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Introduction

3

Since launching in 2004, Facebook has grown exponentially 

year over year. Today it is the most popular social networking 

site in the world, with 1.49 billion active monthly users 

worldwide as of June 30, 2015. Sixty-five percent of users visit 

the site every day and 1.31 billion users visit from a mobile 

device. (Facebook, 2015).

Today, most hotels have a Facebook page, but many struggle 

with how to manage the platform, how to build and engage a 

community, and how to measure performance.

Whether you work for a small independent hotel, a hotel group 

or a big brand, in this guide we’ll show you how to make the 

most of your Facebook presence, from setting up your brand 

page and expanding your reach to tracking results. 

Note: Facebook tools and features are constantly evolving. For 

the most recent updates visit Facebook Help or Facebook for 

Business.
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While Facebook has yet to prove itself as a direct sales channel and will not replace 

your website as a promotional channel, its massive user base and powerful sharing 

capabilities make it an important part of your hotel’s digital marketing efforts. 

Moreover, as more travelers turn to Facebook to exchange trip information and 

advice, to share experiences and to connect with businesses, the social network has 

emerged as an important customer service channel too. 

By creating and maintaining a Facebook page, you provide a platform for travelers to 

learn more about your hotel. Much like your website, you can use your page to tell 

your hotel’s story and add descriptions, imagery and contact information to 

encourage travelers to book your hotel on their next trip. 

Unlike a website, which is more static, Facebook is a dynamic platform that allows you 

to connect with, network with and share content with Facebook users around the 

world, in real-time. When Facebook users interact with your page by liking, 

commenting on and sharing your content, by tagging photos and videos of your 

hotel, and by writing reviews, this activity can be seen by their friends, helping you to 

significantly expand your reach.

Why Have a Facebook Page? (1/2)
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Why Have a Facebook Page? (2/2)
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A Facebook page will help your hotel be found not only 

within the Facebook platform but also in search engine 

results. Facebook’s Graph Search turns Facebook into a 

search engine for friends, allowing users to search 

destinations and businesses that their friends have liked, 

checked in to, reviewed and tagged. The more of these 

mentions your hotel receives, the higher the likelihood 

that you will appear in search results. Moreover, this 

activity is more influential than advertising because it 

comes from people they know and trust. 

In short, Facebook is a hugely popular, dynamic channel 

that can help you build awareness of your hotel, connect 

with travelers, enhance guest service and drive revenue. 

But being successful requires focus, resourcefulness and 

an understanding of how Facebook works. 

Engage Advocates & 
Influencers to Promote 

Your Hotel Brand Online

Earned content (reviews, 
comments, imagery or stories 
posted about your brand) is 
extremely powerful. In this free 
webinar, our panel of experts 
show you ways to find, 
mobilize and incentivize 
advocates and influencers to 
promote your hotel on digital 
channels.

Watch Now

https://www.reviewpro.com/resources/engage-advocates-and-influencers-to-promote-your-hotel-brand-online/
https://www.reviewpro.com/resources/engage-advocates-and-influencers-to-promote-your-hotel-brand-online/
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Set Goals
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Setting up a brand page on Facebook is free and easy. Before you start, it’s important to identify goals and objectives to 

ensure you stay focused. Even if you already have an active page, it’s never too late to go back and clarify your goals.

A goal is a broad, far-reaching outcome you wish to attain. For hotels, typical Facebook goals may include:

Note: your Facebook “community” is the people who like your page, also called your fan base. Facebook defines 

“Reach” as the number of people your posts are served to and “Engagement” as the unique number of people who have 

liked, commented on, shared or clicked on your posts. 

Facebook 

goals

Promote your hotel 
and its services &

amenities

Build loyalty & 
advocacy

Drive traffic to your 
website 

Provide guest 
service 

Build & engage a 
community* of fans

Convert Facebook 
users to paying 

guests

Attract visitors to 
your page
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Set Objectives
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An objective is a specific, measurable outcome you wish to attain as part of reaching your goals. Examples of 

Facebook objectives may include those mentioned in the diagram below. It’s important to set specific numbers for 

each objective. You might decide to delay the setting of objectives until you have been active on Facebook for a while 

and have a clearer idea of the numbers you can achieve. In the “Tracking Performance” section we look at ways to 

measure progress toward achieving your objectives. 

Facebook 

objectives

Increase community* by 
[number] fans per 

week/month

Maintain an average 
weekly/monthly reach* 

rate of [number]

Post updates [number] 
times per week

Maintain an average 
weekly/monthly 

engagement* rate of 
[percent]

Respond to comments 
and messages within 

[number] hours

Drive [number] 
Facebook users to 
website per month

Drive [number] bookings 
and/or [$] in revenue 

Increase or maintain 
Facebook review rating 

of [number] stars
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Allocate Resources
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How much time should your business dedicate to 

Facebook? There’s no real formula. Smaller hotels and B&B 

may spend an hour or less per week, whereas larger hotels 

and hotel groups may dedicate 10 or more hours per week. 

The amount of time your hotel dedicates to Facebook will 

vary according to:

• the size and style of your hotel or group

• your goals and objectives

• the amount of time and resources available

• the results you achieve over time

After a few months of maintaining an active page, you will 

develop a better understanding of the resources required 

and can adjust allocations as necessary.
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The Facebook 
administrator will be 

responsible for: 

Setting up & 
maintaining the 

page

Sourcing, creating 
& sharing content

Building & 
engaging the 
community

Monitoring & 
responding to 
comments / 

messages

Disseminating 
feedback 

internally

Analyzing 
performance & 

distributing reports 

11

Appoint a Facebook Administrator

Social media is best managed by a team, with staff 

members from several departments contributing content 

and ideas. This may include sales & marketing, public 

relations, front desk, the concierge, human resources, food 

& beverage and corporate office.

To maintain consistency, adherence to brand standards and 

guest service standards, appoint an individual to act as the 

administrator or “gatekeeper” responsible for vetting and 

posting all content. 

Some hotels choose to appoint a full-time social media 

manager, whereas others outsource responsibilities to an 

outside agency. Regardless of the setup you choose, it’s 

important to ensure that duties are covered in the absence 

of the administrator. 



Managing Guest Satisfaction Surveys: Best Practices

Setting Up a Page
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Create a Business Page

In order to create a business page, you will first need to 

create a personal profile. Once you have set up a profile, 

use your personal credentials to log in and then visit the 

Facebook Page Basics site to create your page.

If your hotel is part of a brand or group, you may decide 

to create a brand page as well as a separate page for each 

property. Typically, corporate office manages the brand 

page and on-property staff members manage hotel pages, 

with input from corporate on brand standards and 

content. For some hotel groups, corporate office chooses 

to manage property pages too or to have a brand page 

only. 

In any case, it’s essential to maintain close cooperation 

and communication and to share content and ideas 

between corporate office and property staff to ensure 

quality and consistency. 

If you’re creating a hotel page, choose the “Local Business 

or Place” option and select the “Hotels” category. If you’re 

creating a page for a brand or hotel group, choose 

“Company, Organization or Institution” and 

“Travel/Leisure” category. 

You will be prompted to provide information about your 

business, including categories, descriptions and a profile 

photo. Provide as much information as possible, including 

a good description of your hotel, contact information and 

links to your website and social media channels. This 

information will help people find your page on Facebook 

and find information on your page. Keep this content 

consistent with your website and other marketing 

channels.

https://www.facebook.com/business/learn/facebook-page-basics/
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Manage Your Settings

Once you have completed your profile, click the “Settings” 

tab to manage your settings. Go through these options 

carefully to ensure that your page is set up properly from 

the outset. Under “Visitor Posts”, you can specify whether 

people can publish to your page. If you are concerned 

about spam or inappropriate posts, select the option to 

review posts before they are published. Then go to 

“Notifications” to set up alerts of page activity. 

Now go to the Page tab and click About and Page Info to 

review the information and add any missing details. Next, 

click “Add a cover” to upload a banner photo. You can 

change your cover and profile photos from this page at 

any time. For information about dimensions visit the 

Profile Picture and Cover Photo page in the Help Center. 

To add additional imagery, click the Photos and Videos 

tabs. 

Be sure not to publish your page until it is ready for public 

viewing. If you accidentally publish it, go to Settings and 

edit Page Visibility. Once your page is ready for public 

viewing, go to Page Visibility to publish your page. 

https://www.facebook.com/help/492441920771107/
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Maintain Your Page 

After you have created your page, you can manage it by 

signing in, clicking “Manage Page” and specifying which 

page you wish to manage. If you manage multiple pages, 

be sure to sign in under the right user name before 

posting and making comments. Always make sure you are 

signed in as your page before posting business content 

and as yourself before posting personal content. 

Much like your website, you should monitor and maintain 

content on your Facebook page over time to ensure that 

descriptions, contact information, photos and other 

information are always up to date and accurate.

At the top of every page you will find seven tabs: Page, 

Messages, Notifications, Insights, Publishing Tools, 

Settings and Help. To create a post or schedule a post to 

appear later, go to the Page tab or Publishing Tools tab. 

We discuss publishing guidelines in the next section.  

To manage your page from a mobile device, download 

the Pages Manager app (available on Itunes App Store and 

Google Play Store)

View on Android Phone View on Iphone

https://itunes.apple.com/us/app/facebook-pages-manager/id514643583
https://play.google.com/store/apps/details?id=com.facebook.pages.app
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Facebook Applications 

You can add a variety of applications to your Facebook page as well as connect other social networks, including Twitter 

and Instagram. To add an app, search the app feed and click the desired app. You can also add a TripAdvisor app to 

highlight your reviews and encourage Facebook fans to write reviews. Companies like Leonardo build customized 

Facebook apps for hotels that allow users to check out rooms, rates and availability from your page. 

Pestana Hotels & Resorts

Ascott The Residence

Kempinski

Thon Hotel Opera 

http://www.tripadvisor.com/TripAdvisorInsights/n2329/add-tripadvisor-app-your-facebook-business-page
http://www.leonardo.com/products/vizlly/social/
https://www.facebook.com/pestanahotelsandresorts?fref=ts
https://www.facebook.com/Ascott.The.Residence?fref=ts
https://www.facebook.com/kempinskihotels?fref=ts
https://www.facebook.com/ThonHotelOpera?fref=ts
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Build Your Community 

Setting up a Facebook page is just the beginning. Now 

you need to build a community of fans and keep them 

engaged with interesting, relevant content. 

When Facebook users like your page, they become a fan—

part of your community. The more fans you have, the 

more opportunities to spread your messages. 

There are many ways to build your fan base. This includes:

• Ask friends to like your page

• Ask guests and clients 

• Ask employees, suppliers and industry partners 

• Add a Facebook icon to your website, promotional 

materials and guest communications

• Like other pages; often they will like you back

An opportune time to encourage guests to become fans is 

while they are onsite. Display signage and offer incentives 

to become a fan. This may include a weekly prize draw, 

free Wi-Fi, an upgrade, a cocktail or an appetizer.  

Contests can be an effective way to boost your fan base. 

Be sure to target guests, clients and prospective guests; 

otherwise you risk attracting fans who have no interest in 

your hotel. Rather than simply ask contest entrants to like 

your page, ask them to interact with you in some way, 

such as posting an image or sharing a story related to your 

hotel or destination or voting on topics like the best local 

bars and restaurants. This may reduce the quantity of 

entrants but will increase the quality. 

Note that unlike personal profiles, any visitor can see 

public content on a brand page, so your audience can be 

significantly larger than those who like your page.
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Engage Your Community

Maintaining a Facebook page means posting content and 

interacting with fans on a regular basis. When people like, 

comment on or share your content, it shows up in their 

News Feed, and their friends may see it too. People are 

more influenced by friend activity and advice than by 

marketing messages. So the more users interact with your 

content, the greater its reach and influence.

Recent updates to Facebook’s News Feed algorithm have 

made it difficult for brands to reach fans. The News Feed 

is the stream of posts users see on their home page from 

the people, pages and groups they follow. Users do not 

see all posts from everyone they follow. An algorithm 

decides which posts they see and in what order based on 

the user’s connections and activity on Facebook. 

The News Feed shows content that Facebook determines 

matters to the user most. Facebook maintains that users 

do not want their feeds cluttered by brand messaging, so 

they limit the volume and frequency of these posts. 

According to Facebook, “Pages that post promotional 

creative should expect their organic distribution to fall 

significantly over time.” (Facebook, 2014.) If businesses 

want guarantees that users will see their posts, they must 

pay to boost them. We discuss paid options in a later 

section. That said, the more engagement your organic 

(unpaid) posts receive, the higher their reach. 

Source: techcrunch

http://newsroom.fb.com/news/2014/11/news-feed-fyi-reducing-overly-promotional-page-posts-in-news-feed/
http://techcrunch.com/2014/04/03/the-filtered-feed-problem/
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Engagement Guidelines 1-3

Here are 15 guidelines for creating effective content on 

Facebook. 

1. Know what to post: Focus on posting content that your 

community will find interesting and shareable and that is 

relevant to your hotel and destination. Keep in mind that 

people scan the News Feed and are often on mobile 

devices. Keep text minimal and feature eye-catching 

photos and videos. Use Facebook Insights to track the 

performance and focus efforts on those that generate the 

best results. 

2. Know when to post: How frequently you post will 

depend on the size and style of your hotel as well as the 

resources available. If you post too often, you risk losing 

fans or having them block your content. If you post too 

seldom, you risk being forgotten. As a rule, post no more 

than a few times per day and no less than few times per 

week. Experiment with the time of day and day of week to 

determine when the most engagement is generated. 

Typically, the highest volume of brand posts takes place 

during business hours, so messages are often missed 

during that time. Try posting on weekends and weeknights 

to see if you get a higher response. If you schedule posts, 

be sure to monitor comments.

3. Be customer service oriented: Facebook is an 

extension of on-property service, a channel for helping 

guests plan their stay, connect with you onsite and keep in 

touch post-stay. Ensure that contact information on your 

page is complete so that people can get in touch with you 

easily using their preferred method. Given the public nature 

of Facebook and the ease of sharing, it’s important to be 

vigilant about monitoring and responding to comments 

and enquiries. Set up notifications and check the Messages 

and Notifications sections of your page regularly. When 

you receive feedback, share it with applicable staff and 

ensure appropriate action is taken. 
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Engagement Guidelines 4-6

4. Be responsive: Strive to respond to comments and 

enquiries as quickly as possible, ideally within the hour and 

no longer than one business day. If you don’t have an 

immediate answer, let them know you’re looking into it. If 

you receive a complaint, thank the person for the feedback, 

offer apologies, and say how you are following up. If 

possible, take the conversation into a private environment 

by sending a direct message or offering to contact them by 

phone or email. 

As a rule, engage and appease detractors, thank your 

advocates and ignore trolls—people who post off-topic or 

offensive comments intended to provoke a reaction. Avoid 

deleting comments unless they’re offensive, off-topic or 

spam. To hide a comment, hover your mouse over the 

comment and click the X. 

5. Be helpful and resourceful: Today, many people go to 

Facebook to make inquiries with hotels rather than pick up 

the phone or send an email. In addition to providing quick 

answers to inquiries, be proactive by posting content that 

answers common questions and helps travelers plan their 

trips. This may include information about local activities, 

restaurants, events, weather, services and on-property 

offerings.

6. Ask questions: Rather than always push content out, 

engage your community by asking questions, seeking 

information and requesting opinions. Use Facebook to 

crowd-source ideas about new amenities, services and 

policies. Not only will you benefit from multiple 

perspectives, your fans will feel like part of the solution. 
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Engagement Guidelines 7-8

7. Encourage guests to post about your hotel: Consider 

placing signage on property to encourage guests and 

visitors to check in on Facebook, to like your page and to 

post reviews, comments and images. Some hotels 

designate a selfie spot on property with a great view or a 

unique backdrop to encourage guests to post and tag 

photos. Tools like Flip.to offer incentives to guests to share 

upcoming stays with their social networks. 

8. Pin and highlight important posts: Use the pin feature 

to move a popular or important posts to the top of your 

timeline so that it’s the first post that visitors see. This may 

include special offers, packages, new services and 

amenities or property news. To pin a post, click the down 

arrow to the right of the post and select “Pin to top”. You 

can also select the “Highlight” option to make the post 

stand out. Note that pins stay valid for one week; if your 

promotion ends sooner, be sure to unpin the post.  

Selfie Space in lobby at Hotel 1888 in Sydney

Selfie Mirror at Meliá Sol Wave House in Mallorca

Selfies
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Engagement Guidelines 9-13

9. Personalize: People relate to other people more than 

faceless brands. Let them know there’s a person behind 

your brand by including your name and title on select 

posts. This is especially important when dealing with 

complaints. 

10. Respect privacy: People can be sensitive about how 

their personal information is handled. If you check 

Facebook profiles to get to know guests better, be 

discreet about how you use the information. As a rule, use 

only information they have knowingly provided, and never 

disclose information that isn’t public.

11. Support and cross-promote other channels, 

affiliates and partners: Use Facebook to promote your 

website content, blog posts, packages, special offers, 

industry news and local news. If your hotel is part of a 

brand or group, work together to share content and 

support one another’s efforts. The same goes for your 

local tourism bureau, marketing affiliates and local 

businesses.

12. Reward followers: A top reason why people follow 

brands on social networks is to gain access to discounts 

and promotions. Don’t disappoint them. Where practical, 

offer exclusive rates, early access to promotions and 

premium services. Be careful not to be overly promotional 

in posts. Alternate promotional posts with posts that 

provide helpful information, that entertain and that pose 

questions to followers. 

13. Create a content calendar: To stay organized and 

consistent, create a weekly or monthly content calendar 

of topics. Plan posts around holidays and special events.
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Engagement Guidelines 14-15

14. Be targeted: Rather than share all posts with all people, 

you can target specific groups of fans based on location, 

gender, age and language. For example, if you want to share 

a Spanish message with Spanish-speaking fans only, click 

the globe icon beneath your post and click “Limit audience 

by demographics” to specify Spanish as your target 

language. If you’re offering a special promotion for local 

residents only, specify the local region, and it will show up 

only in the locations you selected.

15. Have a social media policy and guidelines: A social 

media policy is a code of conduct to guide employees in 

social networking activity related to the company. Having 

one in place will help lower the risks of staff posting 

inappropriate content, offending others, damaging your 

hotel’s reputation and causing legal issues. At the same time, 

it will encourage employees to support your efforts in social 

media by clarifying parameters.
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Profile: Facebook Power Page

Despite having only 450 rooms and being open only a few 

months each year, Ushuaïa Ibiza Beach Hotel, part of 

Palladium Hotel Group, has attracted over 577,000 fans 

and 309,000 check-ins on Facebook.

According to Guille Rodriguez, social media corporate 

manager, Palladium Hotel Group pursues a three-pronged 

strategy on Facebook of commerce, guest satisfaction 

and loyalty.

On any given day, up to 5,000 people come to the hotel’s 

club to see the world’s best DJs. “That’s thousands of 

potential ambassadors,” said Rodriguez. “We encourage 

them to tell their friends and make them jealous.”

Ushuaïa makes it easy by providing ID bracelets that allow 

guests and visitors to log on to Facebook at kiosks around 

the property. The bracelets also give them access to free 

photos and videos of themselves for sharing on social 

networks.

At Ushuaïa, listening, responding promptly and providing 

solutions are all part of enhancing guest satisfaction. “We 

learn from our guests. They are the best teachers,” said 

Rodriguez.

As for commerce, “We do sell through Facebook,” says 

Rodriguez. “It’s not a booking engine, but it can help make 

people more likely to book.” The company generates 

revenue through special offers and promotions and 

monitors conversion rates with tracking codes and 

Google Analytics. They also build loyalty by rewarding fans 

with exclusive offers. 

Make them feel special, and they are 

more likely to come again.

Guille Rodriguez, Social Media 
Corporate Manager

Palladium Hotel Group

“

https://www.facebook.com/ushuaiaibiza
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Facebook Reviews

Local Businesses are eligible to receive reviews and ratings from 

Facebook users. Logged-in Facebook users can post ratings and 

reviews of businesses that allow them by going to the Reviews 

section on the page’s Timeline, clicking the grey stars to give a 

rating, writing an optional review, and selecting the audience.

A page’s rating and the number of reviews are displayed on the 

Timeline page, and visitors can click to sort, read, like and 

comment on reviews. The rating is the average of all public star 

ratings a page has received. Note that only star ratings that are 

shared publicly (as opposed to friends only) are included in a 

page’s overall rating. 

According to Facebook, “The reviews that show on a Page may 

be different depending on who is viewing the Page. The order is 

based on a number of factors, such as when a review was posted, 

how much engagement it received, and whether someone 

visiting the Page is friends with someone who wrote a review.”

Request a Free 
ReviewPro Demo now

Monitoring Reviews

ReviewPro’s Online Reputation 
Management solution 
aggregates review data from 
175 OTAs, review sites and 
social media platforms in +45 
languages. 

For hotels, a positive reputation 
means exceeding expectations 
that can result in increased 
revenue. We make it easy to 
monitor, analyze, manage and 
improve your hotel’s reputation 
to increase guest satisfaction 
and drive revenue.

https://www.reviewpro.com/products/reputation-management-for-hotels/
https://www.reviewpro.com/products/reputation-management-for-hotels/
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Responding to Facebook Reviews

It’s a good practice to like and comment on your page’s reviews 

to show that you’re listening and you care and to thank your 

fans and advocates. While you cannot delete a review or rating, 

you can report a review if it doesn’t follow guidelines. According 

to Facebook, reviews must follow Facebook Community 

Standards, must focus on the product or service offered by the 

page and must be based on personal experience. Reviews that 

don't follow these guidelines may be removed. To report a 

review, click the down arrow to the top right of the review, click 

“I don’t like this review” and follow the instructions. 

If you wish to turn off reviews, click the About tab below your 

page’s cover photo, then click Page Info and edit your address. 

Below the map, uncheck “Show map, check-ins and star ratings 

on the Page” and click Save. 

For more information, visit the Ratings & Reviews section of the 

Help Center. 

https://www.facebook.com/communitystandards
https://www.facebook.com/help/434605260012677/


Managing Guest Satisfaction Surveys: Best Practices

Paid Options 



Managing Guest Satisfaction Surveys: Best Practices30

Paid Options 

Probably the biggest impediment to Facebook directing a 

high volume of bookings is intent. Most people go to 

Facebook to socialize, not to plan trips. That said, 

Facebook has emerged in recent years as a viable 

marketing channel, allowing businesses to put products 

and services in front of a mass audience. 

Moreover, the path to purchase is increasingly social, and 

more consumers are checking out hotel Facebook pages 

and inquiring with friends before making booking 

decisions.

To help boost reach, engagement, website traffic and 

booking inquiries on Facebook, there are a number of 

paid options. You can advertise to increase your fan base 

and to promote specials, news or your mobile 

application. , You can also target fans, friends of fans and 

specific groups within the Facebook community. 

Experimenting with paid options does not require a huge 

budget. You can specify how much you wish to spend 

per day or per advertisement, starting at as a low as U.S. 

$5. If you see results, you can increase your spend. 
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Boosting posts

If one of your posts is generating a lot of interest or 

booking inquiries, you might consider paying to boost it in 

order to reach an even larger audience. Boosting means 

paying to put posts in front of more Facebook users. 

Consider setting aside a modest budget to boost select 

posts, especially those that drive leads, revenue and fans. 

You can target groups of fans based on keywords, 

location, age, and other factors and friends of fans and 

non-fans based on location, age, gender and interests. 

Monitor performance and adjust as necessary.

To boost a post, click the “Boost Post” option when 

creating a post and specify your target audience, budget, 

duration and payment details.
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Facebook Advertising 

Facebook allows you to place advertisements within user 

news feeds and in the right column on desktop home 

pages. You can target users based on location, 

demographics, interests, behavior and connections. 

Custom Audiences can help you mine your databases for 

people who are on Facebook but are not yet fans of your 

hotel using their email address or phone number. You can 

upload a list of contacts from your property management 

system, email marketing database or promotional 

database. You can also retarget visitors to your website by 

placing ads in their news feed or on their home page. 

Lookalike Audiences can help you find Facebook users 

whose profiles are similar to your current fans or to the 

Custom Audiences you have created or that share certain 

traits like location, age, gender and interests. 

The Facebook Ads Manager will help you target audiences 

based on demographics and psychographics, including 

geography, gender, age, interests and purchase behaviors. 
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Place Tips

Recently, Facebook began rolling out Place Tips, a system 

that detects people who are onsite or near a business 

using cellular networks, Wi-Fi, GPS and Facebook 

Bluetooth beacons. Businesses can send updates to their 

smart phones via Facebook.

The application has potential for hotels to draw patrons 

into restaurants and bars and to add incremental revenue, 

but availability is currently limited to regions in the United 

States, where Facebook has been sending free Bluetooth 

beacon devices to select businesses. Currently the system 

works on Apple devices only, but other systems are under 

development. 

Facebook has announced its intention to roll out Place 

Tips across the U.S. If successful, it is expected to bring 

the system to other parts of the world. For more details 

visit Facebook for Business.

Credit: Facebook

https://www.facebook.com/business/news/place-tips-for-businesses
https://www.facebook.com/business
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Tracking Performance

In order to determine the results you’re achieving on Facebook, it’s important to keep a close eye on your performance 

metrics. This takes us back to the first section of this guide, where we identified a number of Facebook objectives (see 

below). You can track your progress toward achieving these objectives using a variety of tools, including Facebook 

Insights, Google Analytics and ReviewPro. 

Facebook 

objectives

Increase community* by 
[number] fans per 

week/month

Maintain an average 
weekly/monthly reach* 

rate of [number]

Post updates [number] 
times per week

Maintain an average 
weekly/monthly 

engagement* rate of 
[percent]

Respond to comments 
and messages within 

[number] hours

Drive [number] 
Facebook users to 
website per month

Drive [number] bookings 
and/or [$] in revenue 

Increase or maintain 
Facebook review rating 

of [number] stars



Managing Guest Satisfaction Surveys: Best Practices

Facebook Insights

Facebook Insights provides a wealth of free analytics on 

how your page and posts are performing over time. You 

can access it on your administration page by clicking the 

Insights tab at the top. 

The three main Insights metrics are Page Likes, Post Reach 

and Engagement. Click each of these links for a detailed 

breakdown of performance in each area. 

Here are a few numbers to keep an eye on:

• Under the Likes tab, see a breakdown of where people 

liked your page. 

• Under the Reach tab, track the number of likes, 

comments and shares your page receives over time. See 

how many people have hidden your posts, reported 

posts as spam and unliked your page in order to 

determine which type of content to avoid posting. 

• Under the Visits tab, track how many times each of your 

page tabs is viewed and where the users are from.  

• Under the Posts tab, view a history of your posts to see 

which were popular and which were not. 

• Under the Videos tab, track the performance of the 

videos you upload. 

• Under the People page, see the origin, gender and 

languages of your fans. 

• Pages to Watch allows you to track and compare 

performance with other pages. Track your competitors 

or hotels similar to yours in order to benchmark your 

own page’s performance. 

36
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Google Analytics

Google Analytics is a free tool that allows you to track 

visitor volume, referrals and behavior on your website. You 

will first need a Google user account and your web 

administrator must add a Google Analytics tracking code to 

your website pages. You can also add a tracking code to 

your booking engine to track traffic and conversions. 

Once you are set up, sign in to Google Analytics. Under the 

Acquisition tab you will find data related to social media. 

Key areas to track include:

• Network Referrals: which social media sites referred 

traffic to your website, the number of pages they viewed 

and how long they stayed. 

• Data Hub Activity: the most recent pages people shared 

on social networks, how and where they shared it, and 

comments they made.

• Landing Pages: where people landed on your website 

from social networks.

• Trackbacks: which sites link to your web pages. 

• Conversions: the value of traffic from social sources in 

bookings and revenue.

• Plugins: which content on your site is being shared on 

social networks.

• Users Flow: paths visitors from social networks take 

through your website.

http://www.google.com/analytics/
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Reporting

Create a weekly or monthly report summarizing your progress toward 

meeting each of your objectives. Share it with management and your 

social media team, and integrate key metrics into monthly and annual 

reporting. You can import data from each of the above-mentioned 

sources into Excel spreadsheets, .csv files and other file types.

Facebook 

Click the Export tab on the top right of your admin page. 

Google Analytics

Click the export tab on the top left of any data page.

ReviewPro

Click the Export Data button on the top center of any page on your 

Social Media dashboard. 
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About Us

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 Guest 

Satisfaction Surveys (GSS), which enable clients to obtain a 

deeper understanding of reputation performance as well as 

operational/service strengths and weaknesses. We provide 

actionable insight to increase guest satisfaction, rankings on 

review sites/OTAs and ultimately revenue.

The company offers the industry-standard Global Review 

IndexTM (GRI), an online reputation score, which is used by 

thousands of hotels worldwide as a benchmark for reputation 

management efforts, based on review data collected from 

more than 175 online travel agencies (OTAs) and review sites in 

more than 45 languages. More than 30,000 hotel brands 

worldwide are currently using ReviewPro’s solutions. 

Request a Free 
ReviewPro Demo now

Learn More

The leading source of Guest Intelligence
best practices and insights for the 
hospitality industry

Visit our Resource Hub
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https://www.reviewpro.com/products/global-review-index/
https://www.reviewpro.com/resources/
https://www.reviewpro.com/resources/
https://www.reviewpro.com/#demoblock
https://www.reviewpro.com/#demoblock
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www.reviewpro.com
info@reviewpro.com

@reviewpro
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