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Skene House Whitehall (I) 
 

In November, ReviewPro client Skene House HotelSuites 

celebrated a buzzworthy milestone: Skene House Whitehall, one 

of three properties in Scotland, marked its second consecutive 

year as the No. 1-ranked hotel on TripAdvisor. All of their unique, 

family owned hotels are located in Aberdeen, Europe’s oil capital 

where new hotels are opening on a regular basis.  

 

A second Skene House Holburn is ranked No. 2, while the Skene 

House Rosemount  No. 4. 

 

Skene House Whitehall reached the No. 1 spot by doing an 

excellent job catering to Aberdeen’s mix – especially transient 

business travelers - with comfortable bedding, friendly service, 

complimentary breakfast and free Wi-Fi.  
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Skene House Whitehall (II) 
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Just as importantly, Skene House Whitehall responds 

quickly to guests who have a question or complaint - 

whether in person or on a review website such as 

TripAdvisor. The transparency is one way the property 

elevates its online reputation as many other hotel 

companies eye the lucrative hotel market. Aberdeen’s 

bustling energy economy in recent years has attracted the 

likes of IHG, Marriott and Hilton with deep marketing 

budgets and global reservations systems, which could 

pose a threat to this tiny family-owned hotel operator. 

 

A year ago, the property ranked No. 1 on TripAdvisor - 

proof that their dedication to customer service, 

commitment to exceeding guest expectations and focus 

on guest feedback paid off. But knowing what was at 

stake, they decided not to rest on their laurels.  

To keep leading the pack, they hired digital marketing 

executive Rosalind McClure to further harness its already 

successful tackling of the social web. McClure created a 

formal strategy for how the HotelSuites respond to, 

assess and act on consumer reviews and social media 

mentions.  

 

“This is a completely new role for Skene House”, she 

said. “I had a blank canvas.” 
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Making the business case for ReviewPro (I) 
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McClure signed up with ReviewPro to track the hotels’ Global 

Review Index™ (GRI) and accomplish her business objectives. 

 

“We’re seeing the big brands moving in, and we’re a family run 

business”, McClure said. “Being able to become more digital and 

stay up-to-date with the latest tools for analysis and benchmarking 

is just fabulous.” 

 

She learned about ReviewPro from a sales phone call, and heard 

about ReviewPro’s GRI™ – the online reputation score for hotels 

based out of 100 that’s based on guest ratings from more than 

100 review sites and OTAs such as TripAdvisor, HolidayCheck 

and Booking.com. 

 

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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Making the business case for ReviewPro (II) 
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“They understood that responding to reviews is very important”, 

McClure said. “They had already been at No. 1 for a year. They 

could see the traffic that was being driven to their website from 

TripAdvisor was huge and the conversion rate was huge. They 

already had this real focus on TripAdvisor and what reviews 

could do for them in terms of marketing”. 

  

“When I got the call from ReviewPro, I knew this was 

something”, she said. “I presented the business case to them 

and they said this is going to save us so much time. In terms of 

competitive benchmarking, tracking and monitoring everything, 

it gives you more data and insight and gives us the ability to 

make those strategic decisions based on that insight.” 

 

Ultimately, she saw ReviewPro’s dashboard and functionality 

as a way to give her managers a 360-degree view of guest 

satisfaction. Convincing senior management to make the 

investment wasn’t difficult. 
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ReviewPro saves time when responding to 
reviews – and catches all of them (I) 
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First and foremost, ReviewPro helps Skene House hotel 
managers work more efficiently as they respond to each review, 
which is company policy. They can see their property's reviews at 
glance and easily prioritize those that need to be addressed. 

 

“Our managers will respond personally to every review, so 
definitely ReviewPro has saved them time”, she said “They were 
going on to every site individually.” 

 

Before ReviewPro, McClure used to step in when help was 
needed, but “now I have do that less often because they are able 
to save time and see it all at a glance.” 

 

Not only can Skene House’s managers respond to reviews more 
quickly, but they can now do a better job finding more of them. 
This is key in ensuring that a hotel’s online reputation takes on a 
global perspective, reflecting the voice of people from around the 

world and across multiple online channels.  
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Previously, management also missed reviews written in 

languages other than those they knew. 

 

“They absolutely love clicking that “translate” button to see 

what people are saying about them in foreign languages”, 

she said. 

 

The hotels’ biggest markets are Norway, Germany and the 

U.S., so the translation functionality is crucial for a large 

portion of reviews not written in English. “We want to offer 

(all customers) what they expect”, she said. Recently, 

Skene House HotelSuites added much more variety with 

an expanded offering of fresh local produce to appeal to 

international expectations. 

 

ReviewPro saves time when responding to 
reviews – and catches all of them (II) 
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ReviewPro shines light on problems worthy of 
action 
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Because the goal for McClure’s company is to keep all of 

its properties as high in TripAdvisor’s rankings as possible, 

one of her biggest priorities was investigating why the 

Skene House Rosemount location “lagged” behind its 

sister properties at No.4. 

 

The property's GRI is already an outstanding 93% and 

appears to be rising, but they’ve since set the goal to a 

staggering 95% in a market where rivals have GRI scores 

of around 83% to 85%.  

TripAdvisor: How to 
Improve your Hotel 

Ranking 
 

On TripAdvisor, one of the internet's 
most powerful Online Travel 
Agencies (OTAs), ReviewPro 
explores how hoteliers can improve 
their ranking & guest reviews 

Watch Webinar 
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Semantic analysis reveals need to take action 
on the décor (I) 
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In the past few months, McClure has 

used ReviewPro’s Sentiment Analysis 

functionality to gain invaluable business 

intelligence.  

 

This function aggregates all reviews that 

mention a specific key word such as 

“bed,” “room,” “staff,” “service” and “Wi-

Fi.” The software reveals the key word 

highlighted in yellow for fast and easy 

reading. Users can then sort hundreds of 

mentions by positive and negative 

mentions to quickly see what’s being 

criticized or praised – with context from 

the full review. 
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Semantic analysis reveals need to take action 
on the décor (II) 

Skene House Rosemount stands out from its sister 

properties as the most contemporary, yet Semantic 

Analysis revealed that some guests were dissatisfied with 

its style. 

 

“One of the things that we’ve noticed since taking on 

ReviewPro is that there are a few comments about the 

décor”, she said. “ReviewPro helped us acknowledge 

that. Seeing it there in black and white made a difference, 

and seeing what all our guests are saying helped senior 

management make decisions in the boardroom.” 

 

In 2014, management will begin to refurbish a block of 

suites – with a focus that was identified using ReviewPro. 

“From some of our French guests and some Germans, we 

get comments about the carpets. It’s a very British thing to 

have carpets in the hotel”, she said.  
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Semantic analysis prompts change at the 
breakfast table (I) 
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In October, Skene House Rosemount refreshed its 

breakfast buffet after identifying a trend among review 

writers, McClure said. It was a subtle trend that would not 

have been easy to catch without ReviewPro’s sentiment 

analysis function that highlights key words to allow for fast 

and easy reading – with the appropriate context. Careful 

examination of the word “breakfast” in reviews revealed 

that guests were bored with the offerings.  

 

“It hadn’t been changed for quite a while”, she said.  “We 

operate in a corporate market and have a very loyal 

following so we have some of the same guests week after 

week. So we changed it to give them variety and also to 

keep up with competitors.” 
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Semantic analysis prompts change at the 
breakfast table (II) 
 

Since Aberdeen is the energy capital of Europe, the 

serviced accommodation provider also caters to a good 

number of transient oil and gas workers who place a high 

value on a filling breakfast – if they can take it with them to 

work. The reviews, McClure noted, also revealed a desire 

for “express” style service such as check-in and check-out 

– and a to-go breakfast for busy professionals. “They want 

to be able to grab their breakfast and go”, she said. 

 

“By listening to their feedback in reviews and in-house as 

well, we’ve been able to make those changes”, McClure 

said, “the HotelSuites immediately saw an improvement in 

review mentions about breakfast." 
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Unexpected benefit: showcasing happy reviews 
lifts employee morale  

14 

While McClure is still working to make sure that the key 

players within the properties are using ReviewPro, 

monitoring reviews in a systematic way has already 

produced benefits she hadn’t expected. “It’s motivating 

the staff”, she said. 

 

When staff and managers are mentioned in reviews, the 

reviews are printed out and posted on a staff board for all 

employees to see. 

 

“That’s an offset that we didn’t really think about”, she 

said. “From a human resources perspective, the benefit is 

there.” 
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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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