
CASE STUDY

How an Independent Hotel in Italy Uses 
Guest Intelligence to Drive Improvements

The client
Hotel Franz is an independent hotel located in 

Gradisca d’Isonzo, Italy, which was opened in 1986 

as a 3-star and after 3 expansions and a 

reconstruction in 2014, it made it into the category 

of 4-stars rea�rming its leadership position in its 

territory.

The hotel o�ers 52 rooms from economy to junior 

suites, a multifunction meeting room, lounge bar 

and restaurant as well as a seasonal garden with 

swimming pool. It caters to a mixed clientele with a 

large amount of business from cyclists and foodie 

travelers.

The challenges
Hotel Franz realized that it’s not just about 

paying attention to guest reviews, instead it’s 

about actually measuring all guest feedback 

more deeply and accurately to make the 

necessary changes needed to boost guest 

satisfaction. 

They wanted to investigate further what 

guests were saying about the hotel and the 

service, not just via OTAs or TripAdvisor but 

through feedback via Guest Satisfaction 

Surveys to be able to make operational and 

service improvements and enhance the 

guest experience. 

ReviewPro has allowed us to make 

changes to our business from a new 

point of view, the only point of view that 

makes a real di�erence: the customer’s. 

The tool’s analytical capabilities, the 

continuous product updates, the 

e�cient back o�ce and the knowledge 

and availability of the account 

management sta� are all of the 

components a management support 

system should have.”

“

Massimiliano Skocaj
General Manager of Hotel 
Franz

Hotel Franz

info@reviewpro.com   |  Twitter: @reviewpro



Objectives
The main objective for Hotel Franz was to gain 

better insight into what guests were saying about 

them to help them to utilize this intelligence to 

make changes and create a guest-centric culture on 

property. 

The solution
In December 2012, Hotel Franz chose to partner 

with ReviewPro to help with their objectives due to 

the simplicity and capacity of the tool and 

professionalism of the team. As of this year, Hotel 

Franz implemented the full Guest Intelligence Suite, 

combining Online Reputation Management with 

Guest Satisfaction Surveys, to consolidate all guest 

feedback into one integrated solution. 

Results
Higher sta� engagement
Hotel Franz employees feel that thanks to the Guest 

Intelligence Suite, everyone now has access to the 

necessary analytics and are able to view the 

performance of individual departments at any time, 

ensuring the whole team is focused on the right 

priorities.

Fewer negative reviews 
Hotel Franz conducts a daily analysis of guest 

feedback and takes immediate action on negative 

feedback to reduce the risk of problems recurring in 

the future that may cause negative reviews. 

Positive influence on pricing
The insight into the hotel’s performance from 

ReviewPro’s Guest Intelligence Suite has allowed 

the brand to become aware of their strengths in 

comparison to their compset and in turn, enabled 

them to do a full revision of their rate policy which 

resulted in an increase in pricing. 

Better focus on priorities
Drilling down on guest feedback using the 

Sentiment Analysis function has given the hotel 

more valuable information on what their guests like 

and dislike, allowing them to customize future 

experiences for travelers. 

Improved performance on TripAdvisor
Since using ReviewPro, the number of positive 

reviews on TripAdvisor has increased significantly, 

resulting in the hotel being awarded the coveted 

Certificate of Excellence for four years running. 

Since implementing the tool, the General 

Manager now conducts a daily check to 

look for any critical issues or valuable 

data related to competitors. If the team 

see any negative reviews, they proceed 

immediately to analyze the situation and 

find an acceptable on property solution 

as quick as possible. 

How is ReviewPro 
used within Hotel Franz?

Key Performance Indicators

● GRI™ increased by 1.7% in one year.

● Positive sentiment analysis improved 

by 2.7% in one year.

● Best performing hotel in competitive 

set.

● Overall guest satisfaction score since 

implementing Guest Satisfaction 

Surveys is 4.73/5.
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