal fundamentals among clientele and donors of 

online review websites. However, prior research did not examine the influence of online 
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reviews on buyer decision-making—that is the extent to which exposure to online reviews 

influences shoppers' boldness and buying verdicts. This research will expand the 

investigation on the impacts of TripAdvisor’s UGC on purchaser decisions, thus, the 

productivity of the sushi cafés, taking the theme variable of buyer satisfaction as a 

hypothetical dependent variable. 

Up 151% since February 2008, the percentage of hotel website referrals from social 

media is growing quickly. A study by Egresi et al. (2020) on attributes that contribute to 

guest satisfaction found that comparative pattern (including social media’s portion of 

references) exists for most different fragments inside and beyond the web-based tourism 

business. The findings show that the conversion ratio of online recommendations from 

TripAdvisor site to restaurant websites upsurges by 97% annually. These results show that 

hoteliers increasingly rely on social networks for in-market traffic. 

The significance of eWOM has been broadly reported in the current lit. Because 

people can easily share their opinions with other Internet users, the impact and distribution of 

WOM have grown even more in the Internet age. Since eWOM reviews are a significant 

source of data for tourists, the power of eWOM is directly applicable to the hospitality and 

tourism industries. Compared to content posted by tourism service providers, dining reviews 

are frequently regarded as having a high probability to give current, gratifying, and 

trustworthy info. Additionally, eWOM has a huge effect on the decision-making process of 

customers (Orea-Giner et al., 2022). 

Similarly, Olorunsola et al. (2022) found that eWOM can considerably impact 

revenues when they examine the impact of clientele online reviews on books at 

www.Amazon.com and www.BarnesandNoble.com. However, some previous studies found 

that online user-generated reviews lack credibility compared to traditional word-of-mouth as 
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a result of the lack of source signals on the Web. As a result, more studies of the influence of 

customer reviews in various settings is required. 

2.7 Service Quality and Consumer Satisfaction in the Business 

Reyes-Menendez, Saura and Martinez-Navalon (2019) argue that the apparent service 

quality results from an assessment phase. The view of service quality emerges from 

contrasting the client's assumptions and the service's genuine presentation. There were 

similarities between their intangible services and the quality of their service at sushi 

restaurants. As such, the elusive attributes of service cannot be put away, and that quality is 

abstract as it relies upon the view of the perceptual worth and fulfillment of every individual. 

Customers' perceptions of service are related to how its quality is evaluated. It will result in 

an affirmative or damaging evaluation based on the customer's participation, service, and 

experience. Quality evaluation will always be based on subjective criteria—each person will 

judge based on their values, expectations, demands, context, mental state, and feelings. 

Taecharungroj and Mathayomchan (2019) explain that demonstrating devices to get 

objectivity from discernments in this study area has been a scholastic test. Currently, various 

models for estimating service quality throughout recent years have become more 

unambiguous as indicated by the attributes of particular kind of services. DINESERV was the 

first study that significantly impacted the body of research on restaurant service quality. It 

was a variation of SERVQUAL. Numerous studies adapted or used DINESERV to measure 

service quality after its creation. 

2.8 Food Quality and User Preferences on Sushi Restaurants 

It is said that a sushi apprentice will need to wait 10 years until he is allowed to hold 

the fish knife. That is a long time for anyone eager to enter a profession, particularly in this 

age of instant gratification. While I find 10 years to be overly long for my patience, I 

understood that the essence of sushi is not something anyone can pass on in a manual. Many 
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people point out the importance of fresh fish as an ingredient, but I know there is more skills 

than minimizing the time between killing the fish and serving it on a plate. Different fish 

decay at different paces. Each fish has the optimal serving time - some last more than others, 

meaning that these must be considered when serving all the sushi at approximately the same 

time. 

Moreover, some fish tastes better if one leaves it for a while. How one cuts the fish 

also affects the taste - cutting along the muscle or across it makes a difference in taste and 

texture. It is not just for artistic effect that a cuttlefish has a cut in the middle. When we 

consider the rising number of foreign-run restaurants in Norway and the rising popularity of 

ethnic foods like sushi, consumer perceptions of ethnic food have improved (Filieri et al., 

2021, pp. 199-223).  

Food and surroundings, service and courteousness, cost and worth, locality, 

publicising, and the important factors for satisfied customers choosing sushi restaurants have 

all been examined in previous studies. Food and service quality are also vital factors in 

customer satisfaction in sushi eateries, as are dinning ambiance, food genuineness, and 

reasonable pricing (Rita et al., 2022). Customer satisfaction can be affected by several 

factors: services and atmosphere for employees (such as the friendliness, level of service, and 

atmosphere of the employees); quality of the food and the setting in which it is served 

(including consistent and high-quality food); furthermore, actual properties (counting great 

area, helpful stopping, and advantageous working hours). 

2.9 The significance of online reviews  

2.9.1 It elevates authenticity to a new level.  

In today's world, brands must compete for online visibility and audience attention. 

Consequently, consumers, particularly the notoriously impulsive Generation Z, are very 

choosy about the firms they associate with and buy from. However, authentic content is more 



Tourist Experiences with the Service Quality of the Sushi Restaurants in Norway  24 
 

than just a passion for consumers. 60% of marketers concur that successful content includes 

both authenticity and quality. UGC from customers is the only type of content that is more 

genuine. Individuals at last trust others, so it is fundamental to consider UGC as the current 

WOM (Borges-Tiago et al., 2021). 

2.9.2 Lays out brand loyalty and develops a local area 

According to Nilashi et al. (2021), UGC offers clients an exceptional chance to 

partake in a firm's advancements instead of being a spectator. This influences the firm’s 

dedication and proclivity incredibly because folks flourish by partaking in a course bigger 

and more noteworthy than themselves and creating UGC allows them to be essential for a 

firm's local society. Additionally, user-generated content (UGC) facilitates brand interaction 

with customers, contributing to developing and expanding a community. 

2.9.3 Acts as a trust signal  

Sangkaew and Zhu (2022) argues that audiences use UGC like they would ask their 

work associates, kinsmen, or friends for their opinion. More than half of 20-30 year-olds 

center their decision to buy a product on recommendations from the people they love; so this 

is where user-generated content can glister because it is unequivocally a personal suggestion. 

2.9.4 Affect buying decisions 

UGC is unbelievably swaying in the final stages of the client's expedition, where one 

is striving to turn their target market and impact them into making a buy. User-generated 

content serves as genuine social proof that an item is valuable (Ali et al., 2021). 

2.9.5 More cost-effective than influencer marketing 

UGC is a more cost-effective method of expanding a business and introducing a new 

marketing strategy than influencer marketing. In addition, there is no need to spend money on 

contracting an advertisement agency to create content for ad promotions. It can be solved by 

just interacting with the most significant individuals in the company: customers. Most will be 
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eager to be highlighted on the firm's social channel. UGC is less expensive and stress-free to 

manage than capitalizing in big brand awareness crusades for smaller or newly established 

brands (Giglio et al., 2020). 

2.9.6 Works well with social commerce  

The future of online purchasing is social commerce or buying directly from your 

favorite social channels. UGC and social trade function admirably together because UGC is 

persuasive in driving conversations. UGC and social commerce are a perfect match because 

nearly 82% of people say UGC influences their buying decision (Ali et al., 2021). 
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3. METHODOLOGY 

3.1 Methods of research 

3.1.1 Inductive Approach  

A scientist utilizes an inductive research technique to begin by collecting information 

relevant to the research objectives. Once enough relevant data has been collected, the 

researcher will begin to examine the collected information from a third research angle. At this 

stage, the investigator searches for themes in the data, trying to formulate hypothesis that 

could make sense of those themes (Lee & Lin, 2019). As a result, when the researcher used 

an inductive method, he started with observations (tourists who come to Norway for 

gastronomic or leisure reasons). Then moved on to customer experiences at sushi restaurants 

and a more broaden set of suggestions about the experiences, which were UGC reviews from 

diners on the TripAdvisor website. 

3.1.2 The Deductive Approach 

According to Pearse (2019, p. 264), deductive examiners begin with a conclusive 

social theory and utilize the collected information to test its consequences. That is, the 

researcher switched from a more general level to a more focused level on investigating the 

themes to find out if they correlate with customer satisfaction/service quality. Most 

individuals think of scientific investigation as being steered using a deductive technique. The 

researcher tested hypotheses based on previous research as well as existing theories regarding 

how tourists perceive the service quality of sushi restaurants in Norway. 

3.2 Types of Research  

The UGC used was from TripAdvisor, which was in an Excel sheet from which the 

produced data in the form of customer reviews for both satisfied and dissatisfied customers 

were gathered to be tested quantitatively with the help of the SPSS program. This type of 

research is causal research.   
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3.3 Data Collection and Treatment 

3.3.1 Location of Research  

This research was carried out according to UGC reviews from the best restaurants in 

Norway using TripAdvisor. The following ten cities are top-ranking in sushi restaurants, and 

data from TripAdvisor restaurant reviews in these cities were selected in the study: Oslo, 

Bergen, Trondheim, Stavanger, Tromso, Kristiansand, Drammen, Fredrikstad, Tonsberg, and 

Alesund.  

3.3.2 Populace 

The populace in this study were tourists and locals' online reviews who visited the 

sushi restaurants from the year 2011 to 2023 and left an appraisal on the TripAdvisor site. 

The study's focus was on sushi-loving customers who happened to be dining at sushi 

restaurants in the cities mentioned above. Norwegians who buy to take home and 

international tourists who had previously visited the sushi restaurants or who have never been 

there but came to eat at the restaurants. 

3.3.3 Method of Sampling  

The sampling method is probability sampling. Accidental sampling is the procedure 

used in the probability sampling. In this case, a sampling strategy is known as the accidental 

technique is based on dinner reviews which happened to be found by the researcher at the 

location of the study and are over the age of 18. The method was determined by 10% (0.01) 

and 95% confidence levels. So, the sample for this study was as many as 3348 customer 

reviews from Norway's international tourists and local citizens who visited the sushi 

restaurants in the cities mentioned above. I collected 'Excellent' and 'Very Good' as 'Satisfied' 

reviews and 'Poor' and 'Terrible' as 'Dissatisfied' reviews for only English-written UGC 

reviews from all genders of tourists. 
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3.4 Data Analysis Technique 

This study utilized descriptive qualitative analysis techniques to decide the presence 

of connections between dependent and independent variables utilizing inductive 

measurements relationship with multiple regression investigation. The qualitative descriptive 

aim of this research is to give a precise, genuine, and exact portrayal of specific realities. 

3.4.1 Descriptive Investigation 

Qualitative examination strategies are research strategies used to examine regular 

statistical data, where scientists are key instruments (Pandey, 2019, pp. 145-169). At the same 

time, information collection procedures are led by UGC review techniques, data investigation 

is inductive, and the consequences of qualitative exploration accentuate meaning instead of 

speculation.  

3.4.2 Linear Multiple Regression Investigation 

This examination was directed to check whether there is a causal connection between 

two variables or examine how huge one variable influences different other variables. The 

connection between these themes portrays the function: y = f (x). The connection between the 

free variable (X) and the dependent variable (Y) is clarified by this function. Postulation 

testing utilizing t-test, F-test, and r-squared test. 
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4. RESULTS AND DISCUSION 

4.1 Results 

The study searched TripAdvisor for visitor experiences with the service quality of 

Sushi Restaurants in Norway: User-Generated Content. 

4.1.1 Introduction 

The data analysis methods utilized are those presented in Chapter 3. The study's 

sample size was 3348 customer feedback from various cities in Norway. 

4.2 Descriptive Analysis 

Norway's sushi restaurants were the source of customer reviews analyzed in the 

descriptive analysis. Among the variables assessed were customer satisfaction, average 

rating, gender, restaurant, city, and nationality. The analysis aims to provide insight into both 

the variables and sample characteristics. The study's overview is essential for a better 

understanding of the data. 

 Consisting of residents within the region, the definite nationality of customers is 

clear. Indicating a diverse geographic spread, the reviews came from many different 

Norwegian cities. In Norway, various sushi eateries were examined and critiqued by patrons, 

highlighting a wide assortment of dining options. Provided were reviews from a range of 

genders, offering a well-rounded representation of customers. 

The distribution of ratings given by customers varied, with 1 to 5 being the scale (1 = 

Terrible, 2 = Poor, 3 = Average, 4 = Very Good, and 5 = Excellent). Some variations 

occurred in the average rating. Based on customer reviews, an analysis of overall satisfaction 

levels regarding their experiences at sushi restaurants was conducted to measure satisfaction. 
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TABLE 1  

 

TABLE 2 

 

Source: SPSS Software 
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4.2 Inferential Analysis 

TABLE 3 

 

Source: SPSS Software 

4.2.1 Effectiveness of TripAdvisor's Ewom 

Inferential statistical analysis was performed to examine the validity of TripAdvisor 

eWOM. The analysis included variables such as average ratings, satisfaction levels, and 



Tourist Experiences with the Service Quality of the Sushi Restaurants in Norway  32 
 

TripAdvisor reviews for each restaurant. The results show that there is a significant positive 

correlation between the presence of TripAdvisor reviews and the average rating and customer 

satisfaction. This shows that TripAdvisor's eWOM has a positive impact on customer 

perception and satisfaction. Most customers mention TripAdvisor in their reviews, indicating 

the platform's high usage and influence. Customers frequently mention that they read reviews 

and consider TripAdvisor ratings before choosing a sushi restaurant. This shows that 

TripAdvisor's eWOM plays an important role in influencing consumer behavior and decision-

making.  

4.2.2 Correlation between Service Quality Dimensions and Customer Satisfaction 

The analysis was used to assess the impact of service quality dimensions (reliability, 

safety, physical assets, empathy, and responsiveness) on customer satisfaction. The analysis 

shows that all service quality dimensions are significantly positively correlated with customer 

satisfaction. Specifically, customers experience higher levels of satisfaction when sushi 

restaurants have higher levels of reliability, safety, property, empathy, and responsiveness. 

Customers consistently mention reliability, safety, objectivity, empathy, and responsiveness 

in their reviews, emphasizing the importance of these dimensions to their satisfaction. 

Positive references to dependability are frequently associated with consistent food 

quality and service delivery. There was assurance expressed regarding skilled workers and 

faith in food safety and hygiene. Aspects like atmosphere, cleanliness, and meal presentation 

were considered tangibles. Personalized service and staff attentiveness were used to indicate 

empathy. Responding to client requests and resolving concerns was referred to as 

responsiveness. 

According to these data, service quality factors have a considerable influence on 

customer satisfaction in sushi restaurants. 
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4.2.3 Influence of TripAdvisor on Repeat Visits 

The inferential research investigated TripAdvisor's effect on repeat visits to sushi 

restaurants in Norway. The existence of TripAdvisor reviews, average ratings, and consumer 

happiness were all considered. The availability of TripAdvisor reviews, average rating, 

customer happiness, and the chance of return visits were all found to have a strong positive 

association. This implies that TripAdvisor influences customers' decisions to return to sushi 

restaurants in Norway. Overall, the inferential statistical analysis revealed information about 

the effectiveness of TripAdvisor's eWOM, the impact of service quality characteristics on 

customer happiness, and TripAdvisor's influence on repeat visits to sushi restaurants in 

Norway. These results emphasize the significance of online reviews and service quality in 

molding consumer experiences and decision-making processes. 

4.3. Linear Multiple Regression Model 

TABLE 4 

 

TABLE 5 

 

Source: SPSS Software 
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Hypotheses: H0: 1 = 2 = 3 = 4 = 0 (The variables have no meaningful link with 

customer satisfaction). H1: At least one I 0 (The variables have a substantial association with 

customer satisfaction). 

The findings of the linear multiple regression analysis were as follows: 

Average Rating: The average rating coefficient was determined to be statistically 

significant (p 0.05) and positive. This implies that higher average ratings are related to better 

levels of client satisfaction. Customer satisfaction is predicted to rise by one unit for every 

unit increase in the average rating. 

Gender: The gender coefficient was determined to be statistically insignificant (p > 

0.05). This suggests that when other variables are controlled for, there is no substantial 

difference in customer satisfaction between male and female clients. 

Restaurant Names: The existence of distinct restaurant names in Norway was shown 

to be statistically significant (p 0.05) using the coefficient. This suggests that the existence of 

specific restaurant names has a considerable effect on customer satisfaction. The names of the 

restaurants included in the analysis should be given in the results. 

The coefficient for the interaction term between average rating and customer 

satisfaction was determined to be statistically insignificant (p > 0.05). This implies that the 

interaction between average rating and customer satisfaction does not affect total customer 

satisfaction when other variables are included. 

Overall, the regression model revealed that in Norway, the average rating and the 

existence of specific restaurant brands had a considerable impact on customer satisfaction. 

Gender and the interplay between average rating and customer satisfaction, on the other hand, 

did not influence customer satisfaction. 
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Interpretation: The data imply that consumers at sushi restaurants in Norway are more 

satisfied when the restaurant's average rating is higher. This emphasizes the need of 

providing high-quality experiences to increase consumer happiness. 

Furthermore, it was shown that the existence of certain restaurant names in Norway 

affected consumer happiness. Customers may have preconceived beliefs or expectations 

linked with specific restaurant names, which might impact their overall pleasure. 

Gender, on the other hand, was not shown to be a significant predictor of customer 

happiness, demonstrating that gender does not play a substantial part in predicting 

satisfaction levels when other characteristics are considered.  
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5. CONCLUSION 

5.1 Overview 

This study investigated service quality and the conceivable impact of online buyer-

produced content reviews on consumer satisfaction. TripAdvisor provided real, unbiased 

performance statistics for this study. Albeit the study included a predetermined number of 

tourism grouping (gastronomy mainly) and a small bunch of high-end sushi restaurants 

(evidenced from the TripAdvisor site), the discoveries uncovered fascinating elements 

regarding a portion of the critical aspects in restaurant performance and consumer-produced 

content reviews. As a result, this study makes several important contributions to our 

comprehension of the significance of UGC and its implications for customer satisfaction. 

Despite being exploratory, this research provides valuable understandings and findings 

regarding the relationship between UGC reviews, customer satisfaction and repeat visits to 

the sushi restaurants. 

With the new changes on the Web that consider easier UGC, customers are acquiring 

control over what and how data is dispersed and utilized on the Web (Anisimova, Weiss & 

Mavondo, 2019). Regarding reliability, assurance, tangibility, empathy, and responsiveness 

in sushi restaurants, the findings of this research give insights into how tourism stakeholders 

can adjust their present web-based strategies to meet the ever-changing customer demands in 

the hotel industry. This study offers beneficial discernments into the new avenues that 

restaurant managers must pursue to achieve such a goal, as it has been reasoned that the 

future of hotel and tourism industry will be engrossed on customer-focused tech that will aid 

tourism firms in personalize with their clientele effectively. 

5.2 Theoretical Contribution  

This investigation used TripAdvisor user-generated content (UGC) as a benchmark to 

investigate how online reviews influence consumer dinning decisions. The findings add to the 
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body of knowledge about consumer behavior and have practical implications for the growth 

of hospitality markets. There are several theoretical contributions to this study. First, it adds 

to the research connected with online UGC reviews in web-based shopping by following the 

client-created data-acquiring process fundamental to customers' dinning choices. Although 

several studies have examined how online reviews affect the Norwegian hospitality industry, 

very little research has examined the underlying mechanisms of poor customer behavior in 

poor service quality and low customer satisfaction. Our research contributes to this field of 

study by presenting in-depth themes for review data. 

The findings are important for the theory of online consumer behavior concerning 

service quality and customer satisfaction because they provide useful information and 

guidelines on the underlying mechanism of how online reviews (eWOM) influence 

consumers' online purchasing behavior; the repeatability of visits to sushi restaurants; 

reliability, assurance, tangibles, empathy, and responsiveness effect on customer satisfaction. 

Last but not least, the current study looked into how TripAdvisor's user-generated content 

(UGC) and behavioral self-reports affected customer satisfaction via online reviews; the 

consistency of the results raises the credibility of the current findings and provides solid 

evidence of whether and how online reviews of satisfaction and dissatisfaction influence 

consumer purchasing decisions. 

5.3 Summary of findings 

The findings present proof of the connection between the UGC written on 

TripAdvisor and the sushi restaurant service quality levels as far as theme variables namely 

reliability, assurance, tangibility, empathy, and responsiveness is concerned. It is additionally 

important to consider the concentration on the TripAdvisor popularity ranking significance as 

far as the location and visibility of the eatery building is concerned since the restaurants are 

shown in the ranking of reputational record and consequently affect the thought and decision 
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set in buying choice cycle. Second, this research gives a lengthy comprehension of the likely 

pressure between two sorts of industry data suppliers, i.e., the hotel and tourism industry and 

internet UGC customers. It is abundantly clear that tourism-specific social media websites 

like TripAdvisor, which are more comprehensive, are gaining in popularity and are geared to 

become the core online sources of tourism info. 

Additionally, it appears from the conducted analysis that the characteristics of a sushi 

restaurant are important to different client categories. For instance, the people who once in a 

blue moon or sometimes post a review mostly check out for food quality; Gastronomist 

tourists, on the other hand, pay close attention to and evaluate other aspects in addition to the 

service's characteristics or themes, from reliability, assurance, tangibility, empathy, and 

responsiveness to the room's atmosphere, which is valued for its sophistication or friendly 

oddity. 

On the other hand, our findings differ from those of Weiss, Feinstein and Dalbor 

(2005) which found that customer satisfaction with the atmosphere and quality of the food 

was the only fundamental factor prompting return intent rather than customer satisfaction 

with the service quality. Our investigation observed that fulfillment with service quality is the 

most grounded impacting factor chiefly for the gastronomist category vacationers to sushi 

eateries in Norway. Appropriately, eatery supervisors ought to further develop the service 

nature of the restaurants in those five theme aspects and focus harder on food quality to 

answer the requirements of every one of their customers' categories. For further developing 

fulfillment of food quality, the eatery supervisors should improve on food taste, assortment, 

nourishment, and restaurant visual allure. 

5.4 Research Limitation and Future Exploration 

Although this research is exploratory in nature, it has limitations. This investigation 

used only an exploratory perspective, evaluated the importance of customer-generated 
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reviews, and needed more conclusiveness because of few high-end restaurants and 

destinations chosen. Other standard tourism-related reviews and info websites, for example, 

Google My Business and Yelp ought to be encompassed in forthcoming researches to mirror 

the conclusiveness of these themes more fully. 

In addition, the exterior validity of this sphere of study should be enhanced in future 

studies by including more destinations that represent a wider variety of destinations and 

geographical regions. This will likewise consider extra examinations and investigation of the 

web-based tourism industry space past the context utilized in this research. 

Service quality training of staff ought to be compelling since it can reduce staffs' 

energy to serve customers energetically. In the meantime, staff appearance is also crucial. 

The restaurant premise should resonate with the dinning atmosphere to increase customer 

satisfaction. At the point when clients love it, they will probably return to it. 
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APPENDICES 

Appendix 1: Norway’s Revenue from Tourism (from year 1995 to year 2020). 

Image Source: Worlddata.info. Retrieved from 

https://www.worlddata.info/europe/norway/tourism.php#:~:text=In%20Northern%20Europe

%2C%20it%20ranked,tourism%20receipts%20in%20Northern%20Europe. 
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Appendix 2: Number of sushi restaurants in Norway from year 2006 to 2016. 

Image Source: Statista, 2023. Retrieved from 

https://www.statista.com/statistics/665924/number-of-sushi-business-in-norway/ 
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Appendix 3: Norway’s domestic, inbound and outbound tourism in thousands 

Image source: OECDiLibrary. Retrieved from https://www.oecd-ilibrary.org/sites/1db86220-

en/index.html?itemId=/content/component/1db86220-en 
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Appendix 4: International tourism volume in Norway from 2010 to 2020. 

Image source: Statista, 2023. Retrieved from 

https://www.statista.com/statistics/806411/international-tourist-arrivals-in-norway/ 

 

 

 

  



Tourist Experiences with the Service Quality of the Sushi Restaurants in Norway  50 
 

Appendix 5: Table 1; Average Rating (Satisfied/Dissatisfied) Cross tabulation 
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Appendix 6: Table 2; Average Rating (Satisfied/Gender) Cross tabulation 

 

SOURCE: SPSS SOFTWARE 
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Appendix 7: Table 3; Hypothesis Test Summary 

 

SOURCE: SPSS SOFTWARE 
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Appendix 8: Table 4; Model Summary 
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Appendix 9: Table 5; Anova 

 

SOURCE: SPSS SOFTWARE 

 


