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CrossMark

Hotels can undoubtedly employ either a defensive strategy or a prospector strategy
to achieve their organizational objectives. The primary objective of a defensive
strategy is to preserve and protect the hotel’s current market position. A defensive
strategy emphasizes efficiency and cost control within a stable service domain.
Stability, risk avoidance, increased efficiency, and emphasis on loyal customers
constitute the main pillars of a defensive strategy in the tourism and hospitality
industry. In contrast, the primary objective of a prospector strategy is to identify and
exploit new market opportunities, often through innovation and first-mover
advantages in competition. Dynamism, innovation, risk-taking, and market
leadership are the fundamental pillars of a prospector strategy in the hotel industry.
Hotels can analyze customers’ online reviews and comments on accommodation
booking websites and adjust their management controls according to the strategy
they have adopted. Management controls include personnel control, action control,
results control, and cultural control. The purpose of this study was to investigate the
moderating role of customers’ online reviews in the relationship between corporate
strategies and management controls. The Parsian Hotel Group was selected as the
case study of the research, and the statistical population consisted of managers of
Parsian hotels across the country. Based on Cochran’s formula, 80 participants were
selected through simple random sampling. Data were collected using a
questionnaire. Structural equation modeling and the partial least squares method
were employed for data analysis. The findings demonstrated that the prospector
strategy in Parsian hotels had a significant effect on personnel control, action
control, results control, and cultural control. In contrast, the defensive strategy had
a significant effect only on action control, results control, and cultural control. The
findings of this study provide substantial support for strategic control decisions in
the hotel industry.

Keywords: online customer reviews, prospector strategy, defensive strategy,
management control systems, hospitality, tourism.
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1. Introduction

he tourism and hospitality industry has undergone
substantial transformations in recent years due to rapid
technological advancements, digital communication
platforms, and the increasing influence of customers on
organizational reputation and strategic decision-making.
Hotels are no longer evaluated solely based on traditional
service quality indicators; instead, digital interactions,
online evaluations, and electronic word-of-mouth have
become critical  determinants of  organizational
competitiveness and long-term  sustainability. The
emergence of online booking platforms, review websites,
and social media networks has fundamentally altered
customer behavior and managerial decision-making
processes within hospitality organizations. In highly
competitive hospitality markets, hotels must continuously
adapt their strategic orientations and management control
systems to respond effectively to changing customer
expectations and digital market dynamics. Contemporary
organizations increasingly rely on strategic alignment and
adaptive ~ managerial mechanisms  to  maintain
competitiveness in uncertain business environments
(Brunner-Kirchmair & Hiebl, 2025; Taimour Faisal Ahmad
Al & Zhang, 2025). The increasing integration of digital
technologies into organizational strategy has also intensified
the need for data-oriented managerial systems and strategic
flexibility within service industries (Baecker et al., 2025).
One of the most influential developments in modern
tourism markets is the expansion of electronic word-of-
mouth (eWOM). Electronic word-of-mouth refers to online
customer-generated opinions, evaluations, comments, and
reviews regarding products or services shared through
digital platforms. Unlike traditional word-of-mouth
communication, eWOM  possesses greater  speed,
accessibility, permanence, and influence over consumer
decisions. In the hotel industry, online customer reviews
have become a primary source of information for travelers
when selecting accommodations and evaluating service
quality. Research has shown that customers heavily rely on
online reviews to reduce uncertainty and perceived risk
before making purchasing decisions (Tuo, 2024; Wu et al.,
2024). Digital platforms have created an environment in
which  customer  experiences  rapidly  influence
organizational reputation and market positioning.
Consequently, hospitality firms increasingly monitor and
analyze online customer reviews to guide strategic and
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operational decisions (Mardani et al., 2024; Rodrigues et al.,
2024).

The growing significance of online customer reviews has
transformed the nature of managerial decision-making in
hotels. Managers are now required to evaluate large volumes
of customer-generated information and incorporate this
information into strategic planning and management control
processes. The hospitality ecosystem has become highly
sensitive to online evaluations because customers can
publicly share both positive and negative experiences that
directly affect organizational image and customer trust.
Studies indicate that the acceptance and credibility of
eWOM information significantly influence consumer
booking intentions and behavioral responses (Garcia-de-
Blanes-Sebastian et al., 2024). In service industries
characterized by high levels of customer interaction, online
reviews function as an informal yet powerful performance
evaluation mechanism. Organizations that fail to effectively
respond to online customer feedback may experience
declining competitiveness and weakened customer loyalty
(Bosch, 2024). Therefore, hotels increasingly seek strategic
mechanisms that enable them to utilize online customer
feedback as a source of competitive advantage and
organizational learning.

Business strategy represents one of the most fundamental
determinants of organizational structure, managerial
behavior, and performance outcomes. Strategic management
literature emphasizes that organizations adopt different
strategic  orientations depending on environmental
uncertainty, market competition, organizational resources,
and innovation capabilities. Among the most influential
frameworks in strategic management is the Miles and Snow
typology, which classifies organizational strategies into
categories such as prospector, defender, analyzer, and
reactor. The prospector and defender strategies have
received extensive attention in management and hospitality
research because they represent two distinct approaches
toward competition and organizational adaptation (Alnoor et
al., 2022; Anwar et al., 2024). Strategic orientation shapes
organizational priorities, resource allocation patterns,
innovation behaviors, and managerial control mechanisms.

The prospector strategy is characterized by innovation,
market exploration, risk-taking, flexibility, and continuous
search for new opportunities. Organizations adopting a
prospector strategy emphasize creativity, market leadership,
and service differentiation. Such firms actively seek new
market segments and continuously modify their products
and services to maintain competitiveness. Research suggests
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that prospector-oriented organizations generally operate in
dynamic and uncertain environments where innovation and
adaptability are critical for survival (Ribeiro & Kalro, 2023;
Sibulan & Limos-Galay, 2023). In the hospitality industry,
hotels pursuing a prospector strategy frequently invest in
innovative services, digital transformation, customer
experience enhancement, and technology-based marketing
initiatives. These organizations attempt to create superior
customer  experiences and  establish  competitive
differentiation through innovation and responsiveness to
market changes. Strategic flexibility and dynamic
capabilities are therefore essential characteristics of
prospector-oriented firms (Garcia-Dastugue et al., 2023;
Pérez et al., 2023).

In contrast, the defender strategy focuses on efficiency,
stability, cost control, and operational consistency. Defender
organizations seek to maintain their current market position
by emphasizing service reliability, operational efficiency,
and customer retention. Such firms generally avoid
excessive risk-taking and prioritize standardization and
internal control mechanisms to improve productivity and
organizational stability. The defender strategy is particularly
suitable for organizations operating in relatively stable
market environments where cost management and customer
loyalty are critical determinants of performance (Aldoseri &
Albaz, 2023; Alsharari, 2023). In the hotel industry,
defender-oriented hotels emphasize standardized services,
efficient resource utilization, and long-term relationships
with loyal customers. These organizations often rely on
formalized procedures and management control systems to
ensure consistency in service quality and operational
effectiveness.

Management control systems play a vital role in
implementing organizational strategies and ensuring
alignment between strategic objectives and operational
activities. Management controls include formal and informal
mechanisms that guide employee behavior, monitor
organizational performance, and facilitate achievement of
strategic goals. The literature commonly categorizes
management controls into results controls, action controls,
personnel controls, and cultural controls. Results controls
emphasize performance measurement and achievement of
predetermined objectives, whereas action controls focus on
regulating employee behaviors and operational procedures.
Personnel controls are designed to enhance employee
capabilities, motivation, and self-regulation, while cultural
controls emphasize shared organizational values and norms
(Santos et al., 2022; Xing et al., 2022).
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The relationship between business strategy and
management control systems has been extensively examined
in strategic management and accounting literature. Scholars
argue that effective organizational performance depends on
the fit between strategic orientation and management control
mechanisms. Different strategies require different forms of
managerial control because organizations pursuing
innovation and flexibility cannot rely on the same control
systems as organizations emphasizing efficiency and
stability (Mukhopadhyay et al., 2022; Saleem et al., 2022).
Prospector organizations often utilize flexible and
decentralized control systems that encourage creativity and
innovation, whereas defender organizations rely more
heavily on formalized procedures, efficiency-oriented
controls, and standardized performance measures. Strategic
alignment between management controls and organizational
objectives is therefore considered essential for achieving
superior performance outcomes (Lukito-Budi et al., 2022;
Maria del Carmen Berné et al., 2022).

Recent studies have increasingly emphasized the
importance of integrating digital information and customer
feedback into management control processes. In digital
environments, online  customer reviews provide
organizations with real-time information regarding customer
expectations, service quality, and market trends.
Consequently, online customer reviews can influence the
effectiveness of management control systems by affecting
managerial perceptions, decision-making priorities, and
strategic adjustments. Hotels that actively analyze online
customer reviews may adapt their control systems to
improve service quality, employee responsiveness, and
customer  satisfaction.  Cross-cultural and  digital
communication studies have also demonstrated that
customer-generated online content significantly influences
organizational legitimacy and reputation management
processes (Chong & Duan, 2022; Kusawat & Teerakapibal,
2022).

The role of eWOM in tourism and hospitality has become
increasingly important because hospitality services are
intangible, experience-based, and highly dependent on
customer perceptions. Potential travelers frequently rely on
online reviews to evaluate hotel quality before making
reservations. Positive reviews can strengthen customer trust
and booking intentions, while negative reviews may
significantly damage organizational reputation and reduce
market competitiveness (Aref, 2022; Arianpoor & Sahoor,
2022). Research further indicates that website quality, online
interactions, and digital communication significantly
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influence customer satisfaction and eWOM behaviors
(Alnoor et al., 2022; Salehi & Arianpoor, 2021).
Consequently, hotels are increasingly compelled to integrate
online customer feedback into strategic and operational
management processes.

The hospitality industry is characterized by high
environmental uncertainty, intense competition, and rapidly
changing customer expectations. Under such conditions,
strategic adaptation and organizational flexibility become
critical for organizational survival and performance. Studies
on organizational strategy emphasize that firms must
continuously align their strategic orientations and control
systems with environmental conditions and market
dynamics (Jha et al., 2021; Jukka, 2021). Dynamic
capabilities, organizational culture, and strategic decision-
making processes significantly affect the ability of firms to
respond to environmental changes and maintain
competitiveness (Aldemir et al., 2021; Azinhaes et al.,
2021). Hotels operating in digitally connected markets must
therefore balance innovation, customer responsiveness,
operational efficiency, and managerial control to achieve
long-term sustainability.

Online customer reviews also represent an important
source of organizational learning and strategic intelligence.
Positive and negative reviews provide valuable insights into
customer expectations, service weaknesses, and market
opportunities. Negative reviews, in particular, often
highlight operational deficiencies and service failures that
require managerial intervention. Studies analyzing negative
eWOM indicate that negative reviews can substantially
influence customer attitudes and organizational reputation if
not managed effectively (Ahmad et al., 2021; Stamolampros
et al., 2020). Moreover, the impact of online reviews may
vary depending on cultural orientation, customer
expectations, and service context. Hotels that systematically
analyze online reviews can improve strategic responsiveness
and strengthen organizational performance.

The interaction between organizational culture, strategic
orientation, and management controls is another important
issue in strategic management literature. Organizational
culture influences employee behavior, communication
patterns, innovation capability, and customer orientation.
Research suggests that organizational culture and business
strategy are closely interconnected and jointly influence
organizational survival and competitiveness (Lis & Fischer,
2020; Sarwary, 2020). In service-oriented industries such as
hospitality, customer-centered cultures and adaptive
management systems are particularly important because
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service quality largely depends on employee interactions and
organizational responsiveness. Strategic fit between culture,
controls, and environmental conditions can therefore
enhance organizational effectiveness and customer
satisfaction.

Family governance, ownership structures, organizational
capabilities, and strategic flexibility have also been
identified as important determinants of organizational
adaptation and performance (Camison-Zornoza et al., 2020;
Krupskyi & Kuzmytska, 2020). However, despite the
growing body of literature on eWOM, strategic orientation,
and management control systems, limited research has
specifically examined the moderating role of online
customer reviews in the relationship between business
strategies and management controls within the hospitality
industry. Existing studies have primarily focused either on
the direct effects of strategy on organizational performance
or on the influence of eWOM on customer behavior, while
the interaction between these variables remains
underexplored. In the context of Iranian hospitality
organizations, empirical evidence regarding the integration
of online customer reviews into strategic management and
management control systems is particularly limited.

Given the increasing importance of digital
communication platforms and customer-generated content
in tourism and hospitality markets, understanding how
online customer reviews influence the relationship between
strategic orientation and management control systems is of
substantial theoretical and practical significance. Hotels that
effectively align their strategic orientation with appropriate
management controls while simultaneously responding to
online customer feedback may achieve greater operational
effectiveness, customer satisfaction, and competitive
advantage. Therefore, the present study aims to investigate
the moderating role of online customer reviews in the
relationship between prospector and defender strategies and
management control systems in Parsian Hotels in Tehran.

2. Methods and Materials

In terms of nature and objective, this study is an applied
research project, and in terms of data collection and analysis
methods, it is classified as a descriptive-survey study. In the
present research, the questionnaire was initially designed
through a comprehensive review of the literature and
previous related studies. The primary source for extracting
the research items was the study conducted by Lonx et al. (
2020), which was adapted to the lIranian tourism and
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hospitality industry. The research questionnaire consisted of
36 items measuring the variables of prospector strategy,
defensive strategy, results control, action control, personnel
control, cultural control, and online customer reviews. A
five-point Likert scale was employed to measure the
questionnaire items. The validity of the questionnaire was
confirmed through the opinions and feedback of ten experts
and professors in the field of strategic management, as well
as senior managers in the tourism and hospitality industry.
To assess the reliability of the questionnaire, Cronbach’s
alpha coefficient was calculated, and the obtained value of
0.80 indicated acceptable reliability of the questionnaire.

Table 1
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The statistical population of this study consisted of
middle managers of Parsian Hotels throughout the country,
with a known population size of 100 individuals. Since the
statistical population size was specified, Cochran’s formula
for finite populations was used to determine the sample size.
Accordingly, the sample size was determined to be 80
participants. The questionnaires were collected through
several methods, including the researcher’s physical
presence at the hotels, postal mail, email, and distribution
through the social media networks of Parsian Hotel
employees. The sampling method was simple random
sampling.

Validity and Reliability of the Research Variables, Source: Research Findings

No. Variables Dimensions Items AVE Composite Reliability (CR) Cronbach’s Alpha
1 Hotel Strategies Prospector Strategy 1-5 0.595 0.83 0.83
Defensive Strategy 6-10 0.551 0.72 0.67
2 Control Results Control 11-15 0.562 0.83 0.80
Action Control 16-20 0.621 0.85 0.85
Personnel Control 21-25 0.579 0.83 0.81
Cultural Control 26-30 0.703 0.86 0.75
3 Online Customer Reviews — 31-36 0.423 0.80 0.89

The Cronbach’s alpha coefficients and composite
reliability values of the research variables were greater than
0.70, indicating satisfactory reliability of the research
variables. Furthermore, the results demonstrated that the
Average Variance Extracted (AVE) coefficients of the
research variables were greater than 0.50, indicating
acceptable convergent validity of the research variables.

3. Findings and Results

The figure below presents the output of the PLS algorithm
procedure. This procedure is used to extract outer loading

coefficients and path coefficients. As illustrated in the figure,
the research items possessed outer loadings greater than
0.40; therefore, there was no need to remove any items.

After executing the PLS algorithm procedure, the
bootstrapping procedure was performed, and the following
figure presents its results. As observed, the obtained T-
statistics for all research variables were significant.
Therefore, it can generally be concluded that all considered
factors were confirmed.
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Figure 1

Conceptual Model of the Research with Path Coefficients and Outer Loadings
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Figure 2

Structural Equation Model of the Research with T-Value Statistics
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Furthermore, in this study, SmartPLS 4 software and the
SRMR and NFI indices were used to assess the overall
model fit. It has been recommended that the SRMR index
should be less than 0.08. In the present study, this value was
equal to 0.09, which is relatively acceptable. In addition, the
NFI index should be greater than 0.90; however, in this

Table 2

Summary of the Results of the First Main Hypothesis
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study, the value of this index was 0.85, which is also
relatively acceptable. Therefore, the fit of the structural
equation model in this study was relatively satisfactory.

The following tables summarize the results of the
research hypothesis testing.

Relationships Between Variables Path Coefficients T-Value Statistic P-Value Test Result
Prospector Strategy — Personnel Control 0.331 3.536 — Confirmed
Defensive Strategy — Personnel Control 0.153 1.657 — Rejected
Prospector Strategy — Action Control 0.425 5.537 — Confirmed
Defensive Strategy — Action Control 0.282 3.296 — Confirmed
Prospector Strategy — Results Control 0.462 5.178 — Confirmed
Defensive Strategy — Results Control 0.215 1.915 — Rejected
Prospector Strategy — Cultural Control 0.378 5.240 — Confirmed
Defensive Strategy — Cultural Control 0.193 2.003 — Confirmed

Table 3

Summary of the Results of the Second Main Hypothesis
Relationships Between Variables Path T-Value P- Test

Coefficients Statistic Value Result

Moderating Role of Online Customer Reviews in the Relationship Between Prospector 0.046 0.369 — Rejected
Strategy — Personnel Control
Moderating Role of Online Customer Reviews in the Relationship Between Prospector -0.113 0.878 — Rejected
Strategy — Action Control
Moderating Role of Online Customer Reviews in the Relationship Between Prospector 0.031 0.299 — Rejected
Strategy — Results Control
Moderating Role of Online Customer Reviews in the Relationship Between Prospector 0.108 0.999 — Rejected
Strategy — Cultural Control

Table 4

Summary of the Results of the Second Main Hypothesis
Relationships Between Variables Path T-Value pP- Test

Coefficients Statistic Value Result

Moderating Role of Online Customer Reviews in the Relationship Between Defensive 0.119 0.954 — Rejected
Strategy — Personnel Control
Moderating Role of Online Customer Reviews in the Relationship Between Defensive 0.235 1.539 — Rejected
Strategy — Action Control
Moderating Role of Online Customer Reviews in the Relationship Between Defensive 0.091 0.859 — Rejected
Strategy — Results Control
Moderating Role of Online Customer Reviews in the Relationship Between Defensive 0.008 0.054 — Rejected

Strategy — Cultural Control

4. Discussion and Conclusion

The present study aimed to investigate the moderating
role of online customer reviews in the relationship between
prospector and defender strategies and management control
systems in Parsian Hotels. The findings demonstrated that
the prospector strategy had a significant positive effect on
personnel control, action control, results control, and cultural

control. In contrast, the defender strategy significantly
influenced action control and cultural control, while its
effects on personnel control and results control were not
statistically significant. Furthermore, the results revealed
that online customer reviews did not play a significant
moderating role in the relationship between either strategic
orientation and the dimensions of management control
systems. Overall, the findings indicate that strategic
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orientation remains an important determinant of managerial
control mechanisms in hospitality organizations, whereas
online customer reviews may exert a more indirect influence
on organizational control structures.

The significant relationship between prospector strategy
and all dimensions of management control systems suggests
that hotels pursuing innovation, market responsiveness, and
competitive flexibility require comprehensive managerial
control structures to support strategic implementation.
Prospector-oriented organizations operate in dynamic and
uncertain environments and therefore require adaptive
control systems capable of facilitating innovation, employee
responsiveness, and organizational learning. The significant
effect of prospector strategy on personnel control indicates
that innovative hospitality organizations place considerable
emphasis on employee selection, training, empowerment,
and professional development. Since service quality in
hotels is heavily dependent on employee interactions and
customer experiences, organizations pursuing market
leadership and innovation must invest in human capital and
behavioral alignment. These findings are consistent with
studies emphasizing the strategic importance of
organizational  adaptability and innovation-oriented
managerial systems in dynamic business environments
(Anwar et al., 2024; Pérez et al., 2023). Similarly, research
on organizational strategy and digital transformation
suggests that innovative firms require flexible managerial
systems capable of supporting strategic agility and
continuous adaptation (Baecker et al., 2025; Bosch, 2024).

The significant relationship between prospector strategy
and action control further indicates that hotels emphasizing
innovation and market exploration still require structured
operational procedures and behavioral guidelines to
maintain service quality and organizational coordination.
Although prospector organizations are generally associated
with flexibility and decentralization, hospitality firms cannot
operate effectively without defined service standards and
operational  controls. Hotels are service-intensive
organizations in which customer satisfaction depends on
consistency, responsiveness, and operational precision.
Therefore, even innovative hotels require action controls to
ensure service reliability and customer satisfaction. This
finding aligns with prior research indicating that
organizational flexibility and formal control systems are not
contradictory but rather complementary mechanisms for
achieving strategic objectives in uncertain environments
(Alsharari, 2023; Chong & Duan, 2022). Studies on strategic
alignment have also emphasized that organizations
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operating in competitive service industries often combine
innovation-oriented strategies with formalized managerial
processes to improve operational effectiveness (Jha et al.,
2021; Jukka, 2021).

The significant effect of prospector strategy on results
control suggests that innovative hotels emphasize
performance evaluation and measurable outcomes to ensure
strategic success. Prospector organizations often invest
substantial resources in innovation, market expansion, and
customer experience initiatives; therefore, they require
effective performance measurement systems to assess
strategic effectiveness and resource utilization. Results
controls enable managers to monitor strategic outcomes,
evaluate customer satisfaction, and measure operational
efficiency. In hospitality organizations, performance
indicators such as customer ratings, occupancy rates, service
quality scores, and financial performance play an important
role in strategic decision-making. This finding supports
previous studies demonstrating that strategic orientation
significantly  influences  organizational  performance
measurement  systems and managerial evaluation
mechanisms (Arianpoor & Sahoor, 2022; Salehi &
Arianpoor, 2021). Research on organizational ambidexterity
and strategic flexibility has similarly emphasized the
importance of adaptive performance controls in
organizations  pursuing  innovation and  market
responsiveness  (Brunner-Kirchmair & Hiebl, 2025;
Camison-Zornoza et al., 2020).

The significant relationship between prospector strategy
and cultural control indicates that organizational culture
represents a critical component of innovative hospitality
organizations. Hotels pursuing innovation and competitive
differentiation require organizational cultures that encourage
creativity, collaboration, customer orientation, and
adaptability. Cultural controls help organizations establish
shared values and behavioral norms that support strategic
objectives and organizational identity. In hospitality
settings, employee attitudes and service behaviors
significantly  influence  customer experiences and
organizational reputation. Consequently, prospector-
oriented hotels attempt to develop strong organizational
cultures that align employee behaviors with strategic
priorities. This finding is consistent with studies
emphasizing the role of organizational culture in supporting
innovation, dynamic capabilities, and organizational
survival (Azinhaes et al., 2021; Krupskyi & Kuzmytska,
2020). Research has further demonstrated that strategic
flexibility and customer-oriented cultures are particularly
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important in digitally connected service industries where
customer expectations continuously evolve (Mardani et al.,
2024; Rodrigues et al., 2024).

The findings related to defender strategy demonstrated
that this strategic orientation significantly influenced action
control and cultural control, while its effects on personnel
control and results control were not significant. The
significant relationship between defender strategy and action
control reflects the operational characteristics of defender-
oriented organizations. Hotels adopting defensive strategies
prioritize efficiency, standardization, stability, and cost
control. Such organizations rely heavily on formal
procedures, operational consistency, and behavioral
regulation to maintain service quality and organizational
efficiency. Action controls are therefore highly compatible
with  defender strategies because they facilitate
standardization and minimize operational uncertainty. This
finding is consistent with the Miles and Snow strategic
framework and prior studies emphasizing the relationship
between defender strategies and formalized managerial
controls (Aldemir et al., 2021; Alnoor et al., 2022). Studies
on strategic orientation in service industries have similarly
shown that defender organizations emphasize operational
discipline and process standardization to preserve
competitive stability (Pérez et al., 2023; Sarwary, 2020).

The significant relationship between defender strategy
and cultural control suggests that organizational culture also
plays an important role in stability-oriented hotels. Defender
organizations often emphasize organizational loyalty,
service consistency, and shared operational values to
maintain customer trust and long-term market position.
Cultural controls help reinforce organizational stability and
employee  commitment in  environments  where
standardization and operational reliability are essential. In
the hospitality industry, consistent service quality and
customer loyalty are highly dependent on organizational
norms and employee behaviors. Therefore, even efficiency-
oriented organizations require strong cultural mechanisms to
maintain strategic alignment and service consistency. This
finding supports previous research emphasizing the
relationship between organizational culture, strategic
orientation, and long-term organizational survival (Krupskyi
& Kuzmytska, 2020; Saleem et al., 2022).

However, the non-significant relationship between
defender strategy and personnel control suggests that
stability-oriented hotels may place less emphasis on
employee empowerment and developmental controls
compared with prospector-oriented organizations. Defender
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organizations typically prioritize operational efficiency and
routine processes rather than innovation and employee
flexibility. Consequently, personnel controls based on
creativity, autonomy, and extensive professional
development may be less central within defensive strategic
environments. Similarly, the non-significant relationship
between defender strategy and results control may indicate
that defender-oriented hotels rely more heavily on process-
oriented controls rather than performance-oriented
evaluation systems. Since such organizations emphasize
stability and operational consistency, they may focus more
on procedural compliance than dynamic performance
indicators. These findings align with previous studies
suggesting that different strategic orientations require
distinct managerial control configurations (Alsharari, 2023;
Jukka, 2021).

One of the most important findings of the present study
was the absence of a significant moderating effect of online
customer reviews on the relationship between strategic
orientation and management control systems. Although
online customer reviews have become increasingly
influential in tourism and hospitality industries, the findings
suggest that they may not directly alter the relationship
between organizational strategies and management controls
in Parsian Hotels. One possible explanation is that
management control systems in large hotel organizations are
relatively formalized and institutionally structured, making
them less susceptible to short-term fluctuations in customer-
generated online content. Organizational control systems are
often embedded within broader managerial and strategic
frameworks and may therefore change gradually rather than
react immediately to online evaluations. This interpretation
is partially consistent with studies suggesting that while
eWOM significantly influences customer behavior and
organizational reputation, its direct impact on internal
managerial structures may be more limited (Garcia-de-
Blanes-Sebastian et al., 2024; Mukhopadhyay et al., 2022).

Another possible explanation for the non-significant
moderating effect is that online customer reviews may
primarily influence external marketing and customer
relationship strategies rather than internal management
control systems. Hotels may use online reviews to improve
promotional strategies, digital communication, and customer
engagement without fundamentally altering their managerial
control structures. Previous studies have shown that eWOM
strongly affects customer purchase intentions, trust
formation, and booking behavior (Aref, 2022; Saleem et al.,
2022), but the translation of online feedback into formal
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organizational controls may require more advanced
analytical systems and strategic integration processes.
Additionally, hotels operating within  centralized
organizational structures may have limited flexibility in
adapting management controls based on customer-generated
digital content. This interpretation aligns with research
emphasizing that organizational adaptation to digital
environments  depends on  strategic  capabilities,
technological infrastructure, and managerial readiness
(Taimour Faisal Ahmad Al & Zhang, 2025; Xing et al.,
2022).

The findings also suggest that hospitality organizations in
developing digital markets may still be in the process of
integrating online customer intelligence into strategic
decision-making systems. Although online customer
reviews are increasingly recognized as valuable
informational resources, many organizations may lack the
analytical capabilities, managerial processes, or strategic
orientation necessary to effectively incorporate digital
customer feedback into management control mechanisms.
Studies on eWOM and digital transformation indicate that
successful integration of customer-generated information
requires organizational learning capabilities, technological
infrastructure, and strategic responsiveness (Tuo, 2024; Wu
et al., 2024). Therefore, the absence of significant
moderating effects in the present study may reflect the early
stage of digital strategic integration within the Iranian
hospitality sector.

Overall, the findings of this study contribute to strategic
management and hospitality literature by demonstrating that
organizational strategy significantly influences management
control systems in hotels, while online customer reviews do
not directly moderate these relationships. The study
highlights the importance of aligning strategic orientation
with appropriate managerial control mechanisms in
hospitality organizations. Furthermore, the findings
emphasize that although online customer reviews are
increasingly important in digital tourism markets, their
organizational impact may be more indirect and contingent
upon managerial capabilities and institutional structures.
These findings provide valuable theoretical and practical
insights for hospitality managers seeking to balance strategic
adaptation, customer responsiveness, and organizational
control in highly competitive digital environments.

One of the primary limitations of this study was its focus
on Parsian Hotels, which may limit the generalizability of
the findings to other hospitality organizations or tourism
sectors. Organizational structures, strategic priorities, and
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management systems may differ substantially across private,
international, and independent hotels. Another limitation
relates to the cross-sectional nature of the research design,
which restricted the ability to examine long-term strategic
and managerial changes over time. Additionally, data
collection was based on self-reported questionnaires
completed by managers, which may have introduced
response bias and subjective interpretations. The study also
focused only on the moderating role of online customer
reviews without considering other environmental and
technological variables that may influence management
control systems.

Future studies are recommended to investigate the
relationship between strategic orientation, management
controls, and online customer reviews in different tourism
and hospitality contexts, including luxury hotels,
independent hotels, and international hotel chains.
Longitudinal studies could provide deeper insights into how
digital  customer  feedback gradually influences
organizational structures and managerial systems over time.
Researchers may also examine additional moderating or
mediating variables such as digital transformation
capabilities,  organizational learning, technological
readiness, and customer relationship management systems.
Comparative studies across different countries and cultural
environments may further clarify how environmental and
institutional factors shape the integration of online customer
feedback into strategic management practices.

Hotel managers should strive to align management
control systems with organizational strategic orientation to
improve operational effectiveness and service quality.
Hotels pursuing innovative and market-oriented strategies
should emphasize employee development, flexible
managerial structures, and customer-oriented organizational
cultures. Organizations emphasizing defensive strategies
should focus on operational consistency, service reliability,
and standardized procedures while maintaining strong
organizational values. Hospitality managers should also
invest in digital monitoring systems and analytical tools
capable of systematically evaluating online customer
reviews and customer experiences. Although online
customer reviews may not directly alter management control
systems, they still provide valuable information regarding
customer expectations, service weaknesses, and competitive
positioning that can support strategic decision-making and
organizational improvement.
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