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Abstract 

Purpose: - The growth of web 2.0 has enabled consumers to upload their experiences on online travel platforms 

which assist novice travelers to make their decision regarding hotel booking. The present study aims to determining 

the various factors influencing consumers’ hotel booking intentions.  

Design/Methodology/Approach: - A research model was constructed for this paper and tested empirically by 

using a sample of 270 from national capital region of Delhi. The proposed hypotheses were validated with the help 

of structural equation modeling (SEM) using partial least squares (PLS). 

Findings: - The paper found that all dimensions positive reviews, negative reviews and review credibility are the 

significant predictor of consumers’ online hotel booking intentions. Further, positive review was found the 

strongest predictor of consumer hotel booking followed by review credibility and negative reviews respectively.   

Research limitations/Implications: - The findings of this paper were based on the responses taken from the Indian 

travelers from national capital region of Delhi. This study has analyzed the influence of only three dimensions to 

predict the consumers’ hotel booking intentions and has produced variance of 30% only which is less than half 

signifies that some important predictors are missing in this study. Further study can take other dimensions of 

reviews to analyze consumer’ hotel booking behavior.   

Practical Implications: - This study has provided implications for hotel managers and online travel channels. 

Hotel managers should monitor negative reviews and make some strategies to solve these issues. Hotel managers 

and online travel channels should avoid fraudulent reviews as it can destroy their brand’s image. 

Originality: - This study has examined the influence reviews published on online travel channels on consumers’ 

hotel booking intentions in the region of NCR Delhi. 
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1.0 Introduction 

Online reviews play an integral part in customers’ information seeking behavior (Lak & Turetken, 2017). The 

introduction of social media and web 2.0 applications have expanded the digital channels that have made a reach 

of online reviews worldwide (Laldhari & Michaud, 2015). These platforms are considered as most suitable tools 

to acquire information from other consumers and to build a relationship with them (Escobar-Rodriguez and 

Carvajal-Trujillo, 2013). Each year millions of consumers use user-generated reviews before making their actual 

purchase. Reviews published by third parties are considered more trustworthy than the official site. In tourism and 

hospitality industry, travelers always seek, read and scrutinize online reviews before their booking. Previously, 

travelers prefer to buy package from travel agency but now with the growth of online tourism travelers rely on the 

reviews of other users and make their travel arrangements own (Coursaris, Osch & Albini, 2018). A study 

conducted by Tsao, Hsieh, Shih, and Lin (2015) revealed that more than 80% of travelers admit that they consult 

online reviews about hotel before booking and 53 % claimed that they don’t book hotel for which don’t have 

reviews. In the year 2018, more than 600 million travelers’ reviews for 7.5 million properties across 49 countries 

across the world were hosted by TripAdvisor (TripAdvisor, 2018). The tourism and hospitality products require 

more interpersonal interaction and need to be experienced by the consumer due to its intangible nature so the role 

of reviews in hospitality sector is considered more crucial (Abd-Elaziz, Aziz, Khalifa & Ma’youf, 2015). 

Consumers scan complete information before purchasing a product and services that they are determined to buy, 

especially in case of experience goods (Morrison & Cheong, 2008) such as in the tourism and hospitality industry 

(Liu, Zang, Law & Zang, 2019; Zhang, Ye, Law, & Li, 2010). Liu et al., (2019) stated that tourism and hospitality 

products could not be evaluated before consumption; this is the reason these products are considered riskier 

(Morrison & Cheong, 2008). Online consumer opinions are available regarding various products/services like 

hotels, restaurants, and destinations (Zhang et al., 2010), and they are growing fast. The strength of reviews presents 

the consumers’ experience regarding products/services (Zhao, Xu & Wang, 2019). Positive reviews published by 

consumers reflect their satisfaction towards the service whereas negative reviews are the representation of 

consumers’ disappointment with the experience of services. 

Comparing with the official websites information, online reviews have a consumer perspective to help customers 

in their purchase decisions by providing them relevant recommendations (Kim & Johnson, 2016; Lee et al., 2011). 

Therefore, consumers are highly dependent on online reviews to do purchase decisions (Koh et al., 2010). 

Therefore, with the increasing importance, there is a need to understand what makes online reviews helpful to a 

consumer in the process of decision making (Cheung, Lee, & Rabjohn, 2008; Erkans & Evans, 2018; Hussain, 

Ahmed & Jafar, 2016; Mudambi & Schuff, 2010; Zhang et al., 2010). 

Vermeulen and Seegers (2009) posited that user-generated reviews assist hotels to get aware of and improve their 

services, which would increase the consumers’ probability to book a hotel. Kim et al. (2015) revealed that hotel 

performance could be increased by handling carefully negative online reviews or complaints. (Mauri and Minazzi, 
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2013) and (Pelsmacker, Tilburg and Halthof, 2018) stated that with the pervasiveness of positive reviews, 

consumers’ hotel booking intentions increase and decrease in the case of negative comments. Ye et al. (2011) 

founded that positive online reviews significantly increase the number in hotel reservations: a 10% upgrading in 

the reviews and rating can generate a 4.4% increase in sales.  

Many studies have been studied user-generated reviews in the context of the tourism industry (Chen, Shang & Li, 

2014; Jalilvand et al., 2012; Chen et al., 2016). Previous studies on service industry have mainly focused on 

developed nations rather than developing like Malaysia, Taiwan, China etc. (Wang et al., 2010; Zhang, et al., 

2010). In addition, the developing countries like especially India, there has been a dearth of such empirical studies 

to have an authentic perspective on influence wielded by user-generated reviews on hotel booking intentions, and 

the present study will be a novel endeavor in its regard. Therefore, the current study has taken an attempt to fill 

this research gap by examining the determinants of reviews’ influence on consumers’ hotel booking intentions. 

2.0 Literature Review and Hypotheses Formulation 

The development of hospitality sector has made a significant contribution and growth in the online industries 

(Kangogo et al., 2013). Online reviews have magnetized consumers especially in the hospitality sector due to 

intangible nature of services (Canhoto & Clark, 2013)  and help consumer in their decision making (Cox et al., 

2009). Sparks and Browning (2010) revealed in their study found that hotels are considered to be more trustworthy 

if previous customers have published positive reviews about it. Papathanassis and Knolle (2011) stated that 

consumer uses online reviews while searching, planning holiday vacations, and purchase decision travel industry. 

Further, it is also confirmed by Mauri and Minazzi (2013) that reviews published by experienced consumers are 

considered significantly crucial in the hospitality sector as it impacts consumers’ purchase intentions and 

expectations. Also, they found before hotel booking, more than 75% of respondents use online reviews. Gretzel et 

al. (2007) also confirmed the consumer eagerly gathers information from online travel aggregators, and it helps 

them to make an easy comparison. 

2.1 Positive reviews 

Positive reviews are comments published by experienced consumers which often compliment the quality 

orientation of product (Brown, Barry, Dacin, and Gunst, 2005; Fong, Kian, Fern & Quan, 2018) and serve as a 

recommendation vehicle in promoting and building the image of product or services to others. Ji and Zhang (2009) 

stated that the reviews generated by previous consumers have great impact on customer’s willingness to buying. 

Further, a study conducted by Priester et al., (2004) on hotel awareness and hotel consideration and founded that 

only positive reviews will improve hotel attitude and increase hotel consideration. Sorensen and Rasmussen's 

(2004) stated that62.9% demand increases when positive reviews are generated whereas only 34.4% demand 

increases in case of negative reviews. Various researches has confirmed positive review as a strongest predictor of 

online booking intention in various contexts including online reviews influence on booking behavior (Poon et al., 
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2014; Quan et al., 2018), Modeling consumer distrust of hotel reviews (Ahmed & Sun, 2018) review upload with 

personal information (Koendars, 2015), ewom and ELM influence on hotel booking (Leong, Heo, Ooi & Lin, 

2017). Thus we hypothesize: 

H1: Positive reviews positively influences the consumers’ hotel booking intentions 

2.2 Negative reviews 

Negative messages are defined as buyers’ criticism of firms (Singh & Pandya, 1991). These messages are 

considered as viral messages and the tendency of spreading these messages is quite higher than the messages of 

satisfied consumers. The high number of negative comments for a product or service tend to make unfavorable 

attitude of consumers towards the product (Lee, park & Han, 2008) and create harmful results to business 

manufacturers and retailers (Zhao, Wang, Guo & Law, 2015). Despite negative comments bring lower travelers’ 

attitudes lower for a hotel but it will provide awareness to hotel managers to work efficiently on their weaknesses 

(Vermeulen & Seegers, 2009). Existing researches has also studied negative reviews impact on consumers’ 

booking intentions (Poon et al., 2014; Ahmed & Sun, 2018; Quan et al., 2018; Zang, Liang, Li & Zhang, 2018). 

Thus we hypothesize: 

H2: Negative reviews positively influence consumers’ hotel booking intentions. 

2.3 Review Credibility 

Flanagin and Metzger (2008) pointed that credibility refers to message or source believability. While searching for 

information, the users’ perception for the credibility of message determines how much he has gained viewpoint of 

received information (Wathen & Burkell 2002). Smith and Vogt (1995) also noticed that consumers’ 

unbelievability for information leads him/her not to adopt that information. A survey conducted by Fan et al. (2013)  

by taking 117 consumers and founded that adoption of online reviews is influenced by gender basis, which further 

impacts consumers’ buying decisions. Awad and Ragowsky (2008) found information credibility is a significant 

predictor of consumers’ decision-making processes. In the context of Chinese consumer behavior, it was founded 

that when they perceive user-generated reviews credible, they make decision to purchase consequently (Cantallops 

& Salvi, 2014). Thus we hypothesize: 

H3: Review credibility positively influences consumers’ hotel booking intentions 

2.4 Consumers’ Hotel Booking Intentions 

Purchase intention is considered as a customer’s intention to attempt purchasing a product (Wang, Law, Gulliet, 

Hung & Fong, 2015). Danish, Hafees, Ali and Shahid (2019) recognized in their study that positive and negative 

WoM could significantly influence the purchasing decisions of potential customers. Booking intention is affected 

by online reviews because of user-generated information preference (Doh & Hwang, 2009; Mauri & Minnazi, 
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2013; Viglia, Minazzi & Buhalis, 2016). Potential customers visit hotel booking websites and read reviews 

published by other customers to know about that hotel before making an actual booking. Sparks & Browning 

(2010) emphasize that these reviews have a strong influence that can increase or devastate a firm's reputation. Due 

to this reason, user-generated reviews are perceived to be unbiased and more reliable than other types of 

information. Information provided by firms through advertising only reflects the right side of the product and do 

not always reveal the actual sides of the products. Various studies have been examined the relationship between 

purchase intention and actual behavior in the tourism and hospitality industries (Ali, Ryu & Hussain, 2016; Amin 

& Tarun, 2019; Boo & Park, 2019; Leung, Bai & Stahura, 2015; Macharia, 2019; Verma, Chandra & Kumar, 2018; 

Wang et al., 2018) empirically. 

3.0 Research Method 

3.1 Measurement 

This study aims to examine the determinants of reviews’ influence on consumer hotel booking intentions. This 

study has employed quantitative techniques with a questionnaire method to collect data from the respondents. The 

items of the questionnaire were taken from the previous scale. There are four constructs in it: namely positive 

reviews, negative reviews, review credibility and consumer hotel booking intentions. The items of positive reviews 

and negative reviews were adapted from (Poon et al., 2014; Lee & Youn, 2015), the items of review credibility 

were adapted from (Pendergast, Ko, & Yuen, 2010), the items of consumer hotel booking intentions were adapted 

from (Danish et al., 2019). For each variable, respondents were asked to indicate the agreement of each statement 

using the five point Likert scale ranging from “1-strongly disagree” to “5-strongly agree”. The questionnaire was 

divided into two sections. Section one focused on the items on the determinants of hotel booking. The items in 

section two focused demographic information, including age, gender, and employment status. The respondents of 

this study were taken from National capital region of Delhi. It was orally confirmed from respondents that do they 

use online reviews from online travel channels for hotel booking and the respondents with the answer yes were 

selected for the questionnaire filling. A total of 350 questionnaires were distributed, out of which 295 were 

received. Further, 25 questionnaires were removed due to missing values and the incomplete responses of 

respondents. Finally, 270 questionnaires were selected for the study of this paper. 

<INSERT TABLE 1> 

4.0 Data Analyses 

For the hypotheses testing, this study has employed Structural equation modeling (SEM) by performing Partial 

least squares (PLS) Version 3.0 (Ringle et al., 2015). It also meets the condition of non-normality and small-

medium sample size. There are two models in PLS: inner model and outer model. The inner model is known as 

the structural model and outer model is known as the measurement model. 
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4.1 The Measurement Model 

The first stage in the PLS measurement model is to examine the convergent and discriminant validity. The 

Convergent validity of the model was assessed by examining the correlation (loading) between the indicators, and 

the construct scores were computed using PLS techniques. The measurement scales were evaluated using the three 

criteria suggested by Fornell and Larcker (1981), and Chin (1998b): (1) The factor loading of all indicators should 

be significant and exceed 0.5; (2) Composite reliability should exceed 0.7; (3) Average variance extracted (AVE) 

from each construct should exceed 0.5. Table 2 shows the values for the loadings of the measurement model. All 

the values of reflective measures met the recommended levels for composite reliability and AVE.  

<INSERT TABLE II> 

 

Discriminant validity is considered appropriate when the values of square root of AVE is greater than the 

correlation between the constructs (Fornell and Larcker, 1981) as presented in Table 3 

 

 

<INSERT TABLE III> 

 

4.2 The Structural model 

After PLS algorithm, the bootstrapping procedure was performed with 5000 iterations.  The hypotheses of this 

study were analyzed by examining the t-statistics, path coefficients, R square and goodness of fit indices. PLS 

doesn’t provide any method to calculate the goodness of fit indices for this model. It was calculated manually by 

applying the diagnostic tool presented by Tenenhaus et al. (2005) to assess the model fit. The GoF measure uses 

the geometric mean of the average communality and the average R2 (for endogenous constructs). Hoffmann and 

Birnbrich (2012) report the following cut-off values for assessing the results of the GoF analysis: GoF small _ 0.1; 

GoF medium _ 0.25; and GoF large _ 0.36. For the model used in this study, a GoF value of 0.476 was calculated, 

indicating a very good model fit, as shown in Table IV. 

 

<INSERT TABLE IV> 

<INSERT FIGURE 1> 
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Positive reviews (β=0.339, p<0.05), negative reviews (β=0.182, p<0.05), and reviews credibility (β=0.283, p<0.05) 

were found to be statistically significant on consumers’ hotel booking intentions. The value of coefficient of 

determination refers to the explanatory variables on the respective constructs. All the three dimensions of review 

characteristics explain 30.8 percent of consumers’ online hotel booking intentions (R2 _ 0.308). In regard to model 

validity, Chin et al. (2008) classify the endogenous latent variables as substantial, moderate or weak based on the 

R2 values of 0.67, 0.33 or 0.19, respectively. Accordingly, consumers’ hotel booking intentions (R2 _ 0.308) can 

be described as moderate. 

5.0 Discussions and Conclusion 

This study mainly focuses on the consumers’ intention that how reviews published on online travel channels 

influence their hotel booking. Data for this study was conducted from Delhi NCR by taking 270 respondents who 

read reviews posted by experienced travelers on online travel channels. The findings of this study state that 

consumers’ intentions are influenced by positive reviews, negative reviews and review credibility. All three 

hypotheses H1, H2 and H3 were supported.  

 

<INSERT TABLE V> 

 

The first hypothesis of this study ((β=0.339, t-statistics= 5.89, p<0.05) was found statistically significant on 

consumers’ hotel booking intentions. The positive reviews published by previous consumers are testimony that 

used services and products from specific a hotel or brand are excellent. The results of this study found consistent 

with previous studies and confirmed that positive and favorable reviews regarding a hotel increase the likelihood 

of consumers and lead them for actual hotel booking (Poon et al., 2014; Duverger, 2013; Godek et al., 2004; Mauri 

and Minazzi, 2013;  Sorensen & Rasmussen's, 2004; Vermeulen and Seegers, 2009; Ye et al., 2011). 

The second hypothesis H2 of this study (β=0.182, t-statistics= 3.09, p<0.05) was also found positively significant 

and indicates that negative reviews also do influence the consumers’ intentions for hotel booking. The findings of 

the present study found contrast with previous studies in existed literature (Lo et al., 2019; Park & Liu, 2009) 

which states that negative reviews have more influence on intentions than positive reviews. Although the study 

found the results of this hypothesis as significant but the result of positive reviews are found more significant in 

this study. 

The H3, third hypothesis of this study (β=0.283, t-statistics= 6.12, p<0.05) was also found positively significant 

and indicates that the credibility of reviews also influences the consumers’ intentions for hotel booking. The 

findings of his study found consistent with previous studies in existed literature (Baek et al., 2012; Cheung et al., 

2008; Cox et al., 2009; Kwok and Xie, 2016; Metzger and Flanagin, 2013; Nhon and Khuong, 2015). 
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5.1 Managerial Implications 

This study provides implications for hotel managers and online travel channels. Since reading online reviews form 

online travel channels has become a trend and travelers feel more comfortable and satisfied by searching 

information regarding hotels, it has provided an efficient way to hoteliers to build their hotel image and brand 

awareness among consumers.  Consumer’s comments are an essential medium that helps hoteliers to understand 

the strength and weaknesses of their products and do improvement accordingly. As previous studies pointed that 

positive reviews uploaded by previous consumers are taken more favorable for booking decisions (Poon et al., 

2014). Hotel managers should always provide best and promised facilities to consumers which would encourage 

consumers to upload positive reviews for hotels. It is also observed that hotels with positive reviews only are 

considered fake. So inspite of deleting all negative reviews from websites, hotel managers should focus on their 

weakness and improve their service quality As well as hotel managers should continuously monitor the reviews 

and make strategies to overcome negative reviews. The responses given by hotels are visible to all readers, so the 

efficient handling of negative reviews by hotels will be noticed and appreciated which might further satisfy and 

pacify the dissatisfied guest too and motivate him to write positive for their genuine service recovery (Lo & Yao, 

2019). Hotels and online travel channels should always avoid fraudulent reviews as it can tarnish their image. 

6.0 Limitations and Future scope 

The data for current study has taken from Indian travelers so the findings of this study can’t be generalized in other 

countries. The travelers who read reviews from online travel channels in other countries might have a different 

perception, culture and intentions. This paper has taken only three determinants of online reviews and produce 

variance 30% only which reflects that there are some other important variables missing in this study. Further studies 

can take other variables such as review consistency, review sidedness, review quality, review quantity etc. this 

paper hasn’t taken any moderator or mediation so further studies can study their work by taking mediation such as 

trust, attitude, perceived usefulness and moderator as consumer skepticism, personal involvement. 
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Fig 1. The Structural Model 
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Questionnaire 

 

Part I:  User-generated reviews for Online Hotel Booking 

INSTRUCTION: This section asks questions which use rating scales. Please select the number that best describes 

your opinion from this following scale. 

(Using Scale (1-5) where 1 denotes ‘Strongly Disagree’, 2 denotes ‘Disagree’, 3 denotes ‘Neutral’, 4 denotes 

‘Agree’ and 5 denotes ‘Strongly Agree’)      

 

PR1 I will book a room if the reviews published on online travel portals 

recommended the hotel  

1 2 3 4 5 

PR2 I will book a room if the reviews published on online travel portals 

said positive things about the hotel.  

1 2 3 4 5 

PR3 Positive reviews on the online booking portals increase my booking 

desire on the hotel.  

1 2 3 4 5 

PR4 I will book a room if the reviews published on online travel portals 

reflect positive attributes about the hotel. 

1 2 3 4 5 

NR1 I will book a room if the reviews published on online travel portals 

discouraged others to book a room at the hotel.  

1 2 3 4 5 

NR2 I will book a room if the reviews on the online booking portals said 

negative things about the hotel.  

1 2 3 4 5 

NR3 The negative reviews on the online booking portals will affect my 

decision on whether to choose the hotel.  

1 2 3 4 5 

NR4 I will book a room if the reviews published on online travel portals 

reflect negative attributes about the hotel. 

1 2 3 4 5 

RC1 I think the reviews published on online booking portals are 

convincing. 

1 2 3 4 5 

RC2 I think the reviews published on online booking portals are strong. 1 2 3 4 5 

RC3 I think the reviews published on online booking portals are credible. 1 2 3 4 5 

RC4 I think the reviews published on online booking portals are accurate.      

HBI1 On the basis of User-generated reviews published on online travel 

portals, I only book branded hotels.  

1 2 3 4 5 

HBI2 I always pay close attention to User-generated reviews published on 

online travel portals when I book hotels. 

1 2 3 4 5 

HBI3 User-generated reviews published on online travel portals are my 

main information channel for booking hotel.  

1 2 3 4 5 
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Part II: Information About Yourself 

INSTRUCTION: Please place a mark in the category that best describes you – or fill in the blank. Your responses 

are for research purposes only. They will be kept confidential and reported as aggregate data only.  

 

3.1 Gender:   □ Male        □ Female  

3.2 Age (in yrs):  □18-24  □ 25-34  □ 35-44  □45-54  □ 55-64  □Above 65 

3.3 Employment Status.  □Employed □Self Employed □ Student  □ Unemployed □ Retired  

 

 

*Thank you for taking the time to complete the questionnaire. Your information is very valuable and 

greatly appreciated * 
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