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Abstract 
The research reviews the literature on high-frequency Service Discourse Markers (SDMs) in the tourism and 
hospitality industries, including welcoming greetings, expressions of gratitude, apologies, small talk, hedges, and 
alignments that affect customer satisfaction and perceptions of professionalism. By regarding underlying 
assessments of warmth and professionalism and, consequently, trust, the strategic use of SDMs, framed within the 
"language of trust," is crucial in bridging the gap between service staff and guests. Drawing on insights 
from interactional sociolinguistics and the Stereotype Content Model, this review synthesizes existing research on 
how verbal and textual SDMs promote service outcomes through offline and online channels. This review examines 
these markers in relation to their existence, authenticity, and effects on rapport quality, trust-based loyalty, and 
broader business KPIs, such as brand loyalty and revisit intentions. Overall, the literature indicates that SDMs 
are important communicative resources for fostering social and emotional alignment in the global hospitality 
industry, while also highlighting the need for targeted linguistic training, as well as the design of artificial 
intelligence (AI) interfaces that account for these markers, to be implemented to enhance guest satisfaction and 
build trust among clients. 
 

Keywords: service discourse markers; trust; guest satisfaction; hospitality communication; eWOM; 
AI-mediated service 
Article information: Received: 16/06/2026;   Accepted: 12/08/2026;   Published: 25/09/2026  
Copyright © 2026 The Author(s). Published by the International Journal of Language Studies. This is an open-access article distributed under 
the Creative Commons Attribution 4.0 International License (CC BY 4.0). 
 

1. Introduction 

Within the competitive global hotel industry, a nuanced assessment of micro-level 
interactional performance has replaced the traditional division involving technical service (the 
"what" of delivery) and functional service (the "how" of delivery). While the human and 
interpersonal dimensions of the service environment—collectively termed the Social 
Servicescape—are recognized as key determinants of ambient service quality, the specific 
linguistic mechanisms underlying this domain are still insufficiently explored (Garmaroudi et 
al., 2021; Ali et al., 2021). Accordingly, this research strives to clarify the extent to which high-
frequency SDMs, such as greetings, agreement gestures, empathetic hedges, and apologies, 
shape guest satisfaction and perceptions of professionalism. Specifically, the study synthesizes 
how these SDMs function as cognitive bridges linking the physical service environment to 
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guests' psychological appraisals, with the objective of identifying the mechanisms by which 
micro-level language choices influence key service outcomes. 

The Social Servicescape functions as a "performing arts of signals" in which each 
interactional signal is assessed by the visitor to address two essential psychological tensions: 
cordiality and professionalism. The Stereotype Content Model (SCM) posits that these two 
characteristics primarily account for variation in human social appraisals (Fiske et al., 2002; 
Packard et al., 2023). In a hospitality environment, the Language of Trust serves as the primary 
conveyance for these signals. Frontline service staff who actively use SDMs based on 
techniques such as the "warmth-competence-warmth" sequence or culturally relevant 
differentiations are not just following a script. Instead, they engage in continuous dialogue with 
customers, significantly reducing the cognitive effort required to establish trust (Choi et al., 
2019; Ng et al., 2024). 

Research in hospitality has recently made significant discoveries, yet a large conceptual 
gap remains. Many studies treat communication as a general variable, sometimes conflated with 
broader concepts such as “friendliness” or “language proficiency” (Mariani et al., 2019; 
Harianto et al., 2023). This approach ignores how distinct language patterns help build trust. 
For example, if staff do not use culturally appropriate forms of greeting, such as addressing a 
guest with the expected degree of politeness in Japanese hospitality or skipping typical gestures 
of hospitality in Middle Eastern settings, guests may perceive staff as unprofessional, regardless 
of the quality of the service provided. Similarly, when visitors are culturally accustomed to 
implicit communication, using direct speech rather than indirect requests may cause discomfort 
and erode their trust, even if the technical aspects of the interaction are perfect. For example, 
pragmalinguistic failure, such as making a request overly apparent in a high-context cultural 
environment, can negatively affect perceptions of competence and professionalism, even when 
technical competence is satisfactory (Rababah et al., 2021; Bakkar et al., 2025). The Language 
of Trust should be considered a key professional ability that directly affects the outcomes of 
service encounters. 

This research provides a comprehensive, contextual insight into how specific markers, 
such as salutations and polite address, are incorporated into local customs to express 
professionalism and affection (Noorani, 2024; Fernández-Amaya, 2022). However, it relies on 
qualitative, perception-based evidence. The lack of systematic analysis of cross-cultural 
variations, as well as quantitative data on the population size and timing of these markers, limits 
both general applicability and the potential to identify which linguistic practices most 
effectively increase professionalism and satisfaction across different market segments. 
Addressing this empirical gap is critical to creating evidence-based frameworks that inform 
efficient communication strategies in the global hospitality industry. 

This article uses a systematic literature review design and draws on the Scopus and Web 
of Science databases (2018–2026). The search methodology combined the following key terms 
to target peer-reviewed articles: "Service Discourse Markers," "Hospitality encounters," 
"Warmth and Competence," and "Guest satisfaction." Based on three focus areas: (1) face-to-
face employee–guest encounters, (2) online complaint management discourse, and (3) 
AI/chatbot-mediated service interactions within tourism and hospitality contexts, studies were 
screened and included. 
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2. The Language of Trust in Hospitality: A Literature-Based Perspective 

Language is becoming a more important factor for establishing trustworthiness in the 
tourism and hospitality industries than tangible lodging establishments. High-frequency SDMs 
such as greetings, apologies, expressions of gratitude, small talk, and concise feedback have 
become important ways for visitors to assess the staff's friendliness and professionalism, as well 
as their trust and satisfaction with the service (Cenni et al., 2020; Noorani, 2024; Fernández-
Amaya, 2022). Although past research has used physical encounters, online assessments, and 
AI-facilitated engagements, it remains limited in identifying relationships between specific 
markers and quantitative findings. 

2.1. SDMs, Politeness, and “Face-Work” in Service Encounters 

Service Discourse Markers (SDMs) are defined operationally in this study as micro-
linguistic units used directly by frontline employees or conversational AI interfaces during 
service encounters. These units include salutations, politeness markers, expressions of 
gratitude, formal apologies, hedges, and brief alignment cues. This construct avoids construct 
over-expansion and confounded empirical measurements by excluding macro-level Customer 
Relationship Management (CRM) policies, general brand messaging, and unstructured peer-
generated electronic word-of-mouth (eWOM) in order to preserve testability and conceptual 
clarity. 

 
According to Noorani (2024), staff friendliness increases client satisfaction and loyalty, 

and customers compliment the hotel on its professionalism, respect, and excellent manners. 
Guests and staff members are welcomed with formal greetings, acknowledgments, and 
comprehensive explanations at the front desk (Fernández-Amaya, 2022). Receptionists provide 
defined rules and guidelines for "appropriate" verbal and nonverbal behavior to foster 
interpersonal respect and attentive listening. These informal devices seek to reduce 
socioeconomic status inequality, reduce anxiety, and demonstrate mutual respect. 

This study gives a thorough, well-framed understanding of how certain markers, such as 
greetings and courteous addresses, are integrated into local customs to show professionalism 
and kindness (Noorani, 2024; Fernández-Amaya, 2022). However, it relies on qualitative, 
perception-based evidence. For example, Fernández-Amaya (2022) reports that in Spanish 
hotel service encounters, guests frequently mention formal greetings and detailed explanations 
as improving perceived politeness and professionalism; however, no quantitative data measure 
how often these greetings occur or their direct statistical impact on satisfaction evaluations. The 
lack of systematic analysis of cross-cultural differences, as well as quantitative data on the 
prevalence and timing of these markers, limits both general applicability and the ability to 
identify which linguistic practices most effectively increase professionalism and satisfaction 
across diverse markets. Addressing this empirical gap is critical to creating evidence-based 
frameworks that guide effective communication methods in the global hospitality industry. 

2.2. Platforms, Text Features, and Satisfaction in eWOM 

Language used in online ratings directly affects the quality of service. According to Akash 
et al. (2019), review volume, emotion, and availability enhance hotel approval, while 
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complexity diminishes it. This conclusion is based on an investigation of large-scale text. Pillai 
& Sivathanu (2020) further find that individuality, orientation, and readability of reviews and 
manager-level replies vary across individuals on social media, OTAs, and direct channels. 
However, linguistic equality increases satisfaction. When trust is inadequate, social platforms 
promote interactional content, especially interpersonal and intangible components (Pillai & 
Sivathanu, 2020; Wan & Forey, 2024). 

These studies indicate that writing styles affect overall performance, and this is more than 
just "good communication." They use quantitative models to convey linguistic characteristics 
(length, attitudes, understandability) to a satisfactory level. Those models rely on broader 
characteristics rather than conventional linguistic indicators such as apologies or hedges, 
making it difficult to determine which behavior influences trust levels. Also, the empirical 
nature of the designs makes it impossible to know the pattern of causal relationship, e.g., 
whether language contributes to unhappiness or whether frustrated visitors simply express 
themselves differently. 

2.3. Metacommunication and Domestic Language Advantages 

Hotel reviews in several languages show that tourists explicitly appreciate politeness, 
accurate information, and communication in their own language, or complain about a lack of 
greetings and apologies (Cenni et al., 2020). A favorable response to using the native language 
may result from a “linguistic alignment” effect, in which reduced cognitive effort and greater 
cultural compatibility lead to higher satisfaction (Cenni et al., 2020). 

In this study, we adopt a cross-linguistic, corpus-based strategy to show that visitors 
actively express themselves regarding welcomes, apologies, and clarity as service standards, 
with a high local-language premium in perceived trust (Cenni et al., 2020). The research 
integrates guest references but does not measure the gradual effects of specific communication 
aspects on evaluations, or account for how non-verbal warmth and conflict management can 
counteract the advantages of mother tongue in offline meetings (Cenni et al., 2020). 

2.4. Complaint Management and Structured SDM Sequences 

Studies of e-complaints and responses from luxury hotels examine how hotel owners 
rebuild trust linguistically. Drawing on appraisal analysis and systemic functional linguistics, 
the answers are organized (admission of issue, regret, explanation, affirmation of a response) 
and incorporate a range of engagement techniques (e.g., inclusive pronouns, modality) in order 
to rebuild reliability and demonstrate commitment. These sequences can help to build tourists’ 
confidence by showing “linguistic ability” in public and thus strengthen credibility (Wan & 
Forey, 2024). 

These analyses indicate that not only the occurrence but also the specific sequencing and 
linguistic embedding of discourse markers are important in building trust in service recovery. 
The phases of acknowledgment, apology, and engagement provide a blueprint for frontline staff 
to manage guest relationships effectively. This observation has immediate practical 
implications: hotel managers may design standardized response procedures and training 
modules that highlight the strategic sequencing of linguistic moves to restore confidence in 
complaint situations. However, literature seldom connects these language patterns to changes 
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in customer satisfaction indicators, such as online reviews or the number of reservations after 
adopting alternative response strategies. (e.g., apology-first vs. explanation-first). In addition, 
much previous research is limited to narrowly defined samples (typically focusing on local 
markets, such as five-star hotels in Hong Kong), which limits the application of these results to 
wider international and cross-segment contexts. Thus, further study is needed to evaluate the 
practical effectiveness of sequencing discourse markers across cultures and hospitality services 
to produce more generally applicable optimal procedures. 

2.5. Warmth–Competence Judgments as Cognitive Mechanism 

According to the Stereotype Content Model (SCM), individuals assess others' warmth 
(willingness, trustworthiness) and competence (ability, efficiency) (Fiske, 2018). Competence 
is used to refer to intellectual ability and skill, while warmth refers to friendliness and 
truthfulness (Fiske, 2018). These aspects influence emotional responses and prejudice among 
individuals, groups, and organizations (Fiske, 2018). According to Van Fossen et al. (2025), 
recent conceptual modifications strongly connect stereotype characteristics to trustworthiness. 
These improvements, which include goodness and trustworthiness, reflecting warmth and 
capacities, propose that typical social connections and perceived roles shape underlying trust. 
Researchers found that volunteers are perceived as warmer but less competent than well-paid, 
qualified individuals, resulting in stronger emotional trust but lower cognitive trust (Li & Liu, 
2021). 

The Stereotype Content Model (SCM) and its extensions to trust offer a validated model 
of the relationship between specific discourse markers and warmth and competence (e.g., 
sympathy and apologies as emotional trust and precise explanations as cognitive trust (Fiske, 
2018; Li & Liu, 2021; Van Fossen et al., 2025)). However, the use of these theoretical aspects 
in real-world hospitality encounters is somewhat limited. The impact of SCM applications in 
promoting practical staff-guest relationships is insufficient, as most studies remain theoretical 
and vague. Therefore, it is challenging to translate theory into specific communication tactics 
because there is little empirical evidence on how to promote warmth while preserving perceived 
effectiveness. Furthermore, the operationalization of SCM across various service contexts may 
be hindered by intersectional factors like staff demographic characteristics, which may also 
have a separate effect on trustworthiness. Therefore, it is essential to combine SCM theoretical 
insights with the real-world constraints of frontline hospitality interactions to develop training 
materials and communication models that uphold the highest standards of professionalism and 
friendliness while interacting with clients. 

2.6. Warmth, Competence, and Trust regarding AI-Driven Services 

Human-like behaviors and communication styles significantly affect confidence in AI 
and chatbots. Hospitality and tourism research suggests that chatbot or virtual service assistant 
(VSA) professionalism and warm attitudes positively affect trust and satisfaction, whereas 
communication delays or inadequate skill levels negatively affect trust and encourage switching 
intentions toward human agents. It is evident that satisfaction is most strongly predicted by 
professionalism, whereas appropriate speech and affectionate replies promote trust and a sense 
of fulfillment (Al-Oraini, 2025). In customer service, collaborative creativity and proficiency 
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contribute to happiness, while in service recovery, warmth signifies human service dynamics 
(Xu & Lee, 2020). 

Table 2.1: Evidence Matrix of SDM Impact on Customer Evaluations 

SDM 
Category 

Interaction 
Type & 
Channel 

Cognitive 
Mechanism 
(Mediator) 

Empirical 
Evidence & 

Design 

Key Service 
Outcomes 

(KPIs) 
Key Citations 

Honorifics, 
Salutations, 
Politeness 

Cues 

Direct / 
Front-desk 

Perceived 
Warmth 

(Benevolenc
e)  

Qualitative / 
Observational: 

Enhances rapport; 
lacks quantitative 

frequency 
tracking.  

Perceived 
Professionalism

, Guest 
Satisfaction  

Noorani (2024); 
Fernández-

Amaya (2022)  

Structured 
Apologies & 
Explanation

s 
(Sequencing

) 

Service 
Recovery / e-
Complaints 

Warmth → 
Competence 
Transition  

Discourse 
Analysis (SFL): 
Identifies move 
sequences; lacks 

links to 
rebooking/NPS 

data.  

Brand Trust 
Repair, eWOM 

Sentiment  

Wan & Forey 
(2024); Yang et 

al. (2025)  

Hedges, 
Empathetic 

Cues, 
Humorous 

Scripts 

Conversation
al AI / VSA 

Perceived 
Social 

Presence & 
Warmth  

Scenario-based 
Experiments: 

Increases failure 
tolerance in 
simulated 
contexts.  

Revisit 
Intentions, 
Reduced 

Switching 
Intentions  

Cai et al. (2024); 
Xu & Liu 

(2022); Al-
Oraini (2025)  

Honorifics, 
Salutations, 
Politeness 

Cues 

Direct / 
Front-desk 

Perceived 
Warmth 

(Benevolenc
e)  

Qualitative / 
Observational: 

Enhances rapport; 
lacks quantitative 

frequency 
tracking.  

Perceived 
Professionalism

, Guest 
Satisfaction  

Noorani (2024); 
Fernández-

Amaya (2022)  

 

The investigations establish measurable, theory-driven relationships among perceptions 
of warmth and professionalism, trust, satisfaction, and ongoing intentions, and find that the 
Stereotype Content Model (SCM) aspects explain user responses to non-human agents. This 
shows that relationship markers and explanatory clarity in AI language can address warmth-
versus-competence trade-offs, although research has examined global impressions rather than 
specific discourse markers such as apologies, humor, and hedging. Context tends to be limited 
to typical customer service, so the transferability of emotionally satisfying hospitality 
experiences is underexplored, as is the potential for exaggeration, where ‘human’ language can 
lead to distrust or discomfort if performance fails to meet expectations. 
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2.7. From eWOM to Planned Review Management 

While online reviews are considered valuable assets, Shu et al. (2025) suggest that hotels 
may use RFM models that account for helpfulness, supporter ratings, and ranking consistency 
to segment users and identify reviews that influence bookings. This indicates that assessments 
that are both informative and linguistically comprehensive can serve as reliable third-party 
SDMs, greatly affecting trustworthiness and expectations (Shu et al., 2025). Achievement 
assessment scores significantly enhance customer trust and the likelihood of purchase. By 
shifting the emphasis from interactions between guests and staff to the language ecosystem, this 
viewpoint provides useful guidance for focused eWOM efforts by quantifying the influence of 
peer interactions and platform-level indicators on trustworthiness and satisfaction. Without 
linking certain language cues within reviews to their usefulness or persuasiveness, the technique 
identifies reviewers and components. Consequently, beyond fundamental honesty, it provides 
no guidance on how hotels or guests should use language to foster trustworthiness. 

3. Practical Implications  

3.1. Using the “Language of Trust” in Hospitality 

Implementing SDM-focused gaps entails training in language, tone, and interaction style 
as service quality control and assurance, rather than as mere supplementary services. Current 
evidence on service quality, cultural intelligence, and AI communication has both actionable 
implications and limitations that managers and designers must recognize. 

3.2. Designing Communication Training Around Micro-Cues, Not Just “Good 
Service.” 

Empathy, assurance, communication, and competence are key determinants of hotel 
visitor happiness and loyalty, although “reliability” by itself may not always be enough (Ali et 
al., 2021; Alnawas & Hemsley-Brown, 2019; Bichler et al., 2020; Priporas et al., 2017). Front-
desk communication skills—language, body language, cultural awareness, and handling 
skills—are clearly related to customer satisfaction and are used to promote training (Jawabreh 
et al., 2022; Ali et al., 2021). This allows for extremely detailed training that breaks empathy 
and confidence into SDMs such as welcomes, individualized acknowledgments, clear 
explanations, and final thanks. Mystery-guest and e-mystery approaches can verify the 
reliability of these SDMs in actual interactions and in assigning favorable ratings (Bichler et 
al., 2020). 

Recent research shows that targeted SDM use and guest happiness are positively 
correlated, with perceived warmth and competence as the main mediating factors. However, 
causal claims about the direct impact of SDMs on actual financial performance (e.g., NPS, 
lifetime value) remain unverified and require rigorous field experimentation because most 
available evidence is based on qualitative assessments, cross-sectional text mining, or scenario-
based experiments. 

According to Alnawas & Hemsley-Brown (2019), Ali et al. (2021), and Priporas et al. 
(2017), the instruments adopted (SERVQUAL/SERVPERF and CEQ scales) continue to 
categorize language into the broad "sincerity" and "interaction" components. These methods 
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help managers identify "staff-customer interaction quality," but they do not indicate whether 
signals (apologies, small talk, or hedging) determine the extent of pleasure or perceived 
professionalism. In training that does not include SDM-level signals, non-specific social skills 
may be overvalued, while language routines that build professionalism and dependability may 
be given little significance. 

3.3. Embedding Cultural & Emotional Intelligence into SDM Use 

According to Lam et al.'s 2020 research, cultural intelligence (CQ) and emotional 
intelligence (EI) are two factors that significantly affect the level of pleasure guests experience. 
CQ is especially powerful in culturally diverse industries. In addition, intercultural 
communication and cultural understanding improve communication, resolve conflicts, and 
improve workplace mood, according to Skordoulis et al. (2024). These improvements, in turn, 
lead to better experiences for visitors. According to the findings of a qualitative study on front-
desk diversity, accents, slang, and language barriers might hinder comprehension, but they can 
also promote sincerity and connection when associated with customers' origins (Suwarto et al., 
2023). 

SDM training needs to be sensitive to different cultures because the same greeting 
formula, degree of informality, or small talk may be considered nice and courteous in one 
culture but unprofessional or intrusive in another. To demonstrate a culturally relevant SDM 
range, managers should use CQ/EI training, role-plays, and scripts. For instance, in certain 
cultures, managers should offer indirect apologies and employ mitigation strategies 
while demonstrating clear problem-solving indicators. 

Existing research on cultural intelligence and multiculturalism has several shortcomings, 
including that it rarely identifies which SDMs influence the link between CQ and satisfaction 
(Lam et al., 2020; Skordoulis, 2024). Although these studies advocate for "culturally sensitive 
communication," they do not provide precise recommendations on the linguistic techniques 
needed to operationalize it in training or practice. To address this gap, research needs to be 
actionable: future studies should systematically identify and test which SDMs best mediate the 
link between customer happiness and customer satisfaction across a range of hospitality 
contexts. Such evidence would enable more accurate training guidelines, strengthen 
benchmarking systems, and improve the accuracy and effectiveness of cross-cultural service 
training. 

3.4. Contextual Touchpoint Framework for SDM Implementation 

Research on service quality and Customer Relationship Management (CRM) consistently 
indicates that employee reliability, attentiveness, and confidence enhance customer satisfaction 
and encourage repeat visits (Ali et al., 2021; Bichler et al., 2020; Priporas et al., 2017). 
Nevertheless, conventional hotel service quality frameworks often evaluate customer happiness 
and loyalty without considering warmth–competence assessments as intermediary cognitive 
factors (Alnawas & Hemsley-Brown, 2019; Ali et al., 2021; Bichler et al., 2020; Priporas et al., 
2017). Moreover, research assessing the perceived warmth and professionalism of AI interfaces 
often examines general communication styles (such as social versus task orientation) through 
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scenario-based experimental frameworks rather than scrutinizing specific micro-level Service 
Discourse Markers (SDMs) in actual hospitality interactions.  

To address these factual and operational gaps, service providers should implement 
language policies and CRM systems that govern employee scripts and AI interfaces through a 
touchpoint matrix. This pragmatic framework delineates ideal degrees of warmth and 
competence throughout service phases, designating specific SDMs to touchpoints (Ali et al., 
2021; Bichler et al., 2020; Pillai & Sivathanu, 2020):  

In the preliminary check-in and greeting stage, the main objective is to generate a sense 
of warmth to reduce client apprehension and build essential interpersonal trust. Frontline 
personnel can do this by emphasizing specific social discourse markers (SDMs), including 
localized salutations, the use of personal names, expressions of appreciation, and language 
signals intended to foster interpersonal connections (Pillai & Sivathanu, 2020; Priporas et al., 
2017).  

In the event of service failures, relationship dynamics should shift tactically from 
fostering warmth to showcasing competence (Cai et al., 2024; Haupt et al., 2023; Xu & Liu, 
2022). Service recovery must follow a systematic order, beginning with expressions of empathy 
and apologies to acknowledge the guest's current emotional state, followed by specific 
procedural information and defined timelines for resolution (Cai et al., 2024; Haupt et al., 2023; 
Xu & Liu, 2022). Frontline communication should avoid clichéd, uniform apologies devoid of 
specific operational details, as insincere statements do not rebuild trust during emotionally 
charged recovery phases.  

In AI-driven and automated service platforms, sustaining a harmonious, human-like 
manner requires incorporating conversational alignment cues, empathetic indicators, humor, 
and local language proficiency into basic, everyday queries (Al-Oraini, 2025; Cai et al., 2024; 
Pillai & Sivathanu, 2020; Xu & Liu, 2022). Nevertheless, system architects should avoid 
overattributing human characteristics to the AI's tone when its technical proficiency or response 
time fails to address the fundamental issue. In these instances, communication delays and script 
discrepancies between chatbots and human personnel lead to unmet expectations, which in turn 
amplify guest skepticism (Cheng et al., 2022; Fan et al., 2023).  

Using diagnostic instruments to monitor the existence, order, and prevalence of these 
indicators at various touchpoints offers focused insights for personnel development and ensures 
that AI scripts align with human standards throughout the service triangle (Bichler et al., 2020; 
Fan et al., 2023). To address the constraints of scenario-based research, subsequent studies 
should use corpus-based analysis of real conversational data from hotel and online travel agency 
(OTA) contexts to corroborate specific SDM patterns with quantitative performance indicators 
across market segments.   

3.5. Customer Relationship Management and Experience Design with SDMs 

The quality of staff–customer interactions, emotional experiences, and personalization is 
a critical determinant of satisfaction, perceived value, and loyalty, according to Alnawas & 
Hemsley‐Brown (2019) and Sofi et al. (2024). Successful interaction with visitors and 
relationship development (through targeting, customization, and information management) 
increases satisfaction and loyalty (Sofi et al., 2024). The quality of service in sharing-economy 
lodgings has improved with respect to support (issue resolution, information availability) and 
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the warmth of hosts' welcomes, but expectations for amenities remain low (Priporas et al., 
2017). 

Front-desk gratitude for others is important, but administrators also try to include SDMs 
in relationship-based scripts and touchpoint design. For example, personalized welcome letters 
that reference prior stays, engaged, solution-focused contact regarding issues, and 
conversations that conclude with a straightforward statement of thanks and an invitation to 
return. The casual, friendly service delivery techniques of hosts in Airbnb-style settings, where 
flexibility and explicit information are conveyed, offer superior value (Priporas et al., 2017). 

Similarly, CEQ, CRM, and Airbnb studies occasionally group activities under “staff-
customer interaction” or “assurance” without studying SDM-level patterns in communication 
records (Alnawas & Hemsley-Brown, 2019; Priporas et al., 2017; Sofi et al., 2024). This means 
that businesses cannot draw solid, research-based conclusions regarding the real-world effects 
of various linguistic practices. Without this information, however, it is difficult to determine 
whether certain SDM patterns are particularly effective at turning a single encounter into a long-
term visitor relationship, or whether overuse of some SDMs (such as informality) ultimately 
undermines perceptions of professionalism. Thus, without SDM-oriented analysis, teams 
cannot develop targeted communication strategies or make accurate suggestions to maximize 
the visitor experience and long-term loyalty. 

3.6. Using Data-Driven Methods to Operationalize SDMs 

More than 47,000 online reviews have been analyzed using learning algorithms to 
highlight how verbal expressions related to staff professionalism, experience, and tangible or 
experiential factors can be effectively used to classify satisfaction levels and suggest potential 
enhancements (Sánchez-Franco et al., 2019). Electronic mystery rating systems provide 
reliable, real-time indicators of restaurant service, including attention (Bichler et al., 2020), 
which automatically identify SDMs (apologies, thanks, greetings, hedges) in reviews, 
interaction notes, and recorded conversations, and align them with satisfaction indicators and 
desire to revisit. 

In this way, SDM dashboards may show administrators whether markers are underused 
during specific shifts or cultures, whether replies to complaints lack apologies, and how often 
staff use guest names. Establishing language usage as a key performance indicator, such as Net 
Promoter Score (NPS) or complaint-resolution satisfaction, strengthens coaching and 
performance feedback. Currently, prediction models rely on topic features or bag-of-words 
rather than explicitly labeling or evaluating SDMs as theoretically relevant categories 
(Sánchez-Franco et al., 2019). Linguists, data scientists, and operations managers must work 
together and effectively handle linguistic data to perform SDM-aware analytics. 

3.7. Cross-Cultural Governance of the Language of Trust 

Language barriers, dialects, and jargon can hinder understanding, but culturally shared 
characteristics and aesthetic variation can enhance authenticity and interpersonal connections 
between clients and staff members, according to studies on multicultural management and 
front-desk diversity. Lam et al. (2020) found that non-Asian visitors had higher cultural 
intelligence (CQ) and emotional intelligence (EI) than Asian guests, with CQ having a greater 
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influence on satisfaction than EI. These data suggest that the same SDM setup may not suit 
every guest. 

Global hotel brands need to develop localized service discourse marker (SDM) guidelines 
that define local norms for directness, formality, and transparency to enhance operational 
efficiency. This approach incorporates language-choice policies—such as the optimal use of 
standard English, regional dialects, or visitors' native languages—into staff training and 
management. To maintain culturally relevant and effective communication, marketers ought to 
use guest segmentation and feedback to identify cultural tendencies in consumer responses to 
SDMs, including humor, first-name usage, and subjective expressions. 

The biggest drawback is that cross-cultural studies seldom examine the extent to which 
culture shapes the impact of specific SDMs on perceived professionalism or satisfaction. They 
focus on the global advantages of multiculturalism and on communication barriers, rather than 
on the effects of SDM-by-culture interaction. Managers must rely on qualitative guidance and 
local knowledge until sufficient information is accumulated to determine the appropriate SDM 
combination. 

4. Conclusion 

The existing literature and empirical evidence point to the importance of micro-level 
language choices, especially high-frequency SDMs, in shaping guests’ evaluations of 
hospitality experiences and in contributing to perceptions of warmth, competence, and trust, 
which influence satisfaction, loyalty, and electronic word-of-mouth (eWOM). Native-language 
communication, linguistic consistency, and genuine small talk may improve relationships and 
turn bad experiences into good ones in real life, online, and in AI-mediated environments. On 
the other hand, providing accurate information demonstrates professionalism. 

Nonetheless, because SDMs have not been placed at the forefront of hospitality research, 
most existing studies remain limited in both scope and methodological rigor, relying largely on 
qualitative or context-specific approaches, or emphasizing aggregate text features rather than 
systematically identifying and analyzing specific marker types, their frequency, and sequencing 
in relation to measurable behavioral outcomes. Consequently, while management practices 
increasingly use the "language of trust" in training programs and AI script creation, these 
measures lack empirical accuracy and theoretical sophistication. A visual summary is suggested 
to progress in the field, which synthesizes essential practical implications and practical 
suggestions from the literature, correlating specific SDM techniques with expected results for 
guest satisfaction, loyalty, academic achievement, and financial success. A critical need 
remains for a comprehensive experimental study that systematically varies SDM setups across 
cultural contexts and service provider types (human versus AI). Integrating visual frameworks 
will enable academics and practitioners to move beyond descriptive narratives, develop 
operational toolkits, and directly link language tactics to measurable improvements in 
hospitality outcomes. Promoting this goal is crucial not only to address existing research 
shortcomings but also to position hospitality language research as a fundamental, theory-based 
contribution to service management scholarship. 
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cognitive 
load for 
internationa
l tourists, 
and boosts 
chatbot 
trust.  

Cheng et al. 
(2022). 
Pham et al. 
(2024); Xu 
& Liu 
(2022)  
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Fiske 

(2018); 
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Sivathanu 
(2020); 
Priporas 

et al. 
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direct 
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n and 
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Failure 
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Transition 
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Content Model 

(SCM) 

• Rebuilds 
damaged 
cognitive 

and 
emotional 

trust 

Cai et al. 
(2024); 
Haupt et 

al. 
(2023); 
Wan & 
Forey 

(2024); 
Xu & Liu 
(2022); 
Yang et 

al. (2025) 

(Empathy → 
Ability & 

Efficiency) 

1. Warmth 
Stage: Sincere, 

empathetic 
hedges, active 
recognition, 

and immediate 
explicit 

apologies. 

• Systemic 
Functional 

Linguistics (SFL) 
& Appraisal 

Analysis 

• 
Maximizes 

failure 
tolerance 
and guest 
forgivenes

s 

 

2. Competence 
Stage: Precise 

procedural 
explanations, 

concrete action 

• Communication 
Accommodation 
& Trust Repair 

Theory 

• Preserves 
long-term 

client 
retention 

and 
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plans, and 
specified 
resolution 

timeframes. 

positive 
eWOM 

 

Precaution: 
Avoid 

formulaic, 
generic 

apologies 
lacking 

actionable 
procedures. 

  

Artificial 
Intelligence 

& 
Automated 
Interfaces 

Human-AI 
Balance 

• 
Conversational 

alignment 
markers & 
empathetic 
signaling 

scripts 

• 
Anthropomorphi

sm & 
Expectation 

Disconfirmation 
Theory 

• 
Facilitates 

smooth 
routine 

inquiries 
and 

reduces 
tourist 

cognitive 
load 

Al-Oraini 
(2025); 

Cheng et 
al. 

(2022); 
Fan et al. 
(2023); 
Pham et 

al. 
(2024); 
Pillai & 

Sivathanu 
(2020); 

Xu & Liu 
(2022) 

(Warmth & 
Competence 
Integration) 

• Contextually 
appropriate 
humor & 

localized/multi
lingual 

communicatio
n 

• Stereotype 
Content Model 

(SCM) 

• Boosts 
AI service 
satisfactio

n and 
platform 

trust 

 

• Immediate 
response 
timing 

indicators 

• Technology 
Adoption Model 

(TAM) 

• Prevents 
service 
friction, 

expectatio
n 

mismatch, 
and 

switching 
to human 

agents 

 

Precaution: 
Prevent over-

anthropomorph
izing AI tone 

when technical 
problem-
solving 

capabilities are 
limited. 

  

Relationshi
p 

Managemen
t & Post-

Stay 
Engagement 

Sustained 
Relational & 
Professional 
Alignment 

• Personalized 
post-stay 

correspondenc
e referencing 

past visits 

• Customer 
Relationship 
Management 

(CRM) Theory 

• 
Transform
s isolated 

transaction
s into 

long-term 

Alnawas 
& 

Hemsley-
Brown 
(2019). 
Priporas 
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guest 
loyalty 

et al. 
(2017); 

Shu et al. 
(2025); 

Sofi et al. 
(2024) 

• Explicit 
concluding 

statements of 
thanks and 

personalized 
invitations to 

return 

• Social 
Exchange Theory 

• Elevates 
perceived 

service 
quality and 

brand 
equity 

• Transparent, 
solution-
focused 

follow-up 
dialogue 

 

• Drives 
repeat 

booking 
intentions 

and 
positive 
online 

reviews 
 
 


