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Introduction (I) 
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With its warm year-round climate, lush vegetation and 

miles of beaches, Hawaii is a tropical paradise and a 

huge draw for vacationers. On the island of Oahu sits 

The Modern Honolulu, a 353-room luxury lifestyle hotel 

that provides outstanding service in a vibrant, 

contemporary boutique environment.  

Today, the hotel enjoys a superb reputation, but things 

haven’t always been so rosy. The hotel opened in 

October 2010 with great fanfare as the Waikiki Edition, 

the first hotel in a new boutique brand created in a 

partnership between Marriott International and Ian 

Schrager. Less than a year later, ownership filed for 

bankruptcy as part of its much-publicized battle to break 

free from Marriott, renamed the property The Modern 

Honolulu, and hired a new management firm.  
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Introduction (II) 
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The road to recovery 
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Emerging from bankruptcy, ownership brought in a new group 

to guide its repositioning, led by repositioning consultant Alan 

Rainey, who came on board in January 2013 when the 

property was in re-launch mode.  

  

“We came out of bankruptcy as a lean operation”, he tells 

ReviewPro. “We weren’t at a level of service ownership we 

ultimately wanted to be. Our first priority was to decide on our 

positioning, service standards and the overall experience we 

would provide.” 

  

The ownership group directed the repositioning of The Modern 

Honolulu as a full-service luxury lifestyle hotel. “The property 

has two pools, two restaurants, 24 hour room service, a spa, 

four bars, a nightclub and nightly live entertainment in two 

venues”, says Rainey. “That’s a lot of moving parts and a lot of 

opportunities for mistakes.” And yet the property has thrived 

under this new direction.  
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Strategic visioning in asset management  
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Rainey describes his position as a “strategic visioning ownership 

representative”. A former tax lawyer, he previously ran a mergers-and-

acquisitions shop and most recently had a 15-year run as chief 

financial officer for two large resort developers. 

  

In his current role, Rainey works for the hotel’s board of directors and 

ownership, a large private equity group. “It’s my job to take the 

ownership's financial goals and to work with the management team 

on property to turn them into positioning and strategy for the hotel. It’s 

the job of property staff to implement them”, he explains. 

  

“Fortunately, we have a great ownership group that understands that 

profits and revenue follow from a great customer experience. We 

have an even better property team which is responsible for the 

Modern's success.” 

Analysing a 
Potential Asset 

 
Whether you’re considering an 
investment, entering a new market, 
or assessing existing talent and the 
competitive landscape, our Hotel 
Analysis Reports arm you with the 
insights needed to improve the 
decision-making process. 

Request a Free 
ReviewPro Demo now 

If you are a Restaurant click here 
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Putting standards and staffing into place 
 

Once the property’s positioning was defined, the next 

step was to set service standards and staffing levels. 

“Hawaii is a very special, aspirational destination”, says 

Rainey. “For many it’s a once in a lifetime trip, and it’s 

not cheap to get here. We have a sense of obligation 

and a duty to fulfill their expectations.” 

  

One of the first ownership moves was to recruit Gerald 

Glennon as managing director from the venerable 

Halekulani Hotel, a direct competitor. “We wanted to 

work with Gerald because we needed to define our 

service level and build systems to deliver the service 

experience on a consistent basis”, Rainey explains. 

“Everything else flows from the top down.” 
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We will develop a solution to any concern raised.” 

The feedback loop 

The next step was to ensure systems were working, and that 

meant utilizing tools to measure guest satisfaction. The property 

uses a combination of internal guest surveys, incident tracking 

software, and ReviewPro for online reputation management. 

“They’re all tools to listen to customers”, says Rainey.  

 

“We take a systems approach”, he explains, referring to the 

system as the feedback loop. “We define and execute standards, 

check with customers, and take corrective action where necessary 

to redesign the system so that the root cause is eliminated. Why 

solve a problem that can be avoided?” 
Request a Free 

ReviewPro Demo now 

360° Guest 
Intelligence 

 
ReviewPro aggregates hundreds of 
millions of reviews & social media 
mentions (in 45+ languages, on 100+ 
of the most relevant OTAs, review 
websites and social media platforms) 
and allows you to get a 360° Guest 
Intelligence overview of your 
reputation by integrating Online 
Reputation & Guest Surveys. 

If you are a Hotel click here 
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Guest satisfaction: a staff-wide concern (I) 

Here are just a few examples of how The Modern Honolulu uses the feedback loop to consistently fine-tune the guest 

experience.  

 

The arrival experience is critical, says Rainey. “If people are disappointed upon arrival, they may become ‘conditioned’ 

when viewing subsequent service. So we spend a lot of time working on the arrival experience, trying to perfect it so that 

everything goes smoothly from the beginning.”  

 

When managing director Glennon introduced an arrival experience that includes a welcome drink and cold compress 

towel, Rainey wasn’t sure it would have an impact on guests. “But now I see that guests read about it on TripAdvisor and 

are disappointed if we get slammed and they don’t receive it”, he says. “Through reviews, it has become part of our brand 

arrival experience”. The system has since been redesigned to ensure that 100% of check-ins receive the full arrival 

experience.  
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Guest satisfaction: a staff-wide concern (II) 

The hotel has created a new position called Guest Ambassador who 

is dedicated to reading customers, anticipating needs, following up, 

and making extra efforts to ensure guests are happy. The position 

reports directly to the general manager and has 100% authority to fix 

any problem. This concept has been so effective that Rainey says it 

may be the single most important action the property has made in 

instilling the hotel’s service culture.  

 

Rainey says that the new position has signaled to all hotel staff 

ownership’s strong belief in taking responsibility to make things right. 

As a result, other managers feel empowered to emulate the same 

approach in their service areas. “It’s like we hired one and got two 

dozen”, he says. 

Internal 
Collaboration 

 
ReviewPro gives you the tools you 
need to improve internal 
communications and coordination 
with more comprehensive & flexible 
reporting, as well as workflows, on a 
corporate & property level 
 
“Because we use ReviewPro so 
much in each of our departments, it 
has been a fantastic investment for 
our company” 
Antonio Lopez-Bustos – General 
Manager – Lainston – House Hotel 

Request a Free 
ReviewPro Demo now 

If you are a Restaurant click here 
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Guest satisfaction: a staff-wide concern (III) 

Management coaches staff to watch for issues that show up in guest surveys and reviews and to take ownership of fixing 

problems. Recovery is important at the Modern and Rainey credits ownership with instilling a sense of duty in employees to 

make things right. “We have the most awesome service leadership”, Rainey says, “which makes it unacceptable to put our 

needs before the needs of the guest". 

 

Through listening tools, staff have learned to recognize early warning signs of guest dissatisfaction. “When these tripwires 

are crossed, we immediately get recovery in motion”, says Rainey. “The trick is to teach staff to recognize the trip wires and 

react before it escalates. If a guest is craning her neck and looking around, she wants something. Staff must see this and 

jump in, not say ‘That’s not my job’.” 

“
It’s like we hired one and got two dozen. The new 
Guest Service Ambassador position has signaled to 
all hotel staff ownership’s strong belief in taking 
responsibility to make things right, says Rainey. As 
a result, other managers feel a sense of 
empowerment to emulate the same approach. “ 
 
Alan Rainey 

“
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How an asset manager uses ReviewPro (I) 

Rainey is an active user of ReviewPro, using review data 

to evaluate the hotel’s performance, to keep ownership 

and board members informed, and to provide guidance to 

on-property management.  

 

“We have full board meeting calls every two weeks, and I 

meet with my two advisory board members twice per 

week”, says Rainey. “We also have monthly financials, a 

monthly review document and quarterly onsite board 

meetings. Every one of these meetings starts with 

analysis of service issues, including output and graphics 

from ReviewPro … It is important to remind ourselves 

every day that we are doing this to please customers.” 

 

“ReviewPro data is incredible”; says Rainey. “I can see 

review pacing and quality of not only my hotel but of my 

comp set. We can see how we’re doing relative to 

competitors and how customers see our value 

propositions compared to theirs. My favorite ReviewPro 

feature is the ability to sort review meta-data by source 

and see how competitors are performing on just that 

source for whichever time frame I specify. I can export 

this data and correlate it with other data out of our data 

warehouse.” 
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How an asset manager uses ReviewPro (II) 

Rainey is also a fan of the Competitive Quality Index™ (CQI), 

which allows hotels to compare guest satisfaction relative to 

competitors in the same way they compare rate, occupancy and 

RevPAR indexes. “We use this data to figure out where we 

stand in the market and what we need to focus on improving”, 

he says. 

 

If a competitor surpasses another hotel in its TripAdvisor 

ranking, Rainey turns to ReviewPro to find out why. He sorts 

reviews by TripAdvisor source, reads the competitor’s most 

recent reviews and examines the CQI. “I get a feel for how close 

hotels are to each other in the algorithm,” he says. “Then we 

devise a strategy based on that insight.”  

Request a Free 
ReviewPro Demo now 

Tracking Your 
Competitors 

 
ReviewPro allows you to track key 
review metrics of your direct 
competitors and drill down to 
specific detail to understand how 
your hotels and brand compare in 
each market. 

If you are a Restaurant click here 
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Climbing the ranks (I) 
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Around the time of declaring bankruptcy in August 2011, 

the property lagged as low as No. 17 on TripAdvisor. Once 

rebranded, management applied to TripAdvisor to have all 

previous reviews removed and to start with a clean slate.  

 

After identifying the guest experience as a top priority and 

launching a reputation management program with the help 

of ReviewPro, the hotel began climbing the ranks on review 

sites. By July 2013, it reached the No. 6 ranking on 

TripAdvisor.  

 

Determined to break top-five rankings and cognizant that 

the volume and recency of reviews are key ingredients in 

the TripAdvisor algorithm, Rainey worked with 

management staff to implement a system for asking guests 

to write reviews.  

 

“We wrote guests who completed a guest survey to thank 

them and asked them to share the feedback online, 

whether on TripAdvisor, Expedia or Google”, says Rainey.  
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Climbing the ranks (II) 
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Efforts soon paid off. “After receiving 60 reviews in two 

months with only one negative review, we jumped to the 

No. 3 spot”, he says.  

 

Today, the hotel produces an average of 90 TripAdvisor 

reviews per month and has climbed to the No. 2 ranking. 

Moreover, the hotel enjoys a 94% guest approval rating on 

Expedia, an 8.7/10 rating on Booking.com, and a 4.7/5.0 

rating on Google. 
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Higher rankings, greater pricing power 
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What are the benefits of these higher rankings? Rainey 

says that higher rankings lead to higher ADR, but how this 

works is subtle. “Just because we’re ranked No. 2 doesn’t 

mean we can or will just raise rates. But research shows it 

does give us a better shot at winning the booking.” 

  

He explains, “First, when you go up in rankings, whether on 

Google, Expedia or TripAdvisor, it drives traffic. Travelers 

see that you’re ranked high so they check out your website. 

You get more phone calls, more web traffic and more 

demand. This translates to higher occupancy and 

opportunities to yield rates as room categories close out. 

Higher rankings can lead to greater pricing power by 

compression of occupancy.” 

 

“Second, and this is huge for us, a percentage of bookers 

book directly, regardless of where they saw the ranking. 

This is that ‘billboard effect’. The more people that see us 

on these ranking channels and go to our website or call our 

call center, the higher the number of direct bookings, 

especially into the premium rooms.” 

 “Also, reputation-wise, as more people get comfortable 

with your hotel they are more inclined to book direct. So 

even if we can’t increase rates directly or through 

compression, we can increase ADR by channel migration 

without raising rates.” 

  

Finally, the higher occupancy becomes a part of the system 

of review generation.  “As more people find us on 

TripAdvisor and we get more occupancy, we get more 

opportunities to earn more positive reviews from people 

who are already in tune with how important review sites 

are.” 

  

Higher rankings have helped the hotel to achieve an 

average occupancy into the 90% this summer, says Rainey. 

He declined to discuss rates. 
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Looking ahead 
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In addition to the hard work and dedication of staff and 

management on property, Rainey attributes a big part of The 

Modern Honolulu’s success to the ownership group. “They 

understand that it’s about people and the experience and 

that’s the priority”, he explains. “They’re also supportive of 

our commitment to making sure no one leaves unhappy and 

are willing to invest in helping this to happen. They would be 

hard-pressed to find another investment that is this 

rewarding.” 

 

Looking ahead, Rainey sees more opportunities to increase 

rate and occupancy and has received buy-in from the board 

to implement these changes. “This ownership group 

understands buying and selling hotels”, he says. “They 

know that in today's due diligence reviews for hotels, buyers 

look at customer listening and service recovery systems as 

much as anything. If you want to know the real story, look at 

the surveys, reviews, incidents etc. So they are fully 

committed to creating the best systems for surfacing and 

correcting those issues.” 

Looking ahead, is the No. 1 position on TripAdvisor within 

reach? “We managed to reach the No. 2 spot,” says Rainey. 

“We’re trying to grow the distance from the properties that 

rank No. 3, 4 and 5. We don’t know how close we are from 

No. 1, maybe seven or eight months away at best. Maybe 

never. The point is that those guys at the Trump are #1 one 

for a reason—they are good too. They aren't going to sit 

around waiting on us to catch up. We have a long, long way 

to go. For now, our focus is on our customers.” 

 

He adds, “We’re in a sweet spot right now. There’s a lot of 

pride among staff, and they’re all working hard to make our 

guests happy.”  
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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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