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In the popular Thai beach resort of Pattaya, Royal Cliff Hotel Group’s hotels are nestled among tropical mountainside, white 

sandy beaches and sweeping views of the Gulf of Thailand.  

 

The group has won over 150 awards of worldwide acclaim for both service and operational excellence through its 

consistent ability to exceed guest expectations. 

 

Like thousands of other hotels around the world, Royal Cliff uses ReviewPro’s suite of web-based reputation management 

tools to better understand what guests are saying about them online, turning review insight into action to increase guest 

satisfaction and revenue.  
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“Our resort identity can be summed up by our history and 
brand message”, says Vitanart Vathanakul, the founder’s 
son and Executive Director.  
 
“The name ‘Royal Cliff’ is derived from the land and cliff 
area which my family purchased, being situated next to 
the King’s summer resident. His Majesty would come here 
in the summer to go sailing”.  
 
As all four hotels are situated in one estate, the Royal Cliff 
team came up with the tag line ‘The State of Exclusivity & 
Fascination’ as a reflection of the brand’s dedication to 
providing a unique guest experience.  
 
Maintaining highly personalized service within this large, 
five-star enterprise is a unique challenge but fundamental 
to Royal Cliff’s success.  
 

“Royal Cliff is very much a family-run business”, 
Vathanakul tells ReviewPro. 
 
 
In 2013, Royal Wing Suites & Spa won the Social Hotel 
Award for best reputation management, as well as the 
TTG Hall of Fame Award.  
 
The brand also won the Agoda Gold Circle Award and 
TripAdvisor’s Travelers choice (Thailand Top 24 Luxury 
Hotels) and has upheld its top TripAdvisor position as best 
hotel in Thailand for two consecutive years. 
 
From such prestigious accolades, it’s clear that genuine 
hospitality and attention to detail are at the core of Royal 
Cliff’s culture. But how does the brand achieve key 
objectives and what can we learn from its success? 
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Royal Cliff encourages employees to continuously educate and improve themselves in areas that go beyond their 

“traditional” job description.  

 

The group even pays for additional courses. “We view continuous learning as an important part of our business model. Our 

staff know that we are a learning organization”, says Vathanakul.  

 

Some people may wonder why the hotel would send the in-house graphic designer on a course in public relations or 

psychology, but Vathanakul says the reason for this approach is resoundingly simple: “Understanding guests is Royal Cliff’s 

No.1 priority.” 
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“It’s about seeing things more clearly from the guests’ point 

of view and improving communication with them. We 

encourage staff to take ownership of their role”, says 

Vathanakul.  

 

This means that a housekeeper might be able to 

recommend dinner options and make reservations for 

hungry guests, or an engineer could recommend spa 

treatments. This sort of smart up-selling is only possible 

when staff are empowered to provide pro-active service and 

understand guest needs.  

 

Not only does this create memorable experiences for 

guests, but it also creates deeper relationships with them.  
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How does the group approach issues as they arise? 

 

The management ensures that no reviews pass under the 

radar by closely monitoring all feedback within their Internet 

Marketing team. They focus on collecting and monitoring 

guest feed-back from multiple sources: on-line reviews and 

social media sites, direct Guest Satisfaction Surveys and 

personal client interviews. 

 

To consistently exceed guest expectations, Royal Cliff relies 

on ReviewPro’s alert system, tracking reviews 24-hours a 

day. They recognize that it’s imperative to deal with 

problems or issues immediately and  deal with complaints 

“on-site” wherever possible.   

 
 
 
 

 

 
 
 
 

 
 
 

 
 
 
 

 
 
 

 
See page 12 to find out how Royal Cliff organizes reviews 
by source to make positive improvements in internal 
communication.   
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An integrated approach to eview Management 
Identify Key Issues 

On receiving reviews from the Internet Marketing Team, hotel managers 

read them thoroughly to identify key issues. “We want to show travelers 

that wherever they post comments on our social media pages, they will 

receive a personalized response”, says Vathanakul.  

 

Given the hotel’s international clientele, managers also work with multi-

lingual guest service agents to craft personalized replies in corresponding 

languages.  

“ We will develop a solution to any concern raised.” 
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An integrated approach to review management 
Keys to responding to negative & positive reviews 

Negative reviews: 
 

Regardless of the severity of the complaint, all negative reviews are treated with an equal sense of urgency. Royal Cliff 

uses ReviewPro’s alerts system to alert senior management to complaints.  
 
Find out more about alerts on page 11 
 

“Once, a guest complained through Trip Advisor while still at the property”, and an alert brought it to Vathanakul’s attention. 

“I went personally to discuss the issue with the guest and to resolve the problem. The impact of this immediate response 

was significant. “Not only did he remove the negative review, he posted another [positive] one! We turned it around 

because we had been alerted to the problem and exceeded the clients’ expectations in terms of how we responded”.  
 

On another occasion, a rainstorm soaked a guest’s clothes which had been on their terrace. Although this issue wasn’t 

strictly Royal Cliff’s fault, staff washed and ironed the clothes while they were out, hanging them in the wardrobe as a 

surprise upon return. The guests were overjoyed. The hotel suggests creative ways to solve guest problems, and it works.  
 

“Guests appreciate the concern we take for their well-being and the recognition we provide by addressing and solving their 

problems” says Vathanakul. 
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An integrated approach to review management 
Keys to responding to negative & positive reviews 

Positive reviews: 
 

Royal Cliff shares positive reviews on Facebook/Twitter, 

sending personal thank you emails and postcards to guests. 

The management also treats happy returning guests with a 

fresh bowl of fruit or bottle of wine in their room.  

 

On an internal level, managers share positive mentions to 

encourage team-work and high standards. “Every time we 

receive a good review, we share it and thank the entire team” 

Vathanakul says.  

 

“ We reward guests who compliment us.” 
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How does ReviewPro support Royal Cliff’s reputation goals? 
Prioritize Improvements 

When Royal Cliff began their proactive on-line reputation 

management initiative, it quickly became clear that they 

needed a tool to track, monitor and manage guest 

feedback.  

 

Sifting through a huge quantity of guest reviews was far 

too time consuming, draining resources on trying to 

identify operational and service issues rather than solving 

them.   

 

In anticipation of a €20 million renovation project, 

Vathanakul also wanted to ensure that he and his seven-

person strong marketing team had the right tools to 

deliver remarkable experiences to their guests. 

 

Royal Cliff selected ReviewPro because it offered the 

widest coverage of guest review sources of any other 

provider, a very easy to use dashboard and highly 

responsive client service support.  

 

“We noticed, almost immediately, that it really helped us 

dig down into the data and see the fine details of 

customer feedback”, says Vathanakul. “That’s the reason 

we started working with ReviewPro”. 
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How does ReviewPro support Royal Cliff’s reputation goals? 
Create Alerts 

ReviewPro’s alerts function and daily snapshots have also 

notably streamlined internal communication, drawing 

attention to guest issues almost immediately by sending an 

alert directly to the corresponding employee.   

 

These features help Royal Cliff to minimize response times, 

reverse on-site complaints and take immediate action, 

turning management of guest needs into a team sport.  
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How does ReviewPro support Royal Cliff’s reputation goals? 
Filter & Organize Reviews 

The Internet Marketing team can quickly filter reviews by review 

site, language or positive/negative guest sentiment as well as 

track feedback in key departments.  

 

Up to three years of review data is stored on the database, 

allowing the brand to track and gain deep insight into progress or 

areas for improvement. 
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How does ReviewPro support Royal Cliff’s reputation goals? 
Track GRI 

Royal Cliff uses the Global Review Index™ (GRI™) to 

identify how reviews have affected the hotel’s overall 

reputation over different time frames.  

 

The GRI™ is a general online reputation score for an 

individual hotel, group of hotels or chain based on data 

taken from all major online travel agencies and review 

sites. It can be calculated for a given point in time (day, 

week, month, year, etc.) 
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The Results 
“We’ve put out many fires with the help of ReviewPro”, says 

Vathanakul. 

 

When Royal Cliff first began using ReviewPro in 2012, 

occupancy was at 65%. Since January 2013, it has risen to 

80% - an impressive increase of 23%. In addition to 

increasing occupancy, average daily rates (ADR) have also 

increased.  

 

Their low-season GRI score has also improved by almost 

10% in the space of a year, proving that even during times 

of slow movement it’s possible to make a lasting and strong 

impact on your online reputation.  
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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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Additional Resources 

•  Driving Better Reviews, Higher Ratings and More Bookings on OTAs 

•  Climbing Tripadvisor Popularity Index 

•  Step by Step Guide to Online Reputation Management 

•  How to Generate More Reviews, Followers and Engagement on Social Networks 

•  How to Respond to Challenging Guest Reviews 
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