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[bookmark: _Toc158306282]Abstract
The main aim of the research study was to investigate the impact of online reviews on the consumer decision making with a comparison of the consumers of UK and India for booking Hilton Hotels & Resorts through Booking.Com. As a result, the main research technique used in this study to collect data from the 40 guests who made up the sample size of the hotels was a questionnaire survey. In addition to the statistical analysis utilising the SPSS programme was used to evaluate the data acquired about the influence of internet reviews on consumer decision making with a comparison of Indian and UK consumers who book Hilton Hotels & Resorts through Booking.Com. 
In this way, the below findings and discussion revealed that offers and reductions are more likely to draw in British citizens when it comes to making selections about online hotel reservations while visiting new places. Furthermore, the information that an e-commerce website provides determines its quality. It provides clients with current, reliable information about products and services. Similarly, it has also been found from the findings and discussion that trust was an essential element that depended on perceived value, client pleasure, and superior service. Also, reviewers can find out more about a firm by utilising corporate details, problem solving techniques, and product comparisons. Many reviews contain helpful information such as whether shoes and garments fit according to size or are oversized. Customers may use this information to select the best product or service for their needs, enhancing their overall experience with the business and promoting favourable feedback. Moreover, findings also demonstrated that the more UK citizens acknowledge that internet reviews contain the firsthand accounts of consumers, the more they take this into account when making hotel reservations. On the other hand, fewer Indians now choose to book hotels online based only on internet evaluations. Positive feedback from internet reviews also affects customers' perceptions and could lead to a purchase, but negative feedback has the opposite impact. However, some recommendations such as providing a pleasant experience, addressing negative feedback, and asking for offline feedback from guests etc. to improve their online reviews in relation to influence the consumer decision making for the online hotel booking while touring to new cities. 

Table of Contents
Abstract	3
Table of Figures	6
List of Tables	7
Chapter1. Introduction	8
1.1 Research Background	8
1.2 Research Problem	9
1.3 Research Aim and Objectives	9
1.4 Research Questions	10
1.5 Research Significances	10
1.6 Methodology	11
1.7 Research Variables	11
1.8 Research Structure	12
Chapter2. Literature Review	14
2.1 Introduction	14
2.2 Theoretical Understanding	14
2.2.1 Online Review	14
2.2.2 Consumer Decision Making	15
2.3 Factors that influence the consumer decision making for online hotel booking	15
2.4 Factors that make the consumers to look towards online reviews for information of a hotel	17
2.5 Impact of online reviews on consumer decision making for booking a hotel	19
2.6 Literature Gap and Summary	21
Chapter 3. Methodology	23
3.1 Introduction	23
3.2 Research Onion Framework	23
3.3 Research Philosophy	24
3.4 Research Approach	24
3.5 Research Design	25
3.6 Research Strategy	26
3.7 Data Collection Method	26
3.8 Sampling	28
3.9 Data Analysis	28
3.10 Ethical Considerations	29
3.11 Research Limitations	29
3.12 Summary	29
Chapter 4. Research Findings and Discussion	31
4.1 Introduction	31
4.2 Analysis and Findings	31
4.2.1 Reliability Analysis	31
4.2.2 Demographic and Preliminary Information	32
4.2.3 Factors influence decision for online hotel booking	37
4.2.4 Reasons for considering online reviews for Booking Hotel through Booking.com	39
4.2.5 Impact of online reviews on decision making for booking Hilton Hotel	43
4.2.6 Correlation Analysis	46
4.3 Discussion of Findings	47
4.3.1 Factors that influence the consumer decision making for online hotel booking	47
4.3.2 Factors that make the consumers to look towards online reviews for information of a hotel	48
4.3.3 Impact of online reviews on consumer decision making for booking a hotel	49
4.4 Summary	51
Chapter5. Conclusion and Recommendations	52
5.1 Introduction	52
5.2 Conclusion	52
5.3 Recommendations	55
5.4 Research Limitations and Future Scope	56
References	57
Appendices:	63
Appendix 1. Survey Questionnaire	63
Appendix 2. Frequency Tables	70
Appendix 3. Cross-tabulations	72
Appendix 4. Correlation	80
Appendix 5. Reflection	81



[bookmark: _Toc158306283]Table of Figures
Figure 1: Research Structure	13
Figure 2: Research Onion Framework	24
Figure 3: Nationality	33
Figure 4: Gender	34
Figure 5: Age Group	35
Figure 6: Income Group (Per annum) For Indians	35
Figure 7: Income Group (Per annum) For UK	36
Figure 8: Frequency of Visiting City	36
Figure 9: Consideration of booking of Holton Hotel	37
Figure 10: Factors influence decision for online hotel booking	38
Figure 11: Online reviews as more trustworthy information source	40
Figure 12: Online reviews for social proof for the hotel and book wisely	41
Figure 13: Online reviews to compare	41
Figure 14: Online reviews to avoid hesitation and concerns	42
Figure 15: Online reviews to get real picture	43
Figure 16: Online reviews are more trustful	43
Figure 17: Positive review influence to book Hilton Hotel	44
Figure 18: Inclusion of personal experiences	45
Figure 19: Role on decision making	45
Figure 20: Information for service quality	46
Figure 21: Creation of interest and attraction	46
Figure 22: Kolb's Cycle of Reflective	82



[bookmark: _Toc158306284]List of Tables
Table 1: Reliability Test	33
Table 2: Nationality	34
Table 3: Age Group	35
Table 4: Frequency of visiting	36
Table 5: Cross-Tabulation between Nationality and consideration of booking hotel Hilton	38
Table 6: Cross tabulation of nationality and offers and discounts	40
Table 7: Cross Tabulation between Nationality and Avoiding hesitation and concerns	42
Table 8: Cross Tabulation between Nationality and personal experiences by online reviews	45
Table 9: Correlation results summary	47


[bookmark: _Toc158306285]Chapter1. Introduction
[bookmark: _Toc158306286]1.1 Research Background
With the introduction of digital technology and the internet, business has been done in a completely new way, leading to the explosive growth of e-commerce. From being a novel notion, e-commerce has grown to be a multitrillion dollar sector that is changing both the traditional retail environment and customer behaviour (Wen et al., 2021). The vast array of items and services that are readily available on e-commerce platforms, together with their simplicity of use and convenience, have drawn a significant number of customers and transformed the way consumers engage with businesses and make purchases. Innovations in payment methods, shipping, user experience, and data analytics are what fuel the e-commerce industry's continuous change (Kouzmal et al., 2020). E-commerce has expanded greatly over time due to technological advancements and has become indispensable to everyone's daily lives (Precedence Research, 2022). 
The e-commerce market has been gaining significant popularity in the emerging business environment as it has held around $16.27trillion in 2023 while it is estimated to increase in future years (Precedence Research, 2022). Additionally, it is also found in relation to the tourism industry that customers are more and more looking to internet reviews while they are booking online for a hotel or resort to learn about destinations' quality, value for money, and other features. It is because reviews are user-provided information based on their experiences with the goods or services they have purchased through websites, as opposed to the product detail supplied by the suppliers (Alabdullatif and Akram, 2018). In present, there is an expanding trend of sharing the purchasing and experience with products like hotels, resorts, and restaurants through the customers on the social media platform of a company. By sharing the purchasing and experience with products, the customers can provide the important details related to the products or brands to the potential customers with the aim of increasing awareness of the other people who are thinking to buy these specific products or brands (El-Said, 2020). 
In concern to above, numerous studies that have been done in the past and clearly demonstrate the connection between internet reviews and customer purchase intention are relevant in this regard. This research is more important to study because it focuses on the influence of online customer reviews on consumers' decision to book a hotel through Bookin.com (Filieri, 2016). However, these studies do not adequately address the emphasis on the service purchasing choice of the customers from the online reviews because the level of service is subjective in nature and different consumers need various kinds of service quality. An assessment of the influence of internet reviews on the decision-making process of UK and Indian consumers using Booking.com to make reservations for Hilton hotels and resorts has been conducted. The significance of this research is further enhanced by the comparison of consumer opinions in two different nations (Ahmad and Sun, 2018). Specifically, it examines if cultural preferences, requirements, or communication techniques influence customer choice when booking a hotel as well as variances in reviews. The investigation advances our general knowledge of how cultural variations affect consumers' decisions based on internet reviews. This is because consumer decision-making is an emotional process that is greatly influenced by a variety of elements, including information, vision, and cultural characteristics.
[bookmark: _Toc158306287]1.2 Research Problem
Consumers' purchasing habits have changed because of technological advancements; they increasingly prefer to buy things online rather than at physical stores. Like this, decision-making has evolved as a variety of elements now play a role in the hospitality industry's online hotel booking decisions. However, several businesses in hospitality industry are still unaware of the impact of customer review in the decision making of the customers and the factors which influence the potential customer’s decision for booking hotels online (Chan et al., 2017). In this regard, the current study will evaluate the impact of online reviews on consumers' decision-making when making an online hotel reservation by looking at various factors that affect consumers' decision-making when making an online hotel reservation and that lead consumers to consult online reviews in addition to the impact of online reviews on consumers' decision-making when making an online hotel reservation. 
[bookmark: _Toc158306288]1.3 Research Aim and Objectives
The main aim of the undertaken study is to investigate the impact of online reviews on the consumer decision making with a comparison of the consumers of UK and India for booking Hilton Hotels & Resorts through Booking.Com. For attaining the research aim, some research objectives are developed below to be accomplished:
· To assess the factors that influence the consumer decision making for online hotel booking 
· To identify the factors that make the consumers to look towards online reviews for information of a hotel
· To critically evaluate the impact of online reviews on consumer decision making for booking a hotel
· To obtain the consumer opinions for comparing the impact of online reviews on UK and Indian consumers for booking Hilton Hotels & Resorts Via Booking.Com
[bookmark: _Toc158306289]1.4 Research Questions
Concerning accomplishing the research objectives, the researcher requires addressing below given research objectives so that the research aim can be attained ultimately:
1. What are the major factors that influence consumer decision making for online booking of a hotel?
2. Why the online reviews are important for consumers for making decision making to book a hotel online?
3. How effective online customer reviews are to influence decision making of consumers to book Hilton Hotels & Resorts through Booking.Com and how it is different or similar among UK and Indian consumers?
[bookmark: _Toc158306290]1.5 Research Significances
The impact of the online review on the consumer decision making while booking the hotels is considered as the important focus area which has huge significance in the present world. The popularity of social media has been increasing within the emerging environment due to its number of advantages which are enjoyed by the businesses significantly (Fong et al., 2018). Accordingly, the customer reviews are one of the important components of the social media channels which allow the businesses to influence the potential customers to make their decision of buying specific products or services. In this relation, the current study us quite significant as it allows understanding the concept of customer reviews and its impact on the consumer decision making for booking a hotel (Shimpi et al., 2022). In addition, this research looks at the variables that affect customers' decisions when they book hotels online as well as the reasons why they turn to internet reviews for information about a property. 
[bookmark: _Toc158306291]1.6 Methodology
The study is based on customer perspectives and due to this, there is need to collect primary data. Through primary data collection, an extensive analysis of the influence of online reviews on consumer decision making with a comparison of UK and Indian consumers booking Hilton Hotels & Resorts will be conducted. Specifically, the survey results will be evaluated with respect to the incorporation of the research findings. To support the analysis logically, the data gathering process also considers the random sample technique (Mishra et al., 2023). To examine the encouraging and inhibiting variables that lead consumers to turn to internet evaluations of hotels for information, the researcher utilised the primary quantitative data gathering approach with the help of survey technique through questionnaire. The researcher will use statistical analysis as a method of data analysis, which includes creating tables and graphs from the survey results collected via Microsoft Form.
[bookmark: _Toc158306292]1.7 Research Variables
Every research study includes independent and dependent variables that are studied in connection to the research problem to determine the link between the two types of research variables. This study compared how customers in the UK and India used Booking.Com to book Hilton Hotels & Resorts, with a focus on the impact of online reviews on consumer decision-making (Nguyen et al., 2022). The dependent variable in this study is the number of reservations made by Hilton Hotels & Resorts via Booking.Com, whereas the independent variable looks at how online reviews affect customers' decisions. The study is noteworthy because it examines how internet reviews affect consumers' decisions when they book Hilton Hotels & Resorts through online resources like Booking.Com, thereby establishing a relationship between the independent and dependent variables (Ktait et al., 2020).
[bookmark: _Toc158306293]1.8 Research Structure
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[bookmark: _Toc158144701]Figure 1: Research Structure
This research project will adhere to the correct format and has several chapters for the comprehensive analysis. The research study's several chapters are listed below: 
	Introduction
	This is the initial chapter of the research study, and it examines the aims, queries, and purposes of the inquiry. It includes a comprehensive synopsis of the study.

	Literature Review
	The critical examination of the research goals is presented in this, the dissertation's second chapter. This encompasses the scholarly source obtained from books, journals, and articles.

	Research Methodology
	The third chapter of this study examines several research approaches, such as research paradigms, data collection strategies, and research strategies.

	Research Findings and Discussion 
	The most essential chapter follows, which is separated into two sections: research analysis and discussion. The primary strategy for creating research findings is to analyse the study's aims and how they may impact future research. Following analysis, the following stage of discussion is undertaken, with the research results and literature review utilised to create a conversation that helps the researcher to arrive at the study's primary conclusions.

	Conclusion and Recommendations 
	The last chapter is made up of two components: the conclusion and the suggestions. Following the previous chapter, several ideas for improvement are offered. The conclusion is based on the previously conducted research analysis, findings, and discussion of the study goals.
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This chapter is beneficial in critically evaluating prior studies undertaken in the context of the research topic to discover what is currently known and what gaps need to be addressed with more research. When consulting the present study, a literature analysis is conducted to achieve the research goal of studying the influence of internet reviews on consumer choice making using a comparison of UK and Indian customers booking Hilton Hotels & Resorts through Booking.com. In this fashion, the literature evaluation includes a critical examination of the study's themes, elements that impact consumer decision making, and factors that cause customers to seek information about a hotel from online reviews. This section also discusses the influence of internet reviews on customer decision-making while reserving a hotel. Moreover, the literature section also provides the gap in the previous studies which is going to fulfil through current study. 
[bookmark: _Toc158306296]2.2 Theoretical Understanding
[bookmark: _Toc158306297]2.2.1 Online Review
According to the study by Lui et al. (2018), an online review, as submitted via a Microsoft questionnaire link, is defined as written feedback or commentary about a product, service, or experience shared online. Online reviews are available on a range of websites, such as review sites, social networking platforms, and company sites. They are frequently written by consumers or users who have direct experience with the good or service under review. Bi et al. (2019) define online reviews as real-life experiences that give potential purchasers with information into the quality, value, and reliability of the product or service under evaluation. They provide social evidence that is significantly more relevant to advertising and might have a significant influence on purchasing decisions. Furthermore, Banerjee et al. (2017) believe that online evaluations are beneficial to a business for a number of reasons, including increased exposure and consumer trust. Online reviews may help a firm acquire notice since they appear in results for searches and can be shared on social media platforms. They can also help build trust and credibility among prospective customers. Reviews from actual customers may be more trustworthy than marketing materials because they provide a more objective image of the company's goods or services. However, Zhou and Guo (2017) explain that online reviews are founded on actual usage and give potential purchasers with information on the quality, value, and reliability of the good or service for consideration. They provide social proof that is significantly more meaningful than marketing and may have a significant influence on purchasing decisions.
[bookmark: _Toc158306298]2.2.2 Consumer Decision Making
According to Stankevich's (2017) study, consumer decision-making is the process by which customers gain awareness of and define their desires, get knowledge on how to meet these requirements, evaluate numerous accessible options, make a purchase decision, and evaluate their purchase. At the same time, Willman-Iivarinen (2017) outlines that the process of consumer decision-making highlights numerous processes that a customer takes, from recognising the need for a commodity or service to determining if an eventual purchase fits those criteria and expectations. Learning how consumers make decisions is critical because it allows firms to anticipate user needs and design marketing or sales strategies accordingly. However, it is demonstrated by Pradhan (2018) that understanding the customer decision-making process is critical for marketers because it enables them to understand the motivators that drive consumers to purchase products and services. When developing a marketing plan, marketers should consider how their intended customer base selects products and services. Understanding how customers determine what they want to buy is typically a critical component of the most effective marketing strategies. Whereas the research of Wang and Yu (2017) reflects that consumers are continuously making decisions about which items and services to buy and how to utilise them. These decisions have significant implications not only for consumers, but also for policymakers and marketers. These are usually challenging judgements. Consumers are frequently confronted with a plethora of options that are continually evolving owing to new technology and competitive forces. Thus, the consumer decision making process is crucial for the businesses to be focused while promoting the product and enhancing the revenue. 
[bookmark: _Toc158306299]2.3 Factors that influence the consumer decision making for online hotel booking
In concern of the consumer decision making, it is reflected from the findings of Gupta (2019) that with the advancement of the technology, the buying behaviour of the consumers have been changing as they are now preferring to purchase the products online instead of offline. Similarly, the decision-making process has also changed as there are several factors which influence their decision making regarding the online hotel booking in hospitality industry. Supporting to above, it is outlined from the research of Wen et al. (2021) that the website quality factors are quite crucial which have the major influence on the consumer decision making as consumers interact with the website whether they shop on a website that sells goods or book a hotel deal through an OTA website. Similarly, Syed and Suroso (2018) evaluates that the availability of information on an e-commerce website determines its quality. It provides consumers with up-to-date and accurate product and service information. It is indicated that when customers search for hospitality items, the quality of information available on the website has a major impact on their inclination to acquire that product. While Gavilan et al. (2018) reflects that when booking through a hotel or travel agent website, users interact with the company's website. The level of service that customers receive in this case is crucial. The whole assessment of a website's functionality is referred to as service quality. Several aspects influence a website's service quality, including its layout, the quality of its information, and how it interacts with its customers. However, Jang et al.'s (2019) research shows that most customers are worried about the security and privacy of their personal data and information when making purchases online. Many online shoppers may decide not to proceed with their planned purchases and leave the websites empty-handed due to security worries. Security and privacy, which are significant factors influencing consumer purchasing behaviour, have also been shown to influence online sales.Aside from the foregoing, the study analysis of Alabdullatif and Akram (2018) critically reveals that product pricing is a broad term. But it's defined as the sum of money required to pay for a specific hotel package that you see on a website for a travel agency. When making purchases from a travel website, customers are virtually always worried about how much the items—including hotel rooms—will cost. Online shoppers are presented with rival or reference pricing in addition to the offer from their preferred supplier. Customers create opinions about the cost of a product by contrasting the advertised price with reference prices that are accessible on other online retailers.
As opposed to what was previously said, Kouzmal et al. (2020) show that product diversity is defined as having a range of travel items available on a travel agent's website. This covers lodging accommodations and names, airline tickets, car rentals, trip packages, and more. When making an online hotel reservation, many clients want to find other travel-related products on the same website. Consumers may easily find different aspects of their journey on a single website. In addition to above, Varkaris and Neuhofer (2017) reflect the views that product design is viewed from a travel website through photographs of hotels and rooms. Typically, buyers' first impressions of a product are formed by its design. It outlines how the product will look and work. When developing a company's branding strategy, design is a tactical instrument. The great majority of purchases made by consumers are influenced by factors other than a rational assessment of their alternatives. In contrast, the research by Sundari and Panchanatham (2022) shows that when users interact with an online store to make a purchase, they must go through a series of steps that involve making a payment. Travel agency websites accept a variety of currencies and payment options. When there are a large variety of payment methods accessible on a travel agent website, consumer buy intention increases, leading to a final purchase decision. Consumers are inclined to pick the most convenient payment method. While it is reflected from the research analysis of Nguyen et al. (2022) that consumer happiness is crucial in every organisation, especially internet businesses. Some website design components, such as information design, navigation design, visual design, and the link with consumers' trust and happiness, are highlighted considering the online context. The result revealed a substantial link between all three design components and consumer happiness across cultures. Consumers regard website quality as the cornerstone for information satisfaction. Moreover, Hu and Yang (2020) reveals that consumer loyalty arises when customers choose to repurchase from a specific website. It included trust as a key factor driven by perceived value, service excellence, and customer happiness. There was a direct relationship between service quality and perceived value, contentment, and trust. Meanwhile, trust served as a mediator in the indirect link with consumer loyalty. Supporting to above, Ktait et al. (2020) reflects the consumer behaviour theory which claims that consumer behaviour is influenced by several external factors. While focusing above, the consumer satisfaction and their loyalty are some factors which influence their buying behaviour towards the online hotels for booking. 
[bookmark: _Toc158306300]2.4 Factors that make the consumers to look towards online reviews for information of a hotel
In terms of online reviews, Xie et al. (2016) report that people's internet use has changed considerably over the last decade. India had 92.7 million internet users in 2010, but the figure has now risen to 845.68 million. People's internet purchasing habits and consumer behaviour have also shifted dramatically over the previous decade. User evaluations are more credible and user-oriented over company-based marketing because end users rate product or service characteristics and usability from their perspective. As a result, clients find it much easier to plan vacations and make selections based on online evaluations. Similarly, Kwok and Xie (2016) found that various variables drive consumers to hunt for information about a hotel through online reviews. In this way, before making a purchasing choice, the average consumer reads ten internet reviews. Eighty-eight percent of customers believe user evaluations are as trustworthy as personal recommendations and this is because people want social proof. That's where reviews come in. Online reviews are simply customer suggestions that people read to help them make purchasing decisions. It also helps consumers develop confidence in your brand and offers your company legitimacy from genuine customers. However, the findings of Berezina et al. (2016) opposes that customers may utilise reviews to get answers to their issues, compare sizes and colours, and learn more about a firm. Many reviews contain useful information, such as whether clothing and shoes fit large, small, or true to size. This information can assist consumers in selecting the best product or service for their needs, therefore enhancing their overall experience with the firm and motivating them to leave good feedback. At the same time, the research of Kim et al. (2016) evaluates that online review systems enable corporate personnel to directly connect with clients, which may help them establish a reputation for helpfulness and accessibility. In some cases, unfavourable reviews provide an opportunity for the firm's brand ambassadors to communicate with customers and enhance their overall experience with the company. Customers who obtain assistance in response to a bad review may alter or remove their previous review and leave a new one complimenting the company's customer support personnel (Chan et al., 2017).
In addition to above, it is determined from the study of Filieri (2016) that potential clients gain trust in a firm after reading online reviews, which serve as social evidence. Customers are unlikely to believe what businesses claim about their firm. Personal referrals and word-of-mouth, on the other hand, have far more impact. Positive feedback convinces potential buyers that they can trust the company, its products, or services. Unfortunately, nearly everyone has had negative experiences with businesses, whether online or in person. Potential clients might overcome their hesitations and concerns by reading online business reviews. In oppose to above, Chakraborty (2019) critically analyses that online reviews also help to create brand confidence among the audience. If potential buyers learn that other people have had favourable experiences with a given brand, they are more likely to trust that brand. Reviews improve brand trust and the possibility that customers would make a purchase from a firm. Ahmad and Sun (2018) found that consumers who take the time to leave an online review for a business are significantly more likely to feel loyal and return. The process of leaving a review and developing a connection with the business gives consumers a sense of agency, even if they are behind a desktop, smartphone, or tablet screen, and may provide positive and relevant feedback. However, it is reflected from the research findings of Lee et al. (2017) that Online reviews help confirm the skill in the eyes of potential clients. They demonstrate that firms have effectively assisted others in overcoming a given issue or achieving a particular objective. Anyone may make statements about how fantastic their product or service is, but such assertions are not always accurate. Businesses may establish their knowledge and authority by presenting proof of achievement via online reviews. Most customers place greater faith in online peer evaluations than in business statements. Customers are less inclined to trust a claim if there is no third-party supporting proof. Good reviews are an excellent approach to substantiate their claims (Mittra and Khamkar, 2021). Therefore, the above-mentioned elements are essential in encouraging clients to check internet reviews of hotels for information. 
[bookmark: _Toc158306301]2.5 Impact of online reviews on consumer decision making for booking a hotel
As per the understanding of Wen et al. (2021), people base their hotel booking decisions heavily on online hotel reviews and ratings. As a result, it is vital that businesses, particularly in the tourism industry, pay attention to them. Positive feedback encourages good attitudes and the possibility of a sale, while negative feedback has a negative effect on a customer's purchasing habit, which is why online reviews are becoming more and more significant for businesses. Poor hotel ratings might hinder bookings and sales since consumers in the hospitality industry rely on internet reviews when making travel and lodging arrangements. In addition to the foregoing, Chan et al. (2017) found that potential consumers offer both good and negative ratings to hotels, and that these diverse reviews have varying effects on consumer decision making for hotel booking. Similarly, while focusing on the positive reviews, online reviews create a positive and considerable influence on hotel booking intents; thus, they should be managed as a suitable strategic communication channel. The greater the number of good evaluations, the more likely people are to book an online hotel (Kouzmal et al., 2020). Similarly, the more positive feedback, the more it will favourably influence customer attitudes, but negative remarks would have the opposite effect. In addition, the combined effect and prestige of online reviews have a nearly exponential influence on the valence of the review. Thus, based on the evidence presented above, online favourable reviews have a major influence on customers' hotel booking intentions. However, Gavilan et al. (2018) found that when it comes to the negative influence of internet reviews on hotel reservations, bad evaluations on a large scale produce a negative attitude towards hotel bookings; however, they also found that single unfavourable comments had no impact on consumer booking intentions. Furthermore, Fong et al. (2018) discovered that showing negative information before good information reduces consumer booking intentions; however, presenting positive information with numerical scores mitigates the negative effect while urging customers to book hotels (Shimpi et al., 2022). Online hotel bookings are mostly determined by how clients view the authenticity of the website and the information offered on it. Similarly, good remarks have a beneficial impact on hotel ratings, while bad feedback has the opposite effect. Furthermore, the idea of negative impacts explains why negative information has a greater influence on people than good information.
Aside from the above, the study findings reported by Alabdullatif and Akram (2018) reveal that positive internet reviews have a direct influence on increased customer purchase intentions when making an online hotel reservation. As per the facts, it is determined that the trust is important aspect regarding influencing the potential customer’s behaviour, establishing the significant confidence, and influencing their tendency in regard to make the online transactions. The connection between the online reviews on the websites and buying behaviour of the customers is positive, which focuses on the value of the social confirmation as well as the peer recommendations. At the time of online purchasing, the potential customer hugely depends on the opinions as well as the information provided by others, especially at the time of making online purchases. Similarly, Mishra et al. (2023) observed that the travellers in present time are capable to easily assess the standards of any selected hotels, excellent service, along with the customer experiences with the help of a variety of mobile applications as well as the websites which are effective for the customer to analyse online reviews provided by other customers including their own experiences with the hotels. Also, it is also determined that hotels and resorts have faced several problems to monitor as well as control the online reviews because of their prevalence. In relation to deal with it, give consumers with specific indications is quite important in relation to identify the noteworthy evaluations, which allow the hotel management for successfully using the customer feedback. Furthermore, the study of El-Said (2020) also discovered that the online reviews on the hotel’s website have the major impact on the consumer’s behaviour, their attitudes and the choices of hotel booking at the time of studying on the concept. Similarly, the ratings through the other customers give the social proof to the potential travellers, who consider them to assess the general reputation of the hotels as well as the quality. Online reviews on the hotel’s website are significant in concern of providing the potential guests with the exact and true information regarding the hotel's services, offerings, and the amenities. In this way, the potential customers are more possible to make sure the data earlier using the specific services, they revealed. Also, the online reviews on the websites help the potential customers to network with their known and take the informed decisions which discloses their interests along with their requirements. When it comes to picking a hotel, most people rely heavily on internet reviews. Syed and Suroso (2018) discovered that positive reviews get greater attention and can alter consumer perceptions and intentions. Knowing how online reviews influence consumer behaviour is critical for restaurant businesses that want to manage their online reputation, increase customer happiness, and attract new customers.
[bookmark: _Toc158306302]2.6 Literature Gap and Summary
Several research have been conducted on the themes of online reviewing and consumer decision making. The literature review provided significant insights into a few topics, including the relationship between online reviews and consumer decision-making, the factors that drive consumers to look for hotel information online, the impact of online reviews on consumer decision-making for hotel booking, and factors that influence consumer decision-making for online hotel booking. However, early research was unable to shed light on the influence of internet reviews on customer decision making when reserving a hotel in a comparison manner. This is the biggest gap identified in the prior investigations. To close this gap, the present study examines how effective online customer reviews are in influencing consumers' decisions to book Hilton Hotels & Resorts through Booking.com, as well as how this varies or is similar for customers in the UK and India. In this study, the researcher will investigate a few factors that affect consumers' decisions when they book hotels online, including what motivates them to look for information about hotels online and how online reviews affect these decisions in a comparative way between hotels in the UK and India.
At the end, it can be summarized that with the growth of technology, customers' purchasing habits have changed, and they increasingly prefer to acquire things online rather than offline. Similarly, the decision-making process has evolved, as numerous elements impact their decision-making about online hotel booking in the hospitality business. Similarly, people's online shopping patterns and consumer behaviour have altered substantially over the last decade. User evaluations are more credible and user-oriented than company-based marketing since end users rate product or service characteristics and usability from their perspective. As a result, clients find it much simpler to plan their vacations and make selections using online reviews. Similarly, various characteristics are identified that drive consumers to seek hotel information through internet reviews. Furthermore, individuals rely extensively on internet hotel reviews and ratings to make their hotel booking selections. Therefore, companies, especially those in the tourism industry, need to be aware of them. Negative internet reviews have a negative effect on a customer's purchasing behaviour, whilst positive online reviews increase positive attitudes and the likelihood of a purchase. Consumers in the hospitality industry rely on internet reviews when planning trips and reservations for hotels, and low hotel ratings can reduce both bookings and revenue.


[bookmark: _Toc158306303]Chapter 3. Methodology
[bookmark: _Toc158306304]3.1 Introduction
The research methodology chapter, which is currently being discussed, is very important to the dissertation because it includes a thorough explanation of the research methods, techniques, and strategies that are employed to address the research problem, as well as a sufficient rationale for the methodologies, techniques, and other research methods that have been chosen for the specific research purpose. Consequently, the primary goal of this part is to provide a thorough overview of the research methodologies, procedures, and strategies that have been chosen, together with the appropriate rationale explaining the selection of those methods, techniques, and strategies.
[bookmark: _Toc158306305]3.2 Research Onion Framework
The research onion framework, which was proposed by Saunders et al. (2003), has been used by the researcher for the methodology section to define and defend the strategies and research techniques chosen for the study. The several layers of the research techniques and the tactics used in the research methodology process are described in the undertaken research onion framework. 
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[bookmark: _Toc158144702]Figure 2: Research Onion Framework (Sourced: Saunders, 2003)

As seen in the above graphic, the research onion framework has six essential stages that are necessary to complete the research process and effectively address all the critical elements needed for the efficacy of the research process (Saunders, 2003). The techniques chapter, which helps the researcher to choose and justify the chosen procedures for obtaining and analysing the data in accordance with the chosen study objective, is built by concentrating on the framework.
[bookmark: _Toc158306306]3.3 Research Philosophy
Research philosophy is based on a set of presumptions and beliefs, such as the notion that improved results can only be obtained via the collection, utilisation, and analysis of data. This research approach gives researchers the specific data or facts they need to build their own knowledge of the research project. Furthermore, it offers precise and pertinent data that is examined during the research investigation. Interpretivism and positivism are two philosophical schools of thought that are being studied (McCusker and Gunaydin, 2015). The current study, which focuses on the undertaken study, aims to compare Indian and UK consumers' decisions to book Hilton Hotels & Resorts through Booking.Com and examines the influence of online reviews on consumer decision-making. This requires the generation of both subjective and generalised knowledge. In this manner, it is imperative that the researcher devote more of their attention to this research study to applying positivism research philosophy, which aids in understanding the study's objective, which is to comprehend the factors that influence consumers' decisions to book hotels online, the reasons why they turn to online reviews for information, and the effects of online reviews on those decisions (Nayak and Singh, 2021). The positivist philosophy was appropriate for producing objective knowledge by emphasising the scientific principles that have been considered in the context of early development, together with validated models and hypotheses associated with research concepts.  An additional rationale for opting for positivist philosophy was the integration of sensory experiences, rational thinking, and an emphasis on generating reliable data to tackle the issues found in the conducted research. In addition, positivism was chosen as the philosophy of choice for the study project, which aimed to compare how internet reviews affected consumers' decisions to book Hilton Hotels & Resorts in the UK and India (Mohajan, 2018).
[bookmark: _Toc158306307]3.4 Research Approach
Furthermore, the research approach is acknowledged as crucial for the study because it is selected based on the nature of the research. The deductive research approach was applied to the research study by focusing on the methodology developed in the studies conducted on the same research area by Chan et al. (2017), Fong et al. (2018), and Alabdullatif and Akram (2018). This was carried out since the methodology made it easier to generalise the research study's findings and provide background information on the research subject. This was carried out because the method improved understanding of the research question and made it possible to apply the study's conclusions more widely. Because this method was useful in obtaining a wealth of data and producing integrated outcomes, the study was capable of to be completed in accordance with the data for the present research field. Moreover, it has been shown that the deductive research philosophy complements positivist research philosophy better to strengthen and optimise the research study's entire methodology. The researcher found that the deductive strategy was advantageous in collecting quantitative data from the target group to get successful generalised study conclusions (Johnston, 2014). Furthermore, comparing the decision-making processes of Indian and British consumers who book Hilton Hotels & Resorts through Booking.Com, the deductive research technique was acceptable for determining and assessing the influence of online reviews on consumer behaviour. 
[bookmark: _Toc158306308]3.5 Research Design
Regarding the research onion framework, the research design process encompasses many elements that specify the research objectives, methodology, and research approaches. In this sense, as the current study has been outlining the causal link between the research variables, the explanatory research objective has been taken into consideration in accordance with the undertaken research idea (Pandey and Pandey, 2021). Choosing an explanatory study goal also considered the need to collect a lot of data in order to provide a generalised picture of the relationships between the variables. Explanatory research can design the study quantitatively in this way. That's the rationale behind using the quantitative research approach to achieve the goal of the study. By comparing the booking practices of customers in the UK and India for Hilton Hotels & Resorts through Booking.Com, the researcher discovered how effective it was to collect a substantial quantity of data and provide numerical results to ascertain the influence of online reviews on consumer decision making (DeJonckheere and Vaughn, 2019). This strategy was chosen for the study because it fits well with the deductive approach and serves the objective of explanation. The researcher was able to define the real facts related to the study topic on internet reviews and customer perspectives by using explanatory research purposes.
[bookmark: _Toc158306309]3.6 Research Strategy
The identification of the relevant research strategies is a further component of the research design, following the identification of the research strategy and design. There exist two distinct categories of research strategies: qualitative and quantitative. The application of the quantitative research strategy is to quantify the choices, attitudes, and behaviours. In contrast, the qualitative research approach is being selected to comprehend possibilities and reasons (Kumar, 2018). As a result, the researcher used the quantitative techniques to finish the study. According to the research idea, appropriate understanding of the impact of internet reviews on customer decision making was required. As a result, the study effort is now more genuine and valuable thanks to the quantitative research strategy. Since face-to-face interaction was not feasible because of the COVID-19 pandemic impact, the researcher used social media tools to conduct a quantitative survey strategy using a questionnaire to collect some essential data for the study. This data concerned online reviews and their impact on consumer decision making (Bauer, 2014). 
In order to compare the effects of internet reviews on Indian and UK consumers who book Hilton Hotels & Resorts through Booking.Com, this also aided the researcher in gathering user perspectives. The researcher was also capable to collect a significant amount of pertinent data in line with the research idea by using the survey approach. Closed-ended questions are part of the survey method because they allow participants to be represented and provide accurate answers without having to take many chances (Shiboski et al., 2017). To gather information for the survey, a subset of participants has been selected to answer questions about online reviews, their influence on consumer choice, and the variables that affect consumers' decisions to book hotels online and achieve more productive and expanding results.
[bookmark: _Toc158306310]3.7 Data Collection Method
Methods of data collection are how information is gathered to enable efficient study. Primary and secondary data are the two categories of data used by researchers. These techniques are discussed below in relation to the research study: 
Primary Data Collection: After obtaining secondary data and applying it to the research, it was discovered that the secondary data left a significant gap in the study that was conducted on the selected research concept. Thus, primary data within the undertaken research has been focused to generate the precise information required to efficiently deal with the research gap as well as the research purpose (Kumar, 2018).  This technique worked since there was a lot of data available and quantitative analysis was used comprehensively. Additionally essential to improving the study's validity and reliability were the results of this approach. The researcher has carefully considered the survey questionnaire to achieve the study goal in a quantitative manner and acquire data from primary sources. 
The survey was designed with the data collecting approach for this study in mind and comprised a self-administered, standardised questionnaire with the same items for each of the selected applicants. Using the survey instrument, the researcher produced a variety of viewpoints. Next, he carried out a quantitative study to look at how internet reviews influence customers' decisions (Dźwigoł, 2018). The study contrasted reservations made at Hilton Hotels & Resorts by Indian and British tourists. Since it was against COVID-19 regulations to communicate with or contact members of the UK public, the questionnaire that was produced was distributed to the chosen candidates to collect primary data. Social media techniques were also employed to communicate with the chosen candidates. Participants received an email with a permission form prior to the survey, asking for their free consent depending on how acceptable the survey was in terms of time and cost (Nayak and Singh, 2021). The researcher created the questionnaire using the Microsoft Form tool, then sent the subjects a link to finish it. Through social media, the researcher attempted to distribute the questionnaire to a wider audience for the study. After giving permission to participate in the survey, the participants were added by means of the researcher.
Under the current study, the desk-based research approach was used to collect qualitative information for the literature review. Emerald and Google Scholar are two reputable and authentic databases that were selected to gather qualitative information for the literature review. These databases contain a multitude of research studies, including articles, papers, journals, and other materials. Out of millions of studies, some of these are pertinent to the research problem under consideration (Ledford and Gast, 2018). The Google Scholar has been taken into consideration as it was freely accessible online to everyone. The researcher managed to produce crucial knowledge with the aid of several distinct secondary information sources. To improve the capacity to access recent information, the researcher extracted data for the brief period from 2015 to the present, despite the fact that it comprises millions of research.
[bookmark: _Toc158306311]3.8 Sampling
Before starting to gather data, the researcher had to determine the exact sample size. Taherdoost (2016) examined the influence of internet reviews on consumer choice by analysing the reservations requested by Hilton Hotel & Resort patrons in the UK and India. The primary focus of the research was consumer behaviour within the UK tourism sector. The group of people being assessed is those who have selected and reserved Holton hotels and resorts through Booking.com, either in the past or in the present. In this study, deliberate sampling was employed by the researcher to locate and get in touch with consenting participants (Mackey and Gass, 2015). This sample approach was used to send the questionnaire link to 30 to 40 Indian and 30 to 40 UK clients who were asked to remark on how Booking.com online reviews influenced their hotel booking choice. From this sample size, the responses of 22 UK respondents and 18 Indian respondents, provided their views and perspectives regarding the online bookings of the hotels like Holton hotels using Booking.com. this presents the right sample size due to the consideration of the participants, who stayed at the chosen hotel with the use of Booking.com for 3-4 times, which ensured right reviews and perceptions. This made a comparison of how cultural differences influence choices made when perusing internet hotel reviews possible.
[bookmark: _Toc158306312]3.9 Data Analysis
Data analysis is an essential part of a study to obtain meaningful research findings (Mohajan, 2018). To perform a research study, the researcher used statistical analysis, which was useful and effective for producing quantitative research outcomes and successfully resolving the specified research problem using the obtained research findings. SPSS program and Excel sheet software was used to adopt statistical analysis, which makes the research analysis process easier because, in accordance with the study that was conducted, it integrated all the data that was gathered and completed various statistics without requiring the study to perform difficult and crucial calculation processes (Babii, 2020). Additionally, the statistical analysis was done because by creating descriptive statistics and comparison charts, it made it possible to compare the replies more effectively and improve comprehension of the data to draw conclusions about the overall outcomes. Using statistical analysis, various tables, graphs, and figures were employed to aid in the development of knowledge regarding the connection between the research variables and the impact of online reviews on consumer decision-making, with a comparison of Hilton Hotels & Resorts booked by customers in the UK and India (Zangirolami-Raimundo et al., 2018).
[bookmark: _Toc158306313]3.10 Ethical Considerations
The study that was done used both approaches for gathering data, and both raise ethical concerns. According to the main technique, confidentiality constituted a significant ethical dilemma. To deal with this, the researcher protected participant privacy and avoided posing any queries that would require the sharing of private information (Opoku et al., 2016). In the same way, prior and free consent has been guaranteed, and participants have not received any compensation or advantages from the researcher. This action helped the researcher increase the efficacy of the study by providing more reliable and relevant information to solve the research topic (Walter and Andersen, 2013). Additionally, by following university norms that advised producing material in one's own language, utilising original content, and employing citation and references, the researcher handled copyright infringement, plagiarism, and data manipulation. These moral dilemmas have to do with secondary data.
[bookmark: _Toc158306314]3.11 Research Limitations
The data collected from several sources is subject to time and cost efficiency constraints (Igwenagu, 2016). To effectively conduct project-related research, a suitable time and budget plan is required for the research study. But the researcher must fulfil the study's purpose and target on time in order to properly finish the investigation. A range of respondents must provide data for this research study, which might make it challenging for the researcher to promptly obtain the respondents' information and assess its veracity (Tuohy et al., 2013). 
[bookmark: _Toc158306315]3.12 Summary
· Positivism philosophy and deductive approach 
· Explanatory purpose, quantitative method, and survey strategy 
· Desk-based literature review to gain theoretical understanding 
· Questionnaire for primary data collection 
· Statistical analysis of data with Ms-Excel and SPSS Software


[bookmark: _Toc158306316]Chapter 4. Research Findings and Discussion
[bookmark: _Toc158306317]4.1 Introduction
In the dissertation, the data gathering and discussion of the results from the data collecting tool are included in this finding and discussion chapter, which is an essential component. Representing the research results gathered from the targeted participants' survey questionnaire replies was the first phase of the study that was conducted. The compiled replies from the intended audience are provided in this chapter in a graphical fashion along with some statistical data. The researcher received assistance in interpreting the collected data and conducting a suitable conversation with facts in a later phase by having the given graphs clarified.
[bookmark: _Toc158306318]4.2 Analysis and Findings
The survey, which was distributed to a variety of participants with varying points of view and no in-person interaction with the researcher, served as the basis for the research conclusions. About 40 Indian and UK clients received the survey as part of the study, and 39 of them gave their agreement to be surveyed. During the survey preparation process, the questionnaire was divided into four components: the first and second sections dealt with participant demographics and basic data, while the other four sections addressed the goals of the study. The following is a breakdown of the customer survey replies for the purpose of facilitating the next steps:
[bookmark: _Toc158306319]4.2.1 Reliability Analysis
To ascertain if the replies collected from study participants are consistent, a researcher must perform a reliability test. It helps the researcher to guarantee the authenticity and dependability of the study findings. Cronbach's alpha scale test is used to measure reliability; a positive and high score indicates strong reliability and consistency in replies. The following outcomes for the study were attained by using SPSS to run the Cronbach's alpha scale test:  
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[bookmark: _Toc158144728]Table 1: Reliability Test
Table 1 shows that the reliability alpha value is 0.764>0.7, indicating that the questionnaire responses collected for this study are consistent and dependable in producing research findings.
[bookmark: _Toc158306320]4.2.2 Demographic and Preliminary Information
The first section in the survey is related to the demographic information and the second section is related to the preliminary information regarding the research concept. The responses of the participants are provided below in this section:
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[bookmark: _Toc158144703]Figure 3: Nationality
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[bookmark: _Toc158144729]Table 2: Nationality
In the demographic section, the first question was related to the nationality. In response to this question, it has been observed that there were around 22 respondents who belong to UK and around 18 respondents who belong to India (See figure3 and table2). 
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[bookmark: _Toc158144704]Figure 4: Gender
The second question in the demographic section was related to the gender of the participants. In this relation, the respondent’s responses reflected that around 13 respondents were women while around 25 respondents were men. Apart from this, there was one respondent who selected prefer not to say (See figure4).  
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[bookmark: _Toc158144705]Figure 5: Age Group
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[bookmark: _Toc158144730]Table 3: Age Group
Additionally, the third question in the survey was related to the respondent’s age group. Concerning it, it has been found that around 23 respondents who were under the age group of 18 years to 25 years. Similarly, there were around 15 respondents who were under the age group of 26 years to 35 years (See figure5 and table3). However, around 2 respondents selected the age group of 36 years to 45 years. 
[image: ]
[bookmark: _Toc158144706]Figure 6: Income Group (Per annum) For Indians
The next question in the demographic section was asked to the respondents regarding their income group. As per the above graph, the maximum respondents from India were under the category of Under 500,000 INR and 500000-10000000 INR. However, some respondents were from the income group of 10000000-15000000 INR (See figure6). 
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[bookmark: _Toc158144707]Figure 7: Income Group (Per annum) For UK
Apart from Indian respondents, when the concerning about UK respondents, it has been observed from the above graph that the maximum respondents belong to the income group of Under 25000 GBP. However, some respondents were from the income group of 25000-50000 GBP (See figure7). 
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[bookmark: _Toc158144708]Figure 8: Frequency of Visiting City
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[bookmark: _Toc158144731]Table 4: Frequency of visiting
The second section in the survey was related to the preliminary information which was developed to gather the basic information from the respondents about the chosen research concept. Under this section the first question was represented to the respondents to know about their frequency of visiting one city to another. In response to this, around 20 respondents mentioned that they visit from one city to another or one nation to another once in a year while around 15 respondents selected twice in a year (See figure8 and table4). Apart from these, there were around 2 respondents who stated thrice in a year and 3 respondents who mentioned on monthly basis. 
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[bookmark: _Toc158144709]Figure 9: Consideration of booking of Holton Hotel
The next question in the preliminary section was presented to gather the information about the consideration of Hilton hotel for booking while staying in a new city or place while touring. For this question, the above graph shows that around 21 respondents mentioned that they consider booking Hilton hotel while staying in a new city or place while touring. Apart from above, around 5 respondents denied considering Hilton hotel (See figure9). However, there were around 13 respondents who mentioned that they consider the booking Hilton hotel while staying in a new city or place while touring sometimes. 
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[bookmark: _Toc158144732]Table 5: Cross-Tabulation between Nationality and consideration of booking hotel Hilton
The above table reflects that UK participants (n=18) more consider the booking Hilton hotel while staying in a new city or place while touring as compared to Indian participants (n=16). In this way, it can be mentioned that UK’s people are more oriented towards Hotel Holton while staying in new city while roaming (See table5). 
[bookmark: _Toc158306321]4.2.3 Factors influence decision for online hotel booking
Under the survey questionnaire, the next section was related to the different factors which influence the consumer’s decision towards online reviews for information of a hotel for online hotel booking while touring (See appendix 1). In this relation, the below given graph reflect the opinions of the respondents: 
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[bookmark: _Toc158144710]Figure 10: Factors influence decision for online hotel booking
Based on the above figure, it is found that the researcher presented different factors to the respondents to collect their opinions regarding the influence on their decisions for online hotel bookings. In this concern, the technological advancement is outlined crucial factor for influencing the decisions for online bookings and it has been considered very crucial by majority of the responses (n=19 (UK), n=16 (India). While some respondents considered it less important but few of them mentioned that this is not important factor for influencing their decisions at the time of booking online hotels. Similarly, the researcher presented next factor of online information availability for the decision making. Concerning this factor, majority of respondents such as 21 respondents from UK and 16 respondents from India reflected that the online information availability is crucial for them because this factor largely influence their decision of online booing of hotels (See figure10). However, the remaining respondents did not agree with the researcher. Apart from above, the next factor in the survey was interactivity at the website and this was considered by maximum respondents as around 20 respondents from UK and 16 respondents from India believed that due to the interactivity at the website, they get influenced to make the decision of online booking of the hotels. However, there were 2 respondents who were not in favour of the researcher and 1 respondent was neutral. 
Additionally, one more factor was also represented to the respondents and their responses reflected that there were around 21 respondents from UK and around 14 respondents from India who agreed with the researcher as they accepted that their decision making of online hotel booking is also influenced through the feature o price comparison which is provided by the online hotel booking companies (See figure10). But around 2 respondents did not agree and 1 respondent was neutral. At the same time, another factor which was presented is offers and discounts as around 21 respondents from UK and 16 respondents from India disclosed that they select the online booking of the hotels while touring different places because the online hotel booking companies provide various offers and discounts to them. However, 2 respondents do not believe it. Moreover, the researcher showed another factor of easiness in booking to the respondents and it has been revealed that there were around 21 respondents from UK and 17 respondents from Indian who stated that the key reason of selecting their online booking of hotels is the easiness in booking because people can easily book their hotels without huge affords (See figure10). In against to above, the consideration of opinions and reviews of the other people was also determined important factor to influence the decision of online booking of hotels. In this concern, around 18 respondents from UK and 17 respondents from Indian believed that maximum people select the online booking of hotels due to the consideration of opinions and reviews of others as they can easily get the other’s opinions and reviews and book the hotels based on the ratings. 
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[bookmark: _Toc158144733]Table 6: Cross tabulation of nationality and offers and discounts
The above table presents that the respondents of UK (n=21) are more influenced through the offer and discount factor as compared to the participants from India (n=16) for making the decision of booking the hotels online (See table 6). The above results reflects that the people from UK are more attracted by offered and discounts for making the decisions in regards to the online booking of the hotels while touring new cities. 
[bookmark: _Toc158306322]4.2.4 Reasons for considering online reviews for Booking Hotel through Booking.com
This section of the findings section discloses the responses from the respondents in regards to the reasons for considering online reviews for Booking Hotel through Booking.com. In this concern, the researcher presented different questions to the respondents and their responses are analyzed below: 
[image: ]
[bookmark: _Toc158144711]Figure 11: Online reviews as more trustworthy information source
In this section of the survey, the researcher gathered the opinions of the respondents regarding more trustworthiness of the online review as the above graph clearly reflects that there were around 36 respondents who accepted that online reviews are user oriented and due to this; people consider them more trustworthy information source (See figure 11). However, the remaining respondents were neutral with the researcher. 
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[bookmark: _Toc158144712]Figure 12: Online reviews for social proof for the hotel and book wisely
The nest question in the survey was presented to the respondents and from the respondent’s responses, it has been examined that around 36 respondents believed that online reviews at Booking.com provides people to get social proof for the hotel and book wisely. But, around 2 respondents denied while 2 respondents were neutral (See figure12). 
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[bookmark: _Toc158144713]Figure 13: Online reviews to compare
From the above graph, it is observed that around 34 respondents from UK and Indian accepted that online reviews at Booking.com enable them to compare the value and quality of hotel with other options/alternatives (See figure13). At the same time, around 3 respondents reflected negative responses while remaining respondents mentioned that they do not have any idea about it. 
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[bookmark: _Toc158144714]Figure 14: Online reviews to avoid hesitation and concerns
In addition to above, the researcher asked one more question to the respondents and the responses showed that 34 respondents from UK and Indian believed that online reviews enable people to avoid hesitation and concern towards the issues for booking the hotel via booking.com. However, 2 respondents did not think that and 4 respondents were neutral (See figure14). 
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[bookmark: _Toc158144734]Table 7: Cross Tabulation between Nationality and Avoiding hesitation and concerns
Based on the above table 7, it has been examined that participants from UK (n=19) are more positive as the online reviews influence their decisions by enabling them avoid hesitation and concern towards the issues for booking the hotel via booking.com. However, less participants from the India (n=15) accept that online reviews enable to avoid hesitation and concern towards the issues for booking the hotel via booking.com. In this way, it can be stated that UK’s people are more in favour as compared to the Indian customers concerning the online reviews which allow the people to avoid the hesitation as well as concern towards the issues for booking the hotel via booking.com.
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[bookmark: _Toc158144715]Figure 15: Online reviews to get real picture
Another question in this survey section was provided to respondents and their responses shows that maximum respondents (n=38) find that online reviews also enable to get the real pictures and also about the features that are being claimed by hotel. Besides above, some respondents did not believe or were neutral with the researcher (See figure15). 
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[bookmark: _Toc158144716]Figure 16: Online reviews are more trustful
The responses in the above graph regarding last question in the survey reflect that there are around 31 respondents who mentioned that they found online reviews more trustful then the company provided information and that’s why, people use this while booking hotel via booking.com (See figure16). However, 1 respondent disagreed and 8 were neutral with the researcher. 
[bookmark: _Toc158306323]4.2.5 Impact of online reviews on decision making for booking Hilton Hotel
This section in the findings section analyzes the responses of the respondents regarding the impact of online reviews on decision making for booking Hilton Hotel. Accordingly, the responses analysis of respondents is provided below: 
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[bookmark: _Toc158144717]Figure 17: Positive review influence to book Hilton Hotel
Regarding the first question in this survey section, the above graph reflects that there were around 33 respondents who believed that positive online reviews make them to book Hilton hotel over other hotels while booking through booking.com. However, 2 respondents do not think so and remaining respondents were neutral (See figure17). 
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[bookmark: _Toc158144718]Figure 18: Inclusion of personal experiences
As per the above graph, the next question in the survey reveals that around 34 respondents from UK and India mentioned that online reviews include the personal experience of customers and due to this, people consider them before hotel booking decision. It has also been observed that around 5 respondents disagreed with it and 1 was neutral (See figure18). 
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[bookmark: _Toc158144735]Table 8: Cross Tabulation between Nationality and personal experiences by online reviews
From the above table, it is also demonstrated that the UK participants (n=18) are more influenced as compared to the Indian participants (n=16) for making the decision for online hotel booking while touring to new cities ((See table8). The above table shows that the more UK’s people accept that the online reviews include the personal experience of customers and due to this, they consider them before hotel booking decision. However, less Indian people rely on online reviews while making the decision of online hotel booking. 
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[bookmark: _Toc158144719]Figure 19: Role on decision making
From the nest question in the survey, it has been analysed from above graph that around 21 respondents are in favour of the researcher as they believe that online reviews plays an important role in decision making along with hotel’s own reputation. But, 7 respondents are not in favour of the researcher (See table19). 
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[bookmark: _Toc158144720]Figure 20: Information for service quality
Another question’s responses disclosed that approx 38 respondents from UK and India consider that online reviews enable to get information for service quality that cannot be determined from other sources and due to this, it plays an important role in hotel booking decision. However, 2 respondents were neutral (See figure20).  
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[bookmark: _Toc158144721]Figure 21: Creation of interest and attraction
The responses from the last survey question showed in above graph that there were around 38 respondents who suppose that higher positive reviews create interest and attract towards booking a particular hotel. However, approx 2 respondents did not believe in it (See figure21). 
[bookmark: _Toc158306324]4.2.6 Correlation Analysis
Correlation analysis has been done in order to determine the link between online reviews and the decisions made by customers when they book hotels online while visiting a new place. The following table displays the overall findings (see appendix for details):
	Variables 
	Correlation results 

	Online hotel reviews reveal the facility of online information availability by hotels and it has the positive impact on the decision for online hotels booking
	Pearson correlation: 1.0 
Sig value: 0.00
N = 40

	Online reviews also enable to get the real pictures along with the features that are being claimed by hotel and it influence the decision for online hotels booking
	Pearson correlation: 1.0
Sig value: 0.00
N = 40


[bookmark: _Toc158144736]Table 9: Correlation results summary
The correlation results between the two most significant elements of online reviews and the decisions made by consumers when making online hotel reservations are displayed in above table. According to the table above 9, there is a positive correlation between the two variables (r = +1.0), and this indicates that the link is significant because the sig value is (0.0<0.05). This means that the accessibility of online information regarding reviews is crucial, and businesses may effectively sway customers' decisions to book hotels online by utilising these elements in conjunction with reviews. Furthermore, the above chart explains why genuine photos and the qualities hotels claim to provide from online reviews also have a favourable (1.0) and statistically significant (0.0<0.05) influence on consumers' decisions to book hotels online. This indicates that when consumers are making judgements about online hotel bookings, they take into account both the actual photos and the characteristics that the hotel is claiming in their online evaluations.
Generally, the results show that the availability of online information and real pictures along with the features that are being claimed by hotel from online reviews are significant factors that influence customers' decisions to book hotels online while visiting new locations.
[bookmark: _Toc158306325]4.3 Discussion of Findings
Discussing the results as they were given in the previous part works well in this section. The purpose of this is to give integrated results within the context of the research challenge being performed in this study, as well as to build a critical knowledge of each of the findings and replies. To find out how much the findings in this chapter support or contradict the literature, they are first examined in the context of the research topic and then debated with it. 
[bookmark: _Toc158306326]4.3.1 Factors that influence the consumer decision making for online hotel booking
From the above findings generated from the primary survey (See figure10 and table6), it has been disclosed that larger number of customers accepted that they visit from one city to another or one nation to another once in a year and they consider booking Hilton hotel while staying in a new city or place while touring. Similarly, different factors play the important role in influencing the consumer decision making in regards to the online hotel booking while touring new cities. In this concern, the technological advancement is outlined crucial factor for influencing the decisions for online bookings and it has been considered very crucial by majority of the responses. Additionally, majority of customers reflected in the survey that the online information availability is crucial for them because this factor largely influence their decision of online booing of hotels. Moreover, other findings from the survey and statistics that the next factor in the survey was interactivity at the website and this was considered by maximum respondents as they believed that due to the interactivity at the website, they get influenced to make the decision of online booking of the hotels. The findings confirm with the studies of Wen et al. (2021), Gavilan et al. (2018) and Jang et al. (2019)which also stated thatan e-commerce website's quality is determined by the innovative technologies, information that is readily available and interactivity at website. Information about products and services is accurate and up to date for consumers. Research suggests that the quality of information a website provides consumers when they search for hospitality products significantly influences their likelihood of purchasing that product.
At the same time, it has also been revealed from the further generated findings with the help of survey questionnaire that maximum customers in UK compared to India accepted that their decision making of online hotel booking is also influenced through the feature o price comparison which is provided by the online hotel booking companies. Supporting to above, other findings also reflected from the survey responses that people from UK compared to Indians more select the online booking of the hotels while touring different places because the online hotel booking companies provide various offers and discounts to them. However, some customers are not accepting as they do not believe that online hotel booking companies offer any special discount. Along with above, it has also been revealed from the further findings that another factor of easiness in booking to the respondents and maximum customers accept that the key reason of selecting their online booking of hotels is the easiness in booking because people can easily book their hotels without huge affords. Moreover, the consideration of opinions and reviews of the other people was also determined important factor to influence the decision of online booking of hotels by UK people compared to Indians. The above interpretations confirm with the studies of Varkaris and Neuhofer (2017), Kouzmal et al. (2020) and Nguyen et al. (2022) that the price comparison, offers and discounts, easiness in bookings and considerations of opinions and reviews of others are some critical factors which have the huge influence on the consumer decision making for online hotel booking. Similarly, customer satisfaction is vital for any firm, but it's extremely important for online retailers. In light of the online environment, some elements of website design—such as information design, navigation design, visual design, and the connection to customer pleasure and trust—are emphasised. Customers consider the foundation of information satisfaction to be the quality of a website.
[bookmark: _Toc158306327]4.3.2 Factors that make the consumers to look towards online reviews for information of a hotel
Concerning this research objective, the findings from the above analysis revealed (See figure11 to 16 and table7) that the consumers look towards the online reviews for the formation of the hotel due to several reasons. In this relation, the maximum customers from UK compared to Indian reflected that online reviews are user oriented and due to this; people consider them more trustworthy information source. Similarly, it has also been found from the findings that online reviews at Booking.com provide people to get social proof for the hotel and book wisely. At the same time, customers from UK and Indian accepted that online reviews at Booking.com enable them to compare the value and quality of hotel with other options/alternatives. Additionally, some other findings from the survey also revealed with the help of customer’s responses that online reviews enable people to avoid hesitation and concern towards the issues for booking the hotel via booking.com. Also, UK’s people are more in favour as compared to the Indian customers concerning the online reviews which allow the people to avoid the hesitation as well as concern towards the issues for booking the hotel via booking.com. Apart from above, some more findings from the survey questionnaire also reflected that online reviews also enable to get the real pictures and also about the features that are being claimed by hotel. Besides above, some customers did not believe or were neutral with this reason. At the end, it has also been demonstrated that customers found online reviews more trustful than the company provided information and that’s why, people use this while booking hotel via booking.com. The findings confirm with the studies of Berezina et al. (2016), Kim et al. (2016) and Kwok and Xie (2016) that Online reviews are one way that customers look for information on hotels due to a variety of factors. In this way, the typical consumer looks through ten online reviews before making a purchase decision. Due of the desire for social evidence, 88% of consumers think user reviews are just as reliable as personal recommendations. Similarly, corporate staff may communicate directly with customers through online review platforms, which might help them build a reputation for being approachable and helpful. Unfavourable reviews might occasionally give the company's brand ambassadors a chance to interact with consumers and improve their overall impression of the business. But at the same time, the findings contradict with the studies of Filieri (2016), Ahmad and Sun (2018) and Lee et al. (2017) that internet evaluations support prospective clients' perceptions of the expertise. These prove that businesses have helped people successfully get over a certain obstacle or accomplish a certain goal. Allegations that a product or service is excellent can be made by anybody, but they are not necessarily true. By showcasing their accomplishments through online evaluations, businesses may demonstrate their expertise and authority.
[bookmark: _Toc158306328]4.3.3 Impact of online reviews on consumer decision making for booking a hotel
For examining the impact of online reviews on consumer decision making for booking a hotel, it can be interpreted from the findings (See figure 17 to 21 and table 8 and 9)that Online reviews and ratings of hotels are a major factor in people's decisions to book. Consequently, it is imperative that enterprises, especially those in the tourist sector, take them into consideration. good online reviews encourage good attitudes and the possibility of a sale, whereas bad reviews have a negative effect on a customer's purchasing behaviour, which is why businesses are finding that positive feedback is becoming more and more vital. Similarly, it can also be revealed from the survey responses that positive online reviews make them to book Hilton hotel over other hotels while booking through booking.com. Also, maximum customers also believe that online reviews include the personal experience of customers and due to this, people consider them before hotel booking decision. The further findings also demonstrated that the more UK citizens acknowledge that client experiences are included in internet evaluations, the more they take them into consideration when making hotel reservations. However, when choosing to book a hotel online, Indians are less likely to depend on internet reviews. Apart from above, the above findings and analysis also reflected that the customers believe that online reviews play an important role in decision making along with hotel’s own reputation. Similarly, online reviews enable to get information for service quality that cannot be determined from other sources and due to this, it plays an important role in hotel booking decision. Moreover, it has also been analysed from the customer’s review that higher positive reviews create interest and attract towards booking a particular hotel. The findings are in line of the studies of Chan et al. (2017), Gavilan et al. (2018) and Wen et al. (2021) as they also found that potential customers rate hotels both favourably and unfavourably, and these varied opinions have differing implications on the decisions that consumers make when making hotel reservations. Similar to this, it is important to emphasise that favourable internet reviews have a significant and beneficial impact on hotel booking intents. For this reason, they should be handled as an appropriate strategic communication channel. People are more inclined to make an online hotel reservation when there are more positive reviews. In addition to above, these findings as interpreted above confirm with literature of Mishra et al. (2023), El-Said (2020) and Syed and Suroso (2018) that when doing research on the subject, it was found that internet reviews had a significant influence on customer attitudes and hotel booking decisions. Travellers use these evaluations as social proof, assessing the overall quality and reputation of a hotel. When it comes to giving customers exact information about a hotel's services and amenities, online evaluations are invaluable. They found that before utilising a certain service, customers are more inclined to look for this information.
[bookmark: _Toc158306329]4.4 Summary
In conclusion, it can be said that the decision-making process has changed as a result of the various factors that influence the hospitality industry's decision-makers when it comes to online hotel reservations. Customers now find that utilising internet reviews to plan their travels and make decisions is lot easier. In a similar vein, certain attributes are noted that prompt customers to look for hotel information online. Moreover, a great deal of people based their hotel booking decisions on online reviews and ratings. Consequently, companies need to take note of them, especially those in the tourism industry. Positive internet reviews influence customer attitudes and the likelihood of a purchase, whilst bad reviews negatively affect consumers' purchasing decisions. Poor hotel ratings might impede bookings and sales since customers in the hospitality industry rely on internet reviews when making travel and accommodation arrangements.


[bookmark: _Toc158306330]Chapter5. Conclusion and Recommendations
[bookmark: _Toc158306331]5.1 Introduction
The final chapter in the research is the conclusion and recommendation which does a good job of summarising the overall study findings related to the research topic, making it possible to assess how successful the research is in achieving its goals. The results are also summed up in terms of the study's main management and scholarly implications. This chapter also includes recommendations for further research as well as the limits of the current study.
[bookmark: _Toc158306332]5.2 Conclusion
The purpose of this study was to investigate the impact of online reviews on the consumer decision making with a comparison of the consumers of UK and India for booking Hilton Hotels & Resorts through Booking.Com.  To increase the effectiveness and clarity of the research study, a conclusion is presented within the research based on the research goals. Thus, the conclusion is as follows:
Objective1. To assess the factors that influences the consumer decision making for online hotel booking 
Concerning the first research objective, it can be concluded based on the above research findings and discussion that consumer' purchasing habits have changed as a result of technological advancements; they increasingly prefer to buy things online rather than at physical stores. In a similar vein, decision-making has evolved as a result of several elements influencing consumers' choices when it comes to online hotel reservations in the hospitality sector. Similarly, other findings also revealed that regardless of whether a customer interacts with an OTA website to book a hotel room or shops on a website that sells items, the quality of the website plays a vital role in the decision-making process. Findings also demonstrated that the people from UK are more attracted by offered and discounts for making the decisions in regards to the online booking of the hotels while touring new cities. Additionally, an e-commerce website’s quality is determined by the information it offers. It gives customers accurate and up-to-date information on goods and services. Research suggests that when consumers look for products related to hospitality, the quality of information they see on a website significantly influences their likelihood of purchasing that item.
Moreover, finding also revealed that the pricing is also the important factor as online shoppers are presented with rival or reference pricing in addition to the offer from their preferred supplier. customers create opinions about the cost of a product by contrasting the advertised price with reference prices that are accessible on other online retailers. Also, it has also been disclosed that Customers must go through a series of steps and make a payment when they interact with an e-commerce website to make a purchase. Websites for travel agencies allow a range of payment methods and currencies. Customers are more likely to make a final purchase choice when they have access to a wide range of payment options on a travel agency website. Customers tend to choose the payment option that is most convenient for them. Further findings also reflected that customer loyalty occurs when users decide to make more purchases from a particular website. Trust was identified as a crucial component that was influenced by customer satisfaction, perceived value, and excellent service. There was a clear correlation between perceived value, satisfaction, and trust and the quality of the services provided. In the meanwhile, the indirect relationship between trust and customer loyalty was mediated by it.
Objective2. To identify the factors that makes the consumers to look towards online reviews for information of a hotel
The conclusion concerning to the next research objective can be made that UK’s people are more in favour as compared to the Indian customers concerning the online reviews which allow the people to avoid the hesitation as well as concern towards the issues for booking the hotel via booking.com. Over the past ten years, there has been a significant shift in how individuals utilise the internet. India today has 845.68 million internet users, up from 92.7 million in 2010. The last ten years have seen significant changes in people's online shopping habits and consumer behaviour. Users rank the features and usefulness of products and services from their point of view, hence user assessments are more dependable and user-focused than company-based marketing. Customers now have an easier time organising trips and making decisions based on internet reviews. It has also been revealed from findings and discussion that Review users may use product comparisons, issue resolution, and company information to learn more about a company. Useful details like whether shoes and clothes fit true to size or oversize are included in many evaluations. With the help of this information, customers may choose the finest good or service for their requirements, improving their total interaction with the company and encouraging positive reviews.
At the same time, the further findings also discussed that online reviews act as social proof, helping prospective customers trust a business. Consumers are not inclined to trust claims made by firms regarding their company. Conversely, word-of-mouth and personal recommendations have far greater influence. Positive reviews persuade prospective customers that they can rely on the business, its goods, or services. Moreover, it has also been demonstrated form the findings and discussion that internet reviews can contribute to the audience's development of brand confidence. Prospective customers are more likely to believe in a brand if they hear from others who have had positive experiences with it. Consumers are more likely to trust a brand and make a purchase from a company when there are positive reviews.
Objective3. To critically evaluate the impact of online reviews on consumer decision making for booking a hotel
In relation to this research objective, it can be concluded that the more UK’s people accept that the online reviews include the personal experience of customers and due to this, they consider them before hotel booking decision. However, less Indian people rely on online reviews while making the decision of online hotel booking. Also, good feedback from online reviews influences customers' attitudes and may result in a purchase, while bad feedback has a negative effect on their purchasing behaviour. As a result, businesses are finding that good feedback from customers is increasingly crucial. Poor hotel ratings have the potential to inhibit bookings and sales as consumers in the hospitality industry rely on internet reviews when making travel and accommodation arrangements. Similarly, further findings and discussion also revealed that Positive comments will positively impact client sentiments more than negative ones, but the converse would occur. Furthermore, the valence of an online review is almost directly influenced by its combined effect and prestige. Therefore, it is evident from the data above that positive internet reviews significantly impact consumers' intents to book hotels.
Furthermore, it has also been disclosed from the findings that consumers' intents to make hotel reservations are decreased when negative information is displayed before positive information; nonetheless, the negative impact is lessened when positive information is presented with numerical ratings. Additionally, the majority of online hotel reservations are influenced by customers' perceptions of the legitimacy of the website and the information provided. In a similar vein, positive comments raise hotel ratings, whilst negative comments have the reverse effect. Also, the concept of negative affects clarifies why individuals are more influenced by bad information than by positive information. Moreover, the above findings also disclosed that when doing research on the subject, internet reviews significantly influenced customer sentiments and hotel booking decisions. Travellers utilise these evaluations, which offer social evidence, to assess the general reputation and quality of a hotel. Internet reviews are essential for giving visitors accurate information about the services and features offered by a hotel. Customers may communicate with one another through online reviews and use that information to make well-informed selections that suit their requirements and interests.
[bookmark: _Toc158306333]5.3 Recommendations
Based on the above findings and discussion, it has been analysed that the hotels such as Hilton Hotel needs to improve their online reviews in relation to influence the consumer decision making for the online hotel booking while touring to new cities. In this concern, some recommendations to the hotels are suggested below: 
Provide a Pleasant Experience: Managing the internet reviews is best achieved by making every effort to ensure that guests have a positive experience. It is crucial to guarantee that the rooms meet expectations, that the personnel treats complaints properly and helpfully, and that the rooms themselves are pleasant. To put it plainly, hotels are more likely to get favourable evaluations from satisfied guests.
Address negative feedback: Being unable to ascertain their customers' thoughts in time to respond to them is one of the main frustrations of hoteliers. It's particularly annoying for hotels to discover, after reading a bad review on Booking or Expedia, that they were more than ready to take immediate action. In the modern hotel industry, reviews are a major factor in determining success, therefore it's imperative to act before they go. Hotels must endeavour to promptly obtain input from its patrons so that they may promptly address any concerns or grievances. Hotels may achieve this and have personnel ready to respond immediately by using a guest app that gathers input in real-time.
Ask for offline feedback from guests: Apart from soliciting evaluations on the internet, hotels have to inquire about as much input from visitors as they can, including non-online criticism. In addition to helping them uncover areas of weakness, this will give them a feel of what kind of things your visitors are saying about the hotel and enable them to make the necessary modifications so that similar complaints or bad experiences won't surface in future internet reviews.
[bookmark: _Toc158306334]5.4 Research Limitations and Future Scope
When comparing the decision-making process of Indian and British consumers who book Hilton Hotels & Resorts through Booking.Com, this study is noteworthy for its consideration of the influence of internet reviews on consumer behaviour. On the other hand, there are several research methodology problems with this study. Based only on client feedback, the researcher's attention was limited in this study by the survey approach. Additionally, due to time constraints, the survey's sample size was restricted to 40 participants. In order to present the findings in a more appropriate manner and provide broader perspectives on the influence of online reviews on consumer decision-making, the researcher can, in the future, interview managers and marketers of Hilton hotels. This will allow for a comparison of Hilton Hotels & Resorts booked through Booking.Com by consumers in the UK and India. To get insight into how internet evaluations affect consumers' decision-making, it may be more beneficial to concentrate on the managers and marketers of the businesses. The high sample size may also be used by future researchers to perform surveys, which will increase the study's validity and authenticity. To get more accurate and targeted results on how internet reviews affect consumers' decision-making, it may be more important for researchers to concentrate on a particular business and its marketers. 
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[bookmark: _Toc158306337]Appendix 1. Survey Questionnaire
This questionnaire study has been undertaken for the purpose of partial fulfilment of my masters from UNIVERSITY OF WALES: TRINITY SAINT DAVID on the topic, ‘Influence of online reviews on consumer decision making when booking a hotel via Booking.com: a comparative analysis of UK and Indian customers of Hilton Hotels and Resorts”. the questionnaire survey has been taken purely for academic purpose and its use other than this will not be undertaken without your prior consent.
The privacy and confidentiality of all the participants would be maintained throughout the process and they will be kept anonymous and will not be asked such questions, which can reveal their identity to anyone. The personal identity will not be disclosed to anyone without the prior permission of the participants. 
The questionnaire study also provides the respondents right of flexibility and voluntary participation as they are free to take their consent back at any point of time and to leave the questionnaire at any point without giving any reason or explanation. The participation is voluntary as there is no financial compensation or any pressure for participation. The participation will not have any impact on your personal and professional life.
If you have any doubt or query, please feel free to contact me. I would like to address this in person.
Name:
Phone No.:
Whatsapp no.:
Mail Id: 
If you are agreed to take participation in the survey study, please tick mark the box below for providing your consent and answer the questions in next sections that will appear after providing your consent.

[  ] I have read the brief and agreed to participate in the study and provide my consent for participation.
Section I: Demographic Questions 
1. Nationality
· UK
· India 
2. Gender 
· Male
· Female
· Prefer not to say
3. Age Group
· 18-20 years 
· 20-30 years 
· 30-40 years 
· 40-50 years 
· 50 years and more 
4. Income Group (Per annum)
	For Indian respondents
	For UK Respondents

	· 
	Under 500,000 INR
	· 
	Under 25000 GBP

	· 
	500000-10000000 INR
	· 
	25000-50000 GBP

	· 
	10000000-15000000 INR
	· 
	50000-75000 GBP

	· 
	15000000 – 20000000 INR 
	· 
	75000-100000 GBP

	· 
	20000000 and above 
	· 
	100000 and above 



Section II: Preliminary Questions 
5. How often you visit from one city to another or one nation to another?
· Once in a year
· Twice in a year 
· Thrice in a year
· Monthly visits 
6. You consider booking Hilton hotel while staying in a new city or place while touring?
· Yes
· No
· Sometime 
Section III: Factors influence decision for online hotel booking 
(7-13): Please tick mark in the box as per the level you are agreed with the factors given for influencing your decision for online hotel booking:
	
	Strongly agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	Technology advancement 
	
	
	
	
	

	Online information availability 
	
	
	
	
	

	Interactivity at website  
	
	
	
	
	

	Price comparison 
	
	
	
	
	

	Offers and discounts 
	
	
	
	
	

	Easiness in booking
	
	
	
	
	

	Consideration of opinions and reviews of others 
	
	
	
	
	



Section IV: Reasons for considering online reviews for Booking Hotel through Booking.com 
14. Online reviews are user oriented and due to this; you consider them more trustworthy information source.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
15. Online reviews at Booking.com provides you to get social proof for the hotel and book wisely.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
16. Online reviews at Booking.com enable them to compare the value and quality of hotel with other options/alternatives.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
17. Online reviews enable to avoid hesitation and concern towards the issues for booking the hotel via booking.com.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
18. Online reviews also enable to get the real pictures and also about the features that are being claimed by hotel.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
19. I consider online reviews for hotel booking through booking.com as it makes me to improve confidence in my decision.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
20. I found online reviews more trustful then the company provided information and that’s y I use this while booking hotel via booking.com.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 

Section V: Impact of online reviews on decision making for booking Hilton Hotel 
21. Positive online reviews make me to book Hilton hotel over other hotels while booking through booking.com.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
22. Online reviews include the personal experience of customers and due to this, I consider them before hotel booking decision.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
23. Online reviews plays an important role in decision making along with hotel’s own reputation.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
24. Online reviews enable to get information for service quality that cannot be determined from other sources and due to this, it plays an important role in hotel booking decision.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 
25. Higher positive reviews create interest and attract towards booking a particular hotel.
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree 




Thank You
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	Nationality

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	UK
	22
	55.0
	55.0
	55.0

	
	India
	18
	45.0
	45.0
	100.0

	
	Total
	40
	100.0
	100.0
	




	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Man
	25
	62.5
	64.1
	64.1

	
	Woman
	13
	32.5
	33.3
	97.4

	
	Prefer not to say
	1
	2.5
	2.6
	100.0

	
	Total
	39
	97.5
	100.0
	

	Missing
	System
	1
	2.5
	
	

	Total
	40
	100.0
	
	




	 Age Group

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-25 years
	23
	57.5
	57.5
	57.5

	
	26-35 years
	15
	37.5
	37.5
	95.0

	
	36-45 years
	2
	5.0
	5.0
	100.0

	
	Total
	40
	100.0
	100.0
	





	For Indian respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Under 500000 INR
	9
	22.5
	47.4
	47.4

	
	500000-1000000 INR
	9
	22.5
	47.4
	94.7

	
	1000000-1500000 INR
	1
	2.5
	5.3
	100.0

	
	Total
	19
	47.5
	100.0
	

	Missing
	System
	21
	52.5
	
	

	Total
	40
	100.0
	
	




	 Fore         UK  Respondents

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	under 25000 GBP
	26
	65.0
	81.3
	81.3

	
	25000-50000 GBP
	6
	15.0
	18.8
	100.0

	
	Total
	32
	80.0
	100.0
	

	Missing
	System
	8
	20.0
	
	

	Total
	40
	100.0
	
	




	How often you visit from one city to another or one nation to another?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Once in a year
	20
	50.0
	50.0
	50.0

	
	Twice in a year
	15
	37.5
	37.5
	87.5

	
	Thrice in a year
	2
	5.0
	5.0
	92.5

	
	Monthly
	3
	7.5
	7.5
	100.0

	
	Total
	40
	100.0
	100.0
	





	You consider booking Hilton hotel while staying in a new city or place while touring?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	21
	52.5
	53.8
	53.8

	
	No
	5
	12.5
	12.8
	66.7

	
	Somtimes
	13
	32.5
	33.3
	100.0

	
	Total
	39
	97.5
	100.0
	

	Missing
	System
	1
	2.5
	
	

	Total
	40
	100.0
	
	



[bookmark: _Toc158306339]Appendix 3. Cross-tabulations

	Nationality * You consider booking Hilton hotel while staying in a new city or place while touring?
 Crosstabulation

	Count  

	
	You consider booking Hilton hotel while staying in a new city or place while touring?
	Total

	
	Yes
	No
	Somtimes
	

	Nationality
	UK
	13
	3
	5
	21

	
	India
	8
	2
	8
	18

	Total
	21
	5
	13
	39





	Nationality *                          Technology advancement         Crosstabulation

	Count  

	
	                         Technology advancement
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	

	Nationality
	UK
	3
	16
	1
	1
	21

	
	India
	1
	15
	1
	0
	17

	Total
	4
	31
	2
	1
	38





	Nationality * Online information availability  Crosstabulation

	Count  

	
	Online information availability
	Total

	
	Strongly agree
	Agree
	Agree
	

	Nationality
	UK
	3
	18
	1
	22

	
	India
	2
	14
	0
	16

	Total
	5
	32
	1
	38




	Nationality * Interactivity at website   Crosstabulation

	Count  

	
	Interactivity at website 
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	

	Nationality
	UK
	3
	17
	1
	1
	22

	
	India
	3
	13
	0
	1
	17

	Total
	6
	30
	1
	2
	39




	Nationality * Price comparison  Crosstabulation

	Count  

	
	Price comparison
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	

	Nationality
	UK
	5
	16
	1
	0
	22

	
	India
	4
	10
	0
	2
	16

	Total
	9
	26
	1
	2
	38




	Nationality * Offers and discounts  Crosstabulation

	Count  

	
	Offers and discounts
	Total

	
	Strongly agree
	Agree
	Agree
	

	Nationality
	UK
	6
	15
	0
	21

	
	India
	4
	12
	2
	18

	Total
	10
	27
	2
	39




	Nationality * Easiness in booking Crosstabulation

	Count  

	
	Easiness in booking
	Total

	
	Strongly agree
	Agree
	

	Nationality
	UK
	5
	16
	21

	
	India
	4
	13
	17

	Total
	9
	29
	38




	Nationality * Consideration of opinions and reviews of others  Crosstabulation

	Count  

	
	Consideration of opinions and reviews of others
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	

	Nationality
	UK
	4
	14
	2
	1
	21

	
	India
	4
	13
	0
	1
	18

	Total
	8
	27
	2
	2
	39




	Nationality * Online reviews are user oriented and due to this; you consider them more trustworthy information source. Crosstabulation

	Count  

	
	Online reviews are user oriented and due to this; you consider them more trustworthy information source.
	Total

	
	Strongly agree
	Agree
	Neutral
	

	Nationality
	UK
	7
	13
	2
	22

	
	India
	4
	12
	2
	18

	Total
	11
	25
	4
	40




	Nationality * Online reviews at Booking.com provides you to get social proof for the hotel and book wisely.
 Crosstabulation

	Count  

	
	Online reviews at Booking.com provides you to get social proof for the hotel and book wisely.
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	Strongly agree
	

	Nationality
	UK
	5
	16
	1
	0
	0
	22

	
	India
	2
	13
	1
	1
	1
	18

	Total
	7
	29
	2
	1
	1
	40




	Nationality * Online reviews at Booking.com enable them to compare the value and quality of hotel with other options/alternatives. Crosstabulation

	Count  

	
	Online reviews at Booking.com enable them to compare the value and quality of hotel with other options/alternatives.
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	

	Nationality
	UK
	5
	15
	2
	0
	22

	
	India
	2
	12
	1
	3
	18

	Total
	7
	27
	3
	3
	40





	Nationality *  Online reviews enable to avoid hesitation and concern towards the issues for booking the hotel via booking.com." Crosstabulation

	Count  

	
	 Online reviews enable to avoid hesitation and concern towards the issues for booking the hotel via booking.com."
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	

	Nationality
	UK
	5
	14
	3
	0
	22

	
	India
	2
	13
	1
	2
	18

	Total
	7
	27
	4
	2
	40





	Nationality * Online reviews also enable to get the real pictures and also about the features that are being claimed by hotel.
 Crosstabulation

	Count  

	
	Online reviews also enable to get the real pictures and also about the features that are being claimed by hotel.
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	

	Nationality
	UK
	7
	14
	1
	0
	22

	
	India
	1
	16
	0
	1
	18

	Total
	8
	30
	1
	1
	40




	Nationality * I found online reviews more trustful then the company provided information and that’s y I use this while booking hotel via booking.com.
 Crosstabulation

	Count  

	
	I found online reviews more trustful then the company provided information and that’s y I use this while booking hotel via booking.com.
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	

	Nationality
	UK
	5
	14
	3
	0
	22

	
	India
	1
	11
	5
	1
	18

	Total
	6
	25
	8
	1
	40





	Nationality *  Positive online reviews make me to book Hilton hotel over other hotels while booking through booking.com.
 Crosstabulation

	Count  

	
	 Positive online reviews make me to book Hilton hotel over other hotels while booking through booking.com.
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	

	Nationality
	UK
	7
	10
	4
	1
	22

	
	India
	5
	11
	1
	1
	18

	Total
	12
	21
	5
	2
	40




	Nationality * Online reviews include the personal experience of customers and due to this, I consider them before hotel booking decision. Crosstabulation

	Count  

	
	Online reviews include the personal experience of customers and due to this, I consider them before hotel booking decision.
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	Strongly agree
	

	Nationality
	UK
	5
	13
	1
	3
	0
	22

	
	India
	1
	15
	0
	1
	1
	18

	Total
	6
	28
	1
	4
	1
	40




	Nationality *  Online reviews plays an important role in decision making along with hotel’s own reputation. Crosstabulation

	Count  

	
	 Online reviews plays an important role in decision making along with hotel’s own reputation.
	Total

	
	Strongly agree
	Agree
	Neutral
	Agree
	Strongly agree
	

	Nationality
	UK
	0
	8
	10
	1
	3
	22

	
	India
	1
	12
	2
	1
	2
	18

	Total
	1
	20
	12
	2
	5
	40




	Nationality * Online reviews enable to get information for service quality that cannot be determined from other sources and due to this, it plays an important role in hotel booking decision.
 Crosstabulation

	Count  

	
	Online reviews enable to get information for service quality that cannot be determined from other sources and due to this, it plays an important role in hotel booking decision.
	Total

	
	Strongly agree
	Agree
	Neutral
	

	Nationality
	UK
	7
	14
	1
	22

	
	India
	4
	13
	1
	18

	Total
	11
	27
	2
	40




	Nationality * Higher positive reviews create interest and attract towards booking a particular hotel.
 Crosstabulation

	Count  

	
	Higher positive reviews create interest and attract towards booking a particular hotel.
	Total

	
	Strongly agree
	Agree
	Agree
	Strongly agree
	

	Nationality
	UK
	9
	13
	0
	0
	22

	
	India
	3
	13
	1
	1
	18

	Total
	12
	26
	1
	1
	40
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[bookmark: _Toc158144722]Figure 22: Kolb's Cycle of Reflective
1. Concrete Experience
At initial level of this project, I needed to select the research topic on which I can prepare the complete research. I was very nervous about it but I solved this problem by approaching my professor to help me in selecting suitable topic and exploring the different online sources. After this, I finally selected the topic on online review to influence the consumers in hotels. Then, I developed a Gantt chart to accomplish the study systematically and on time as per the required time. After that, I found the difficulty to describe the research aim and objectives so I had to conduct the research on chosen topic for best aim and objectives. I learnt to develop the literature review by examining different sources associated to topic and representing the findings in my language by my critical thinking skill. I gained expertise by picking a methodology and assessing multiple methods, strategies, and procedures by the project's objectives. Moreover, I found developed the analysis and discussion section by gathering the information through survey strategy with chosen respondents. Through this, I improved my communication and observation skills. At the end, I developed the conclusion and recommendation section which helped me to learn to conclude based on findings. 
2. Reflection Observation
During the project, I got the emotional and moral support from my friends and professor by motivating me to complete the research. Similarly, Gantt chart also helped me to conduct the study on time by assisting me to manage the tasks. However, I was anxious when I had to look for additional resources by creating pressure to accomplish the activity within time. But working on the research improved my various skills as independently working allowed me to gain innovative experiences, develop new skills and overcome the weaknesses. Moreover, when focusing on my emotions, I was tensed for the effectiveness of the research as I have number of talented classmates. I had no idea how to start completing the assignment, how to finish it, or set aside time for each task, so at first, I was nervous and afraid. But my classmates and tutor supported me a lot. Also, I faced the problem for developing the research aim and objectives along with methodology as per topic. 
3. Abstract Conceptualism
During the research, I learned to deal with critical situations like resource determination, concept development, method selection and development of literature. Also, I realized the importance of deadline and developing effective project topic. These interactions also helped me improve my capacity for critical thinking and analysis for writing. Nevertheless, I could have approached the conversation with my classmates and professor better and focused more on the goals. But, I found some flaws related to my skills so I would work on them to improve and progress in future. 
4. Active Experimentation 
Finally, based on this project, we were also provided another project and I was ready to deal with all the problems this time. Accordingly, I started searching for suitable concept and collecting relevant information for further tasks by discussing with professor. Also, I utilized my critical thinking and problem-solving skills to conduct the Gantt Chart and manage important tasks such as defining objectives, conducting literature review, selecting adequate methodology and techniques etc. While completing the research, I also kept my focus on deadline so that I could deliver the project on time and gather the feedback. During this, I wanted to attain some goals like developing public speaking, self-motivation and interaction etc. which would be needed in future for completing the tasks individually. 
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20. Higher positive reviews create interest and attract towards
booking a particular hotel.
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