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Sidorme Quality Low Cost Hotels is a chain of six hotels in Spain (two in 

Barcelona, two Girona, one in Valencia and one in Granada), with a 

seventh hotel in Albacete opening in September of 2011.  

 

The company’s concept is to provide comfortable, modern, economic and 

cheap hotels that have the simple goal of ensuring that their guests get a 

good night's sleep. The goal is to be able to offer 5 star customer attention 

at a low cost price. 
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Berta Vilardell, Director of Sales and Marketing at Sidorme, believes that online 

reviews have a strong impact on hotel chains with low-cost prices and a focus on 

quality. “Online reviews are very important for a chain like Sidorme because they 

are a deciding factor for guests at the point of purchase online.” 

 

Sidorme puts an emphasis on exceeding expecations in service: “We know that a 

guest leaves our hotel feeling satisfied if we manage to exceed their expectations, 

and for us, high quality service is the key to have satisfied customers. Online 

reviews definitely help us know our clients better and identify what their needs and 

expectations are our goal is to be able to offer 5 star customer attention at a low 

cost price.” 

 

Berta notes that the chain!s guests are reading up on the hotels before they book 

their stay. “They want to know the current state of our hotels – what our facilities are 

like, if the hotel is in a good location, if the staff is helpful and friendly, how the 

cleaning crew works and so on. We are a young chain and the reviews help us 

improve our product and continue growing.” 
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Before starting with ReviewPro, Berta says the Sidorme team used a completely manual 
process to evaluate customer reviews. “We performed an analysis of online reviews for all of our 
hotels once a month. This was extremely time consuming and involved a lot of manual work 
from our side. Because of that, our response time was also very long.”  
 
Realizing the importance and potential impact of online reviews, Berta and her colleagues 
decided to work with an online reputation management provider that would help them decrease 
the response time and provide additional analysis. The company chose to partner with 
ReviewPro.  

 
A year after starting the partnership, Sidorme has completely systemized the online review 
management process and has optimized the amount of time and resources required, allowing 
their team members to dedicate more time to analyzing reviews, rather than spending all their 
time on collecting them. 

 
“ReviewPro has helped us respond quicker to our guests on the most critical aspects of their 
stay, and enabled us to win time to make action plans that will increase guest satisfaction. With 
the daily alerts for reviews from any OTA or review site, we do not have to go into the application 
every day but can still be up to date, almost in real-time, on what our clients are publishing about 
us online. This means that we can react and improve things without needing to check the 
application for new reviews.” 
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On how to involve the entire organization in the reputation 

management process, Berta explains: “On a chain level, we 

evaluate all alerts on a daily basis and share them with the 

directors of the individual hotels, looking for a solution 

together if there is an issue that requires action“.  

 

Sidorme uses ReviewPro’s automated reports to gain a 

quick overview of the entire chain’s online reputation: “The 

monthly reports give us a good overview of what is going on 

in each hotel, and we can go directly to analyzing results 

without losing time on putting all this information together. 

They allow us to see our reputation both on a chain level as 

well as for each individual hotel. We evaluate our Global 

Review Index (GRI) and look at any other trends, always 

looking for ways to improve. Based on this, we have a 

meeting with each hotel individually to analyze possible 

measures for improvement.”  

 

On an individual hotel level, Berta says the directors receive 

the daily alerts as well and share them with their team 

whenever there is a mention of a specific issue. The 

directors also share the reports in their monthly team 

meetings: “The reports help our directors share information 

with the entire team. We believe that sharing this information 

is key to getting everyone involved in our continuous 

improvement process.” 

 

In an effort to increase the number of online reviews, the 

chain has taken measures on an individual hotel level to 

encourage guests to write online reviews. The hotel teams 

therefore go into ReviewPro’s online tool every month to 

analyze the volume of reviews and the review index for each 

source individually and track if the measures have led to the 

expected results. 
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Detailed analysis for continuous improvement 

Aside from monitoring incoming reviews and reacting to individual issues, Sidorme also uses ReviewPro!s analysis to 
identify trends and specific areas for improvement, as well as identify their strengths compared to other hotels. 
 

“ReviewPro enables us to evaluate the performance of each department individually. Service and cleanliness are especially 
important to us, and we go into depth here to analyze what our clients want to see improved, but also what they value most. 
Another point that we could previously not analyze, as it would have required too many resources, is how we compare to 
our direct competitors on a GRI level as well as on a department level. We discovered that one of our hotels had higher 
ratings than some four star hotels in the aspect we value the most, which is customer service.”  
 

The team checks the key departmental scores for cleanliness and service every week by logging into the ReviewPro tool 
and analyzing and comparing indexes for each of their hotels. Berta adds: “We set trimestral objectives for these two 
parameters for every one of our hotels.” 

 
Berta noticed that thanks to following up on online reviews and analyzing the needs of Sidorme!s clients, guest satisfaction 
has improved, and consequently, the GRI and the chain’s overall online reputation have also increased. Berta knows what 
her clients value most at Sidorme: “Our clients appreciate our free services: WiFi in the entire hotel, free parking, free 
coffee and the fact that kids can stay in their parents! Room for free. We have also taken on ideas from our customers to 
create new services. For example, we added business corners to our hotels where guests can use a computer and connect 
to the internet; some of our hotels now offer dinner; and we created a bigger meeting room in one of our hotels.”  
 

For future openings, Berta says the chain is making some major design changes based on client feedback. “For our 
Sidorme Granada hotel that we opened last spring, we included an additional shelf in each of the bathrooms based on 
client feedback. The new Sidorme Albacete that will open in 2011 will also have the extra shelf in every bathroom. In 
addition to that, we are changing the milk-glass walls that separate the bathroom walls from the rest of the room to a 
different material, to allow for more privacy.” 
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We will develop a solution to any concern raised.” 

Working with online and offline reviews 

Sidorme puts a high emphasis on using online reviews for 

improvement of both their hotels and their service. Berta 

comments on the difference between internal customer 

service questionnaires and online reviews:  

 

“Of course we also conduct internal customer surveys at 

each hotel directly, but we are aware of the fact that the 

online reviews that we analyze through ReviewPro are more 

honest, as they are absolutely anonymous.”  

Berta values both online and offline reviews, and has 

integrated both into the chain’s analysis: “When we see 

something critical or a good opportunity appearing 

repeatedly in online reviews, we follow this up with internal 

surveys in our hotels that focus on a concrete topic, for 

example by asking for suggestions to improve our breakfast 

or asking what people would like to see in a 

new Sidorme hotel. This gives us direct feedback and we 

can see how we could improve on a specific aspect.” 
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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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