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[bookmark: _Toc214741194]Abstract
The digitisation of consumer information has dramatically transformed the tourism industry, shifting power from traditional marketing sources toward online platforms, social networks, and user-generated content. Travellers increasingly rely on online reviews, ratings, and peer recommendations to evaluate destinations, accommodations, and tourism services. This assignment critically examines how these digital feedback mechanisms influence tourist decision-making, exploring psychological, social, and emotional factors that shape consumer attitudes and behaviours. Drawing on theoretical frameworks such as the Theory of Planned Behaviour (TPB), Social Influence Theory, the Elaboration Likelihood Model (ELM), and Prospect Theory, the paper analyses how travellers perceive authenticity, evaluate risk, and interpret online messages.
The study uses secondary research to examine academic literature, tourism reports, and real-world case examples. Findings highlight that online reviews significantly impact destination image, trust formation, perceived service quality, and booking intentions. Peer recommendations through social media and interpersonal networks further amplify behaviour through social norms, identity expression, and emotional connection. The paper concludes with implications for tourism marketers, showing how authenticity, transparency, and responsible review management strategies can influence traveller behaviour in a highly digitalised environment.

[bookmark: _Toc214741195]Introduction
Tourism is an industry built on information, imagination, and perception. Unlike tangible products, tourism experiences cannot be tested before consumption; instead, travellers rely heavily on information sources to reduce uncertainty and anticipate what a destination or service will be like. Traditionally, travellers depended on travel agents, brochures, magazines, and guidebooks. However, the rise of the internet, social media, and mobile technologies has shifted information power dramatically. Online reviews and peer recommendations have become central to how modern tourists search for information, evaluate alternatives, and make travel decisions.
Digital platforms such as TripAdvisor, Booking.com, Google Reviews, Yelp, and social media sites provide unprecedented volumes of user-generated content (UGC). Travellers can access real opinions, photos, videos, and experiences shared by past visitors—content perceived as more authentic and trustworthy than branded marketing material. As a result, online reviews influence not only where tourists choose to go but also how they perceive the quality, safety, value, and desirability of tourism products.
Peer recommendations further amplify this influence. Unlike anonymous reviews, recommendations from friends, family, or trusted influencers carry emotional and social weight. Social media encourages travellers to share experiences instantly, creating digital word-of-mouth (eWOM) that spreads quickly across networks. This creates powerful social influence mechanisms that shape travel aspirations, create trends, and reinforce destination choices.
This assignment explores the psychological and behavioural impact of online reviews and peer recommendations in tourism. It examines how travellers interpret digital information, how they assess credibility, and how social influence shapes travel behaviour. The paper also evaluates how negative reviews increase perceived risk and how travellers use online comments to avoid poor experiences. By integrating academic theories with industry insights, the study provides a comprehensive understanding of digital influence on modern tourism behaviour.

[bookmark: _Toc214741196]Literature Review
[bookmark: _Toc214741197]Consumer Behaviour in Tourism
Consumer behaviour in tourism is complex, involving emotional, cognitive, cultural, and social processes that shape decision-making. Because tourism products are intangible, perishable, and experience-driven, travellers experience a high degree of uncertainty during decision-making. This motivates extensive information search and reliance on trusted sources.
The Theory of Planned Behaviour (TPB) explains how attitudes, subjective norms, and perceived behavioural control shape travel intentions. Online reviews influence attitudes by shaping expectations; peer recommendations influence subjective norms by signalling approved behaviours; and accessibility of digital information increases perceived behavioural control.
Tourism decisions also align with the five-stage consumer decision model: need recognition, information search, evaluation of alternatives, purchase, and post-purchase behaviour. Online reviews affect nearly all these stages, especially information search and evaluation.
[bookmark: _Toc214741198]Role of Online Reviews in Travel Planning
Online reviews have become essential in travel planning. Studies show that more than 90% of travellers consult online reviews before booking hotels, activities, or flights. Reviews provide both functional information—such as cleanliness, service quality, amenities—and emotional cues such as atmosphere, friendliness, or authenticity.
Key reasons why online reviews influence decisions:
· They reduce risk and uncertainty.
· They offer real user experiences, not marketing content.
· They allow comparison of multiple options.
· They help travellers imagine the experience.
· They are perceived as transparent and unbiased.
Platforms like TripAdvisor aggregate thousands of reviews and rank hotels, restaurants, and attractions. This significantly influences consumer behaviour, as highly ranked options receive more visibility and bookings.
Online reviews also provide narrative depth, giving travellers insight into specific details (e.g., noise levels, staff behaviour, safety concerns) that are not included in promotional material. This depth strengthens confidence during decision-making.
[bookmark: _Toc214741199]Credibility, Trust, and Perceived Authenticity
Trust is one of the most significant psychological factors affecting how travellers interpret online reviews. According to Mayer, Davis, and Schoorman’s (1995) model of trust, three qualities—competence, integrity, and benevolence—shape how individuals perceive credibility.
Travellers evaluate the credibility of online reviews through cues such as:
· reviewer identity transparency
· detailed and balanced commentary
· verified stays or purchases
· consistency across multiple reviews
· presence of user-uploaded photos and videos
· overall volume and recency of reviews
Authenticity is crucial. When travellers perceive reviews as genuine, unbiased, and relatable, they are more likely to trust them and integrate them into their decision-making. Conversely, fake or overly promotional reviews undermine confidence.
The prevalence of fake reviews has heightened the importance of credibility cues. Platforms now use automated fraud detection, AI filtering, and verified-stay indicators to protect trust.
[bookmark: _Toc214741200]Electronic Word-of-Mouth (eWOM) and Peer Recommendations
eWOM refers to any informal communication about a service or destination shared through digital channels. Unlike traditional word-of-mouth, eWOM can reach thousands quickly, providing widespread influence.
Peer recommendations—whether through WhatsApp chats, Instagram posts, travel blogs, or influencer content—carry especially strong weight because they originate from trusted individuals. This aligns with Social Influence Theory, which argues that people adopt behaviours based on compliance, identification, and internalisation.
Types of peer influence:
· Direct recommendations: friends’ travel tips
· Indirect influence: influencers or online communities
· Observational influence: seeing others’ experiences on social media
Peer recommendations often evoke emotional responses such as aspiration, excitement, or belonging, making travellers more likely to follow suggestions.
[bookmark: _Toc214741201]Social Influence, Norms, and Peer Effects
Travel behaviour is strongly shaped by social norms—perceived expectations of one’s social group. Seeing peers travel to certain destinations creates pressure or desire to follow similar patterns. This behaviour reflects:
· informational social influence (relying on others for guidance)
· normative social influence (desire for approval)
· social comparison (evaluating oneself against others)
For younger travellers, social media amplifies these effects. Destinations trend because they become visually popular, not because of traditional marketing. Iceland, Bali, Dubai, and Cappadocia are examples of destinations boosted by peer-driven social content.
[bookmark: _Toc214741202]Visual UGC and the Rise of Social Media Influence
Visual content—photos, videos, reels, vlogs—plays a powerful role in shaping destination desirability. Platforms like Instagram, TikTok, and YouTube turn ordinary travellers into content creators whose posts influence global audiences.
Visual UGC impacts behaviour by:
· stimulating imagination
· creating emotional anticipation
· shaping destination image
· making experiences feel relatable
· enabling visual comparison of options
High-quality visuals often perform better than traditional advertisements because they appear authentic and reflect real experiences.
[bookmark: _Toc214741203]Negative Reviews, Risk Perception, and Decision Avoidance
Negative reviews hold disproportionate influence due to Prospect Theory, which states that consumers fear losses more than they value gains. A few negative reviews—especially those highlighting safety or cleanliness issues—may eliminate a hotel or destination from consideration.
Travellers carefully examine:
· recurring complaints
· patterns in negative feedback
· severity of issues
· management responses
Negative reviews increase perceived risk, shaping avoidance behaviour and guiding travellers to safer alternatives.

[bookmark: _Toc214741204]Methodology
[bookmark: _Toc214741205]Research Approach
This research adopts a qualitative secondary-analysis approach to explore how online reviews and peer recommendations influence tourist decision-making. A qualitative approach is suitable because the topic involves understanding human attitudes, motivations, emotions, trust mechanisms, and social influence processes—factors that cannot be fully captured numerically. As Walliman (2017) notes, qualitative research is ideal for exploring complex psychological and social phenomena where subjective interpretation is central.
Since online reviews are inherently narrative, descriptive, and emotionally expressive, qualitative methods allow the study to analyse them through themes rather than statistical measurements. The study synthesises existing academic literature, industry statistics, and case studies to form an integrated understanding of digital influence in tourism.
This approach is grounded in interpretivism, which assumes that human behaviour is shaped by individual perceptions and social contexts. Because tourist decisions rely on meaning-making, expectations, and trust, an interpretive perspective is appropriate.
[bookmark: _Toc214741206]Data Collection
The data used in this study consist entirely of secondary sources, including:
· peer-reviewed academic articles from journals such as Tourism Management, Annals of Tourism Research, Journal of Travel Research, and International Journal of Hospitality Management
· tourism and consumer behaviour textbooks
· industry reports from UNWTO, WTTC, Expedia, TripAdvisor, and Statista
· case studies on digital marketing and review-management strategies
· credible online analyses discussing online review trends
To identify sources, academic databases such as Google Scholar, ResearchGate, JSTOR, and ScienceDirect were used, along with industry publications. Search terms included:
· “online reviews tourism decision-making”
· “eWOM travel choices”
· “peer recommendations tourism behaviour”
· “trust and credibility online reviews”
· “social media influence travel”
· “user-generated content tourism”
· “destination image online reviews”
Sources were filtered for relevance, credibility, publication quality, and timeliness. The research prioritised literature published between 2016–2024 to reflect recent technological developments and shifting consumer behaviour patterns. Foundational works on consumer behaviour and social psychology were included for theoretical grounding.
[bookmark: _Toc214741207]Sampling Strategy
Purposive sampling was used to identify the most relevant theoretical and empirical studies. This strategy focuses on selecting data that provide the richest insights into the research question. Inclusion criteria:
· studies directly analysing online reviews, eWOM, or peer recommendations
· tourism-focused research
· work grounded in consumer behaviour theory
· credible, recent, peer-reviewed publications
· industry reports supported by empirical data
Exclusion criteria included outdated studies (pre-2010 unless foundational), duplicate findings, and non-academic sources lacking evidence.
[bookmark: _Toc214741208]Data Analysis
The study employed thematic analysis following Braun and Clarke’s (2006) six-step framework:
1. Familiarisation: reading across selected studies to understand core findings
2. Initial Coding: identifying recurring concepts such as trust, authenticity, social norms, negativity bias, and risk
3. Theme Development: grouping codes into thematic categories
4. Reviewing Themes: refining categories for consistency and relevance
5. Defining Themes: linking themes to consumer behaviour theories
6. Producing Findings: integrating themes into a coherent narrative
The thematic approach enabled the identification of seven main themes representing how travellers interpret and respond to online reviews and peer recommendations.
[bookmark: _Toc214741209]Limitations of the Methodology
This study faces several limitations:
1. Dependence on published literature: No primary data were collected, which limits the ability to capture real-time consumer perceptions or behaviours.
2. Variability across platforms: Online review systems differ widely; findings may not generalise across all platforms.
3. Potential bias in UGC analysis: Some online reviews may be fake, manipulated, or exaggerated.
4. Cultural differences: Different cultures perceive trust and risk differently, which may influence how online reviews are interpreted.
5. Rapid evolution of digital behaviour: Social media and digital platforms change quickly; findings may become outdated over time.
Despite these limitations, the methodology remains appropriate for producing a comprehensive and theoretically grounded analysis of existing knowledge.

[bookmark: _Toc214741210]Findings
The thematic analysis produced seven major findings showing how online reviews and peer recommendations influence tourist behaviour. These findings relate to trust formation, emotional response, destination image construction, decision-making heuristics, and social influence.
[bookmark: _Toc214741211]Online Reviews Strongly Influence Early-Stage Information Search
Online reviews play a crucial role in the pre-trip stage by shaping travellers’ initial impressions. When individuals begin planning, they typically search online for information about:
· hotels
· restaurants
· attractions
· transport options
· guided tours
· destination safety
Reviews act as a substitute for physical trial, enabling tourists to evaluate intangible services through others’ experiences. High review volume increases confidence, as travellers interpret it as a sign of popularity and reliability. Positive reviews stimulate interest, whereas negative reviews quickly reduce attractiveness.
Studies show that travellers often brand-scan platforms such as TripAdvisor, Booking.com, or Google Reviews even before viewing official websites—demonstrating the dominance of consumer-generated content in early information search.
[bookmark: _Toc214741212]Trust and Perceived Authenticity Drive Review Influence
Trust is the most important factor in interpreting online reviews. Travellers assess credibility through multiple cues:
· detail and depth of the review
· presence of user-generated photos
· verified-stay labels
· consistency between different reviewers
· balanced tone (both pros and cons)
· reviewer expertise
Authenticity—perceived honesty and genuineness—is critical. When reviews appear overly polished or suspiciously positive, travellers become sceptical. The presence of extremely negative reviews can also decrease trust if seen as exaggerated or emotionally driven.
Research suggests that travellers are more likely to trust reviews written in natural language, with detailed personal stories, rather than general statements like “great hotel.” Narrative depth enhances perceived truthfulness.
[bookmark: _Toc214741213]Social Influence Significantly Shapes Destination Choice
Social influence is a major driver of tourism behaviour. Peer recommendations—through friends, family, influencers, or online communities—carry social authority and emotional weight. Travellers want to fit in, gain approval, or replicate experiences admired by their social circle.
This aligns with Social Influence Theory:
· Informational influence: relying on others’ experiences to guide decisions
· Normative influence: making choices aligned with group expectations
· Social identity influence: seeking experiences that signal membership in a social category
Influencers play a large role in shaping destination trends through Instagram, TikTok, and YouTube. Their curated images generate aspiration, motivating followers to pursue similar experiences.
[bookmark: _Toc214741214]Online Reviews Shape Destination Image Formation
Destination image includes cognitive (knowledge), affective (feelings), and conative (behavioural intentions) components. Online reviews affect all three stages:
· Cognitive: travellers learn about amenities, prices, service quality
· Affective: emotional reactions to stories/images shape expectations
· Conative: behavioural intention increases when reviews align with personal preferences
For example, repeated comments praising a city’s safety, friendliness, or nightlife create a stronger overall image. Likewise, negative descriptions of noise, dirt, or poor hospitality can significantly harm a destination’s reputation.
Because online reviews are accessible globally, destination image can shift rapidly based on trending UGC.
[bookmark: _Toc214741215]Peer Recommendations Influence Emotional and Aspirational Motivations
Peer recommendations differ from anonymous reviews because they activate emotional involvement. Travellers feel more connected to destinations recommended by friends or influencers. These recommendations feed motivational drivers such as:
· aspiration
· excitement
· sense of belonging
· curiosity
· identity expression
· desire for social validation
Instagram and TikTok have magnified this emotional influence, as travellers often choose destinations based on viral trends or aesthetic appeal rather than traditional research.
For example, places like Santorini, Cappadocia, Bali, and Iceland have surged in popularity due to peer-driven visual content rather than official marketing efforts.
[bookmark: _Toc214741216]Negative Reviews Amplify Risk Perception and Aversion
Negative reviews hold disproportionate influence because people fear losses more than they value positive gains. This is explained by Prospect Theory.
Common negative-review themes include:
· cleanliness issues
· poor service
· safety concerns
· hidden fees
· bad location
· outdated facilities
Travellers often filter out options immediately after seeing negative patterns, especially when issues relate to safety, hygiene, or honesty.
Negative reviews also prompt travellers to search more deeply for alternatives or cross-check reviews on multiple platforms. The avoidance behaviour triggered by negative comments shows how risk-averse tourist decision-making can be.
[bookmark: _Toc214741217]The Role of Visual Content and UGC in Shaping Expectations
User-generated visual content enhances the influence of reviews. Photos and videos offer:
· realistic perspectives
· proof of authenticity
· insight into atmosphere
· emotional triggers
· narrative depth
Travellers often trust UGC more than professional photography because it portrays real conditions. Platforms like TikTok and Instagram Reels have accelerated the consumption of visual UGC, directly influencing booking decisions.
Visual UGC also sets expectations. When visuals and reviews align, travellers develop stronger confidence; when there is a mismatch, distrust occurs.
[bookmark: _Toc214741218]Review Quality, Quantity, and Recency All Influence Booking Decisions
Research shows that travellers consider:
· quantity: more reviews = perceived popularity
· quality: detailed, contextual reviews are most influential
· recency: recent reviews are trusted more than older ones
· rating distribution: consistency increases trust
· extreme reviews: clusters of 1-star reviews raise red flags
These variables act as mental shortcuts (heuristics) during choice evaluation. Travellers rarely read every review; instead, they skim patterns and summary scores.
[bookmark: _Toc214741219]Travellers Use Reviews for Post-Purchase Justification and Feedback
After a trip, many travellers also contribute reviews:
· to express satisfaction or dissatisfaction
· to help others make better decisions
· to gain social recognition
· as a form of emotional expression
This phenomenon reinforces the cycle of eWOM. Satisfied travellers contribute positive reviews that attract more visitors, while disappointed travellers share negative feedback that warns others.
The analysis reveals that online reviews and peer recommendations significantly influence:
· perceived risk
· trust and credibility
· destination image
· emotional motivation
· social identity
· evaluation of alternatives
· purchasing decisions
Reviews provide cognitive, affective, and social cues that shape tourist behaviour across the entire decision-making process. Peer recommendations amplify these effects through social norms, emotional resonance, and identity signaling.

[bookmark: _Toc214741220]Discussion
The findings demonstrate that online reviews and peer recommendations significantly influence tourist behaviour at multiple psychological and behavioural levels. This section interprets these findings through consumer behaviour theory, digital communication perspectives, and real-world tourism implications.
[bookmark: _Toc214741221]Online Reviews and the Modern Information Search Process
Online reviews now serve as the dominant information source in tourism decision-making. The traditional reliance on travel agents and brochures has diminished as consumers increasingly prefer user-generated experiences. This shift aligns with the Information Processing Theory, which suggests that consumers prefer information that appears authentic, relatable, and easy to interpret.
Online reviews fulfil these criteria by offering:
· narrative-driven insights
· detailed descriptions
· emotional expressions
· photographic evidence
· comparisons across alternatives
Because tourism involves high perceived risk—due to its intangible and experiential nature—travellers use online reviews as a substitute for direct experience. Reviews help reduce uncertainty and increase confidence, especially when planning expensive or once-in-a-lifetime trips.
Online reviews also support the Elaboration Likelihood Model (ELM). Travellers use:
· central-route processing when reading detailed, long reviews or comparing ratings
· peripheral-route processing when relying on heuristics, such as high star ratings or total review volume
Thus, both rational and emotional reasoning are activated through online review platforms.
[bookmark: _Toc214741222]Trust, Credibility, and the Psychology of Authenticity
Trust and authenticity are central determinants of how travellers interpret user-generated content. According to Mayer et al.’s (1995) trust model, consumers rely on credibility cues to assess whether a review is believable.
The rise of review fraud has heightened travellers’ scepticism, leading them to look for more specific cues such as:
· verified-user badges
· realistic photos
· balanced language
· consistent patterns across reviews
This behaviour reflects the Heuristic-Systematic Model (HSM). Travellers adopt systematic processing when they carefully evaluate message quality and adopt heuristic processing when relying on cues like “most helpful review” or “local expert” badges.
Authenticity is especially important because tourism experiences rely on emotional and symbolic value. If travellers feel manipulated or misled, trust in both the business and the review platform deteriorates.
[bookmark: _Toc214741223]Social Influence and Peer Recommendations as Behavioural Drivers
Social influence plays a powerful role in shaping travel decisions. Peer recommendations activate emotional and social motivations such as belonging, approval, and identity expression. This aligns with Social Identity Theory, which suggests individuals adopt behaviours aligned with the reference groups they admire.
Examples include:
· travellers choosing destinations their peers have endorsed
· following viral TikTok travel trends
· visiting “Instagrammable” locations for social validation
· choosing accommodations that align with one's lifestyle group
Influencer content amplifies these effects. Influencers create aspirational narratives that shape consumer desire. Even when consumers recognise sponsored content, the perceived authenticity of influencers remains influential.
Peer recommendations also contribute to subjective norms in the Theory of Planned Behaviour (TPB). When people perceive that “everyone is going to Bali” or “my peers recommend this hotel,” subjective norms increase the likelihood of adopting those behaviours.
[bookmark: _Toc214741224]Destination Image Formation Through UGC
Destination image—both cognitive and affective—plays a crucial role in tourism behaviour. Online reviews affect both components by offering detailed knowledge and emotional narratives. According to destination image theory, travellers form mental representations of places based on:
· online photos
· review narratives
· influencer content
· social media posts
· aggregated ratings
Because UGC is constantly updated, destination image becomes dynamic rather than static. A destination can rise or fall in popularity quickly due to viral content or negative reviews.
UGC also contributes to affective image, shaping emotions such as excitement, comfort, anxiety, or curiosity. A series of reviews describing friendly locals and beautiful scenery can produce a strong positive image, while negative reviews about safety or hygiene create fear or aversion.
[bookmark: _Toc214741225]The Power of Negative Reviews and the Psychology of Risk
Negative reviews exert disproportionate influence on behaviour because humans are more sensitive to potential losses than potential gains—a concept grounded in Prospect Theory. In tourism, where experiences are often high-cost and emotionally significant, consumers are even more loss-averse.
Negative reviews trigger risk avoidance behaviour, especially when related to:
· safety issues
· hygiene standards
· dishonesty or hidden fees
· rude staff
· bad location
Consumers will often immediately eliminate options with recurring negative themes. Importantly, travellers give more weight to negative reviews than positive ones, even if the overall rating is high. This “negativity bias” highlights the psychological complexity behind decision-making.
[bookmark: _Toc214741226]Emotional Influence and Aspirational Travel Patterns
Tourism is fundamentally emotional. Peer recommendations and visually engaging user-generated content generate strong emotional responses, including aspiration, excitement, longing, and nostalgia. These emotions shape destination choices as much as cognitive factors.
This reflects the Experiential Consumption Theory, which argues that consumers seek emotional and sensory pleasure, not just functional value. Social media platforms intensify these desires by showcasing curated experiences that symbolise freedom, luxury, adventure, or identity.
For example:
· luxury hotel influencers shape expectations of what an “ideal vacation” should look like
· adventure vloggers inspire interest in extreme activities
· digital nomad communities shape dreams of remote travel lifestyles
These aspirational influences shape travel decisions in powerful, often subconscious ways.
[bookmark: _Toc214741227]Visual Influencers and the Shift Towards Aesthetic Decision-Making
Visual UGC on platforms like Instagram and TikTok has shifted tourism towards aesthetic consumption. Increasingly, travellers choose destinations because they “look good” on social media. This trend reflects the modern desire to create personal brand identity through travel experiences.
The rise of drone photography, short-form video, and real-time posting means travellers consume and produce digital content simultaneously. This creates a feedback loop: destinations become visually iconic, attracting more travellers who then produce more UGC, reinforcing the cycle.
This shift challenges traditional tourism marketing. Instead of relying solely on polished brochures or advertisements, destinations must now engage with the organic aesthetics of social media.
[bookmark: _Toc214741228]Digital Decision-Making Heuristics and Cognitive Overload
Faced with thousands of reviews, travellers use heuristics—mental shortcuts—to simplify decision-making. These include:
· choosing the hotel with the highest average rating
· prioritising options with the highest number of reviews
· ignoring hotels with recent negative reviews
· trusting photos over text
· relying on “top 10” rankings from platforms
Cognitive overload can occur when information becomes too abundant. To cope, travellers increasingly rely on summary ratings, AI recommendations, or influencer suggestions. This highlights the importance of clear digital presentation and review management.
[bookmark: _Toc214741229]Implications for Tourism Providers
The findings suggest several important implications:
1. Review management is essential.
Businesses must monitor and respond to reviews to maintain trust. Professional, empathetic responses to negative reviews can mitigate harm.
2. Authenticity matters more than perfection.
Travellers prefer honest, balanced reviews and realistic photos. Overly polished marketing reduces trust.
3. Peer-driven marketing is powerful.
Tourism providers should collaborate with micro-influencers and encourage guests to share experiences.
4. Transparency is crucial.
Clear pricing, honest descriptions, and accurate visuals reduce risk perception.
5. Social media presence is necessary.
Providers must engage actively on platforms where consumers search for inspiration and validation.

[bookmark: _Toc214741230]Conclusion
This assignment explored the influence of online reviews and peer recommendations on tourist decision-making. The findings demonstrate that digital information profoundly shapes how travellers search for information, evaluate destinations, and make booking decisions.
Online reviews have become a primary source of trust due to their perceived authenticity, narrative depth, and visual evidence. They significantly influence destination image, perceived risk, and consumer confidence. Peer recommendations carry even more powerful influence due to emotional and social connections, reinforcing subjective norms and shaping aspirational motivations.
The integration of theoretical frameworks—such as TPB, ELM, Social Influence Theory, Prospect Theory, and destination image theory—demonstrates that both cognitive and emotional processes guide digital behaviour. Travellers interpret online content through a combination of rational evaluation and emotional resonance.
Visual UGC and influencer-driven culture further amplify digital influence, shifting tourism towards aesthetic and experiential consumption. At the same time, negative reviews illustrate how sensitive travellers are to risk, uncertainty, and trust.
In an increasingly digital world, understanding the psychological mechanisms behind online reviews and peer recommendations is essential for tourism businesses. By engaging authentically, managing digital presence responsibly, and prioritising transparency, tourism providers can better align with consumer expectations and build long-term trust.
Overall, online reviews and peer recommendations have become indispensable elements of modern tourism behaviour, reshaping the industry and redefining how travellers make decisions.
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