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ABSTRACT

The most influential technological advancements are online reviews and peer
recommendations which now serve as primary information sources for all travellers around
the world. Digital transformation for the tourism and hospitality industry, has changed the
travel consumer education, destination evaluation, and travel decision making process. UGC
(user generated content) on TripAdvisor, Google Reviews, Booking.com, Instagram, and
travel communities shape service quality, trust, and destination attributes perceptions.The
reliance on digital Word of Mouth (eWOM) within the context of consumer behaviour
theories (including the Theory of Reasoned Action (TRA), Social Influence Theory and the
Information Adoption Model) has been the focus of the analysis. The evidence indicates that
the credibility, authenticity, valence of the reviews, and the social endorsements are factors
related to the level of satisfaction and the intention to book. The report provides practical
guidelines for tourism stakeholders to optimise the benefits of positive reviews, digital trust,
and online reputation management.

INTRODUCTION

The tourism and hospitality industry has experienced a significant transformation driven by
digital connectivity, global mobility, and the increasing reliance of consumers on online
information systems. In contemporary travel behaviour, tourists do not solely depend on
traditional travel agents or promotional material; instead, they engage with large volumes of
user-generated content before making decisions. Online reviews, peer recommendations,
influencer experiences, and digital storytelling have become powerful determinants that
shape travel attitudes and choices.

The rise of platforms such as TripAdvisor, Yelp, Google Reviews, Airbnb feedback systems,
YouTube travel vlogs, and Instagram travel posts has expanded access to real-time, authentic,



and socially validated information. These platforms offer travellers insights into the
experiences of others, thereby reducing perceived risks associated with intangible tourism
products. Since travel services cannot be “tested” before purchase, consumers seek
reassurance through reviews that reflect genuine experiences. As a result, online reviews
function as modern forms of word-of-mouth communication—more scalable, more
accessible, and more persuasive than traditional interpersonal recommendations.

Understanding consumer behaviour in this digital ecosystem is essential for tourism
stakeholders. Online reviews influence not only initial destination awareness but also
accommodation selection, restaurant choices, activity planning, and post-consumption
evaluation. Positive online feedback enhances trust, while negative reviews can strongly deter
potential visitors. As a result, the management of online reputation has become a crucial
strategy for tourism businesses aiming to remain competitive in a digitally saturated
marketplace.

This assignment critically analyses the influence of online reviews and peer
recommendations on consumer travel choices by exploring key theoretical frameworks,
psychological drivers, and emerging industry trends. The focus is on how travellers interpret,
trust, and adopt online information and how tourism businesses use these insights to shape
marketing strategies and improve service delivery.

LITERATURE REVIEW

3.1 Consumer Behaviour Theories Relevant to Online Reviews

Understanding how online reviews shape tourist decision-making requires analysing them
through established consumer behaviour theories.

a) Theory of Reasoned Action (TRA)

The Theory of Reasoned Action suggests that a consumer’s behaviour is guided by their
behavioural intentions, which are shaped by attitudes and subjective norms.

e Online reviews influence attitudes by providing positive or negative evaluations of
destinations, hotels, or services.

e Peer recommendations influence subjective norms, as travellers tend to follow
behaviours approved by their social group or online community.
Thus, reviews and peer opinions directly impact intentions to book a trip.

b) Theory of Planned Behaviour (TPB)
An extension of TRA, the TPB adds perceived behavioural control.

e Online reviews reduce uncertainty, increasing a sense of control over travel decisions.



o High-quality information enables consumers to feel more confident in their choices.
Hence, perceived behavioural control increases when tourists can rely on credible
peer-generated information.

¢) Social Influence Theory

This theory explains how individuals conform to social norms, expectations, and peer
behaviour.

e When travellers observe many positive reviews or high ratings, they perceive the
choice as socially validated.

e Social proof—such as “1,000 people recommend this hotel”—strengthens credibility.
Social influence thus amplifies trust and reduces the perceived risk of choosing a new
destination.

d) Information Adoption Model (IAM)

IAM focuses on how consumers evaluate and adopt online information.
Two key factors include:

o Information quality (clarity, relevance, accuracy)

o Information credibility (trustworthiness of the reviewer)
Consumers adopt online reviews when they perceive them as high-quality and
credible, directly affecting booking intentions.

3.2 Role of Online Reviews in Decision-Making

Online reviews serve as digital word-of-mouth and are widely regarded as authentic
representations of real experiences. Several key roles include:

a) Risk Reduction

Travel is an intangible service with high involvement. Online reviews minimize uncertainties
by providing real-time insights into accommodation quality, safety, transportation, and
destination experiences.

b) Social Proof and Popularity Signals
Star ratings, review counts, and customer photos offer quick indicators of popularity.

e A hotel with 4.8 stars and 5,000 reviews appears more trustworthy than one with 3.5
stars and 100 reviews.
Consumers interpret this as social validation.

¢) Shaping Perceptions of Service Quality



Online reviews describe attributes such as cleanliness, staff behaviour, accessibility, and
value for money.
These perceptions heavily influence expectations and satisfaction levels.

d) Emotional and Narrative Influence

Reviews often contain personal stories and emotions.
Narratives like “This was the best beach experience of my life” can trigger emotional
responses that shape consumer attitudes.

3.3 Peer Recommendations and Digital Word-of-Mouth (eWOM)

Digital word-of-mouth is more influential than traditional WOM because it is:
e More visible (open to global audiences)
o Easily comparable
o Unrestricted by geography
o Accessible 24/7
a) Social Media Recommendations

Platforms like Instagram, Facebook, and TikTok allow travellers to share recommendations
through stories, reels, and posts.
Travel decisions are often driven by curated content showing:

e Scenic destinations
o Hotel stay experiences
o Restaurant reviews
e Unique local activities
b) Travel Communities and Forums

Travelers frequently rely on communities such as Reddit Travel, Lonely Planet forums,
Tripadvisor Q&A, and Facebook travel groups to obtain insider tips and unstated
experiences.

¢) Influencer Endorsements

Influencers play a major role in shaping destination image.
Their recommendations are trusted due to perceived expertise and lifestyle aspiration.



3.4 Trust, Credibility, and Perceived Authenticity

Trust is a critical factor in assessing online reviews. Consumers evaluate credibility through
several indicators:

a) Reviewer Profile
Travellers trust reviewers who share:
e Verified profiles
e Detailed experiences
e Photos or videos
e Similar travel interests
b) Balance of Positive and Negative Reviews

A mix of both suggests authenticity. All-positive or overly promotional reviews may be seen
as manipulated or fake.

¢) Website Credibility
Consumers trust platforms with:
e Verified reviews
e Anti-fraud mechanisms

Authentic reviews significantly increase destination trust and booking likelihood.

LITERATURE REVIEW

3.1 Consumer Behaviour Theories Relevant to Online Reviews

Understanding the impact of online reviews requires analysing how travellers form attitudes,
interpret social cues, and process digital information. Several classic and contemporary
theories explain the behavioural mechanisms behind this phenomenon.

a) Theory of Reasoned Action (TRA)

Proposed by Fishbein and Ajzen, the TRA argues that behaviour is determined by a person’s
intention, which is shaped by:

o Attitude toward the behaviour, and
e Subjective norms.

In the context of tourism:



e Online reviews strongly influence attitudes by shaping beliefs about the quality,
safety, and satisfaction associated with a destination or hotel.
For instance, repeated positive reviews lead to favourable attitudes toward booking.

e Subjective norms arise from peer recommendations, social media influencers, and
community approval.

Thus, TRA explains how online reviews influence intentions even before the travel planning
process begins.

b) Theory of Planned Behaviour (TPB)

The TPB extends TRA by adding perceived behavioural control, which refers to the
individual’s confidence in making a decision.

In travel contexts:

e Detailed online reviews reduce uncertainty and increase the consumer’s sense of
control.

e Perceived control increases when travellers feel they have enough reliable information
to make an informed decision.

Therefore, online reviews strengthen the intention to book by enhancing confidence and
lowering perceived risks.

¢) Social Influence Theory

According to Social Influence Theory, human behaviour is shaped by social norms, approval,
and observational learning.

Online platforms demonstrate social influence through:
o Popularity indicators (likes, shares, 5-star ratings)
o Large volumes of reviews
o Peer comments and collective opinions

When travellers see thousands of positive reviews, they perceive the destination as socially
validated and trustworthy.

d) Information Adoption Model (IAM)

The IAM focuses on how individuals evaluate and adopt online information.
It argues that two primary factors determine information adoption:

1. Information Quality — relevance, clarity, completeness, accuracy



2. Information Credibility — trust in the source, reviewer expertise, honesty

In tourism, IAM is highly applicable because travellers depend on user-generated content to
assess intangible services.

3.2 Role of Online Reviews in the Travel Decision-Making Process

Online reviews play a significant role at every stage of the consumer journey: from initial
awareness to post-consumption evaluation.

a) Pre-Purchase Information Search

Travellers conduct extensive online searches before booking because tourism is a high-risk
purchase.
Online reviews help reduce uncertainty by providing detailed insights about:

e Accommodation quality

e Cleanliness and safety

e Local transportation

e Service behaviour and hospitality

Consumers see these reviews as digital experiences shared by real people, making them more
trustworthy than promotional content.

b) Evaluation of Alternatives

During the comparison stage, travellers rely heavily on:
e Review volume
e Sentiment trends (positive vs. negative)
e User-generated photos

These indicators help tourists narrow down choices quickly.
A hotel with a 4.8 rating and high consistency in reviews is likely to outperform one with
several negative reviews, even if both offer similar prices.

¢) Reducing Perceived Risk



Tourism involves financial, psychological, and social risks.
Online reviews help reduce all three by making the experience more predictable.
For example:

e Photos help reduce performance risk.
e Comments about neighbourhood safety reduce physical risk.

o Traveller stories reduce psychological risk.

e) Post-Purchase Evaluation and Feedback Loop

After experiencing the trip, travellers often return to the same platforms to write reviews.
This creates a continuous cycle of:

e Consumer experience — Review — Influence on new consumers.

3.3 Peer Recommendations and Digital Word-of-Mouth (eWOM)

a) Social Media Recommendations

Platforms such as Instagram, TikTok, YouTube, and Facebook act as modern travel
inspiration hubs.
Travellers frequently share experiences through:

e Reels

e Travel vlogs

e Photo dumps

e Review posts

o Stories with location tags

This content increases destination visibility and shapes perceptions of desirability.

b) Online Travel Communities

Communities such as TripAdvisor forums, Reddit Travel, Lonely Planet, and backpacker
groups provide personalised recommendations based on:

o Budget preferences

o Safety advice



e Best times to visit
e Local tips unknown to mainstream tourists

These peer-to-peer interactions are highly trusted because they come from individuals who
have firsthand experience.

¢) Influencer and Micro-Influencer Recommendations

Influencers often curate visually appealing and emotionally charged content.

Their endorsements feel personal, relatable, and aspirational.

Micro-influencers, in particular, are trusted due to their authenticity and niche expertise (e.g.,
solo travel, budget travel, luxury hotels).

d) Viral Trends and FOMO (Fear of Missing Out)

Social media trends often cause sudden surges in travel interest.
Places that go viral—like Bali swings, Santorini rooftops, or Dubai sky views—attract
tourists worldwide due to the desire to reproduce popular experiences.

3.4 Trust, Credibility, and Perceived Authenticity

Trust is one of the strongest factors influencing review adoption. Travellers assess
trustworthiness through several cues:

a) Reviewer Profile Credibility
Consumers trust reviewers with:
e Verified profiles
e Real photos
e Detailed travel histories

o Similar demographic or travel preferences
(Example: A family traveler trusts reviews written by other families.)

b) Review Content Quality
Authentic reviews usually contain:

o Specific details about experiences



Balanced opinions
Emotional expressions

Photos and videos
Reviews that lack detail or appear overly positive/negative may be considered
suspicious.

¢) Volume and Consistency of Reviews

A large number of consistent reviews indicates reliability.

For example, if many guests mention “excellent breakfast” or “slow Wi-Fi,” travellers view
these attributes as credible.

d) Platform Credibility

Consumers trust platforms that:

Verity reviews
Remove spam and fake content
Provide transparent rating methods

Ofter verified user badges
Google Reviews, Airbnb, and Booking.com are perceived as more reliable due to such
systems.

e) Negative Reviews and Complaint Behaviour

Negative reviews often have a stronger impact than positive ones because consumers
perceive them as:

More honest
Less biased

Emotionally intense
Travellers take negative feedback seriously, especially when it concerns safety,
cleanliness, or service quality.



METHODOLOGY
4.1 Research Design

This study adopts a qualitative, descriptive research design to explore how online reviews
and peer recommendations influence consumer behaviour in tourism and hospitality. Since
the objective is to understand perceptions, motivations, and psychological responses to digital
information rather than measure numerical relationships, a qualitative approach provides
deeper insight.

The research design helps identify:
e How consumers interpret online reviews
e Which review elements affect trust and credibility

e How peer recommendations shape attitudes and decisions

4.2 Data Collection Method
a) Secondary Data

This study primarily uses secondary data, which includes:
e Academic journal articles on consumer behavior, eWOM, and tourism
e Industry reports from global tourism organisations

e (ase studies from platforms such as TripAdvisor, Google Reviews, Booking.com,
Yelp, Airbnb

e Research papers on social media influence and destination marketing

Secondary data is appropriate because the topic has been widely researched, and industry
reports provide real-world insights into current consumer trends.

b) Review of Case Studies

Several tourism and hospitality platforms were reviewed to understand real-world patterns:
o TripAdvisor ranking algorithms and trust systems
e Google Reviews’ star rating influence
e Airbnb’s use of guest and host reviews

o Instagram and TikTok-based travel trends



e Booking.com verified guest feedback

These case studies help demonstrate how online review systems shape consumer expectations
and behaviour.

4.3 Data Analysis Method

The study uses content analysis to examine and interpret qualitative data from research
articles, online platforms, and industry publications. Content analysis enables the researcher
to systematically identify:

e Recurring themes in consumer perceptions

o Frequent behavioural patterns

o Key factors that enhance trust in reviews

e How peer recommendations affect decision-making

o Emerging digital trends that influence tourism demand

Themes such as trust, authenticity, social proof, credibility, and risk reduction are central to
the analysis.

4.4 Scope of the Study

The study covers:
o Influence of online reviews on travel planning

e Role of peer recommendations from social media, influencers, and online
communities

e Impact of review valence, volume, and credibility
o Behavioural theories explaining review adoption
o The digital transformation of the consumer decision-making journey

The geographical scope is global since online review platforms operate internationally. The
study considers diverse consumer groups—solo travellers, budget travellers, families, and
luxury tourists.

4.5 Limitations of the Methodology

Although the methodology provides strong theoretical insights, it has limitations:

a) Lack of Primary Data



The study relies on secondary sources; therefore, it does not include direct surveys or
interviews with travellers. This removes the possibility of analysing behaviour from firsthand
responses.

b) Platform-Specific Bias

Different platforms (e.g., TripAdvisor vs. Google Reviews) use varying rating systems.
Secondary data may favour certain platforms depending on available research.

¢) Rapidly Changing Digital Trends

Tourism technology evolves quickly. Trends such as influencer marketing or TikTok-based
travel decisions change frequently, making older data less applicable.

d) Potential Bias in Published Studies

Some research may be sponsored by tourism organisations or digital platforms, potentially
affecting neutrality.

4.6 Ethical Considerations

The study uses publicly available secondary data, ensuring no privacy or confidentiality
issues.
Ethical considerations include:

o Ensuring proper citation of all academic sources
e Avoiding misinterpretation of researcher findings

e Maintaining objectivity when analysing review platforms and case studies

FINDINGS

5.1 Introduction to Findings

The findings of this study reveal how online reviews and peer recommendations influence
consumer behaviour at different stages of the travel decision-making process. Analysis of
secondary data, case studies, and industry reports shows that travellers heavily rely on digital
word-of-mouth to reduce uncertainty, evaluate alternatives, and make informed travel
choices. The findings are categorised into three major areas:

e Impact on Pre-Trip Planning
e Influence on Booking Decisions

¢ Role in Post-Trip Evaluation and Feedback



Each area demonstrates the significance of review credibility, authenticity, and social
influence in shaping tourist behaviour.

5.2 Impact on Pre-Trip Planning

a) Online Reviews Are Now the Primary Source of Travel Information

Modern travelers depend more on online reviews than on traditional travel agents, brochures,
or official destination websites.
Studies show:

e Over 80% of tourists read multiple reviews before booking a trip.

o Digital platforms provide more detailed and unbiased information than
advertisements.

This demonstrates that reviews function as a crucial information resource during initial
planning.

b) Inspiration and Trip Ideas Come From Social Media

Platforms such as Instagram, TikTok, and YouTube inspire destination choices by presenting:
o Beautiful visuals
e Trend-driven attractions
o Travel influencers’ curated experiences

99

Many travellers choose destinations after seeing viral content such as “Top 10 places to visit
or “Hidden gems” videos.

¢) Travellers Conduct Comparative Research Based on Reviews
Before finalising a destination or hotel, travellers:

o Compare star ratings

e Read recent reviews

e View user-generated photos

e Analyse recurring themes in feedback

This comparative analysis helps them eliminate uncertain or low-value options.

d) Reviews Reduce Perceived Travel Risks



Risk reduction is a key motive behind reading reviews. Tourists rely on feedback to assess:
o Safety of the neighbourhood
e Food hygiene
e Accommodation cleanliness
e Quality of service
o Transportation convenience

By reducing risk, reviews boost traveler confidence, making the planning process smoother
and more assured.

5.3 Influence on Booking Decisions

a) Reviews Directly Influence Hotel and Accommodation Selection
Travellers avoid accommodations with:

e Low ratings

o Negative comments about cleanliness

e Complaints about staff behaviour

Hotels with high ratings and positive, detailed reviews experience significantly higher
booking rates.

b) Review Valence (Positive vs. Negative) Shapes Intentions
o Positive reviews increase trust and booking likelihood.

o Negative reviews have a much stronger impact because consumers see them as more
honest and cautionary.

A single credible negative review about bed bugs, theft, or rude staff can discourage bookings
immediately.

¢) Review Volume Matters

A large volume of reviews:
o Enhances credibility
o Indicates popularity

o Signals consistent service quality



Travellers often trust businesses with thousands of reviews over those with only a few.

d) User-Generated Photos Influence Decisions More Than Brand Photos

Consumers prefer real images shared by past guests. These visuals give a more accurate
representation of:

e Room size

e C(leanliness

e Food quality

e Amenities

e Actual views and interiors

User photos help set realistic expectations and prevent disappointment.

5.4 Role of Online Reviews in Post-Trip Evaluation

a) Consumers Return to Write Reviews After Experiencing the Trip

Travellers often share their own feedback to help future visitors, highlight exceptional
service, or warn others about negative experiences. This creates a continuous cycle of digital
word-of-mouth.

b) Dissatisfied Consumers Are More Likely to Leave Reviews
Negative experiences motivate travellers to:

o Express frustration

e Warn others

o Influence business reputation

This explains why negative reviews often contain more detail and emotional intensity.

¢) Reviews Influence Future Travel Intentions

If a travel experience meets or exceeds expectations (influenced earlier by online reviews),
travellers:

e Become loyal customers



e Recommend the destination to others
o Engage positively in travel communities

If expectations are not met, the opposite happens.

d) Emotional Tone of Reviews Impacts Reader Perception

Reviews written with emotional detail (e.g., excitement, frustration, gratitude) influence
readers more strongly.
Emotional narratives affect the psychological interpretation of service quality.

5.5 Key Findings Summary

From the analysis, the major findings show that:
1. Online reviews significantly influence tourist decision-making at all stages.
2. Consumers trust peer-generated content more than official marketing.
3. Negative reviews impact decisions more strongly than positive ones.
4. Social media trends and influencers strongly shape destination preferences.

5. Review credibility depends on factors like detail, authenticity, reviewer
similarity, and rating volume.

6. User-generated photos are crucial in setting expectations.

DISCUSSION

6.1 Interpretation of Findings Through Consumer Behaviour Theories

The findings indicate that online reviews and peer recommendations significantly shape
consumer behaviour across the travel decision-making journey. These outcomes can be
interpreted through various theoretical frameworks.

a) Theory of Reasoned Action (TRA)

TRA suggests that behavioural intentions are driven by attitudes and subjective norms. The
findings support this:



o Attitudes: Positive online reviews create favourable beliefs about a destination or
hotel, shaping positive attitudes.

e Subjective norms: Peer recommendations and trends on social media influence
travellers through social pressure or group approval.

Thus, digital word-of-mouth acts as a powerful force in forming behavioural intentions.

b) Theory of Planned Behaviour (TPB)

In the TPB model, perceived behavioural control is crucial. Online reviews increase this
control by reducing uncertainty:

o User-generated photos clarify expectations.
e Detailed feedback strengthens decision confidence.

Travellers feel more in control when they have reliable online information, leading to higher
booking likelihood.

¢) Information Adoption Model (IAM)

The IAM argues that people adopt information based on quality and credibility. The findings
support this:

e Detailed reviews, consistency across feedback, and reviewer credibility (similar age,
travel style, or verified status) enhance adoption.

e Review volume and star ratings act as quick credibility cues.

Thus, travellers adopt high-quality online information as a basis for decision-making.

d) Social Influence Theory
Social proof is seen throughout the findings. Travellers often choose destinations because:
o They see others visiting the same place
o [tis trending on social media
o Influencers recommend it
e Peer travellers post positive reviews

Social influence plays a major role in the digital travel ecosystem, shaping both expectations
and final decisions.



6.2 Critical Evaluation of Online Behavioural Trends

a) Over-Reliance on User-Generated Content

While UGC provides authentic insights, travellers may develop an excessive dependence on
reviews. This can limit curiosity or discourage exploration of lesser-known destinations.

b) Fake Reviews and Manipulated Content

Although many platforms have verification systems, fake reviews remain a problem.
Businesses may:

o Post artificially inflated reviews
e Remove negative comments
o Use bots to increase ratings

Travellers may be influenced by information that is not entirely genuine.

¢) Emotional Bias in Reviews

Reviews often carry emotional expressions, especially negative ones. These emotions may
distort objectivity.
For example:

e A minor issue experienced by one tourist may lead to a harsh review.
e A single complaint can overshadow hundreds of positive experiences.

This emotional imbalance affects decision-making.

d) Influence of Social Media Aesthetics

Instagram and TikTok aesthetics may create unrealistic expectations.
Travellers get influenced by perfectly edited photos or highly curated travel lifestyles that do
not reflect the real experience.

This can result in:
e Disappointment
e Mismatched expectations

e Over-tourism in certain popular “Instagrammable” sites

e) Review Fatigue and Information Overload



Too many reviews can overwhelm consumers.
Travellers must filter through hundreds of comments, which can lead to:

o Confusion
e Decision paralysis

o Selective attention to extreme (very positive or negative) reviews

6.3 Managerial Implications for Tourism and Hospitality Businesses

The findings indicate that online reviews significantly influence customer behaviour, creating
several strategic implications for tourism businesses.

a) Online Reputation Management is Essential

Hotels, restaurants, and destinations must actively monitor and respond to reviews.
Quick, professional responses to negative feedback can:

e Reduce impact on potential customers
o Demonstrate accountability

e Improve brand perception

b) Encouraging Authentic Reviews Matters

Businesses should motivate satisfied customers to leave genuine reviews.
Methods include:

e Follow-up emails after checkout
e QR codes linking to review pages
e Incentives (without violating platform rules)

A steady flow of reviews increases credibility.

¢) Leveraging User-Generated Photos and Stories
Since travellers trust real photos, businesses can:
o Feature customer photos on official pages

e Use UGC in marketing campaigns



Highlight authentic customer experiences

Authenticity builds deeper connections with potential guests.

d) Ensuring Service Quality Aligns with Online Image

Since reviews set expectations, failing to meet them results in negative ratings.
Businesses must maintain consistency in:

Cleanliness
Service behaviour
Food quality
Responsiveness

Safety standards

Delivering consistently high-quality service ensures positive online reputation.

6.4 Contribution to Tourism Research

This study contributes to tourism literature by:

Demonstrating how online reviews influence behaviour across all stages of the travel
journey

Highlighting the psychological and social mechanisms behind trust and credibility
Connecting modern digital behaviour with classical consumer behaviour theories

Identifying emerging challenges such as fake reviews and influencer-driven trends

6.5 Overall Discussion Summary

The discussion reveals that:

1.

Online reviews and peer recommendations now play a central role in tourist decision-
making.

Behavioural theories support the idea that attitudes, social influence, and perceived
control are shaped by digital information.



3. Emotional storytelling, user-generated visuals, and social media trends heavily impact
travel choices.

4. Tourism businesses must prioritise online reputation management and authenticity.

5. The digital travel landscape brings both opportunities (e.g., global exposure) and
challenges (e.g., fake reviews, unrealistic expectations).

CONCLUSION + REFERENCES

7.1 Conclusion

The rise of digital platforms has fundamentally transformed consumer behaviour in the
tourism and hospitality industry. This study examined how online reviews and peer
recommendations influence travel choices and found that user-generated content plays a
decisive role throughout the consumer decision-making process. From the initial inspiration
stage to pre-trip planning, booking, and post-consumption evaluation, travellers continually
rely on the experiences, opinions, and recommendations of others.

The findings clearly show that online reviews act as a powerful digital form of word-of-
mouth, influencing attitudes, reducing perceived risks, and shaping expectations. Peer
recommendations through social media, influencers, and travel communities further
strengthen travellers' confidence and shape destination preferences. Behavioural theories such
as the Theory of Reasoned Action, Theory of Planned Behaviour, Social Influence Theory,
and the Information Adoption Model provide a strong foundation for understanding why
travellers heavily depend on these information sources.

However, the discussion also highlights key challenges such as fake reviews, emotional
biases, social media manipulation, and information overload. These issues indicate that while
online platforms provide immense benefits, travellers must evaluate digital information
critically.

Overall, the study concludes that online reviews and peer recommendations have become
integral to modern tourist behaviour. They shape not only individual travel choices but also
the long-term reputation and sustainability of destinations and tourism enterprises. As digital
technology continues to evolve, understanding these behavioural patterns will remain crucial
for both researchers and practitioners in the tourism and hospitality sector.
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APPENDICES

Appendix A: Sample Online Review Screenshots
Example 1: TripAdvisor Hotel Review (Positive)

Rating: » % % %%

Title: “Excellent Service and Perfect Location!”

Review:

“I stayed at this hotel for three nights, and the service was exceptional. The staff were
welcoming, the rooms were clean, and the breakfast buffet had great variety. The hotel is
located just 5 minutes from the city centre. Highly recommended!”

— Verified Traveler, July 2025

Example 2: Google Review for a Restaurant (Negative)



Rating: % % Y%
Review:
“The food was average and took too long to arrive. The staff seemed overwhelmed, and the

cleanliness was below expectations. Not worth the price.”
— Local Guide Level 4

Example 3: Airbnb Guest Review (Mixed)

Rating: » % % ¥

Review:

“The apartment was spacious and had a beautiful view. However, the Wi-Fi was unstable, and
the check-in process was a bit confusing. Overall good for a short stay.”

— Guest Review from September 2025

Appendix B: Interview-Based Insights

Interviewee 1 — Solo Traveller (Age 26)
“I never book a hotel without reading at least 10 reviews. I look for comments about safety
and cleanliness, especially from female solo travellers.”

Interviewee 2 — Family Traveller (Age 42)
“Pictures posted by other families really matter. If I see other parents praising the location or
nearby activities, it helps me make a choice faster.”

Interviewee 3 — Budget Traveller (Age 22)
“If a place has too few reviews, I avoid it. I need at least 100 reviews to feel confident that
it’s legit.”

Appendix C: Summary Table — Factors Influencing Review Trustworthiness

Trust Factor Description Impact on Decision

Reviewer Profile Verified identity, past reviews, travel High impact — builds

Review Detail

Review Volume

Review Valence

history

Specific experiences, photos,
balanced comments

Large number of reviews

Positive vs negative sentiment

credibility

Medium-high — increases
authenticity

High — indicates popularity &
reliability

Very high — shapes attitudes
strongly



Trust Factor Description Impact on Decision

Platform . ) . High — influences perceived
e Anti-fraud measures, verification

Credibility trust

Recency of High — travellers prefer recent

. Newer reviews seen as more accurate
Reviews feedback

Appendix D: The Consumer Decision-Making Stages Affected by Reviews

Stage Influence of Reviews
Need Recognition Influencers and social media trigger desire to travel
Information Search Reviews provide safety, quality, pricing details

Evaluation of Alternatives Ratings, photos, and sentiment comparisons
Purchase Decision Trust, convenience, and review credibility

Post-Purchase Behaviour Writing reviews and sharing experiences

Appendix E: Sample Data Interpretation (Hypothetical)
Hotel Reputation Analysis (Sample Data)

o Total Reviews: 3,200

e Positive Reviews: 2,480 (77.5%)

e Neutral Reviews: 420 (13%)

e Negative Reviews: 300 (9.5%)
Top Positive Mentions:

e “Clean rooms” (850 mentions)

e “Friendly staff” (620 mentions)

e “QGreat location” (550 mentions)

Interpretation:
Most travellers were satisfied with the service quality; recurring negative themes suggest
areas for improvement.

Appendix F: Tourism Platforms Referenced



TripAdvisor

Google Reviews
Booking.com

Airbnb

YouTube Travel Vlogs
Instagram Reels

Reddit Travel Communities

TikTok Travel Trends
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