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[bookmark: _Toc221556239]Abstract
The fast development of online platforms has greatly changed consumer decision-making in the hospitality industry, where online guest reviews have become an important source of information for potential guests in the hotel. In this study, the author examines the impact of online guest reviews on hotel reputation and service enhancement, and uses Mercure Doncaster Centre Danum Hotel as a case study in a professional placement setting. The research will be conducted to determine the importance of guest-generated feedback in the perception of the quality of services and how this feedback may be effectively used as a strategic instrument to improve operational performance and customer satisfaction.
The qualitative research design was used based on the secondary data gathered through the online review sites that are open to the public. The thematic analysis method was used in the study to determine recurrent patterns and themes in the guest feedback concerning the important areas of the hotel experience, such as staff behaviour, cleanliness, physical environment, value for money, location, and management response to reviews. The methodological approach was chosen because of ethical reasons, data availability, and its appropriateness to record the real perceptions of the guests without involving them directly.
The results indicate that employee behaviour and the quality of interpersonal service are key predictors of guest satisfaction, and positive interactions are often linked to positive online reviews. Nevertheless, the study also points to service inconsistencies in the peak periods of operations as one of the main issues, which adversely affect the experiences of guests. Cleanliness and physical state of the hotel turned out to be just as important as maintenance problems, and old-fashioned decor led to dissatisfaction and negative feedback. The location of the hotel was always seen as a competitive advantage, but the environmental issues, like noise, sometimes ruined the comfort of the guests.
The paper also shows that the overall service experience influences the perception of value for money and not only price. It was discovered that online reviews served as a means of evaluation as well as a means of interaction, with the management response to the reviews affecting guest confidence and sense of accountability. Good interaction with online comments was indicated to enhance reputation management and service recovery.
Finally, the study suggests the strategic value of online guest reviews as a source of operational knowledge and reputation management in the hospitality industry. Through a systematic review of guest ratings, hotels will be in a position to identify the areas of service failure, expectations management, and formulate specific strategies for improvement. The results can be used in academic knowledge and practice, and their implications can be valuable in mid-scale city hotels that want to improve the quality of their services and maintain a competitive edge in an ever-more digital market.
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[bookmark: _Toc221556240]Chapter 1: Introduction
[bookmark: _Toc221556241]1.1 Background
The modern digitally-linked hospitality world has turned online guest reviews into a strategic pillar to affect the hotel's reputation and consumer decision-making process. The spread of review services like Google reviews, Booking.com, and TripAdvisor make sure that potential customers look at peer-reviewed information before booking, and studies have shown that over 80% of travellers look at online reviews before they make their decision regarding booking a hotel (Roelen-Blasberg, 2025). These reviews are the electronic versions of the word-of-mouth (eWOM), and they influence the perception of the quality of service, value, as well as the general credibility of the brand.
Research indicates the existence of an empirical correlation between Internet ratings and hotel performance results. As an example, the Customer Alliance analysis demonstrates that a one-point increase in a hotel's TripAdvisor rating increases bookings by 1%, indicating the direct commercial relevance of online reputation to occupancy levels (Colman, 2024). Equally, travel reviews, as indicated by wider industry studies mentioned by Hotel-Online, showed that 95% of travellers consult travel reviews regularly, and higher review ratings can play a huge role in ensuring that hotels are likely to make bookings, and are also in a position to charge high prices (Hotel Online 2022).
Against this backdrop, hotels are becoming more and more integrated in terms of review analysis in marketing and operations. Nevertheless, issues like incompatibility of expectations and other cases of fraudulent reviews complicate the interpretation process and the actions of the managers and emphasise the importance of intense screening of the content of the guest reviews.
[image: Online Review Statistics Every Hotel Needs to Know in 2025]
[bookmark: _Toc221524067]Figure 1: Growth of Online Reviews 
 Source: (Tobias Roelen-Blasberg, 2025, https://www.mara-solutions.com/)
[bookmark: _Toc221556242]1.2 Case Hotel: Mercure Doncaster Centre Danum Hotel
The emphasis of the study is the Mercure Doncaster Centre Danum Hotel- a mid-range and city centre hotel on the High Street in Doncaster, United Kingdom (Yorkshire 2024). The hotel is within walking distance of Doncaster Railway Station and major urban facilities, which form one of its attractions to both business and leisure travellers. The high-level aggregated online sources indicate that the hotel has an average user rating of 3.7 stars on 542 reviews on Google, which implies a variety of opinions by guests and a vast qualitative analysis focused on data gathering (BirdEye 2025).
[image: Doncaster Council 'has no say on where Afghan refugees are housed in  borough' says Mayor Ros Jones]
[bookmark: _Toc221524068]Figure 2: Mercure Doncaster Centre Danum Hotel 
Source: (George Torr, 2021, https://www.doncasterfreepress.co.uk/)
The customer reviews on third-party websites disclose not only the positive properties but also the operational issues. The central location of the hotel and the professionalism of the staff are praised in some of the reviews, whereas in some others, visitors report on the state and facilities (Hotel Online 2022). 
[bookmark: _Toc221556243]1.3 Research Aim and Objectives
Aim 
This research intends to address the question of the impact of online reviews made by guests in hotels on hotel reputation and service enhancement in Mercure Doncaster Centre Danum Hotel. 
Objectives
To meet this purpose, the following objectives are covered by the study:
· To critically analyse the academic and industry literature on online guest reviews and hotel reputation.
· To ensure that themes that come out of the online reviews of the case hotel are detected.
· To examine how these guest perceptions are an indicator of service quality.
· To determine the role of review insights in strategic service enhancements.


[bookmark: _Toc221556244]Chapter 2: Literature Review 
The chapter reviews critically available scholarly and industry literature on online guest review, service quality and hotel reputation management with respect to the hospitality industry. An analysis of academic literature, industry publications, and theoretical models forms the theoretical basis of the analysis of online guest reviews in hotels.
[bookmark: _Toc221556245]2.1 Online Guest Reviews as Electronic Word-of-Mouth
The internet is commonly known as an electronic word of mouth (eWOM), which is an online form of guest reviews that greatly affects consumer behaviour in the hotel sector (Rashid, Chao, and Azam, 2021). The concept of traditional word-of-mouth has always played a significant role in the creation of reputation and purchase decisions, but the advent of digital platforms has led to online reviews becoming a convenient source of information about the experiences of guests in resorts that are readily available to potential travellers around the world in real-time. It has been found that travellers are increasingly using these digital reviews to make hotel bookings as they provide detailed and consumer-created information regarding the quality and expectations of the services (Chirica et al., 2024). The research results indicate that online reviews help consumers to assess the features of the services as well as minimise the perceived risk before the hotel stay, especially with regard to the properties with which the consumer has no previous experience, according to Kim (2022).
[image: ]
[bookmark: _Toc221524069]Figure 3: Electronic Word-of-Mouth 
Source: (Deepika, 2024, https://nimbuspost.com/)
Statistical characteristics of online sentiment, such as valence (positive vs. negative sentiment) and volume (number of reviews), are a central characteristic of online reviews, and they play a role in perceived credibility (Liang et al., 2021). It has been noted that the asymmetric effect of review valence is also apparent in tourism research: negative reviews are more likely to have a significant effect on consumer decision-making as compared to positive ones, especially where the number of reviews is large. This implies that negative ratings are taken as more credible than positive ones unless a positive rating is endorsed by large groups of people (Science Direct 2022).
Online reviews work as a reassurance mechanism which indicates customer satisfaction and reputation. As the number of reviews increases, the rating of a hotel will be more statistically representative of its actual service performance, less information uncertainty for potential customers and strengthen the reputational cues of that hotel in the market (Elmedulan Jr and Javier, 2025).
[bookmark: _Toc221556246]2.2 Theoretical Foundations: Reputation, Service Quality and Purchase Decisions
According to Zarezadeh, Rastegar, and Xiang (2022), Several theoretical lenses may be used to understand the importance of online guest reviews in the hospitality industry. According to social influence theory, the opinions and behaviours of other individuals influence each person, and this implies that online feedback will influence the way consumers perceive hotels and make decisions. The information asymmetry theory is based on the fact that customers are not capable of fully knowing the quality of the service before use; in this case, online reviews are useful in overcoming the uncertainty created by the lack of user-generated information, according to Hadasik (2024). Expectancy disconfirmation theory goes further to theorise satisfaction in terms of expected and perceived experience, making post-stay reviews a direct result of this process of cognitive evaluation (Ajayi, 2024).
On service quality, the SERVQUAL model has been extensively applied to explain the perception of hotel performance by guests (Ali et al., 2021). Designed to be used in the frontline service evaluation, the five dimensions of the model (tangibles, reliability, responsiveness, assurance, and empathy) have remained a constant in the review content analysis by Skordoulis et al. (2024). According to academic studies, these dimensions of the service are frequently brought up by online reviews, and staff professionalism (assurance/empathy), cleanliness and facilities (tangibles), punctuality and fulfilment of promises (reliability), and responsiveness to issues or complaints are recurrently mentioned.
[bookmark: _Toc221556247]2.3 Empirical Evidence: Online Reviews and Hotel
[bookmark: _Toc221556248]Performance
According to Elmedulan Jr and Javier (2025), Empirical research shows that the impact of online guest reviews is quantifiable on the reputation of a hotel, bookings, and financial performance. The quantitative analyses indicate that there is a positive correlation between online ratings being high and the revenues of a hotel, and in case the property has many reviews. Indicatively, in a study based on TripAdvisor, they showed that a one-star increment in ratings would relate to statistically significant growth in revenue of hotels with greater volumes of reviews, indicating that quality and quantity of reviews are important (Jayathilake, 2024).
[image: ]
[bookmark: _Toc221524070]Figure 4: Online Reviews and Hotel Performance 
Source: (Payel Inn, 2025, https://payelinn.com/blog/the-impact-of-online-reviews-on-hotel-bookings/)
Other studies have the guest satisfaction based on online responses and booking intentions to recommender behaviour (Quoquab and Mohammad, 2022). Text mining studies and semantic review data analysis of the review data have shown that service attributes, like staff interaction, cleanliness, and comfort, can have significant relationships with overall satisfaction, and this aspect, in turn, affects repurchase and recommendation intentions (Price, 2025).
Online reviews not only have a substantive effect on direct booking decisions (Law, 2024). In the most competitive markets, the ratings of reviews influence search engines in booking platforms, exposure to possible customers, and credibility. Hotels with lots of negative reviews can be less visible and lose trust in the consumer, and it can become a barrier to occupancy and income (Singgalen, 2024).
A noteworthy insight in this literature is the dissimilar effect of review characteristics. An example of this is that the impact of online reviews on booking intentions can be mediated by means of demographic similarity between reader and reviewer (e.g. similar travel preferences); thus, emphasising the idea that online reviews do not affect all guest segments in the same way (IJSDR 2025).
[bookmark: _Toc221556249]2.4 Online Reviews as Tools for Service Improvement
In addition to customer power, online reviews are a strategic weapon to improve the services of a hotel (Li, Chang, and Chen, 2023). The techniques of content analysis and sentiment mining enable managers to derive practical information on the basis of large data sets to determine common strengths and weaknesses, according to Mehmood et al. (2022). Indicatively, machine learning architectures have been formulated to classify the content of reviews of guests in areas of service quality so that hospitality managers can focus on the priority of the service attributes in improving their operations (SINGGALEN et al., 2024).
By systematically incorporating online review analytics into their quality assurance initiatives, hotels can uncover particular areas of service underperformance, compare performance against their competitors, and monitor the way guests perceive their services over time, enhancing organisational-wide resources to provide quality guest experiences (Antony, McDermott, and Sony, 2022).
Subjectivity of reviews, possible biases, and fraudulent or manipulated feedback might distort the actual image of the service quality and bring misleading information, which should not be evaluated carefully enough (Rubin, 2022). A balance between the quantitative review scores and qualitative interpretation of sentiment is essential in coming up with meaningful improvement strategies (Liu, 2022).
[bookmark: _Toc221556250]2.5 Gaps in the Literature
In spite of the fact that numerous studies prove the significance of online guest reviews in hotel reputation formation and delivery of performance measurements, there are a number of gaps. First, a significant portion of the literature is focused on quantitative relationships (e.g., ratings and revenue) but does not pay much attention to the way in which hotels of various scales and categories apply review data to continuous improvement. Second, machine learning techniques are characterised by a highly developed analysis of reviews, but their implementation in mid-scale hotels in cities is not yet well-studied. Lastly, few studies have combined the models of service quality like SERVQUAL and online review materials directly in the framework of operational decision-making, particularly in smaller hotels that do not have vast analytics resources (Wąsowicz-Zaborek et al., 2024).
[bookmark: _Toc221556251]2.6 Chapter Summary
To conclude, the literature confirms that online guest review is an important component of the new hospitality ecosystem, which affects guest decisions, reputation, perceptions of service delivery, and revenue. Theoretical approaches like the social influence, expectancy disconfirmation, and information asymmetry form the basis of why guest reviews have influence. The empirical research shows quantifiable impacts on reservations and financial performance, whereas the latest technological innovations enable a more in-depth analysis of review content to offer insights into its operations. Nevertheless, there are still gaps in the knowledge about how mid-scale hotels can successfully use review data to make sustainable service improvements.


[bookmark: _Toc221556252]Chapter 3: Methodology
[bookmark: _Toc221556253]3.1 Research Approach and Design
The study will follow a qualitative secondary approach of research as stipulated by the module brief, as well as allow for ethical considerations. The research will be conducted as a single case study, with the Mercure Doncaster Centre Danum Hotel, which will enable a deep and contextual comprehension of online guest reviews and their impact on both hotel image and service quality improvement (Nicola, 2025). Qualitative research is regarded as a suitable method since the study will focus on meanings, perceptions and experiences as articulated by the guests and not to test relationships statistically (Tracy, 2024). The methodological option is also consistent with Chapters 1 and 2 that accentuate the interpretive character of online guest feedback and its usefulness in assessing the quality of the services.
[bookmark: _Toc221556254]3.2 Case Study Context
The case study approach is one of the common methods of conducting research in hospitality that is based on the actual managerial problems of a given organisational environment. Mercure Doncaster Centre Danum Hotel was chosen because it is located in the centre of the city, occupies the middle market, and has a large number of online guest reviews on different platforms (Accor 2025). As it was mentioned in the chapters above, these hotels are situated in a highly competitive environment where the online reputation is a key factor that affects bookings. The case study approach thus allows the research to be able to associate theoretical ideas found in the literature review with practical service quality issues, as illustrated by the guest feedback.
[bookmark: _Toc221556255]3.3 Data Collection and Sources
The research will be based solely on secondary data, thus avoiding any ethical violations whatsoever and any risks that may be related to data collection on primary data. The publicly available platforms, such as Google Reviews, Booking.com, and TripAdvisor, were used to gather online guest reviews (Egresi et al., 2020). The reason behind the choice of these platforms is that they are very popular among travellers and are often listed in scholarly texts on electronic word-of-mouth. Besides the review data, the academic journal articles, industry reports, and the texts of hospitality management were consulted to support the theoretical knowledge and contextual analysis. All data sources were considered as legitimate and open access, and no personal information, containing any identifiable personal data, was extracted or analysed (Wang et al., 2023).
[bookmark: _Toc221556256]3.4 Data Analysis Method
Thematic analysis was used to analyse the collected online guest reviews since it is a frequently used qualitative tool to recognise patterns and themes in the text material (Sharif and Mohammed, 2022). This approach allows the researcher to analyse the recurrent issues of the quality of the services, guest satisfaction, and operational performance systematically. Theoretical alignment was achieved in the analysis, as the quality service theory and especially the SERVQUAL dimensions covered in Chapter 2 were used. Through review narratives analysis instead of just analysing the numerical ratings, the analysis offers more insight into how guests experience various elements of the hotel experience and how such perceptions affect the entire reputation.
[bookmark: _Toc221556257]3.5 Ethical Considerations
One of the major considerations in the course of the research was ethical compliance. No direct human interaction was involved in the study since only secondary data were used in online sources that are publicly available. Anonymity of the reviewers was kept, and no usernames or any other identifiable information were collected (Poillot et al., 2021). The study conforms to the ethical guidelines of the University of Wales Trinity Saint David and fits the approved ethical application, which provides responsible data handling and academic integrity (UWTSD 2025).
[bookmark: _Toc221556258]3.6 Methodological Limitations
The methodology has its weaknesses despite its strengths. Guest reviews that are made online could be subjective, extreme and can be biased. Besides, the lack of primary data limits the possibility of validating the content of the review using the direct stakeholder perspectives (Bendtsen, Clausen, and Hansen, 2021). However, the selected methodology is appropriate in order to fulfil the research purpose and provide a logical flow of the literature review to the findings and discussion chapters.


[bookmark: _Toc221556259]Chapter 4: Findings and Discussion
[bookmark: _Toc221556260]4.1 Findings
[bookmark: _Toc221556261]4.1.1 Overview of Findings
This section provides the results of the qualitative thematic analysis of online guest reviews associated with Mercure Doncaster Centre Danum Hotel (Gîngioveanu Lupulescu et al., 2024). According to the research goals, the results are summarised in the form of recurring themes that capture the perceptions of the visitors on the quality of services, operational performance and the hotel experience in general. The review is based on a large amount of publicly accessible reviews on the leading online platforms, which allows for identifying the common trends and not individual judgments. The results show that the experience of the guests is conditioned by a complex of interdependent factors, such as staff communication, hygiene, physical space, location, cost-effectiveness, comfort in the room, and managerial involvement (Oo, 2024). All these themes demonstrate a way in which guests make an evaluation of the hotel and how the evaluation can lead to the online reputation of the hotel.
[bookmark: _Toc221521616]Table 1: Overview of Key Themes Identified from Guest Reviews 
Source: (Self-Created, 2026)
	Theme
	Description
	Example Insight

	Staff Behaviour
	Friendliness, professionalism
	Positive service interaction

	Cleanliness
	Room and public area hygiene
	Mixed satisfaction

	Location
	Accessibility
	Strong positive perception

	Value for Money
	Price vs experience
	Experience-driven value



[bookmark: _Toc221556262]4.1.2 Staff Behaviour and Service Interaction
The behaviour of staff was one of the most mentioned elements of the guest experience. A considerable percentage of the reviews pointed to positive encounters with hotel employees, front desk and reception staff in particular (Davari et al., 2022). Visitors usually referred to employees as courteous, hospitable, and professional, and added that the good treatment of people helped to make the stay easy and enjoyable. The significance of the initial impressions was highlighted by a great number of reviewers, and it was shown that effective and polite check-in processes improved their impression of the hotel.
Although there was a lot of positive feedback, there are those guests who complained about inconsistencies in service delivery. These consisted of slowness in attending to the requests made by guests, the lack of personnel at times of high demand, and some communication problems (Coffman and Gonzalez-Molina, 2025). These experiences were also closely related to frustration, especially when the guests felt that their concerns were not being dealt with at the right time. These comments were a smaller percentage of the total reviews, but they were usually heavily phrased and made a significant contribution to the overall ratings. The results indicate that although the competence and attitude of the staff are generally perceived positively, the service consistency is an issue of concern, especially when the operations are at peak.
[bookmark: _Toc221556263]4.1.3 Cleanliness and Housekeeping Standards
Hygiene was a major theme that had an impact on the level of satisfaction of the guests and their general ratings of the hotel (Singgalen, 2024). The housekeeping standards were mentioned by many guests who were satisfied with clean rooms, fresh bedding, and properly maintained bathrooms. The positive remarks on cleanliness were often associated with comfort and reassurance, which led to increased levels of satisfaction even in cases when other factors of the hotel experience had a lesser role.

Nevertheless, one of the repeated issues in the review information was the lack of consistency in cleanliness and housekeeping. Dust, stains or areas that were not serviced were some of the problems reported by some guests during room servicing (Chatterjee, 2022). Such negative experiences were perceived as unacceptable, especially when the guest had expectations of the brand standards. The reviews, which mentioned cleanliness problems, were often rated lower, which means that the performance of housekeeping is a very important factor in the formation of the perception of guests and online reputation.
[bookmark: _Toc221556264]4.1.4 Physical Environment and Hotel Facilities
Physical surroundings and the state of hotel facilities were mentioned in the guest feedback. Most of the reviews have termed the hotel as practical and decent in short-term accommodation, especially the common spaces like the reception and the lobby. Visitors who perceived the physical environment favourably tended to be more practical than luxurious, suggesting that they were satisfied with facilities that were not luxurious (Al-Shidhani and Tumati, 2021).
Conversely, many of the reviews raised concerns about the old-fashioned decor, deteriorated furniture and maintenance problems. It happened that guests would be disappointed by the physical conditions of rooms, which did not correspond to the expectations of a hotel of international recognised brand. These impressions tended to affect the overall satisfaction, even in a case where the staff service was rated positively. These results indicate that the physical setting is a very important element of the guest experience and may greatly alter the quality and value perceptions (Solakis, Pena-Vinces, and Lopez-Bonilla, 2022).
[bookmark: _Toc221556265]4.1.5 Location and Accessibility
The Mercure Doncaster Centre Danum Hotel location turned out to be one of the best positive qualities (Accor 2025). The central location of the hotel was also a constant comment on the guests, as they praised the fact that the hotel was close to Doncaster railway station, shopping centres, restaurants and local attractions. Accessibility, as well as convenience, were mentioned by both business and leisure travellers as one of the reasons why they chose the hotel.
Although the location was largely perceived to be positive, a few guests reported difficulties relating to the urban location. Another factor that was sometimes cited as having an impact on the quality of sleep was noise disturbance, especially at night (Hemmat et al., 2023). These comments were not common, but they do point out the possibility of external environmental factors affecting the comfort of the guests and their experience in general.
[bookmark: _Toc221556266]4.1.6 Room Comfort and Sleep Quality
The issue of comfort in the room and satisfaction with sleep was commonly mentioned in online reviews and contributed greatly to the overall satisfaction. Comfortable beds, adequate room size, and enough lighting were some of the aspects that many guests commented on positively. Reports of good sleep quality, high satisfaction and positive recommendations were often related (Zhao et al., 2021).
On the other hand, other guests complained about room comfort, such as noise transmission, temperature regulation and old furniture. Specifically, external and internal noise were mentioned as influences on the quality of sleep. These results suggest that although functional needs are typically satisfied in rooms, discrepancies in comfort may negatively affect the experience of the guest and online reviews.
[bookmark: _Toc221556267]4.1.7 Value for Money
Guest reviews had a significant difference in the perception of the value of money. The value was rated positively in most cases, which were linked to competitive pricing, central location, and welcoming staff service. Customers who perceived that the hotel provided an acceptable experience in comparison to the cost incurred were usually willing to give a repeat or refer others to the hotel (Saputra and Djumarno, 2021).
Service or maintenance problems were strongly associated with negative perceptions of the value of money. The more the guests experienced issues of cleanliness, old facilities, and unreliable service, the higher the chances of feeling that they did not get their money's worth. These results point to the fact that the perception of value depends on the quality of the experience as a whole and not on cost alone, and that failures in service can greatly reduce perceived value.
[bookmark: _Toc221556268]4.1.8 Food and Beverage Experience
Food and beverage services were not the most popular themes, but they also played a role in the perceptions of the guests of the hotel (Perez and Apritado, 2022). Other guests complimented on breakfast services, which included variety, quality, and convenience as some of their good services. The overall satisfaction was also boosted by positive food-related experiences, especially among business travellers.
Nevertheless, there was also negative feedback, especially on the lack of variety in the menu, perceived insufficiency of freshness, or unstable service. These reviews indicate that food and beverage services are not the major concern of many guests, but the gaps in this area may affect the general impressions of quality and value.
[bookmark: _Toc221556269]4.1.9 Management Engagement and Online Review Handling
One of the key themes in the findings was the perceptions of the management regarding online reviews by the guests. Some of the reviewers have recognised timely and professional feedback from the hotel management, especially when it comes to complaints or bad experiences. Such reactions were usually viewed as an indicator of responsibility and customer orientation.
Nonetheless, certain guests were dissatisfied with the fact that the management's replies were generic or could not respond to particular issues mentioned in the reviews. When this happens, the guests feel that there is no real interest in them, and this has a negative effect on the trust and confidence they had in the hotel. These results show that management is conscious of online reputation management, but the effectiveness of engagement differs and can have a significant impact on the perceptions of guests (Chen et al., 2021).
[bookmark: _Toc221556270]4.1.10 Overall Guest Satisfaction and Online Reputation
The integrated effect of various dimensions of service had an impact on overall guest satisfaction as measured by online reviews. Visitors who had a positive review and recommended the hotel after receiving consistent service quality were more likely to have a positive interaction with the staff, cleanliness, comfort, and value (Touni et al., 2022). Conversely, the feelings of dissatisfaction were usually caused by a cluster of minor problems and not an isolated service failure.
The results show that online guest reviews represent the image of the hotel as complex and detailed as possible. Favourable reviews improve credibility and visibility, whereas unfavourable reviews point out areas that need to be addressed. All these findings combined emphasise the need to consider online reviews as an ongoing feedback system that demonstrates actual guest experiences and performance.
[bookmark: _Toc221556271]4.2 Discussion
[bookmark: _Toc221556272]4.2.1 Introduction to the Discussion
This section critically interprets and analyses the findings in Section 4.1 with respect to the research aim, research objectives and available academic literature reviewed in Chapter 2. The discussion examines how online guest reviews bring about the perception of service quality, the impact on hotel reputation, and operational feedback to Mercure Doncaster Centre Danum Hotel. This section assesses the implications of the results on hospitality management practice by connecting empirical evidence with such theoretical models as SERVQUAL, electronic word-of-mouth (eWOM), and expectancy disconfirmation theory (Nguyen et al., 2025). Moreover, the discussion recognises the methodological limitations and points out areas that are critical in the performance of the placement hotel in terms of operations.
[bookmark: _Toc221556273]4.2.2 Staff Behaviour and Service Quality Consistency
The fact that staff behaviour was found to be prominent in the results is strong support for current literature on hospitality that interpersonal service quality is a major determinant of guest satisfaction. The assurance and empathy aspects of the SERVQUAL model are closely related to positive guest perceptions of friendliness and professionalism (Setiono and Hidayat, 2022). These results prove that frontline employees are critical in determining the guest experiences and online reputation.
Nevertheless, the negative feedback of service delays and a lack of consistency in responsiveness also shows a common problem that has been found in hospitality research, that of ensuring service consistency when pressure is put on the service. Research indicates that service inconsistency and not service absence is the main source of dissatisfaction. When applied to the placement hotel, this means that staffing, workload allocation, and schedules of operation are important in ensuring that service delivery is consistent. The results thus indicate that strategic human resource planning should be done to help in the sustainability of service quality.
[bookmark: _Toc221556274]4.2.3 Cleanliness, Tangibles, and Expectation Management
Physical environment and cleanliness became the key factors that influenced the satisfaction of the guests, which confirms the current literature that highlights the significance of tangible service aspects in the hospitality industry. The results indicate that despite the fact that a lot of guests were pleased with the level of cleanliness, the frequent reports about the old-fashioned decor and the lack of maintenance led to discontent and reduced online ratings.
These findings are consistent with the expectancy disconfirmation theory, which indicates that dissatisfaction arises when the actual service performance falls short of the expectations of the guests. In the case of brand-affiliated hotels like Mercure, the expectation of the guests is usually determined by the brand reputation and previous experience (Aroul et al., 2023). In cases where the physical conditions fail to match these expectations, negative disconfirmation takes place, which results in negative online feedback. This explains the need to match brand promise and service delivery, especially concerning physical facilities.
[bookmark: _Toc221556275]4.2.4 Location Advantage and Environmental Constraints
The results of the location contribute to the research on hospitality that accessibility and convenience are the significant factors that influence the decision to book and the level of guest satisfaction. The location of the hotel is central, which is a definite competitive advantage, especially to business travellers and short-stay clients (Kish, 2025). This benefit plays to the benefit of online reputation and intentions to visit again.
Nevertheless, the negative remarks about noise occasionally depict the trade-offs that come with locations in the city centres. The available literature proposes that location advantages are capable of increasing perceived value, but environmental limitations can decrease comfort when not properly addressed. In the case of the placement hotel, this highlights the significance of the management of expectations, communication strategies, and realistic mitigation measures in order to strike a balance between the benefits of location and the concerns of potential guests.
[bookmark: _Toc221556276]4.2.5 Value for Money and Holistic Experience Evaluation
The results establish that value for money is a multidimensional and subjective phenomenon that depends on the total experience of a guest and not the price. Customers who felt that the hotel had maintained the same level of service quality, cleanliness, and comfort felt that the hotel was providing good value, and those who faced any service failure complained, irrespective of the prices (Anabila et al., 2022).
This confirms electronically-based word-of-mouth literature, which implies that guests judge hotels in a holistic manner, combining emotional reactions, service encounters, and physical aspects. Perceptions of negative values tended to be associated with failed expectations, which supports the significance of the consistency of delivering services and quality control. In the case of the placement hotel, this implies that pricing strategies should be well aligned with service standards in order to sustain the positive value perceptions.
[bookmark: _Toc221556277]4.2.6 Room Comfort, Sleep Quality, and Guest Satisfaction
The comfort of the room and quality of sleep were established to have a significant impact on overall satisfaction, which is in line with previous studies that determine sleep quality as a key determinant of hotel ratings. The negative experience of guests and online reviews were caused by such issues as noise, temperature regulation, and old-fashioned furniture.
Theoretically, these results are consistent with the frameworks of service quality, which focus on functional performance as a starting point. Guests tend to voice their displeasure in public when their basic comfort needs are not fulfilled. This points to the need to uphold the basic standards of service provision as a precondition to the positive guest experiences and reputation management.
[bookmark: _Toc221556278]4.2.7 Online Reviews as Reputation and Relationship Management Tools
The results indicate that online guest reviews play a dual role as evaluative as well as interactive platforms. Positive responses to online reviews by the management were seen as effective and helped in the establishment of trust and reputation restoration, as postulated by the reputation management theory. On the other hand, a generic or poor response discouraged the confidence of the guests and lowered the perceived honesty of the hotel interaction (Zhang and Huang, 2024).
This is in line with the available literature, which implies that the negative feedback can be mitigated by the involvement of the managers with online reviews, and the credibility of the brand can be strengthened. In the case of the placement hotel, this means that online review management has to be incorporated within the wider customer relationship management strategies instead of being a reactive marketing activity.
[bookmark: _Toc221556279]4.2.8 Operational Implications for the Placement Hotel
The discussion indicates that there are several critical operational implications for Mercure Doncaster Centre Danum Hotel (Accor 2025). To begin with, the necessity of the stability of the service quality highlights the significance of efficient human resource management and personnel training. Second, the importance of cleanliness and physical environment emphasises the importance of active maintenance and refurbishment planning. Third, the influence of online reviews on reputation implies the significance of systematic review monitoring and analysis.
Through the effective use of online guest reviews, the hotel will be able to find areas of service failure, focus on areas of improvement and improve performance. The placement experience confirms the importance of real-time guest feedback as a continuous improvement diagnostic tool.
[bookmark: _Toc221556280]4.2.9 Methodological Limitations and Research Constraints
Although the results are informative, a number of weaknesses should be mentioned. The use of secondary data implies that the opinion expressed by guests can be subjective, extreme, or biased. Also, there is no demographic data available, which restricts the potential to divide the responses of guests based on the type or purpose of traveller.
Irrespective of these shortcomings, the application of various review sites and thematic analysis increases the validity and richness of the results. The research methodology is suitable to meet the research objectives and fits the ethical and practical limitations.
[bookmark: _Toc221556281]4.2.10 Contribution to Knowledge and Practice
The research adds to the body of knowledge in hospitality management by showing how the online reviews of guests can be analysed in a systematic way to inform service improvement and reputation management. The research provides practical implications to mid-scale city hotels that are in competitive environments by incorporating theoretical frameworks and empirical evidence from a real-life placement setting.
[bookmark: _Toc221556282]4.2.11 Chapter Summary
The research results have been critically discussed with reference to the available literature and the implications on service quality, reputation management, and operational performance at Mercure Doncaster Centre Danum Hotel. The findings that have been made in this chapter form a solid basis for the findings and recommendations made in Chapter 5.



[bookmark: _Toc221556283]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc221556284]5.1 Conclusion
[bookmark: _Toc221556285]5.1.1 Overview of the Research
This study has looked at the impact of online guest reviews on the reputation of hotels and the improvement of their services using Mercure Doncaster Centre Danum Hotel as a qualitative secondary data sample (Accor 2025). The research was conducted due to the growing dependence of consumers on electronic word-of-mouth to make hotel booking decisions and the rising importance of hospitality organisations to comprehend how the feedback of the guests can be used to assess the quality of services and operational performance. The combination of academic literature, service quality frameworks, and thematic analysis of online reviews allows the research to offer a holistic assessment of guest perceptions as a real-world placement setting.
[bookmark: _Toc221556286]5.1.2 Key Findings on Service Quality and Guest Experience
The results indicated that online guest reviews are a clear and powerful embodiment of guest experience. Among the most notable results was the role played by staff behaviour and service interaction in the overall satisfaction. Friendliness, professionalism, and helpfulness are the most common qualities of the stay noted by the guests. Such perceptions played a major role in positive online ratings and recommendations. 
The physical environment and cleanliness were also found to be important in determining the satisfaction of guests. Although most guests were pleased with the standards of housekeeping, several complaints about the old decor and problems with maintenance indicated a lack of alignment between the expectations of the guests and the service. These physical aspects were observed to significantly influence the general perception of quality, which, in many cases, overrode positive interactions of service when shortcomings were involved.
[bookmark: _Toc221556287]5.1.3 Online Reviews, Reputation, and Location Advantage
The study also pointed out the importance of location in influencing the perceptions of the guests. The location of Mercure Doncaster Centre Danum Hotel was always a positive comment and became one of the main competitive advantages. Availability of transport connections, shopping, and local facilities had a positive impact on the booking choices and overall satisfaction (Ortaleza and Mangali, 2021). 
It was discovered that online guest reviews were very critical in determining the reputation of the hotel. The presence of positive reviews increased credibility and trust, whereas negative reviews provided insights into what needs to be done in the operations. Online reviews that the management was involved in had an impact on the perceptions of accountability and professionalism among the guests. Personalised and effective responses helped in repairing the reputation, and generic responses diminished the confidence of the guests in the hotel to improve.
[bookmark: _Toc221556288]5.1.4 Value Perception and Guest Expectations
The other significant conclusion is associated with the perceptions of the value of money by the guests. The results showed that perception of value is very subjective and is strongly associated with the total experience of the service and not necessarily the price. Customers who experienced quality service, cleanliness, and comfort felt that the hotel was well worth their money, but those who had experienced service failures were not satisfied with the prices of the rooms. This strengthens the need to manage the expectations of the guests and align service delivery with the brand promise (Rachman and Hapsari, 2024).
The results also substantiate the applicability of the expectancy disconfirmation theory in the description of guest satisfaction. When the reality of the experiences surpassed and or matched the expectations, the guests had a sense of satisfaction and positive feelings. On the other hand, expectation failure led to dissatisfaction and negative online comments. 
[bookmark: _Toc221556289]5.1.5 Implications for Service Quality and Operations
The implications of the research findings for the service quality management in the placement hotel are significant. The high impact of staff behaviour on the satisfaction of the guest contributes to the importance of regular training, proper supervision, and staffing (Mekoth et al., 2023). On the same note, the importance of cleanliness and physical environment underscores the importance of preemptive maintenance and quality control measures. Focusing on these areas of operation, the hotel will be able to minimise the inconsistency of the services and improve the overall experiences of guests.
The research also illustrates the importance of online guest reviews as a feedback system that is in continuous use. Online reviews offer real-time information about the perceptions of guests and the performance of the operations, which helps hotels to detect gaps in the services and focus on improvement efforts. Online feedback may aid in the evidence-based decision-making and in the improvement of service quality over the long-run when applied strategically.
[bookmark: _Toc221556290]5.1.6 Limitations and Overall Conclusion
Although this study offers great information, the limitations should be noted. The use of secondary data implies that the online reviews of the guests can be based on subjective opinions or extreme experiences. Also, the lack of primary data does not provide the possibility to delve deeper into the motivations of guests or the opinions of managers (Lim and Cacciafoco, 2022). These shortcomings notwithstanding, the application of various review platforms and thematic analysis supports the validity of the results.
In the case of Mercure Doncaster Centre Danum Hotel, the results indicate a high score in the areas of staff interaction and the location advantage, and the problems of service consistency and physical environment. Using online feedback as a strategic instrument, the hotel will be able to improve the quality of its services, boost its image on the Internet, and attain long-term performance gains in an ever-competitive digital market.
[bookmark: _Toc221556291]5.2 Recommendations and Practical Strategies
[bookmark: _Toc221556292]5.2.1 Enhancing Service Consistency Through Workforce Planning
According to the findings of the research, Mercure Doncaster Centre Danum Hotel should make service consistency a strategic priority. Despite the frequent commendation of the staff's behaviour, the lack of consistency in service delivery at peak times had adverse impacts on the satisfaction of guests (GIDEON, 2023). This is why it is suggested that the hotel review workforce planning practices to make sure that the staffing level is appropriate at any time. This involves the analysis of the occupancy pattern and scheduling of the staff according to the demand pattern. 
Moreover, frequent training programmes are to be introduced to support the service standards and to increase the confidence of the staff in dealing with the guests. The training should be directed towards communication skills, service recovery methods and brand values to make sure that every single employee provides a uniform service experience that meets the expectations of the guests.
[bookmark: _Toc221556293]5.2.2 Strengthening Cleanliness Standards and Preventive Maintenance
The results show that physical condition and cleanliness have a great impact on the perception and online reviews of the guests (Marketing, 2024). In order to overcome the issues of old-fashioned decor and maintenance problems, it is advised that the hotel should assume a systematic preventive maintenance approach (Jordan, 2025). Guest rooms and the areas frequented by guests should be inspected regularly to help identify the recurring problems before they adversely affect the guests.
Housekeeping procedures are to be checked to make sure that quality is provided regularly. Accountability can be enhanced by the introduction of checklists and regular quality audits, which will decrease the variability in the cleanliness standards. 
[bookmark: _Toc221556294]5.2.3 Integrating Online Review Analysis into Operational Management
The use of online guest reviews must be integrated into the operations management of the hotel (Liu, 2025). Instead of considering reviews as marketing or reputational instruments, the management should consider them as an important source of operational information. The systematic review monitoring and analysis process would enable the management to determine common themes, performance of the service, and measure the success of the improvement efforts (Gamage, Ayres, and Behrend, 2022).
The analysis of the review meetings, with key department heads, on a regular basis can help foster cross-functional cooperation and make sure that the feedback of the guests is taken into account in the decision-making. 
[bookmark: _Toc221556295]5.2.4 Improving Online Review Response and Communication Strategy
The results of the research indicate that the management response to online guest reviews is significant (Jewel 2025). The hotel needs to use a more personalised and consistent approach to enhance trust and credibility (Maghembe and Magasi, 2024). The responses of the management should recognise particular concerns of the guests, show empathy, and describe any corrective measures.
The response must be timely because a slow reaction may give the impression of not being committed to the satisfaction of the guests. It is possible to develop response guidelines that will assist in maintaining a consistent tone and content, and be flexible enough to accommodate the individual experience of the guests. 
[bookmark: _Toc221556296]5.2.5 Managing Guest Expectations to Improve Value Perception
Service quality and management of expectations were closely associated with the perception of value of money by the guests (Elphick, 2025). In order to enhance the value perception, the hotel ought to make sure that the marketing messages reflect the facilities and services and the present state of the hotel. 
Expectation gaps can also result in dissatisfaction through clear communication before and during the stay of the guest. Guest trust and negative feedback can be improved by providing the correct information about the possible drawbacks (noise in the city-centre areas) (Ebejer, 2021).
[bookmark: _Toc221556297]5.2.6 Leveraging Location Strength While Addressing Environmental Challenges
The hotel is located in a central location, which is one of its major competitive advantages and should be used in promotional activities (Taylor & Francis 2025). Nevertheless, the results suggest that the issues of location, including noise, can affect the comfort of guests. 
Early communication with the guests on issues relating to the location will be useful in setting expectations and improving satisfaction (Berners and Martin, 2022). The hotel should be able to capitalise on its competitive edge and reduce the possible dissatisfaction by striking a balance between the advantages and difficulties of the location.
[bookmark: _Toc221556298]5.2.7 Fostering a Culture of Continuous Improvement
Lastly, the hotel management should foster the spirit of continuous improvement by actively involving staff in the feedback of guests. It is possible to share online review insights internally to ensure that employees realise how their performance affects the satisfaction and reputation of guests (Nguyen and Malik, 2022). The feedback collected during the stay of the guests can be used to solve the problems effectively, as opposed to the post-stay reviews, which often do not work properly. Such a proactive strategy will help decrease negative online feedback and lead to long-term changes in the quality of service and operational performance (Giao et al., 2021).
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