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Abstract
[bookmark: _GoBack]Purpose and Context: This paper discusses how the rating of the travel sites online affects customer turnout and the strategic action to be undertaken in order to enhance the digital performance of the Hilton Hotels of the United Kingdom. The impact of online ratings and the electronic word-of-mouth (eWOM) is taking a decisive role in the contemporary hospitality industry with respect to their effectiveness in influencing consumer perception, perceived reduction in risk and booking behaviour. Online reputation has become a critical operation and competitive factor due to the increasing dependence of the traveller on the recommendation sites to make accommodation choices. The research article that will be examined is Hilton UK as the placement organisation and the online rating and its effect on customer selection and the overall performance of the services.
Literature Foundation: The hypotheses of the study are based on the extant consumer behaviour and hospitality theories. eWOM literature identifies peer-to-peer generated reviews as an effective way of creating trust and influencing purchase decisions. The SERVQUAL model focuses on the aspects of tangibles, reliability, responsiveness, assurance, and empathy as the factors of perceived service quality. The consideration-Set Theory describes how customers make shortlists of hotels depending on the rating thresholds and perceived quality signals. Moreover, available literature shows that negative reviews tend to have greater effects than positive ones because of the negativity bias. These theoretical approaches were used to inform the analysis and present a systematic guide in the assessment of the dynamics of the digital reputation of Hilton UK.
Methodology: The qualitative case study design was chosen, and only secondary data in the form of online reviews accessible in public places and industry sources were used to carry out the study. Thematic analysis was also used to determine recurring themes of services, rating trends, and operational determinants of customer satisfaction. This interpretivist methodology allowed exploring the perceptions of the guests in-depth and relating the results to the existing theoretical frameworks.
Key Findings: The results prove that online ratings can have a great impact on the decision-making of customers in the hospitality industry. The strategic significance of ensuring good digital thresholds is confirmed by the fact that properties with higher average scores and volume reviews are more likely to be in the consideration sets of customers. Overall, Hilton UK has a rather good reputation and high brand awareness on the leading platforms; nevertheless, the inconsistencies in operational performance are seen in the discrepancies in the ratings of the specific properties. The level of cleanliness, the quality of rooms, the professionalism of staff, their responsiveness, and the perceived value of money became the main factors of rating performance. Service delays or maintenance problems were found to disproportionately affect the negative feedback, which had an influence on digital perception. Moreover, online reputation management practices are not very proactive, and there are no active practices of systematic review creation or systematic application of sentiment analysis to continuous improvement.
Practical Implications: The study recommends that the performance management systems are to be coupled with the digital reputation metrics, the regularity of the services provided in the various properties should be amplified, the training and empowering of the employees should be incorporated, the active generation of reviews algorithms should be embraced, and the application of data-driven sentiment monitoring systems. This is what has made digital reputation one of the major operational priorities that will enable Hilton UK to develop its competitiveness, customer loyalty, and sustainability in the long term in an ever-expanding marketplace where reviews become a core consideration.
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[bookmark: _il4frudxqd0b][bookmark: _Toc222956001]CHAPTER 1: INTRODUCTION
[bookmark: _1lvltmntp69l][bookmark: _Toc222956002]1.1 Background and Context
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[bookmark: _6pztb199a3z9][bookmark: _Toc222956255]Figure 1.1: UK Hospitality Market Size
(Source: Mordor Intelligence, 2026)
The UK market is a leading economic contributor to the hospitality industry, and the hospitality market is estimated at USD 63.80 billion in 2026 and is expected to increase by the compound annual growth rate (CAGR) of 4.18% to USD 78.28 billion by 2031 (Mordor Intelligence, 2026). This growth is informed by the rising demand in travel, local and international, and the rising digitalisation in booking behaviour. In the role of shaping customer expectations and decision-making, Online Travel Agencies (OTAs) and travel agencies like Booking.com and TripAdvisor now contribute significantly to the role of influencing guests in their decision-making, which is based on their ratings and user-generated reviews. In this digital ecosystem, online reputations are becoming the key to staying competitive as hotels since the OTAs have taken a larger share of the UK hotel market, taking 37% of the market share as per 2025 (Mordor Intelligence, 2026).
[bookmark: _5otc0my4yhg3][bookmark: _Toc222956003]1.2 Overview of Hilton Hotels UK
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Figure 1.2: Key figures of Hilton
(Source: Hilton, 2026)
Hilton is a globally recognised and largest hospitality brand that manages a total of over 9,100 properties according to the latest reports and has in excess of 1.3 million rooms that are spread across 143 countries and territories (Hilton, 2026). The United Kingdom alone has over 50 Hilton hotels located in key cities like London, Liverpool, Leeds and Edinburgh and provides accommodation facilities ranging from upper-midscale to luxury (Oreate.com, 2026). The UK location indicates the brilliance of Hilton in the hospitality market, both in business and leisure. With the development of digital distribution and platform-based ratings as the central factor in hospitality performance, the role of guest reviews in OTAs has never been as important. Past research indicated that customer ratings on sites like Booking.com and Google not only determine the level of satisfaction but also impact the future intentions of booking (Kolesárová et al., 2025).
[bookmark: _nzbf4apj7o5j][bookmark: _Toc222956004]1.3 Problem Statement
Hilton UK hotels have good brand recognition, but little is known about how the ratings of online travel platforms directly affect the choice of customers and how such ratings can be improved in a systematic way to improve competitive advantage. Without specific research, the hotel management might not be able to focus on digital reputation strategies that would match the expectations of guests.
[bookmark: _2xvped26mxsg][bookmark: _Toc222956005]1.4 Research Aim and Objectives
Aim: “The study explores the effect of online travel platform rating on customer choice of hotels and identifies ways of increasing online ratings in Hilton hotels in the UK”.

Objectives:
· “To evaluate online ratings, eWOM, and customer decision-making in hospitality”.
· “To examine online travel sites concerning Hilton hotels in the UK”.
· “To determine important service and operation determinants on customer ratings”.
· “To consider the current online reputation management strategies”.
[bookmark: _vjadl8303wut][bookmark: _Toc222956006]1.5 Research Question
· How online ratings and eWOM influence customer decision-making in hospitality?
· How are online travel sites concerning Hilton hotels in the UK?
· How important are service and operation determinants on customer ratings?
· What are current online reputation management strategies?
[bookmark: _wcn13ejevdsq][bookmark: _Toc222956007]1.6 Vision
The study is relevant in the field of hospitality and tourism management because the rating of online travel platforms is instrumental in influencing customer attitudes, making a booking, and the competitiveness of hotels. As companies become more dependent on the digital platform, including TripAdvisor and Booking.com, the question of how ratings affect consumer choice is timely and topical. The research will add value to existing literature in that it synthesises academic literature and empirical information in the form of secondary data on Hilton hotels in the UK. It serves the purpose of the industry as it provides some useful information on the online reputation management and service quality increase. The results can create value for the hospitality managers through informing data-driven strategies to increase customer satisfaction, brand image, and business performance.
[bookmark: _p3ppl59y6wv5][bookmark: _Toc222956008]1.7 Structure of the Study
This study is organised in five chapters, namely Introduction, Literature Review, Methodology, Findings, Discussion, Conclusion and Recommendations. In its turn, the next chapters will contextualise the issue, provide analysed data, and suggest actionable insights to Hilton UK.


[bookmark: _fz6z2jtkhp1o][bookmark: _Toc222956009]CHAPTER 2: LITERATURE REVIEW
[bookmark: _d62gany8zqb2][bookmark: _Toc222956010]2.1 Online Travel Platforms in Hospitality
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[bookmark: _f4c6scadu0l][bookmark: _Toc222956256]Figure 2.1: Online Travel Platforms features 
(Source: OneClick, 2026)
Due to the high rate of hotel distribution digitalisation, the Online Travel Agencies (OTAs) and review websites are now at the forefront of consumer decision-making (Garcia et al. 2022). The effect of exposure to online hotel reviews is consumer consideration; exposure to online hotel reviews can have a significant material impact on the inclusion of a property into a consideration set of a traveller; and these effects are particularly high among less-known hotels and those travellers who seek reassurance of their fellow travellers. The online reviews enhance the awareness of consumers, and the positive reviews strengthen the hotel's attitude (Rajesh et al. 2022). More recent industry studies still highlight the commercial significance of platform ratings: academic and industry research reports consistently find that review volume, valence, and recency are correlated with booking performance and occupancy performance. It has also been reported in secondary reviews and syntheses that negative reviews tend to have a greater impact on booking intentions compared to positive ones, which intensifies the reputational risk of unaddressed complaints.
[bookmark: _krn0j8nss4o0][bookmark: _Toc222956011]2.2 Electronic Word-of-Mouth (eWOM) and Online Reviews 
The act of consumers providing evaluations online is known as Electronic Word-of-Mouth (eWOM); it has been widely recognised as an important source of information that makes consumers feel at risk, trusting, and eventually choosing to visit a hotel (Ilieva and Boteva, 2023). eWOM is a process that serves as a substitute for direct experience in online markets. There are various moderators of eWOM influence, such as the credibility of the reviewers, the review detail, the platform functionality, like verified stays, and brand strength. Negative feedback may disproportionately interrupt the formation of attitude and booking intention, whereas negative effects may be avoided through management responses and perceived review authenticity (Nazifi et al. 2022).
[bookmark: _pug3xkvuqmda][bookmark: _Toc222956012]2.3 Customer Decision-Making and Booking Behaviour 
Theories of classic consumer behaviour and information processing, such as information-search and perceived risk, have been applied to the conditions of online booking. The judgment made by consumers is a combination of numerical aggregated rating and narrative review (Çeşmeci, 2023). Review volume and recency serve as heuristics of popularity and up-to-date quality, aggregate scores give a quick screening, and narrative content gives reasons why ratings were given. Brand equity can mediate the influence of reviews in the case of branded hotels like Hilton. Large brands might not be as affected by one negative comment, but they will still be sensitive to repeated criticism (Ordabayeva et al. 2022).
[bookmark: _vcxlvp97v8b][bookmark: _Toc222956013]2.4 Online Reputation Management Strategies
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[bookmark: _v18o6j2wp48s][bookmark: _Toc222956257]Figure 2.2: Online Reputation Management Strategies
(Source: Goswami, 2026)
Both academic and practitioner literatures have come together on the significance of active Online Reputation Management (ORM) (Abashidze, 2024). The major approaches involve speedy and personalised management feedback, methodical examination of content in the reviews to pinpoint the weaknesses in operations, proactive requesting of satisfied customers and the incorporation of the review metrics into performance indicators. Two aims of ORM that the literature identifies include remediating service delivery problems that have been revealed during reviews and influencing the perceptions of prospective guests through the incorporation of corrective communication and quality signalling (Liu et al. 2023). When managers respond with recognition and description of corrective actions, trust might be restored, and the negative effect of the complaints might be decreased.
[bookmark: _d3gvdq9uis2y][bookmark: _Toc222956014]2.5 Theoretical Analysis
[bookmark: _829ofm9a1snj][bookmark: _Toc222956015]2.5.1 SERVQUAL Theory
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[bookmark: _61aoof1ik28r][bookmark: _Toc222956258]Figure 2.3: SERVQUAL Theory
(Source: BA Theories, 2026)
The SERVQUAL model is used to assess the quality of service offered in five dimensions, including the tangibles, the reliability, the responsiveness, the assurance, and the empathy (Setiono and Hidayat, 2022). These dimensions have a direct impact on guest satisfaction and online ratings in the hospitality industry. Tangibles are concerned with physical facilities, cleanliness and appearance of the room; reliability is concerned with the accuracy and consistency in the delivery of the services; responsiveness concerns fast help; assurance deals with the competence and professionalism of the staff; and empathy deals with personalised care. Reviews often mention these dimensions online, and thus SERVQUAL is a convenient framework to use when classifying the content of reviews. The use of this model allows conducting a systematic assessment of the impact of service performance on customer perceptions and digital rating results.
[bookmark: _resf0ixq3p6v][bookmark: _Toc222956016]2.5.2 Electronic Word of Mouth (eWOM) Theory
Electronic Word-of-Mouth (eWOM) theory describes the role of online consumer opinion in online perceptions and purchase behaviour. In contrast to the classical word-of-mouth, eWOM is run online, in the context of which the reviews can be seen and accessed by numerous people (Roy et al., 2021). The important factors are review valence, volume, credibility, and recency. Positive reviews increase perceived value and trust, whereas negative ones can severely harm brand image and booking intention. eWOM decreases the perceived risk as it supplies peer-generated information that replaces direct experience. Online ratings in the hospitality industry are forms of social proof, which form expectations and define consumers who do or do not use specific hotels when booking a room.
[bookmark: _xggvgowyrv5y][bookmark: _Toc222956017]2.5.3 Consideration-Set Theory
The Consideration-Set Theory suggests that consumers contemplate a relatively few options before finalising on the purchases (Akchen and Mitrofanov, 2025). Instead of evaluating all possible options, people develop a short list of available options with the help of available information and their perceived suitability. Ratings and reviews in hotel bookings over the Internet are acting as filters which define who gets in this shortlisting. Aggregate scores of high-quality and positive review texts are likely to put a hotel in the consideration set, whereas low ratings tend to weed out properties early. This theory emphasises the strategic role of the online reputation because the visibility and the perceived quality have a great impact on the customer evaluation procedures and the final booking success.
[bookmark: _cgtci3u7pgsg][bookmark: _Toc222956018]2.6 Conceptual framework 
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[bookmark: _Toc222956259]Figure 2.4: Conceptual framework
(Source: Self-developed)
[bookmark: _tqz2da1mqgj9][bookmark: _Toc222956019]2.7 Literature Gaps
Although there is strong evidence indicating the impact of online reviews on hotel consideration and bookings, there are still gaps. First, a large portion of the empirical literature is based on independent or mixed samples, as opposed to chain-level studies; there is minimal and more recent literature that isolates brand-level dynamics in global chains like Hilton in a domestic market (UK). Second, although research has been conducted on the overall effects of eWOM, less has been done on the operational actions, such as particular staff behaviours, facility investments, and the full-service branded hotels that best translate into better ratings. Third, the relationship between platform mechanics like the use of algorithms to bring reviews to the fore) and managerial ORM practices remain unexplored; learning about this linkage may enable hotels to focus on interventions that produce quantifiable rating boosts. Lastly, revised desk-based syntheses based on high volumes of current review data are required in order to reflect post-COVID changes in guest expectations and digital behaviour. Such gaps are the reason to conduct a UK-centred, Hilton case study with the help of secondary review data to correlate particular service aspects with the results of the ratings and provide specific recommendations to the ORM.


[bookmark: _8zr2nid06bg3][bookmark: _Toc222956020]CHAPTER 3: METHODOLOGY
[bookmark: _8ynr8nfy3hbd][bookmark: _Toc222956021]3.1 Research Philosophy
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[bookmark: _smjiqismohqk][bookmark: _Toc222956260]Figure 3.1: Research Onion
(Source: Alturki, 2021)
The research philosophy used in this study is the interpretivist research philosophy that presumes that reality is a social construction based on individual experiences and perceptions (Pervin and Mokhtar, 2022). Hotel online reviews are not objective measurements of services but the subjective interpretation of encounters with the services. The interpretation method is suitable since the study aims to know the perceptions of customers towards the quality of the services and the impact of these perceptions on booking decisions made by customers. This philosophical approach promotes qualitative analysis of text information and allows for becoming more insightful about digital reputation and consumer behaviour.
[bookmark: _fqz38bgzla6f][bookmark: _Toc222956022]3.2 Research Design
The qualitative research design was used because it allows a deep analysis of the textual information obtained on the online platforms, which could be used to explore the topic of online travel. A qualitative approach is suitable to investigate perceptions, meaning and repeated patterns in customer reviews (Fischer and Guzel, 2023). Since the research is to discover the relationship between online ratings and booking behaviour and not to quantify the statistical relationships, an exploratory and descriptive design is appropriate. This method provides the flexibility of finding themes and guaranteeing congruence with research objectives and theoretical schemes.
[bookmark: _wub2ol2fob64][bookmark: _Toc222956023]3.3 Research Approach
In this research, the inductive approach of research will be used to come up with the themes and findings, which will be organised from the information collected and not based on the hypotheses that the researcher has tested (Vears and Gillam, 2022). As the studies examine web-based customer reviews to learn the role of ratings in booking, inductive reasoning is suitable. The method allows one to gain a better insight into the customer perception and be flexible in interpreting the qualitative results.
[bookmark: _mg05orkzz2lt][bookmark: _Toc222956024]3.4 Research Strategy
A case study strategy was used, and the Hilton Hotels in the United Kingdom were the target. The case study method allows for intensive research of online ratings in a real organisational setting (Mariani and Nambisan, 2021). It allows integration of theory and practical realities which provides an in-depth information on digital reputation management. The methodology assists in realizing contextual relevance and a systemic analysis of secondary review information.
[bookmark: _cj61y1bx1sg8][bookmark: _Toc222956025]3.5 Data Collection
The secondary resources were selected as the sole source of data and were the publicly available web reviews of such websites as Booking.com, TripAdvisor, and Google Reviews. The reviews were selected based on relevancy and recency. Even the academic journals, industry reports and business publications were consulted to support the contextual understanding. This strategy made it viable and did not incur ethical issues related to the primary data collection.
[bookmark: _tbrck6anfr01][bookmark: _Toc222956026]3.6 Data Analysis
To analyse trends in online review data, thematic analysis was used (Christou, 2022). The reviews were coded systematically to determine the repetitive themes, which were associated with the quality of service, the behaviour of the staff, cleanliness, facilities, and value perception. The interpretation of these themes has been based on the applicable theoretical concepts, such as SERVQUAL and eWOM theory. This approach allowed a systematic study of qualitative data, and at the same time was flexible in order to discover new insights.
[bookmark: _4d1tut4uzh7k][bookmark: _Toc222956027]3.7 Ethical Considerations
The study was based on secondary data, which are publicly available and included no direct interaction with the participants. No personal data was gathered or identified. The analysis of all the review data was done in aggregate to protect anonymity. The study is adhering to the Research Ethics and Data Management policies of the University, which provide transparency, confidentiality and proper management of information during the research.
[bookmark: _u2h58iu2u25d][bookmark: _Toc222956028]3.8 Time horizon
The present study represents a cross-sectional time horizon because the data were collected and analysed at a point in time. The latest online reviews were also analysed to reflect recent customer perception and pattern of rating, which is important to have a time-sensitive review on the digital reputation performance of the Hilton UK. [Referred to Appendix 1]
[bookmark: _odj3rooxm093][bookmark: _Toc222956029]3.9 Methodological Limitations
The use of secondary data does not allow for controlling the accuracy and completeness of data because online reviews can be subjective and can be the expression of extreme views (Cheong et al. 2023). The one case study is based on Hilton UK, limiting the ability to generalise to other hotel brands or markets. Also, there is a lack of primary data that would allow further analysis of the managerial viewpoint and internal practices in operations affecting online ratings.


[bookmark: _t0oa00l53dzb][bookmark: _Toc222956030]CHAPTER 4: FINDINGS AND DISCUSSION
[bookmark: _wu3by16sw2vb][bookmark: _Toc222956031]4.1 FINDINGS
[bookmark: _21nl0f2oaolz][bookmark: _Toc222956032]4.1.1 Theme 1: Influence of Online Ratings and eWOM on Customer Decision-Making
Ratings through the Internet and electronic word-of-mouth (eWOM) are at the core of influencing the decision-making of customers in the hospitality sector (Sánchez-González and González-Fernández, 2021). An evaluation of Hilton UK properties on the leading travel sites shows that the greater aggregate ratings correlate with the greater booking attraction. The average scores in many Hiltons in the UK are quite high, and the level of strong satisfaction among guests is observed. A large number of reviews also makes the place more credible, as the more reviews a property has, the more credible it is considered to be.
Star rating is often used by customers as a first-screening tool in the process of comparing hotels on the Internet. The rating of the property below four stars will be given more weight when making the initial decisions. Narrative reviews offer more insight into the experiences of the guests, which affect the perceptions of the consistency of the services and the perception of the total value (Singgalen, 2024). These negative reviews, especially those which report recurring service failures, seem to have a greater effect than the solitary positive reviews. The results indicate that online ratings are not just predictors of satisfaction, but they also predict a decreased risk. eWOM can diminish uncertainty by providing peer-created reviews, so that the level of trust is high towards the decision to book. As a result, the performance of digital reputation has a greater impact on the competitiveness of Hilton UK in online travel agents.
[bookmark: _5plqe0th2ei3][bookmark: _Toc222956033]4.1.2 Theme 2: Impact of Online Travel Sites on Hilton Hotels in the UK
A study of online travel websites indicates that Hilton hotels in the United Kingdom get various ratings from their guests in several of their properties, which reflects their strengths and weaknesses. On TripAdvisor, Canopy by Hilton London City, in its turn, has an average rating of 4.8/5 based on approximately 1,763 reviews, which suggests a high level of guest satisfaction and excellent digital image at the place (Hilton.com, 2026). The other Hilton in the UK is the DoubleTree by Hilton London – Tower Hill, has an average rating of 4.3/5 based on around 9,101 reviews, which indicates a big engagement and good disposition regarding the review by a huge number of reviewers (DoubleTree, 2026). These are high-volume, high-rating examples, which point to the fact that properties with high performance are more prominent and appealing to prospective guests on the internet.
The rating of performance is different, with some properties scoring lower than others, which indicates the effect of perceptions of service delivery and condition of the property on the level of guest satisfaction. Although they may have good ratings on the travel sites, other aggregates of reviews beyond the OTAs may vary significantly, showing the heterogeneity of the experiences of the guests (Martin-Fuentes et al. 2021). All in all, online travel services indicate that the hotels of Hilton UK are perceived as having a rather strong average rating, although the dissimilarity between platforms and their respective hotels reveals that the digital reputation is dependent on the perception of the guests, the specifics of a platform, as well as the number of reviews.
[bookmark: _y3tohms05mds][bookmark: _Toc222956034]4.1.3 Theme 3: Service and Operational Determinants of Customer Ratings
Operational performance and quality of its services always come out as the decisive factor in the online rating of customers in the hospitality sector (Ali et al. 2021). There are certain properties that include the service of staff, cleanliness, location, and facilities that have a great impact on the perceptions and satisfaction of the guests, which affect online ratings as well. Major dimensions of service that are often mentioned in reviews on the internet include reliability, such as service delivery consistency, responsiveness, such as response promptness, and tangibles, such as the condition of the room and services. These dimensions are close to the quality attributes which identify customer satisfaction in hotel review and service quality models.
The most rated attributes when consumers appraise online, the absence of consistency in facilities or outdated decor can lead to a low rating (Zoghi, 2025). Moreover, the service perceptions are largely formed by the staff performance, where polite, professional, and helpful teams tend to attract positive ratings and negative service complaint reviews are associated with negative reviews. The perceived value of money and location also affect the guest satisfaction and further ratings. Homes that are close to transit stations or sightseeing locations are more likely to get more positive ratings on convenience, whereas the lack of consistency between prices and perceived quality is usually followed by a negative response. 
[bookmark: _ewxsi1sd29zv][bookmark: _Toc222956035]4.1.4 Theme 4: Key Current Online Reputation Management Strategies
Online reputation management (ORM) is now a vital strategic role of a hotel that aims to get maximum visibility, trust and bookings in an online world where the majority of travellers are reviewing before booking (Elmedulan Jr and Javier, 2025). The studies indicate that proper ORM goes beyond mere monitoring platforms and involves active participation, prompt response and using feedback wisely to catalyse improvements in operations. Hospitality research has highlighted that the sustained interaction with customers, such as responding to positive and negative reviews, creates credibility and reputation improvement that consequently leads to an increase in revenue and satisfaction of guests.
The best practices of the multi-property hotel group in terms of reputation management are to make the experienced customers leave reviews and to respond to all their comments as quickly and professionally as possible, and on all the leading websites like TripAdvisor, Booking.com, and Google Reviews (Rita et al. 2022). The timely response to reviews, in 24 to 48 hours in particular, has been identified to correlate with the increased probability of negative impact mitigation and booking conversions (SiteMinder, 2026). The analysis of guest sentiment to define the common service problems and apply those indicators to training, process enhancement, and departmental KPIs. The use of technology and specific software to consolidate reviews, automate alerts, and inform the hotel teams about the trending service priorities is also used by modern ORM strategies. 
[bookmark: _estwm3tjn6tu][bookmark: _Toc222956036]4.1.5 SWOT Analysis of Hilton UK Digital Reputation
Strengths
An example of strong brand growth and network effect, Hilton has 9100 properties, 1.3 million rooms globally as of 2025 (Hilton, 2026). The credibility of this footprint is due to high visibility, which helps the online travel platform to form positive rating associations and reassure customers that they can still trust the Hilton brand.
Weaknesses 
However, even with the expansion worldwide, Hilton is prone to environmental instability in terms of franchises and third-party caregivers, which may undermine uniform service delivery all over the properties, contributing to poor online reviews (Derowitsch et al. 2025). Having different performance standards in different places can dilute the reputation of digital performance in general. Besides, the lack of a consistent guest experience in certain properties may also cause reduced online review scores, which will hurt the corporate brand reputation.
Opportunities
The growing customer loyalty base, Hilton boasts 243 million Hilton Honours members, and this gives it the chance to utilise guest data and reward positive feedback, which enhances its digital reputation (Stories From Hilton, 2026). The responsiveness of the services and operational optimisation can be achieved by the strategic application of AI-based sentiment analysis and reputation management tools. Further global growth and innovations of the brand also increase visibility and rating opportunities.
Threats
Online reputation is challenged by the competitive pressure of other international chains, like Marriott, which has more than 9,100 properties (Hilton, 2026). The occupancy rates may be affected, and the high ratings may be maintained by economic uncertainties and unreliable travel demand. Outside forces, such as technological interruptions and changing guest demands, also strain the digital performance and must respond to them with the agility of reputation management.
[bookmark: _igx8fo4v94c6][bookmark: _Toc222956037]4.1.6 Summary of Findings
The results of the research paper indicate that online ratings and electronic word-of-mouth have a strong impact on the decision-making of customers in the hospitality sector. In the case of large aggregate scores and large volumes of reviews, the perceived credibility is stronger, and there are more opportunities that a hotel belongs to the sets of considered hotels of customers (Hu and Yang, 2021). The average rating of Hilton UK properties tends to be high in major travel sites, though this varies according to the location meaning that hotels provide unstable services and experiences to customers.
The thematic analysis revealed that the criteria that have the most significant impact on customer ratings include the professionalism of the personnel, their responsiveness, cleanliness, and the quality of the rooms in a general sense. The greater the satisfaction, guests will always relate service efficacy and physical objects of comfort to the dimensions of SERVQUAL (Sugiarto and Octaviana, 2021). The prevalent negative feedbacks are usually on the slow service, issues with maintenance, or the lack of the optimal value to money, which implies that there are deficiencies in operations directly affecting the development of the digital image. 
The results also show that although Hilton exhibits brand strength and good presence on the internet, online reputation management activities are more reactive as opposed to proactive. Management responses are also available on several platforms; however, there do not seem to be structured plans on how to proactively solicit positive reviews and use feedback to affect service improvement (Gokce et al. 2024). On balance, the digital reputation performance is a very important competitive aspect of Hilton UK, indicating its positioning and booking potential.
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[bookmark: _fgyyc4qyvq8d][bookmark: _Toc222956039]4.2.1 Research Objective 1
The results show clearly that online ratings and electronic word-of-mouth (eWOM) are very influential factors that affect customers to make decisions in the hospitality industry (Yavuz and Tarakçı, 2024). In line with the literature, the aggregated star ratings are used as a screening mechanism by customers in the process of choosing hotels. The fact that the properties with the rating over 4.5 or 5 are more likely to be shortlisted proves the idea of the Consideration-Set Theory, according to which the consumers compare a few alternatives in terms of perceived quality cues. Moreover, the volume of the reviews increases credibility, which supports the theory of eWOM, saying that greater amounts of peer ratings boost trust and perceived low risk when booking.
The negativity bias in the consumer behaviour literature was established since negative reviews were observed to have a greater influence compared to positive ones (Qahri-Saremi and Montazemi, 2023). Descriptive remarks about service failures or dissatisfaction can tend to have a stronger influence on perceptions than even general praise. Overall, the goal is met, which confirms the idea that digital reputation acts as a determinant in the phenomenon of hospitality purchasing behaviour, and it has a direct influence on the positioning of Hilton UK in the competition.
[bookmark: _yrmz25ympvge][bookmark: _Toc222956040]4.2.2 Research Objective 2
These results suggest that Hilton hotels in the United Kingdom tend to have high visibility and competitive ranking at the leading online tourism platforms of TripAdvisor and Booking.com. Most of the properties have average scores of between 4.3 and 4.7, which are positive but not exceptional guest satisfaction. Nevertheless, the performance is different in different locations, which brings out discrepancies in service delivery and execution of operations. Urban flagship properties are likely to collect more volumes of reviews and better ratings, which will advantage them and their market demand. The difference in ratings indicates that brand recognition is not the only way to ensure all digital operations are strong; however, a specific part of property management is vital (Olson et al. 2021). Because of the algorithm of platforms, features rated higher and those reviewed more recently also get priority, which once again supports the need to constantly interact. On the whole, this goal is accomplished through determining that Hilton UK has a strong online presence, though the differences in performance across properties suggest that further standardisation and strategic management of digital reputation across the portfolio are possible.
[bookmark: _c105a0nrv8t5][bookmark: _Toc222956041]4.2.3 Research Objective 3
The results show that the quality of service and operational performance are major determinants of customer ratings of the Hilton UK properties. Facility maintenance, room condition, and cleanliness proved to be the key drivers of guest satisfaction, which is very close to the tangible aspect of the SERVQUAL model. In both positive and negative reviews, staff behaviour such as responsiveness, professionalism and courtesy were constantly mentioned, which proves the value of human interaction in influencing overall experience. The operational consistency was also a major factor because delays in serving or unsolved complaints were often used to give low ratings (Mohd Shahril and Aziz, 2022). Moreover, the perception of the value of money also had an impact on the degree of satisfaction, implying that the customers may analyse the quality of provided services in connection with the expected prices. The results are in line with the available literature that highlights the connection between service delivery and expectation confirmation and the consequences of digital reputation. In general, this goal is met by determining that tangible service aspects and employee performance have a crucial impact on online ratings and, as a result, the competitive positioning of Hilton UK among online travel agencies.
[bookmark: _a4yx01gr124n][bookmark: _Toc222956042]4.2.4 Research Objective 4
The results indicate that Hilton UK is cognizant of online reputation management (ORM), especially with responses by the management to customer reviews on key travel sites being visible. Negative feedback is answered in a timely and professional manner, which signifies that it is an effort to save a brand image and reassure potential guests. Nonetheless, it is seen that ORM practices are more of a reactive, as opposed to a proactive strategy (Kingston, 2023). Though it is responding to individual complaints, little evidence of systematic promotion of positive reviews or systematic incorporation of review insights into operational improvement is present. The current literature reiterates the significance of active participation, emotion tracking, and feedback systems, which are evidence-based, in improving the performance of digital reputation. The lack of these standardised, regular review generation plans due to the presence of multiple properties across the board is an opportunity that has been missed to consolidate the overall ratings. Thus, this goal is fulfilled by determining that even though Hilton UK does not neglect ORM activities, the strategic alignment and active digital communication may improve the sustainability of the company image and competitiveness in the long-term perspective.
[bookmark: _obsj304hbe2y][bookmark: _Toc222956043]4.2.5 Implications for Hilton UK Operations
· These study findings have various operational implications for Hilton UK. To begin with, digital reputation must be considered a key performance indicator and not a mere marketing performance only. The customer decision-making and booking behaviour depend more directly on the online ratings, so it is strategically crucial to ensure that the companies in the industry can attract high scores at all times (Abashidze, 2024). Review metrics should thus be incorporated into the performance management systems by the operational teams, and a definite accountability for rating trends, response times, and measures of guest satisfaction.
· Second, the consistency of service should be addressed in each property in the UK. The difference in ratings implies that there is a variance in the implementation of operations, especially in areas like cleanliness, maintenance and promptness. The lack of standardisation during quality auditing, regular training of the service staff and enhanced internal benchmarking between the high and low performance properties would help minimise discrepancies. Training programs to be used by the staff should focus on customer interaction skills because the professionalism and responsiveness of the employees have a great impact on the results of the reviews (Tusell-Rey et al. 2021). The development of human capital is also an investment that is likely to produce a positive digital mood and rebooking.
· Third, Hilton UK needs to be more proactive with regard to managing its online reputation. Instead of acting solely on complaints, the properties must actively request positive reviews by emailing satisfied customers after their stay or interacting with them in loyalty programs. The fact that Hilton Honours has a substantial number of members can provide considerable potential to increase the volume of reviews, which can lead to a better reputation and better positions in the ranking.
· Also, the introduction of systematic sentiment analysis devices may enable the management to know the recurrent service problems even before they can develop into common negative responses (Wankhade et al. 2022). Incorporation of review information in operational meetings would aid in continual enhancement. Lastly, the pricing strategies should be based on the perceived quality of services so as to prevent value-related dissatisfaction. By integrating digital reputation into everyday operations, Hilton UK will be able to build a competitive edge, increase the levels of customer trust, and maintain a stable performance in a marketplace that is more and more review-driven.
[bookmark: _fip81broalg][bookmark: _Toc222956044]4.2.6 Acknowledging Limitations
This research is also faced with several limitations that one must take into account when reading the findings. To begin with, the study is based solely on secondary research, which was conducted using the reviews accessible on the Internet. Online reviews can be a very helpful source of understanding customer perception, but they are subjective opinions, which can be affected by prior expectations, emotional or extreme experiences (Lopez and Garza, 2022). The highly satisfied and highly dissatisfied guests tend to leave reviews, and overall, the service performance may be skewed. Second, the research uses a single case study design on the properties of Hilton UK. Though this would permit contextual analysis in depth, it restricts the externalisability of the results to other hotel brands, geographic areas or market segments. The findings might not hence be entirely applicable to independent hotels or other international chains that are managed in different operational setups.
Third, a lack of primary data limits information on inner managerial views and decision-making activities. The management or employees would have been interviewed to create a better insight into the reputation management tactics and service enhancement efforts. Lastly, the cross-sectional design is a one-point in time capture of the data from online reviews. Digital reputation is seasonal and can change due to the demand of a season, economic factors, and external factors (Parshina, 2024). A longitudinal analysis would be a better assessment of trends in the ratings across time. Nevertheless, the study has provided significant information concerning digital reputation performance at Hilton UK despite these limitations.


[bookmark: _1l8l5k589n4g][bookmark: _Toc222956045]CHAPTER 6: CONCLUSION AND RECOMMENDATIONS
[bookmark: _xyxmc6ydax6o][bookmark: _Toc222956046]6.1 Summary of Key Findings
This research paper considered the impact of online travel platforms' ratings on customer selection and the measures that can be taken to increase ratings of the Hilton hotels in the United Kingdom. The results affirm that online ratings and electronic word-of-mouth (eWOM) greatly influence customer decision-making behaviour in the hospitality industry. Aggregate star ratings are also important to customers as a first filtering tool that they use to identify hotels. The ratings of properties that are above the critical psychological indices will be more likely to be shortlisted, which proves the fact that digital reputation has a direct impact on competitive positioning. Perceived credibility is also another confirmation of the role of eWOM in the minimisation of booking risk, which is further augmented by review volume. The review of Hilton UK on the leading travel platforms showed that the digital performance is usually high, and a lot of hotels have a good rating. Nevertheless, discrepancies between properties were clear, and this means that performance in terms of operations differs across the locations. Although Hilton has the advantage of being a well-known global brand with a substantial number of loyalty members, the final result of digital reputation always depends on the implementation of the individual property instead of corporate branding.
The determinants that were found to be central in customer rating were service and operational determinants. The cleanliness, room conditions and maintenance were also regularly mentioned in the guest reviews as a major tangible criterion. Responsiveness and interpersonal communication of staff were to a considerable extent a factor in overall satisfaction. In addition, the consideration of value money appeared as a significant factor, which underscored the connection between pricing expectations and service delivery. Another observation related to the findings is that Hilton UK practices online reputation management, i.e. review monitoring and response. Nonetheless, reputation management seems to be a mostly reactive strategy instead of being proactive. Little is known of systematic encouragement of review or systematic incorporation of review data into the operational improvement processes. In general, the paper shows that the digital reputation is directly related to the consistency of service quality, the performance of employees, and the proactive engagement strategies, which is why it has become a primary operational issue, but not a marketing issue only.

[bookmark: _de5ujqmtjtey][bookmark: _Toc222956047]6.2 Achievement of Aim and Objectives
· The research objective was mainly to determine how the rating of online travel platforms affects customer choice and the methods of enhancing ratings in the Hilton Hotels in the UK. It has managed to fulfil this objective by conducting a systematic review of secondary data and a thematic analysis of customer reviews.
· The initial goal, aiming at assessing online ratings, eWOM, and customer decision-making, was met by proving that the aggregated ratings and volume of reviews are important factors in the booking behaviour. The results in this research proved that digital reputation is a risk-minimising factor and a determining factor in choosing hotels.
· The second goal checked internet travel agencies with regard to Hilton hotels in the UK. This was achieved by conducting an analysis of the rating performance on the main platforms and found that there was a good overall brand presence, but discrepancies between the individual properties. The results indicate that operational consistency is essential in ensuring competitive digital positioning.
· The third target was to identify important service and operational determinants in ratings of customers. The study was able to establish cleanliness, staff performance, responsiveness, and value perception as the most powerful motives of guest satisfaction and rating results. Such determinants are in line with the available service quality frameworks.
· The fourth objective put into consideration the current online reputation management practices. The study has shown the current response practices, although it has also suggested the need to have more active, organised, and evidence-based reputation management strategies. The objectives were achieved to the latter together, and this has provided a profound understanding of the dynamics of digital reputation in Hilton UK.
[bookmark: _cf8bxygw8qaa][bookmark: _Toc222956048]6.3 Study Limitations
The article is a failure due to the fact that it uses secondary data on the basis of internet-based online reviews that are publicly accessible. This information will be subjectively biased and such guests are more apt to leave comments that are extreme. The single case study on Hilton UK restricts the generalisation to other hotel chains or markets. There is also the shortage of primary data to limit the knowledge on the managerial perspectives and decision-making. The cross-sectional design measure makes measurements of the data in one point and it is not effective in taking into account seasonal differences as well as the general direction of the ratings. Despite these weaknesses, the study is a huge contribution to the study of the digital reputation performance in the hospitality sector.
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Recommendation 1: Integrate Online Reputation Metrics into Performance Management Systems
The Hilton UK must institutionalise the online reputation pointers in the operational and managerial performance measurement. The average rating scores, review volume, response times, and sentiment trends need to be monitored at the level of a property and department (Chang et al. 2021). Weekly monitoring dashboards are to be introduced as they will enable the managers to accommodate changes in ratings and recurrent complaints in real time. Comparing performance among properties in the UK would assist in determining best practices in high-performing hotels and relay operational learning to the non-performing properties. Connecting a part of the managerial appraisal and incentive systems to the outcomes of digital reputation would reinforce accountability and promote the ongoing improvement of the quality of the services. Focusing on the online ratings as a strategic operation parameter instead of a marketing output, Hilton UK can synchronise the digital performance with the goals of excellence in the services and revenues.
Recommendation 2: Strengthen Service Quality, Consistency and Operational Standards
The issue of operational inconsistency amongst the properties was found to be a major source of variation in ratings. Hilton UK ought to standardise the delivery of services by introducing stronger quality control systems such as regular internal audits, frequent housekeeping and structured housekeeping checklists, as well as surprise inspections. The strength of preventive maintenance schedules should be increased to mitigate room-condition complaints, which often have an effect on negative reviews (Tengilimoğlu, 2025). Exchanging performance outcomes and working practices of high-rated properties would stimulate the enhancement of the network. Standardisation of service standards across all the locations within the UK would strengthen reliability, which is one of the dimensions of service quality theory. Regular physical service delivery, especially on cleanliness and maintenance of facilities, would decrease dissatisfaction and increase aggregate ratings.
Recommendation 3: Enhance Employee Training and Empowerment
Employee professionalism and responsiveness have a great influence on customer satisfaction and review results. Hilton UK also needs to invest in well-organised customer service training programmes that are centred on customer communication skills, being proactive, handling complaints, and emotional intelligence. Minor dissatisfaction should not be allowed to develop into negative feedback by the public; empowering the frontline employees with the authority to make decisions is a way of dealing with guest issues promptly. Reward programmes that are given to individuals in the staff whose names have been mentioned positively in online reviews would affirm a service-oriented culture (Lim et al. 2025). Integrating digital reputation awareness as part of employee onboarding programmes would guarantee that the staff become aware of the direct connection between the behaviour of the service and online ratings. The enhancement of human capital development will result in better consistency of the guest experience and have a positive impact on digital sentiment.
Recommendation 4: Implement Proactive Online Reputation Management and Review Generation Strategies
Hilton UK ought to shift its reputation approach to being proactive rather than reactive. As much as responding to negative reviews is necessary, organised promotion of satisfied customers to leave reviews is also important. The Hilton Honours programme should have automated post-stay emails that provide direct links to review sites and allow the feedback to be easily and conveniently delivered. The rise in the number of positive reviews will reinforce the aggregate ratings and improve the platform's visibility based on the benefits of algorithmic ranking (Eckles, 2022). The responses of the management towards management should be timely, personalised, and solution-oriented to show their transparency and responsiveness. Procedural steps to the escalation of recurrent complaints should also be made clear so as to avoid recurring failures in service delivery. Rating stability will also be enhanced as it will be performed proactively through the creation of a review generation strategy, which will create greater trust in potential guests.
Recommendation 5: Leverage Data Analytics and Sentiment Monitoring for Continuous Improvement
Hilton UK needs to embrace modern sentiment analysis technology that would help it to examine the content of the reviews systematically and determine recurring operational problems. The text analytics systems based on artificial intelligence may be used to classify the feedback into themes, which include cleanliness, speed of service, amenities, and perceived value. Monthly operational meetings should be used to discuss these insights so as to inform the planned improvements. Combining the data on review with internal quality measures would form a holistic performance monitoring system (Taleb et al. 2021). Moreover, the strategic benchmarking would be possible through the analysis of the competitor ratings and trends in the customer feedback.
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