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Abstract
This research paper examines the effects of negative online and offline reviews on Hotel Ramada Bristol West, a UK chain hotel of middle tier, and offers the practical strategies aimed at mitigating the adverse impact of this hotel group. Based on a 10-week professional placement with the Food and Beverage and Front Office departments, this study will rely on secondary literature, a public review analysis, and features as well as common themes of the reviews, as well as the impact of such reviews on the collection of revenue, occupancy, and reputation.
The qualitative one case design approach utilized secondary data in the form of scholarly journals and review blogs and balanced it with actual observations on operation inefficiencies. Placement experience demonstrated such critical problems as imbalances in the workload of the people during the peak hours, lack of communication between departments, the absence of pre-shift briefing, uneven handovers, and reactive management of the crisis which led to the service delays, readiness of the rooms, and frustration by guests. These internal coordination shortcomings were consistent with literature that found the service reliability gaps, maintenance gaps, noise gaps and value gaps to be the major antecedents of complaints in mid-tier hotels.
Negative reviews turned out to be emotional, elaborate, credible and disproportionately influential with recurrent perceptions of lapses of cleanliness/maintenance, noise disturbance, issues on value and inconsistency in operations. Online content also found its reflection in offline feedback, but this was contained unless unresolved, a dynamic between two channels that has not been sufficiently researched. Possible Revenue and RevPAR leakage, OTA ranking penalties, and loss in guest tolerance of transient sectors were some business effects that were faced, although the location strengths offered some support.
A SWOT analysis summarised the results. Strength, prime motorway location, staff friendliness, weakness, systemic coordination gaps, fuel complaints, opportunities, digital tools, cross-training, proactive engagement, allow recovery, and threats, economic scrutiny, and competition, are increasing risks that have not been addressed.
The research concludes that negative reviews are indicators of operational inefficiency, which can be countered. Some of the practical advice can be given in the form of organised daily briefings, standardised digital handovers, peak-hour support positions, proactive offline resolution procedures, and increased maintenance management. These low cost strategies would help to minimize complaints, community rating, increase satisfaction, and pull guard performance in a review-based market. Limitations encompass the single case nature and absence of propriety metrics implying prospects of comparative future studies on future research of similar mid-tiers.
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[bookmark: _Toc222633466]Chapter 1: Introduction
[bookmark: _Toc222633467]Industry Context
Consumer decision-making in the hospitality industry has been transformed by the emergence of digital platforms (Anwar, Deliana and Suyamto, 2024). Review sites like TripAdvisor, Booking.com or Google Reviews have become the main sources of information a traveller uses to choose a hotel (Chowdhury and Deshpande, 2020). 81% of the guests said they are important when choosing a hotel, and 49% will not book a hotel that has 0 reviews (PWC, 2016). The influence of negative feedback is disproportional. Despite the number of positive ones, consumers put more trust in bad reviews, and one bad review can make one reject a booking (Brunner, Ullrich and De Oliveira, 2019). Regression discontinuity designs force the researcher to utilise TripAdvisor data, which have revealed that a 1-point increase in overall rating will result in an increase of about 1.6 per cent in revenue, 1 per cent in bookings, and 0.4 to 0.6 per cent in average daily rates (Anderson and Magruder, 2012). On the other hand, a long history of negative reviews correlates with decreased occupancy, decreased readiness to spend, harmed brand loyalty, and lost earnings (Rehan, 2022).
Negative feedback manifests in both online and offline forms. Online bad reviews, visible publicly on platforms such as TripAdvisor, Booking.com, and Google, amplify visibility, influence search rankings on online travel agencies, and exert broad reputational pressure through electronic word-of-mouth (Rehan, 2022). Offline bad reviews, including direct verbal complaints at reception, comment cards, satisfaction surveys, phone or email follow-ups, or internal guest feedback, remain more contained but often trigger immediate operational responses and affect repeat business or loyalty (Noorani, 2024). Both channels contribute to overall reputation management, yet their impacts differ. Online feedback tends to have a wider reach and longer-term visibility, while offline feedback provides direct, actionable insights but may not reach potential future guests unless escalated. Online reputation has become a business driver in the UK hotel industry, where the competition is fierce, and most hotels are under the patronage of transient and one-time guests. This is especially dangerous to the mid-tier chain hotels, as the guests tend to have low expectations but high scrutiny of economic factors related to cleanliness, maintenance, and extraneous charges (Anagnostopoulou et al., 2020). The negative feedback not only deters direct booking but also negatively impacts the position in the OTA algorithms and ranking search.

[bookmark: _Toc222633468]Organisational Overview
Hotel Ramada Bristol West offers a case study to be used in this study. The hotel is in Easton-in-Gordano, approximately 15 minutes to Bristol Airport and city centre, with easy access to Bristol shopping in Cribbs Causeway and most major attractions. It has 60-89 rooms, Wi-Fi is free, a fitness centre, plenty of car park spaces and an in-house restaurant, Junction Restaurant & Grill. The property will attract business and hotel travellers, airport business travellers, and families, as well as motorway customers who want the convenience and affordability (Wyndhamhotels, 2026).
[bookmark: _Toc222633469]Research Problem
In the highly competitive UK hospitality industry, where online platforms and direct guest feedback increasingly drive booking decisions and revenue, research into the impact of bad reviews, both online and offline, and effective mitigation strategies is essential to help mid-tier and chain hotels like Ramada Bristol West protect occupancy rates, maintain profitability, and sustain long-term guest loyalty amid rising consumer scrutiny and economic pressures.
[bookmark: _Toc222633470]Aim
The research aims to understand the impact of Bad Reviews on the business of a hotel and suggest strategies for Mitigation in the context of Hotel Ramada Bristol West.
[bookmark: _Toc222633471]Objectives
· To identify the reasons for bad reviews in terms of a hotel business
· To assess the nature and common themes of the negative reviews of a hotel business 
· To understand the impacts of bad reviews on the business of a hotel
· To suggest strategies for mitigating the impact and reasons of bad reviews for the betterment of a hotel business. 
[bookmark: _Toc222633472]Dissertation Organisation
The research project is designed in the form of five leading chapters in order to have a logical flow of the ideas.
· Chapter One gives the general picture of the study, and the central issue or problem under investigation is clearly stated.
· Chapter Two entails an elaborate and analytical look at the current literature available in scholarly knowledge concerning the processes of organisational change within the hospitality industry.
· Chapter Three indicates the research methodology adopted in detail, with all the ethical issues and precautions.
· Chapter four is structured in a way that provides thematic analysis of the collected data, giving the key patterns and interpretations.
· Chapter five makes a conclusion to the entire work by summarising the key conclusions.
· Chapter six provides recommendations, marking up actionable, practical recommendations on the evidence.


[bookmark: _Toc222633473]Chapter 2: Literature Review
[bookmark: _Toc222633474]Reasons for Bad Reviews in the Hotel Business 
It is crucial to know the reasons that are behind the bad reviews on online and offline platforms in guiding this study. The initial empirical study of dissatisfaction in hotel guests provided foundations in identifying the key operational failure through the study of survey and comment-card data, and offline feedback systems. A review of the disappointments of business travellers carried out by Dolnicar (2002) established that poor cleanliness, poor staff performance, too much noise, poor room facilities and poor value were the most frequent factors evoking negative feedback regularly. These factors are considered to be hygiene-related as they served as dissatisfiers in alignment with the two-factor theory of Herzberg, wherein basic expectations have to be satisfied to prevent dissatisfaction.
The research later turned to focus on the increasing power of digital power. The sales data provided by Ye, Law and Gu (2009) showed that negative reviews, which were due to service and facility failures, had a direct negative impact on hotel reservations. Anderson and Magruder (2012) supported this fact by demonstrating that even slight rating decreases, which were accompanied by actual issues like maintenance problems or defective amenities, resulted in quantifiable reductions in revenues. By the middle of the 2010s, studies started to explore hotel reactions to complaints, and they found that unresponsive staff attitude, slow service, and hyped charges are frequent causes of both online and offline complaints (Schuckert, Liu and Law, 2015).
In recently published research, the motives were more subtle, especially in the case of the mid-tier and chain hotels. Competitive UK markets make budget-conscious customers even more sensitive to cleanliness and maintenance quality, as well as additional charges, and such a considerate approach is applicable particularly to motorway-oriented properties such as Ramada Bristol West (Casaló et al., 2015). According to Sparks, So and Bradley (2016), 81 per cent of travellers do reviews before their booking, and the negative aspects that relate to such basic attributes are disproportionately effective anyway. Varga and Albuquerque (2023) then included an additional comment, that a single complaint that went unaddressed either through the reception or openly on social media may scare away future bookings, as an apparently unsafe experience.
The changing expectations are also stressed in post-pandemic literature. Johan (2024) noted that the changing perspective of the operational lapses has been enhanced by digital transformation, as research based on large-scale text mining establishes themes of cleanliness, staff responsiveness, and value-for-money to be major determinants of the dissatisfaction expressed on both online and in-house review systems. More importantly, whereas the initial studies utilised small-scale surveys, modern-day big-data solutions prevail on the Internet, and no coordinated research considers how the same underlying matters are expressed differently through different channels (Arafat et al., 2025). Such fragmentation restricts an integrated appreciation, especially in the mid-tier hotels, where a lack of resources worsens repetitive issues.
Nature and GENERAL Themes of Nature Review in Hotel Business.
Earlier research tended to handle negative responses in aggregate form as an indicator of dissatisfaction, although by the mid-2010s, research started to explicitly divide them in this regard. Allan et al. (2015) studied the complaints feedback and determined the main themes. They are service failures, which include staff attitude and slow response, facility problems, and value differences (Harrison et al., 2016). These were in accordance with previous offline feedbacks but were magnified on the internet.
Working with large datasets towards the end of the 2010s shifted to thematic analysis. Hu et al. (2019) applied topic modelling to TripAdvisor reviews and identified common negative categories: cleanliness, facilities, service, price, location, dining, and noise, with the most significant negative sentimental influence having service and cleanliness. According to the sentiment analysis provided by Baker and Kim (2019), these were supported by the fact that negative reviews are usually associated with strong emotional vocabulary, anger and disappointment, in contrast to neutral or positive reviews.
The themes and the increased scrutiny emerge as post-pandemic studies. As Anderson, Weisstein and Song (2019) noticed, one of the first things that mid-tier guests focus on is practical qualities, and bad reviews are often vivid and emotional. It has been proven by recent literature in deep learning that seven consistent categories exist, among which are service, facility, cleanliness, price, location, dining, and noise and that the service complaints have higher power over the satisfaction than the cleanliness or facility (Singgalen, 2024). On the experience-based data of Booking.com, serial pattern research found 11 correlated areas of experience such that a complaint predicts future complaints, which indicated systemic aspects of the system, such as capacity constraint fixes (Zolfaghari, 2024).
The type of negative reviews is also disproportionately strong. They are longer, more emotional and looked upon as credible. Offline complaints are reflections of online themes but will not go public, unless intensified (Ben, 2024). Importantly, thematic consistency can be found between channels, but there are still gaps in integrated online-offline comparisons and middle-range motorway hotel settings. This fragmentation continues the argument about the importance of case-specific thematic synthesis, which connects to the effects in the following section.
Effects of negative reviews on the Business of a Hotel.
Earlier, Kim and Kim (2004) established that the negative reviews diminished the sales through visibility on OTA. Anderson and Magruder (2012) applied regression discontinuity to TripAdvisor data and demonstrated that a 1-point rating increase particularly results in revenue growth of about 1.6 per cent, bookings growth of 1 per cent, and increases in ADR by a factor of 0.4-0.6, suggesting that it was observed that negative reviews lead to an equal decline in revenues.
The research using reputational and competitive dynamics expanded in the mid-2010s. The article by Huurne (2019) emphasised the erosion of trust and future bookings that do not receive any negative feedback. According to thematic analyses written in 20192020, negative themes associated with occupancy and revenue leaks among the mid-tier hotels have been persistent (Vinod, 2022).
The current research has strong causal estimates. According to Yan (2023), a 1-point exogenous increase in the TripAdvisor rating leads to increases in revenue, booking and ADR by 1.6 per cent, 1 per cent, and 0.4-0.6 per cent, respectively, which grow over time, which confirms that the negative reviews have a direct negative effect on revenue, booking, and ADR.
These effects are put in context by wider industry reports in the analysis of post-pandemic recovery. Even in the context of a steady occupancy, negative reviews cause revenue leakage due to decreased willingness-to-pay, increased upsell acceptance, and penalties associated with placing OTAs in the ranking list (Hajihashemi, 2023). A heavily negative profile is linked with booking losses, avoidance of up to 40% on some consumer surveys, damaged brand loyalty, and silent turnover due to offline complaints (Ling, 2024). Most importantly, online negativity is high in terms of visibility and amplification, whereas the offline effects are experienced in operational costs occurring right away and loss of repeat business, which are seldom explored on an integrated basis (Lis and Fischer, 2025).
The hotel rooms located in the middle-class UK motorways (such as the Ramada Bristol West) still have the gaps, and other problems worsen the general themes. All in all, negative reviews have disproportionate damage relative to positive, which jeopardises profitability in short-term guest categories. These lessons explain why mitigation measures discussed below are urgently needed.


[bookmark: _Toc222633475]Chapter 3: Methodology
[bookmark: _Toc222633476]3.1 Research Design
This research adopts a qualitative single-case study design to investigate the effects of bad customer reviews, both online and offline, on hotel business performance and to propose feasible mitigation strategies for Hotel Ramada Bristol West, with in-depth discussion and analysis. The case study approach is particularly suitable for exploring contemporary phenomena within their real-life context (Annamalah, 2024). Given the focus on how bad reviews influence occupancy, revenue, and reputation in a mid-tier UK chain hotel located near a motorway and airport, the design emphasises contextual elements such as guest profiles, operational constraints, and location-specific challenges. Case study designs are used when the boundaries between the phenomenon, bad reviews in various forms, and its context, hotel operations and external environment, are not clearly distinguishable (Li et al., 2020). Precisely the situation here, where online platforms amplify public complaints while offline feedback shapes internal responses.
[bookmark: _Toc222633477]3.2 Research Philosophy
The study is guided by an interpretivist philosophy. Interpretivism posits that reality is socially constructed and understood through the subjective meanings individuals and organisations assign to events (Pervin and Mokhtar, 2022). Bad reviews, whether online, public posts on TripAdvisor, Booking.com, or Google Reviews, or offline, verbal complaints, comment cards, or satisfaction surveys, are not objective facts but are interpreted differently by guests, managers, and staff (Vásquez, 2011). This philosophy is appropriate as the research seeks to understand the perceived impacts of bad reviews from both guest feedback sources and the researcher's firsthand placement experience at Hotel Ramada Bristol West, rather than testing numerical causal relationships via positivist methods.
[bookmark: _Toc222633478]3.3 Data Collection Methods
The study is based solely on secondary data and on the experience of the researcher at Hotel Ramada Bristol West during the professional placement. Peer-reviewed scholarly articles and journals about bad reviews and hotel performance, the official websites of hotels, and popular travel handbook websites and resources like TripAdvisor, Booking.com, Google Reviews, and Expedia are all examples of secondary sources. These are also rich in qualitative content like texts of verbatim guest reviews, star ratings, patterns of response by the management, actual occupancy trends and even operational statements. Also, the first-hand experience of the researcher working on placement provides insider insights into actual practice, including dealing with complaints left by guests at reception, tracking the process of reviews being responded to, and being part of internal communication about reputation management. This triangulation will combine publicly available external information with the background of operational context and guarantee that it adheres to ethical standards and is practically applicable.
[bookmark: _Toc222633479]3.4 Data Analysis: SWOT Analysis 
This paper will be an analysis of the data in the SWOT model to determine the effect of bad reviews on Hotel Ramada Bristol West and suggest mitigation measures. SWOT fits the module outcomes of needing a strict framework for execution. It involves synthesising secondary data, making themes of cleanliness/maintenance problems, noise, value and the occasional failure of operations, which are compared to placement experience to facilitate triangulation, and finally, the integrated findings to SWOT are mapped. This grants evidence-based and situation-specific recommendations.
[bookmark: _Toc222633480]3.5 Ethical Considerations
The study adheres fully to institutional ethical standards. All data derive from publicly available secondary sources, journals, hotel websites, review platforms, and the researcher's anonymised professional placement reflections. No primary data involving human participants, interviews, or surveys were collected, eliminating risks related to consent, confidentiality breaches, or harm. Guest reviews are quoted only in anonymised, aggregated form. Placement insights focus on operational processes rather than individuals and are critically reflected upon. All sources are properly referenced using the Harvard system to ensure transparency, academic integrity, and avoidance of plagiarism.
[bookmark: _Toc222633481]3.6 Research Limitations
While the single-case study design provides detailed, context-rich insights into bad reviews' effects at Hotel Ramada Bristol West, findings may have limited generalisability to other hotels or locations. Reliance on secondary and public data means internal proprietary metrics are unavailable, potentially constraining depth. The researcher's placement experience introduces possible subjectivity, mitigated through triangulation with external sources and reflexive practice. Despite these constraints, the PESTEL-driven approach delivers a valuable, practical understanding of negative review dynamics and mitigation in a mid-tier UK motorway hotel context.


[bookmark: _Toc222633482]Chapter 4: Findings and Discussion
[bookmark: _Toc222633483]4.1 Findings
In such a competitive business as the hospitality business, the main challenge is to track down the cause of bad reviews, whether online or offline, to help the mid-tier chain hotels safeguard their reputation, occupancy, and revenue (Phillips et al., 2016). This section contains the results, which are mainly based on secondary sources such as scholarly journals, industry-wide investigations, and general reviews of Hotel Ramada Bristol West, which are available online. Placement experience confirms and puts these insights into perspective, as it acknowledges those realities in operation that precipitate complaints.
[bookmark: _Toc222633484]4.1.1 Objective 1: To identify the reasons for bad reviews in terms of a hotel business
To answer this objective, the researcher reviewed recent academic and industry sources on guest dissatisfaction in mid-tier or chain hotels. Emphasis was placed on operational, service, and facility-related triggers in budget/mid-range properties serving transient guests.
	Name / Authors
	Published on
	Methods used
	Article / Report name
	Key Findings

	Girardin, Bezençon & Lunardo
	2021
	Experimental & survey analysis
	Dealing with poor online ratings in the hospitality service industry
	Low ratings stem from service failures, facility shortcomings, and perceived low value; mid-tier hotels suffer amplified damage from poor cleanliness and staff issues in transient segments.

	Kwok, Xie and Richards
	2017
	Content & econometric analysis of platforms
	Thematic framework of online review research
	Negative reviews often arise from hygiene or environment issues, service attitude failures, infrastructure problems, and noise disturbances, especially in chain hotels.

	Banerjee and Chua 
	2019
	Survey & review content analysis
	Trust in online hotel reviews across review polarity and hotel category
	Bad reviews are frequently triggered by staff unprofessionalism, reliability gaps, and tangible elements. Negative feedback is more trusted than positive feedback.

	Xu et al. 
	2022
	Text mining & sentiment analysis
	Explaining customer satisfaction via hotel reviews: A comparison between pre- and post-COVID-19 reviews
	Common causes include room equipment and maintenance failures, noise, service delays, and cleanliness lapses. Post-pandemic scrutiny heightened on hygiene and responsiveness.

	Placement Experience 
	2026
	Direct observation & reflective log
	Internal operations at Hotel Ramada Bristol West
	Breakfast delays from a lone chef, poor kitchen-service communication, absent briefings and handovers, role ambiguity, and inaccurate room-status updates between shifts caused guest frustration, rushed service, and visible lobby waits.


The secondary sources put emphasis on the general causes within mid-level chain hotels in the UK. These are hygiene failures, problems with the condition of the maintenance, delay of the services, coordination failures, the responsiveness of the staff, noise, and the lack of values. They concur with mobile guest descriptions in which the scrutiny is centred on material essentials under terms of economic demands.
These causes are greatly supported by placement observations. Breakfast service was not supported as it caused delays, cold food, and hurried delivery. The verbal or handwritten notes and the disparity in the use of the PMS made the night-to-morning handover the reason for room readiness failures and blame across the departments. Lack of definition of communication resulted in reactive operations, where the General Manager was distracted during crises rather than supervision. The focus on coordination failures, workload imbalances in the case of peaks, and hygiene triggers in the literature are on par with the actual problems in the hotel, like delays and room-ready complaints due to the same systemic gaps. Although the sources tend to project the negative aspect to the results of the guest, it is evident that there remains an internal component of the Placement, which lacks proactive planning, limited feedback loops, as well as crisis-oriented management, which might never be seen on the web, and contributes to both verbal and online explosions.
In conclusion, it is possible to note that Hotel Ramada Bristol West becomes the subject of bad reviews because of the lack of coordination in operations, the workforce shortage during peaks, and communication failures, but not in all cases.
[bookmark: _Toc222633485]4.1.2 Objective 2: To assess the nature and common themes of the negative reviews of a hotel business
To address this objective, the researcher examined diverse recent sources on negative hotel reviews, focusing on the emotional and structural nature and recurring themes in mid-tier properties.
	Name / Authors
	Published on
	Methods used
	Article / Report name
	Key Findings

	Olorunsola et al. 
	2022
	Experimental & survey analysis
	Guest service experience in eco-centric hotels: A content analysis
	Negative reviews are often emotional, detailed, and perceived as more credible and trustworthy than positive ones. Themes include service failures, facility shortcomings, and value gaps in mid-tier hotels.

	Roozen and Raedts 
	2018
	Content & sentiment analysis of platforms
	The effects of online customer reviews and managerial responses on travellers’ decision-making processes
	Negative reviews show intense emotional tone, greater length/detail, and higher perceived credibility; dominant themes: hygiene/cleanliness, noise, service attitude, infrastructure/maintenance.

	Filieri, Raguseo and Vitari,
	2019
	Survey & review content analysis
	What moderates the influence of extremely negative ratings? The role of review and reviewer characteristics
	Negative reviews are longer, more vivid/emotional, and trusted more due to perceived authenticity; common themes: staff unprofessionalism, reliability issues (delays), tangible problems (room condition, noise).

	Nayak, Bhinder and Kaur
	2021
	Text mining & sentiment analysis
	A STUDY ON THE PREFERENCE OF HOTEL BOOKING ATTRIBUTES, POST COVID-19 PANDEMIC
	Negative reviews feature heightened emotional intensity and specificity; persistent themes: cleanliness/hygiene, noise disturbances, service delays, quality assurance failures (e.g., equipment, maintenance).

	Placement Experience 
	2026
	Direct observation & reflective log
	Internal operations at Hotel Ramada Bristol West
	Negative feedback (offline verbal complaints at reception/lobby, potential for online escalation) is often emotional/frustrated; themes: service delays (breakfast rushes, room readiness waits), communication breakdowns, workload imbalances causing rushed/inconsistent service.


The secondary sources indicate that negative reviews tend to have an unevenly dominant impact, as a rule. They are also longer, emotional and intense, specific and detailed, and are seen as exceptionally believable in contrast to the negatives. Hygiene, soundproofing, attitudes of the service, infrastructure, value, and reliability of the functioning are commonly found in the middle-tier hotels.
These are proven through the placement experience. Complaints made offline, such as complaints made verbally in the reception area during the busiest rushes or room waits, were aggressive and emotional just as they would be online. Coordination failure, lone chef, no briefings, and handover were among the themes that resulted in delays and inconsistency. 
[bookmark: _Toc222633486]4.1.3 Objective 3: To understand the impacts of bad reviews on the business of a hotel
To address this objective, the researcher reviewed diverse recent sources on the financial and operational effects of negative reviews in mid-tier hotels.
	Name / Authors
	Published on
	Methods used
	Article / Report name
	Key Findings

	Sayfuddin & Chen
	2021
	Regression discontinuity design 
	The signalling and reputational effects of customer ratings on hotel revenues
	A 1-star rating drop causes 2.2–3.0% monthly revenue decline (signalling effect) and 1.5–2.3% decline (reputational effect); negative reviews reduce bookings and ADR in chain hotels.

	Zhu
	2023
	Regression discontinuity & structural modelling (TripAdvisor)
	The Effects of Online Review Ratings: A Case Study of the Hotel Industry
	1-point rating increase yields 1.6% revenue rise, 1% booking increase, 0.4–0.6% ADR uplift; negative reviews symmetrically depress these metrics, with stronger effects over time.

	Öğüt and Onur Taş 
	2012
	Content & econometric analysis
	The influence of internet customer reviews on the online sales and prices in the hotel industry.
	Negative reviews lead to RevPAR/occupancy drops, tarnished reputation, and booking deterrence; management must mitigate via responses to limit financial harm in mid-tier segments.

	Knight Frank
	2025
	Performance benchmarking & review analysis
	UK Hotels Trading Performance Review 2025
	Negative mentions (e.g., cleanliness, value) correlate with occupancy/RevPAR pressure in UK mid-tier hotels; post-pandemic scrutiny amplifies revenue leakage from unresolved complaints.

	Placement Experience 
	2026
	Direct observation & reflective log
	Internal operations at Hotel Ramada Bristol West
	Operational failures (delays, poor coordination) caused visible guest frustration (lobby waits, rushed service); offline complaints risked escalation to online negatives, potentially reducing repeat/transient bookings and upsell revenue.


The secondary sources show that the negative impacts of bad reviews are disproportionate. The loss of 1 rating point is associated with a decrease in revenues by 1-3 per cent, a decrease in bookings, and ADR pressure because of OTA ranking punishment, consumer losses, and reputation. Transient guests in hotels and small-and-mid-range chains in the UK are increasingly sensitive to physical failures, which will cause instant revenue loss and eventual loss of occupancy in the long run (Wei, 2024).
In the Hotel Ramada Bristol West, the ratings are moderate but are being affected by continuous negative changes with negative effects that may have long-term effects. There is no direct internal financial data, and the literature suggests that unresolved coordination problems might dissuade bookings through the OTA visibility and decline the revenue due to disappointed travellers. Placement presents the complaints about offline that are resolved in real-time, and do not allow prompt escalation, but the same complaints can be raised in the future, which may lead to silent churn or reduced repeat business in short-lived segments.
[bookmark: _Toc222633487]Discussion
The research findings are critically interpreted and analysed on the basis of available literature on bad reviews in the hospitality industry in this discussion. It answers the general topic of the research, knowing how bad reviews, online and offline, affect the performance of the hotel business and provides mitigation strategies, which directly connect to the three goals of the research. The SWOT framework will be the structure of the analysis through which a stringent, coherent analysis of both internal and external forces will be presented, which influence Hotel Ramada Bristol West. The effects on the operations of the placement hotel are discussed, drawbacks are admitted, and the opportunities to improve them are emphasised. The discussion uses the results obtained above, the triangulation of secondary data, and the 10-week placement experience of the researcher with the F&B and Front Office departments.
The results of the case indicate that negative reviews in Hotel Ramada Bristol West are primarily caused by the process-level operational and coordination failures and not by the individual cases. Objective 1 generated key causes, which were workload imbalance during peak times, lack of inter-departmental communication, poor handovers, and lack of contingency plans. These are in line with the literature on the mid-tier UK chain hotels, where service delays, maintenance lapses, and problems of value-for-money are prevailing triggers (Harrington and Akehurst, 2020). Placement observations, however, are more insightful. The solitary cook in breakfast shifts and irregularity in updating of PMS among night and morning shifts caused continuous delays, which were reflected physically through offline verbal grievances and possible online backlash. This underscores a literature gap, which tends to dwell upon perceived outcomes by the guests and not the internal causes of the problems that are apparent only under the placements.
It was revealed in objective 2 that negative reviews tend to be emotional, detailed, credible, and disproportionately influential (Allard, Dunn and White, 2020). Most of these common themes included cleanliness or maintenance, noise, value or amenities, and reliability of the services across the placement observations and the public platforms (Perdomo-Verdecia, Garrido-Vega and Díaz, 2024). Literature proves that the volume of negative reviews is longer and more vivid than positive ones and has a greater perceived authenticity (Yin, Mitra and Zhang, 2016). At Ramada Bristol West, the offline themes of instant frustrations caused by the rooms not being ready or the breakfast being delayed are regularly reflected in online ones, but are kept in check unless they are not addressed. This two-way dynamic is the least explored in the existing studies, as they mainly respond to online data. The nuance is therefore created by the placement experience. Offline feedback offers the ability to resolve reactively, and the lack of any systematic briefings and cross-training is critical, as it does not help to ensure the absence of repetition.
The business impacts were shown in objective 3. The impact of bad reviews is quantifiable on the revenue, occupancy, ADR, and RevPAR (Nicolau, Xiang and Wang, 2023). As empirical research indicates, a 1-point decrease can result in 1 3% revenue decrease under the effect of OTA penalty rankings and booking demotivation (Mir et al., 2025). In the case of the Ramada Bristol West, the moderate scores indicate strength due to location benefits, but the continuing problems with operations should lead to a slow loss of competitiveness, especially in a short-lived motorway market where customers are not tolerant of delays or inconsistencies (Basumatary and Sarma, 2025). The findings of the placement observations are that rushed service and handover errors were directly related to the guest satisfaction, which may have diminished upsell opportunities and enhanced silent churn.
In order to put these findings in a holistic manner, a SWOT analysis is used below. This framework will give an assessment of both internal and external factors and will critically relate them to the literature and the context of the placement hotel.
Strengths
Hotel Ramada Bristol West has such internal strengths that minimise the effects of bad reviews, partly. Its tactical positioning within the nearest vicinity of the M5 motorway, Bristol Airport and the Cribbs Causeway shopping centre is also often remarked on in online reviews and on placement observations, giving it a competitive advantage in terms of convenience, free parking space and Wi-Fi to transient guests. The positive trend of the ratios of the staff in terms of being friendly was a recurring motif in the public reviews as well as in the face-to-face interactions during the placement process, which conforms to literature showing that positive service attitude acts as a significant mitigant in the negative (Brady, Voorhees and Brusco, 2012). The roomy room structure and Junction Restaurant and Grill on site also provide the opportunity to compensate for the complaint as long as it is efficiently managed. This set of strengths shows that the hotel possesses substantial background resources, which is fitting of mid-tier chain hotels that are constrained by location and primordial facilities to support moderate scores despite operational shortcomings (Rauch et al., 2015).
Weaknesses
Operational coordination and resource allocation draw the most severe weaknesses within the company. The placement experience also revealed that there was a chronic understaffing in the breakfast rush, a lack of a daily briefing, issues of role ambiguity, and the use of verbal handovers or handovers written in hand rather than the use of formal PMS procedures. These were direct contributors to service delays, failure to prepare rooms, and interdepartmental conflict, which, as literature confirms, are the main causes of bad reviews in mid-tier hotels (Amanda and Widagdo, 2026). The lack of soundproofing, repetitive maintenance, and cleanliness failures serve as additional aggravation of the issue. More importantly, such weaknesses are systematic and not personal; they occur due to the insufficient contingency planning and the absence of cross-training. The weaknesses of the hotel are more exaggerated regarding the handling of peak-hour operations compared to the literature, since temporary customers require reliability as well, but receive responsive service. This is a loop by which unaddressed internal problems keep on growing into both offline frustration and online negativity, which directly affect RevPAR and guest loyalty.
Opportunities
There are external opportunities in the form of capitalising on digital tools and post-pandemic trends. The increasing type of convenient hotels as a stopover establishment presents an opportunity for Ramada Bristol West to leverage its location by facilitating good reviews by initiating active interaction with guests upon their stay. It is proven by literature that personalised responses to negative reviews should be rapid to restore up to 3040 per cent of harm (Crijns et al., 2017). Using digital handover templates, daily coordination huddles between Front Office and Housekeeping, and simple cross-training programmes are small, inexpensive opportunities with high payback. The experience in placement indicated that fast offline solutions tended to prevent escalation, and thus formalising such practices might convert a weakness into an advantage. Moreover, after-COVID focus on cleanliness and attentiveness opens a chance to vary with visible gain, which correlates with the research results on the increased demands of the guests (Ali, Mekonen and Tesfahun, 2023).
Threats
There are high threats to the external environment. Stricter competition in the OTA and visibility based on algorithms imply that the negative themes regularly found may quickly hurt the rankings and decline bookings (Sunday, Anwar and Draper, 2024). The financial constraints of transient guests have augmented value doubtfulness, and the consequences of amenity limitations and simple breakfast quality are heightened (Islam, 2025). Extensive literature cautions that the repercussions of unaddressed operational challenges in mid-tier hotels include multiplied loss of revenue and damaged reputation that are hard to overturn (Mishra et al., 2023).
Consequences to Hotel Ramada Bristol West
The SWOT analysis will show that the hotel has strengths that can be exploited, but its weaknesses in coordination of its operations are currently overpowering the former, and contribute directly to negative reviews. This has clear implications. The hotel will face a risk of further pressure on revenues and rating stagnation without specific efforts to improve handovers, briefings, and support at peak hours. Nonetheless, opportunities observed, digital tools, active participation, and cross-training allow finding viable and inexpensive channels to reduce threats and transform the observations into viable action plans. They are in line with the research goal in that they connect the effects of bad reviews to definite operational improvements that would make guests happier and the business more successful.
Areas of Value that will be critical to the Placement Hotel Operation
The higher priorities of Hotel Ramada Bristol West include daily briefings, standardised electronic handovers, and simple cross-training programmes. The factors of these would solve the core causes found in Objective 13, prevent both online and physical negative reviews, and enhance the resilience of a competitive, middle segment. Further studies on the same can utilise the present case study by conducting a comparative analysis between similar motorway hotels to verify the application of these recommendations.
[bookmark: _Toc222633488]Chapter 5: Conclusion
The study project has explored the diverse nature of the influence of bad reviews, whether online or offline, on the business performance of Hotel Ramada Bristol West, a medium-end chain hotel based near the Bristol Airport and M5 motorway. The qualitative single-case study design used in the investigation helped the researcher to rely on the secondary literature, the data available to the public regarding reviews, the personal experience of the 10-week experience of the researcher as a firsthand placement in the Food and Beverage department and the front office. The research addressed its objective of studying the cause of negative feedback, evaluating the nature and general themes of those reviews and the impact of the reviews on its key performance indicators of revenue, occupancy, average daily rate, and reputation. The research syntheses into the evidence and reflects on the implications for the hotel and gives feasible mitigation measures based on the evidence.
The study revealed clearly that poor reviews on Hotel Ramada Bristol West are not an isolated case, but it is due to structural flaws in its operational processes. Placement observations demonstrated that we had chronic problems on peak breakfast periods, such as the Head Chef being left single-handedly with no kitchen helper or assistant and therefore, had to wait longer to prepare, dish, and serve food, which caused foods to be carried at temperatures lower than usual. There were irregularities in updating room status, failure to ready rooms before service, ambiguity in roles and night-to-morning handovers, which were either verbal or handwritten and made the room status inconsistent, resulting in them being unprepared and guests becoming frustrated at the lobby. All of these internal coordination failures were direct causes of grievances concerning delays in service, hasty service, and trustworthiness, which the literature has always cited as being central in dissatisfaction among clients in the mid-tier chain hotels with transient customers. The results correspond to the academic literature and research on workload issues, poor contingency planning and absence of inter-departmental communication as triggering factors in such properties, but the placement process disclosed deeper-seated factors, management of crises and absence of organised procedure, which are mostly not visible in summarised media reports.
It was identified that negative feedbacks were disproportionately persuasive because of the emotional appeal, comprehensive and specific language, and in length and perceived credibility than the positive feedback. The identification of common themes in both online and offline encounters comprised hygiene and a lack of maintenance, noise pollution due to a lack of proper soundproofing or hallway presence, perceived value gap issues alongside the scarcity of amenities and primitive facilities, and reliability of service as an issue of delays and discrepancies. These trends showed up in the reviews of the hotel that were posted publicly, and most of them contained unproductive operational failures. The placement observations proved that offline comments tended to receive almost an exact reflection of online material, but were kept locked away until the problem was resolved, or they were confronted at the entrance or even in the lobby. Such two channel dynamic, in which offline immediacy permits responsive resolution but does not deter subsequent development or online amplification, is a functional subtlety that enhances the general literature, which usually insists on the amplification effect of online eWOM.
These negative reviews had moderate but actual business implications for the business. It is empirically demonstrated that negative feedback may cause quantifiable revenue, occupancy, ADR, and RevPAR decreases due to OTA ranking penalties, booking deterrence, and reputation demolition. The constant operational faults at Hotel Ramada Bristol West make it prone to continual performance stress, especially when operating in a volatile market where clients are unused to waiting or making reservations that fail to materialise, and when they can just switch rivals. As the moderate ratings of the hotel indicate that it may have some strength due to its good location and friendliness of the staff, the unresolved problems lead to the revenue leak in the form of decreased willingness-to-pay and a lower number of upsell opportunities, as well as the possible silent churn. The placement experience demonstrated that the mistake of service rush and handover had a direct impact on guest satisfaction, which supported the necessity to make proactive interventions to ensure long-term feasibility.
These findings could be viewed through the prism of the SWOT analysis. The mix of internal advantages, closeness to prime highways and airports, free parking and/or Wi-Fi services, large rooms, and overall employee outlook, provides the contingent against the disadvantages as well as an improvement of average scores. Nevertheless, the flaws in the coordination of operations, shortage during peak hours, lack of briefings and handovers, and repetitive maintenance/noise problems prevail and give rise directly to complaints. Examples of opportunities of the external nature are embracing digital handover tools, cross-training, formalising feedback loops, and using post-pandemic responsiveness and hygiene focus to focus on negatives as positive opportunities. The threats include tighter OTA visibility of complaints and economic pressure forcing value checks and competition by competently managed budget chains, which will push revenues and occupancy decrease when the weaknesses are not addressed.
These are relevant and practical to Hotel Ramada Bristol West. The study highlights that poor customer ratings are an indicator of internal inefficiencies that can be managed and not something out of control. Root cause solutions such as organised daily briefings, standardised digital handovers, cross-training on basic shifts during peak periods, and preemptive offline additional protocols would help in ending the loop of delays, frustration and escalation. The changes are not expensive, and can be implemented without involving additional resources, but are directly related to the necessity to create more satisfaction for guests, to improve ratings, and provide better protection to revenues in a review-based economy. The placement experience underscores that reactive crisis management can offer only short-term relief, but no long-term improvement; structural and proactive leadership is a necessary element.
The study has drawbacks such as a single-case focus, which is deep in context, and thus is limited to generalisation with other hotels or segments. The use of publicly available secondary data and personal reflection of the placement introduces the risk of subjectivity, but the use of triangulation of sources and the use of the reflexive practice reduced the bias effects. Quantitative precision was limited by the fact that the company did not have proprietary measures of internal quanta.
To conclude, this project indicates that negative feedback that appears in bad reviews at Hotel Ramada Bristol West is a result of operational coordination failures, where negative emotions and credible negative feedback create a tangible pressure on the performance of the business. Understanding the specificity of these problems and ensuring their solution with the help of evidence-based improvements will help the hotel to provide a better experience to the guests, to build a stronger image, and increase its competitiveness in the middle of the UK hospitality industry. The study provides feasible, context-based data, connecting the research literature and the reality of the placement operations, and it provides a more critical base on how the implemented operation should be improved in the future and for further exploration in the given case of properties.

[bookmark: _Toc222633489]Chapter 6: Recommendations and Practical Strategies
The results of this research project and direct placement experience in Hotel Ramada Bristol West point to the obvious areas of operation enhancement. The average hotel rating and the systematic use of negative reviews are partly caused by internal inefficiencies in the hotel that can be managed instead of the influence of the external market only. The hotel can minimise online and offline negative reviews, maximise customer satisfaction, defend its revenue, and increase competitiveness in the Middle-tier UK hotel industry segment by dealing with communication failures, peak-hour understaffing, coordination failures, and response management cycles. The subsequent suggestions are feasible, relatively affordable, and directly based on the findings of the study, observations of the researcher during the 10-week enhancement in the Food & Beverage and Front Office, and literature on the topic of service recovery and reputation management.
1. Introduce Structure Daily Briefing and Standardised Handover Protocol
The first change that can be implemented and introduced is the short and structured daily briefings before the peak shifts to all the operational teams. These are to include task allocation, anticipated guest volumes, problems to be anticipated, and contingency plans. The experience during the placement revealed that without the briefings conducted before the shift, staff were reactive, their role undefined, and their interaction weak, which were the main sources of delays and frustration on the part of the guests. The unreliable use of verbal or handwritten notes that make up the night-to-morning handovers would be solved by standardising the process using a simple digital template, which would ensure the right room-status updates and shorten the rate of wait time at the lobby. Connective communication loops help to drop reliability complaints by a significant margin, as well as enhance perceived service quality in chain hotels (Bravo, Martinez and Pina, 2019). It has low implementation costs and can start consistently, and positive perception wins by guests can be achieved in weeks.
2. Implement Peak-Hour Support Roles and elementary Cross-Training
The single Head Chef over a busy breakfast service with no kitchen runner or assistance led to constant delays, loss of temperature and hasty service, which the guest complaints on slow service directly observed and reflected. Using part-time or rotating kitchen runners during the busiest times would keep the workload down, and the food quality would be preserved, and also the chef would be able to concentrate on the preparation and not the number of plates served. In a similar vein, simple inter-departmental cross-training between Front Office and Housekeeping employees would decrease inter-departmental responsibility and accelerate early check-ins. These suggestions will remedy the workload imbalances and contingencies determined in the effective work alongside previous hospitality studies that revealed specific assistance in times of high demand will reduce the number of complaints and enhance operational processes (Kumar and Agrawal, 2024). The price is average, and the profit due to fewer complaints, greater possibility to sell more, and higher rating are worth the money.
3. Normalise Active Offline Resolution and feedback, Collection
The placement observations proved that a lot of offline complaints, verbal frustration at reception, and lobby waits would be addressed reactively, but not necessarily prevented or escalated. The front-line employees of the hotel should be trained on immediate and emphatic resolution methods and record complaints to a straightforward joint system of representations in order to recognise trends and to instigate remedial measures. It is possible to encourage balanced feedback when staying by placing discreet comment cards at checkout or asking guests to write an honest review, and this can both raise positive online posts and water down negatives. The literature reveals that when timely and personalised responses are received, considerable reputational damage is recovered and enhances subsequent bookings (Sufi, Goyal and Chaudhary, 2025). It is a cheap strategy, and it utilises existing human resources, and this strategy directly works against the dynamic of a dual channel, where the unresolved issues in the offline channel are transferred to the online one.
4. Increase Noise Management and Maintenance procedures
The same issues with facilities and cleanliness, and complaints with noise, demand an active maintenance schedule. Tangible dissatisfiers would be addressed with the assignment of a specific weekly checklist of high-visibility areas and investing in low-cost sound-reduction measures. These issues were revealed during the placement experience, as they were known internally and not given priority because of reactive management. Accountability would be provided by regular audits and feedback loops from guests. These enhancements go in line with the post-pandemic study focusing on hygiene and quietness as the major drivers of satisfaction, which possesses high potential in lifting ratings and minimising complaints based on values (Sembiring, Prabandari and Taviprawati, 2022).
5. Enhancing Reputation Checking and Response Training.
The hotel must appoint an employee who can keep an eye on the online platforms on a daily basis and respond to negative reviews promptly, professionally and personally. The training should involve the apology systems, solution propositions, as well as an invitation to re-engaging. Placement demonstrated that the management had received complaints, but did not follow up systematically on the complaints. Together, online resolution and proactive offline action can restrain amplification and show motivation towards improvement, which are essential in the recovery of reputation based on current research (Mtengwa and Muchenje, 2023).
These suggestions are mutually dependent. It can be supported by structured briefings and handovers, facilitating the provision of peak support, collecting feedback, and responsive training, resolving the visible consequences of internal gaps. Introduce briefings and handover templates, followed by support roles and training during 36 months. The anticipated positive outcomes will be the decrease in complaints and the rise of the guest satisfaction index, the increase of online review ratings, the rise of repeat bookings, and the reduction of revenue leakage with frustrated visitors. The placement exercise reveals that reactive management of crises may bring temporary relief; however, no long-term transformation is necessary to strategise performance in a sustainable manner. Concisely, Hotel Ramada Bristol West is a promising establishment that is being held back by operational inefficiencies that can be avoided. These specific targeted strategies have evidence-based remedies that would directly alleviate the factors and effects of bad reviews, which were found in this study to provide quantifiable benefits to the guest experience and business results.
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