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In this case study, we examine how The 

Landmark Bangkok luxury hotel – client 

since 2012 – uses ReviewPro’s review 

analytics to manage the hotel more 

effectively, increase customer satisfaction 

and drive revenue. 
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When it comes to operating a successful luxury hotel, 
veteran five-star hotel general manager Douglas Glen 
considers managing online customer feedback as important 
a task as making the bed.

“You need to manage that system or ignore it at your peril”, 
Glen told ReviewPro in December 2013 during an interview 
from The Landmark Bangkok. He began managing the 
property from December 2012.

www.landmarkbangkok.com

Glen first became an ardent believer in the positive effects of 
online reputation management in his previous position as 

Hotel Manager of The Landmark London, where he also 
used ReviewPro’s online reputation management tool.

“When I was managing the Landmark in London, we took 
social media very seriously”, Glen said. “We were very active 
on TripAdvisor and actively responding to our reviews. The 
majority of travelers nowadays refer to TripAdvisor before 
they make a booking.”

So in 2012, when Glen moved to The Landmark Bangkok, he 
set out to create the same customer-centric culture that 
emphasized online comments. “When I came to Bangkok, I 
found they weren't managing reviews”, he said. 

http://www.landmarkbangkok.com/
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Changing a hotel's culture one review at a time
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"Now, I have changed the hotel's culture to use TripAdvisor as an 
effective sales tool with social media“, Glen told ReviewPro. "We're 
seeing the benefits of higher ratings and bookings that are directly 
attributable to feedback and responses.“

Key to successfully reinventing the hotel’s culture was stressing the 
importance of using ReviewPro.

“I found functionalities at ReviewPro were very good for us”, Glen said. 
“What I like about it is you can really drill down into the analytics to 
gain more insight. You can see the areas where you've been 
succeeding very well as a team and where you’ve really got to improve 
– such as Internet access, breakfast quality or housekeeping 
thoroughness.”

RELATED: ReviewPro helps the Landmark London gain control over 
consumer reviews http://www.reviewpro.com/reviewpro-case-study-
the-landmark-london-566

RELATED: Family owned hotel chain dominates local TripAdvisor 
rankings using ReviewPro
http://www.reviewpro.com/case-studies/en/ReviewPro-Case-Study-
SkeneHouse.pdf

http://www.reviewpro.com/reviewpro-case-study-the-landmark-london-566
http://www.reviewpro.com/case-studies/en/ReviewPro-Case-Study-SkeneHouse.pdf


Managing Guest Satisfaction Surveys: Best Practices
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The 31-story Landmark Bangkok – part of the US-based 
Preferred Hotel Group network - first opened in the 1980s 
on the city’s famous Sukhumvit Road. It was one of the 
premier properties in the city, with multiple dining options, 
24-hour room service, an outdoor pool, racquetball 
courts and a top-floor bar. 

But when Glen arrived, it was time for the Landmark to 
update its look and introduce modern-day amenities such 
as Wi-Fi. After all, Bangkok’s luxury hotel market had 
evolved and new hotels were opening with the latest 
designs. The city today has 67 luxury properties, vs. 52 
when Glen first arrived - and all court the same well-
heeled travelers.

“We’re all enjoying high occupancy at the moment, but 
there's massive competition”, he said. “Some 20,000 
bedrooms have come on to the market. We have to keep 
on our toes and keep using the online feedback we gather 
in ReviewPro.”
In the last two years, The Landmark has begun reinventing 
itself with the help of customer feedback. Last March, for 
instance, it finished a complete overhaul of its premium 
guest rooms to the delight of customers. It also invested 
in one of today’s most important amenities – Wi-Fi.

“In February 2013, the hotel got Wi-Fi”, he said. “We didn’t 
have Wi-Fi before. We were way behind the times.”
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Wi-Fi: How analyzing reviews resolved a 
common pain point (I)

Simply introducing Wi-Fi, however, wasn’t enough to lift the 
hotel’s Global Review IndexTM. The GRI is ReviewPro’s
online reputation score that’s generated by aggregating 
consumer scores from more than 100 review sites and 
online travel agency sites (OTAs) and applying an algorithm 
that gives more weight to new reviews over older reviews.

As Glen used ReviewPro to examine issues that consumers 
complained about most frequently, he was surprised to 
discover that Wi-Fi ranked high on that list.

Guests welcomed the new amenity, he discovered, but they 
were critical of the fact that the hotel was charging them a 
daily Internet fee of about $21.

“The customers felt nickel and dimed having to pay for 
Internet when they could go across the street to Starbucks 
and get it for nothing”, he said. “A little thing like that was 
hurting our Global Review IndexTM (GRI).”

He identified the trend using ReviewPro’s Semantic Analysis 
function, which aggregates all consumer reviews that 
mention a specific key word such as  “bed,” “staff,” “service” 
or “Wi-Fi.” 

By clicking on Semantic Analysis, ReviewPro users instantly 
see the key word they’re searching for because it’s 
highlighted in yellow for fast and easy reading. Users can 
also filter the key word mentions by “positive” or “negative” 
to quickly see what’s being criticized or praised – with 
context from the full review.
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We will develop a solution to any concern raised.”

The Wi-Fi comments became more pronounced once the 
local JW Marriott opened with a free-Wi-Fi offer.

Aware that he had a problem brewing, Glen used results 
from Semantic Analysis to make the business case to the 
property’s owners to reduce the Wi-Fi fee to about $6 per 
day. “I was able to prove that when we introduced lower-
priced Wi-Fi, our complaints were reduced”, he said. “Now 
these complaints are gone.”

The Landmark Bangkok also uses ReviewPro to:

• Improve service: The hotel uses ReviewPro to 
challenge department heads to improve service. “When a 
consumer has highlighted something (in a review), we'll 
really drill down and find out more about the situation –
and also learn what can we take out of it”, he said. 

“We ask, Is there something we can change and improve 
since a guest has highlighted something?”

• Save time tracking reviews: “With ReviewPro, 
we’re analyzing feedback from over 100 sources,” Glen 
said. “Before, we wouldn’t have had the staff time to put 
all that information together.” 

• Translating foreign-language reviews: Glen 
considers ReviewPro’s translation functionality 
“invaluable,” given The Landmark’s strong visitor mix from 
Japan (about 11%) and growing number of customers 
from China. “In the past, that review would never have 
been even talked about. It would have just been ignored”, 
he said. ReviewPro lets users translate reviews from 48 
languages including Chinese, Russian, French, etc…

Wi-Fi: How analyzing reviews resolved a 
common pain point (II)
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Managing reviews – even negative ones -
enhances business (I)

Has Glen’s vigilance with reviews paid 
off? Yes. “I’ve been able to prove it”, he 
said. 

In the past, the hotel had been ranked 
No. 5 or No. 6 out of 10 within our 
competitor set. These days, Glen said, 
"we are now at No. 2 out of 10 and 
we've seen our revenue per available 
room increase along with occupancy 
and average daily rate.“

Across-the-board increases in 
financial performance, he said, 
provide "a very positive sign for us that 
I believe proves that responding to 
TripAdvisor and the importance of 
using ReviewPro does work.“

Each month, Glen and his team hold a 
meeting where they track feedback 
and the effect it has on their business 
- and each time, they discuss positive 
results, he said. Even when a review is 
negative, they’ve repeatedly been able 
to turn the customer’s attitude around 

and win business that likely would 
have been lost. Glen, by the way, has a 
policy of personally responding to 
each review – whether positive or 
negative.

“I’ve certainly got examples where 
people come back after a complaint 
because of the way it’s been handled”, 
he said. “If you weren’t using 
ReviewPro fielding all of these 
reviews, then you wouldn’t be 
capturing it.”

One guest, for example, wrote a poor 
review on TripAdvisor complaining 
about the air conditioning – which 
Glen said worked fine, but regardless 
hadn’t meet the guest’s specific 
expectation.

“We couldn't meet his requirement to 
make his suite like an absolute 
freezer”, Glen told ReviewPro. “He had 
written on about his experience and I 
responded and apologized.”

That response, he said, salvaged at 
least one booking from a traveler 
who’d read it during the planning 
phase of his Bangkok trip. 

Instead of bypassing the Landmark 
altogether, he took the extra step of 
contacting the hotel to check the 
status of the A/C, Glen said.
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Managing reviews – even negative ones -
enhances business (II)

“I told him that I live in the hotel and 
there are times when I switch it off 
because the room is too cold”, Glen 
recalled. “So they came and had a great 
stay. There's a booking we would had 
lost if we had not responded”.

The Landmark Bangkok expects to 
continue improving its service and GRI, 
especially as it continues to transform 
the property.

In 2014, the hotel will refurbish more 
guest rooms and remake its lobby for 
next-generation travelers who like living 
room type environments where they 
have the option of working on their 
iPads or other mobile devices, ordering 
cocktails with friends and/or conducting 
business meetings with colleagues.

http://resources.reviewpro.com/
http://resources.reviewpro.com/
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Learn More

The Leading Source of Guest Intelligence best 
practices and content for the Hospitality Industry

Visit our Resource Hub
ReviewPro is the leading provider of Guest Intelligence 

solutions to independent hotel brands worldwide. The 

company’s comprehensive suite of cloud-based solutions 

includes Online Reputation Management (ORM) and the 

Guest Survey Solution (GSS), which enable hoteliers to 

obtain deeper insight into operational and service strengths 

and weaknesses, increasing guest satisfaction, ranking on 

review sites and OTAs, and driving revenue. 

The company offers the industry-standard Global Review 

IndexTM (GRI), an online reputation score (available 

exclusively to ReviewPro clients), which is used by 

thousands of hotels worldwide as a benchmark for 

reputation management efforts, based on review data 

collected from 142 online travel agencies (OTAs) and review 

sites in more than 45 languages. More than 17,000 hotel 

brands worldwide are currently using ReviewPro’s solutions.

Request a Free 
ReviewPro Demo now

About Us
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http://resources.reviewpro.com/
http://resources.reviewpro.com/demo?&utm_campaign=demo-orm&utm_medium=press&utm_source=pr
http://resources.reviewpro.com/demo?utm_campaign=guide&utm_medium=print&utm_source=online
http://resources.reviewpro.com/
http://resources.reviewpro.com/
http://resources.reviewpro.com/demo?utm_campaign=guide&utm_medium=print&utm_source=online
http://resources.reviewpro.com/demo?utm_campaign=guide&utm_medium=print&utm_source=online
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