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GOOGLE: GATEWAY TO TRAVEL 
PLANNING 

With an estimated global market share of 92.3%, 
Google is the number one search engine in the 
world and a major gateway for online travel planning. 
(Statscounter, 2018). With tools like Search, Maps and 
Reviews, Google helps travelers discover new 
destinations, find the ideal accommodation, and seek 
out the best offers. 

Recently, Google has updated its travel products and 
introduced some exciting new features. For hoteliers, 
it’s essential to stay on top of these changes in order 
to ensure that the content travelers find on Google 
is an accurate and appealing representation of your 
property and brand.
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http://gs.statcounter.com/search-engine-market-share
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While there are many ways to enhance your presence 
on Google, including SEO and paid advertising, in this 
guide we focus on three key areas:

• Navigating changes to Google’s hotel
 search design

• Managing content on your Google My 
 Business listing

• Understanding changes to Google Reviews

Along the way, we’ll share the latest news and 
updates from Google as well as trends, tips and tools 
from ReviewPro to help you increase visibility, 
bookings and guest satisfaction. 
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THE NEW LEADER IN HOTEL REVIEW 
VOLUME 

If you’ve noticed a spike in Google reviews of your 
property recently, you’re not alone. A ReviewPro 
analysis of over 22,000 hotels around the world found 
that Google reviews increased by 309% from 2016 to 
2017 and by an additional 114% from 2017 to 2018.

By comparison, Expedia review volume increased by 
54% in 2018, whereas Booking.com increased by 13% 
and Hotels.com by 10.5%. Meanwhile, TripAdvisor 
review volume went down by almost 10%.  

When it comes to review market share Google 
represented an incredible 37% of review volume in 
2018, more than any of the 166 review sources 
surveyed—including TripAdvisor, whose market share 
has shrunk to 12%.

Source: ReviewPro Online Review Market Share Study, 2018. Data set: reviews 
posted between January 1 and October 31, 2018 of 22,286 3, 4 & 5-star hotels in 
regions around the world.
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THE TIDES HAVE SHIFTED

This isn’t to say that TripAdvisor is no longer 
important. Travelers still flock to TripAdvisor to 
read reviews and inform their booking decisions. 
And whereas a large proportion of reviews on 
Google and OTAs are ratings only, all TripAdvisor 
reviews include commentary, providing deeper 
insights for both hoteliers and travelers. 

Further, while the Popularity Index (now called 
Traveler Ranked) is less prominent on TripAdvisor 
today, having been displaced by Best Value as the 
default sorting option, it remains a popular and 
important benchmark of quality. 

Nevertheless, with the rollout of its new social travel 
feed in late 2018, TripAdvisor seems to be placing less 
emphasis on traveler reviews and more emphasis on 
content from brands, travel experts and influencers.

Meanwhile, Google has enhanced its review product, 
making reviews more integral than ever to the search 
experience and actively encouraging users to review 
businesses.  

VS.
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POLL: HOW BEST WOULD YOU DESCRIBE YOUR 
COMPANY’S APPROACH TO GOOGLE REVIEWS?

HAVE HOTELIERS ADJUSTED THEIR REVIEW 
STRATEGY?

Despite this shift, many hoteliers still obsess over 
TripAdvisor, sometimes to the neglect of Google 
and other review sources. During our recent 
webinar, Everything You Need to Know About 
Managing Google Reviews, only 20% of attendees 
said they have a clear Google review strategy, and 
15% said they do not manage Google reviews at all. 

We don't have a strategy but do manage Google reviews 

We have a clear strategy in place 

We monitor and respond when we can 

We don't currently manage Google reviews

46% 20% 19% 15%

We don't have a strategy
but do manage Google

reviews

We have a clear strategy in
place

We monitor and respond
when we can

We don't currently manage
Google reviews

https://www.reviewpro.com/resources/managing-google-reviews/
https://www.reviewpro.com/resources/managing-google-reviews/
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During the webinar, our special guest Cliff Galitz, 
Partner Development Manager at Google, explained 
some of the recent changes to hotel search design. 
At Google, Galitz works on the business development 
team supporting Google’s travel products with 
content and commerce partnerships, most recently 
focusing on hotel search. 

Google’s mission for travel products is to be the 
trusted place where travelers go for the most useful 
information to make fast, effortless decisions—to 
provide good answers across all surfaces, no matter 
where people are looking for them.

CHANGES IN TRAVELER BEHAVIOR AND 
EXPECTATIONS

Specifically, on hotels and with the acceleration of 
mobile, consumers have increasingly been seeking 
immediate, relevant and assistive experiences.

HELPING TRAVELERS MAKE FAST, 
EFFORTLESS DECISIONS

To illustrate, here are a few highlights from recent 
Google research:

• Mobile searches for “where to go” have grown
 more than 60% over the past two years. This
 would include searches like “Where to go in 
 Italy”, “Where to go in January,” and “Where to
 go this weekend.” (Source: Google Data, U.S.,
 July-Dec 2015 vs. July-Dec 2017)

• Users are also looking for answers that are
 relevant to them specifically. Mobile searches
 that contain “events” or “attractions near me”
 grew over 500% over the last two years. 
 (Source: Google Data, U.S., July-Dec 2015 vs. 
 July-Dec 2017)

• Nearly six in ten U.S. travelers feel that brands 
 should tailor their information based on personal 
 preferences and past behaviors. (Source: Google/
 Phocuswright Travel Study 2017, Base: Leisure 
 ravelers: U.S.: n=857)
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THREE KEY GOALS

Google has three high-level goals for its travel products:

1. To be trusted. To provide comprehensive hotel
 itineraries with prices and room types for all   
 types of travelers. 

2. To be useful. To bring insights tips and photos to
 the forefront as well as user reviews. 

3. To provide a rigorous ad management platform 
 for hoteliers to enable booking as research is 
 completed. To be fast and effortless. To enable
 fast decision-making and easy booking when a 
 user is ready to make a purchase.

It’s important to keep these goals in mind when 
managing your hotel’s presence on Google. Is your 
content trustworthy, useful, and helpful for making 
fast, easy bookings?  
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If you’ve searched hotels on Google recently, you 
probably noticed a new design and lots of new and  
enhanced features. For travelers, this means a more user- 
friendly experience, with information and functions 
they previously had to visit other websites to access. 

For hoteliers, this means new opportunities to get your 
property in front of travelers and ensure they have the 
information they need to make a booking decision. 

In 2018 Google revamped both the background 
information servers as well as the front-end user 
experience design. As of late 2018, the new designs 
were being rolled out to users across various devices 
and geographies.

The changes are summarized below. To see how 
they impact your property, perform a Google 
search of hotels in your destination and check 
out the new features referenced.

SEARCH RESULTS PAGES

Front and center is a new search entry point to 
add utility beyond the three results users may be 
used to seeing in Google search for hotels. This 
includes some exploration pivots immediately on 
the search results page for users to help quickly 
find the most appropriate hotel, including a pivot 
for properties with higher user review scores.

NAVIGATING GOOGLE’S NEW HOTEL 
SEARCH EXPERIENCE
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HOTEL LIST

Once users are viewing a hotel list, they will notice a 
few major changes. First, the list layout has changed 
to help users browse recommended hotels more 
easily, and on the right-hand side the map view has 
been improved, showing more locations and prices 
in a concise geographic context.

Perhaps most importantly, at the top of the page 
there's a prominent filter panel allowing entry of 
destination dates and budget for the trip with a live 
hotel count as users filter down the results set by 
price, ratings, amenities and more.
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HOTEL PAGES

The redesign of the user experience provides an easy 
way to find lots of great information about any hotel. 
Improving content and information ordering on the 
hotel pages makes choices easier and faster. 

Through tabs at the top of the page users can read up 
on a specific hotel like its neighborhood and location, 
flip through photos that are user-generated and from 
the property, peruse hundreds of reviews from around 
the web, and search those reviews based on a topic 
like air conditioning.
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LOCATION SCORE

One new feature on the summary page is a location 
score. Using information from Google Maps, the score 
summarizes the hotel location relative to popular 
points of interest, including sightseeing, dining and 
nightlife, public transit and shopping. Also included is 
an editorial description of the neighborhood. Google 
intends to expand its coverage of this sort of content.
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ABOUT TAB

The About tab shows details of the property with an 
editorial description that helps users know a bit more 
about what to expect there. The highlight section 
below it distills information from many sources to 
quickly summarize key property attributes. 

Next come some of the factual attributes that can be 
verified and edited by the manager of the Google My 
Business listing for the property. For example, an 
airport shuttle or a fitness center. This amenity list 
was recently expanded, and Google plans to 
continue to grow this capability to include many 
more categories for hotels, including room level 
attributes. The goal is to be able to answer more and 
more complex queries from users.

GOOGLE PHOTOS

The Photo page functions in a similar manner where 
users can filter by images from the property or 
user-generated content. Filters for the photos can 
also narrow all the images to particular classes such 
as rooms, the exterior or amenities like the pool or 
fitness center. Hotels can submit photos and videos 
via the GMB platform, which helps the property 
feature their preferred views of the property. Users 
can also submit photos. 

GOOGLE REVIEWS

There are several important changes to the Google 
Reviews product, which we discuss in the next section. 
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DRIVING RESULTS

Google has seen tremendous user response to the 
new content and design, including significant uplift in 
user happiness and a doubling of review and photo 
views. There are also early indications of a significant 
increase in both clicks and room bookings.
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After that, you can manage your property’s profile by 
signing in to Google and visiting the GMH dashboard. 
This includes adding contact info, descriptions,  
location and amenities, uploading imagery and virtual 
tours, responding to reviews, viewing basic analytics, 
and more.  

Google My Business is a free tool that helps 
businesses manage their presence across Google, 
including in Search and Maps. By verifying and editing 
your business information, you can help users find 
your hotel on Google and learn about its location and 
offerings. Even if the information you provide does 
not appear directly on Google, it helps Google 
understand more about your business and provide 
relevant search results.

It is therefore essential to keep the information on your 
listing up to date and accurate. Think of your GMB 
listing as a secondary website—it’s that important.

If you haven’t claimed your listing yet, start by 
searching your property on the Google My Business site. 
You’ll need to go through a verification process to prove 
that you’re an authorized representative of business.

MANAGING YOUR GOOGLE MY 
BUSINESS LISTING

https://www.google.com/intl/en_us/business/
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WHAT’S NEW WITH GOOGLE REVIEWS 

With recent increases in volume and enhanced 
features and visibility in Google products, reviews play 
a more pivotal role than ever in the Google ecosystem. 
During the webinar, we asked attendees about their top 
challenge when it comes to Google reviews. 

POLL: WHAT'S YOUR BIGGEST CHALLENGE WITH 
GOOGLE REVIEWS? 

Recent changes to Google reviews are 
summarized below. 

WHERE ARE ALL THE REVIEWS COMING FROM?

Reviews are a feature of the Maps platform and 
Google has invested heavily in empowering maps 
users to contribute their local knowledge to make the 
product even better for themselves and for other 
users. Any user can add a missing place or correct 
business information from Google Maps and Search.

Google’s Local Guides program allows users to earn 
points and unlock rewards in return for editing content 
and submitting reviews of the places they’ve visited. 
The program counts over 60 million local guides.
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Google also prompt users, especially via Google 
Maps and using location history, if they've been to a 
business to leave a review. A page in Maps displays 
some of the businesses the user has listed, and 
Google asks for reviews in that manner as well. 
Google may prompt users with brief questions like 
“Is there an accessible entrance?” or “Does this place 
take credit cards?” These Q&As help round out 
business listings.
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NEW AND ENHANCED FEATURES

Google reviews are part of the overall Maps ecosystem 
and achieve a tremendous amount of user engagement. 
Google Maps is constantly improving, with more than 
25 million updates made each day throughout the 
world, according to Google.
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Here’s an overview of recent updates to the Reviews 
tab on hotel pages: 

• Review Summary. The Reviews tab shows at the  
          top an upper histogram and summarizes the  
 reviews and ratings submitted directly by Google  
 users.

• Reviews on Other Travel Sites. Part of the  
 changes include featuring reviews from other   
 sources in addition to reviews from Google users.  
 Below the rating summary there's a 
 complementary section with data from select  
 third-party partners with quality content that is  
 trusted and valued by users. 

 Reviews are one of the most valuable 
 information sources for travelers when they   
 search for hotels, according to Google. The  
 company is constantly looking for ways to 
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 improve the user experience and believes 
 that the inclusion of reviews from its partners 
 helps users make an effective decision on   
 where to stay.

• Ratings by Traveler Type. This section shows  
 a summary of review scores segmented by      
 traveler type that's provided via license from   
 reviews around the web. At the bottom of the
  page users can scroll down to read complete  
 review text from these sources.

• Review Search.  Users can also search
 reviews to find any reviews that mention a
 particular topic of interest such as the pool,
 a local transit station, or a nearby point of 
 interest. There's advanced sorting and 
 filtering on this search so users can quickly 
 find the most relevant review content from 
 Google and partners.

WRITING A REVIEW

From the user’s perspective, if you click to write a 
review of a business you’ll find more changes here 
too, including visuals to guide you along the
review process. 

With the new review flow Google provides guidance 
to the user on what a particular star rating might 
imply. Users are encouraged to leave a written 
review in addition to the star rating. Google provides 
some visual encouragement to help the user keep 
writing and provide photos or videos of the 
property. Users are also asked to provide some 
context on their stay and some more granular 
scoring—for rooms vs. service, for example.

The intention of these changes is to continue to 
improve user engagement and provide more
insight to other users as they search for hotels. 
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WHICH CONTENT AFFECTS RANKINGS?

According to Google, review and photo content is 
clearly valued by users, and as a result this content 
plays into how search results surface on Google—
something hotel managers should be aware of.

Hotel search is an organic experience, and Google 
uses machine learning to find the most relevant 
hotels for every user search. The model takes into 
account many organic factors, including location, 
but also customer ratings and the overall availability 
of useful information in the listing.

As for management responses, there's no direct 
correlation between responses and positioning, 
according to Google. Yet there are many other 
benefits to providing thoughtful, meaningful 
responses, particularly in the case of negative 
comments.

MANAGEMENT RESPONSES

Despite the spike in review volume, hoteliers 
are managing to keep up with management 
responses. A ReviewPro study of over 22,000 
hotels around the world found that hotels 
responded to 42% of respondable reviews on 
Google in 2018. The rate is consistent with 
other major resources like TripAdvisor (45%) 
and Booking.com (41%). (“Respondable” reviews 
contain written text and allow a management 
response.) 
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BENEFITS OF REVIEW VOLUME

Review volume can have positive impact on a 
property’s visibility too. With the new reviews search 
feature, more reviews may naturally lead to better 
information from guests that is important and 
helpful to other users. Users will also want to see 
recent reviews, so it helps to have a steady inbound 
flow of reviews.

HOW AND WHEN TO DISPUTE A REVIEW

In addition to educating users on what makes up 
a good review, Google does some moderation to 
block, for example, profane reviews or other 
violations of Google policy. While Google stresses 
that responding to reviews is the best way to engage 
with guests and try to correct misinformation in a 
review, businesses also have the option to flag an 
inappropriate review that violates Google policy to 
Google My Business or on Maps.

Here are three simple ways hotels can 
improve review content displayed on Google:

• Ask guests to leave a Google review     
 through satisfaction surveys like those        
 from ReviewPro. (For more information,  
 see the last section of this guide.)

•        Include a link to leave a review on 
          correspondence to guests. 

• Use the Google My Business platform              
 to respond to user reviews. 
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Before doing so, check Google's policy and flag only 
reviews that violate policies. Don't flag a review just 
because you disagree or don't like it. Google doesn't 
get involved when merchants and customers 
disagree about facts because there's no reliable way 
to discern who might be right or wrong about a 
particular customer experience.

If you feel there's some legitimate reason why a 
review should not apply to your business, you can 
flag it for removal, in which case it should be 
evaluated and potentially removed. Be patient. It can 
take several days for reviews to be assessed.

Note too that outdated photos submitted by users 
that are no longer relevant can also be flagged for 
removal.

For more information about Google’s review policy, 
click here.

GOOGLE’S QUESTIONS & ANSWERS FEATURE 

Recently, you may have noticed that Google 
users have posted questions about your hotel on 
your listing. In Google Maps users can ask and 
answer questions about places and businesses, and 
business owners and others can respond.

The manager of your GMB listing will receive 
notifications about new questions. Note that Google 
users can respond to the questions too, so it’s 
important to monitor answers and respond 
quickly and thoroughly. The answers can provide a 
great living FAQ about your business. 

Similar to reviews, inappropriate or irrelevant content 
can be flagged for possible removal.

https://support.google.com/contributionpolicy/answer/7445749?hl=en&ref_topic=7422769
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MORE CHANGES TO GOOGLE LISTINGS

Finally, there are two more recent changes that
hoteliers should be aware of:

• Many hotels also include independent lounges,
  restaurants, retail outlets or similar businesses. 
 Separate listings can be created for many of 
 these entities with a note that they are located
 inside the hotel. 

• A business listing can now be created up to 90 
 days before a hotel opening, allowing it to 
 appear in search and potentially drive bookings
 before your opening day.
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MANAGING GOOGLE REVIEWS WITH 
REVIEWPRO 

Similar to other review sources, the key to success 
with Google reviews starts with a clear strategy that 
comprises the following elements:

• Manage your Google My Business listing 

• Monitor and respond to reviews

• Take action to fix problems 

• Set goals, including rating, review score, review
 volume and management responses

• Implement management response policies and
 guidelines 

• Monitor performance and compare to  
 competitors

• Share monthly progress reports with staff and
 incentivize them to reach goals



Managing Google Reviews with ReviewPro 26

REVIEWPRO’S TOOLS & FEATURES

ReviewPro offers a number of tools and features to 
help you manage Google reviews:

• Review Monitoring. Use ReviewPro’s 
 Review Tracking feature to monitor reviews
 from  Google and all other review sources from
 one dashboard. 

• Review Collection. ReviewPro has
 partnered with Google to allow clients who use
 our Guest Satisfaction Surveys solution to add 
 a review collection widget to surveys to boost 
 review volume on Google, TripAdvisor and 
 HolidayCheck.
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• Follow-up. With our Auto Case Management
 solution, you can set automated alerts to notify  
          staff of negative reviews and comments 
 about specific topics, thereby ensuring quick 
 wfollow-up on important feedback. 

• Management Response Strategy. Define
 your management response goals and 
 parameters to ensure that workflows, processes
 and reports align with your strategy. 

• Performance Measurement. In addition
 to tracking GRI™, department indexes and 
 management response rates, you can track 
 performance specific to Google, such as the 
 Source Index, Google rating and review volume
 for any given time period. 

• Competition. Use ReviewPro’s Competition
 dashboard to compare your performance to 
 competitors and find out what it will take to 
 outperform them. For hotel groups and brands, 
 take advantage of the Brand Competition 
 dashboard to benchmark, track and analyze 
 reputation at the brand level. 
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• Semantic Analysis. Drill down in the most 
 important areas impacting guest satisfaction.
 Track performance by category and concept 
 such as breakfast, technology or spa. 

• Review Distribution. Understand how the 
 review landscape changes over time, and how
 review distribution impacts your GRI and room
 demand. For example, if your ratings are 
 lower on Google than other sources, a surge in
 Google reviews may drive down your GRI. 

• New Feature! ReviewPro users now have the
 ability to respond to Google reviews without 
 having to leave the ReviewPro platform. This 
 exciting new feature will help you increase 
 efficiency, shorten response times, utilize saved
 templates and manage all responses on all 
 sources from one dashboard. 

To find out more about how ReviewPro can help 
leverage Google reviews to increase visibility, 
bookings and guest satisfaction, visit 
www.reviewpro.com to request a demo. 
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https://www.reviewpro.com/
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ReviewPro is the world leader of Guest Intelligence 
solutions, with more than 55,000 hotels in 150 
countries. Globally renowned brands like Radisson 
Hotel Group, Kempinski Hotels, Red Lion Hotels, 
and Mèlia Hotels International, rely on ReviewPro 
to consolidate all guest intelligence into one 
powerful platform.

The company’s cloud-based Guest Experience
 Improvement Suite includes Online Reputation 
Management, Guest Satisfaction Surveys, Auto 
Case Management, and an innovative Guest 
Messaging Hub. The tools and processes that 
ReviewPro provides enable hoteliers to proactively 
turn guest insight into action to prioritize operational 
and service improvements, deliver better guest 
experiences and increase guest satisfaction, online 
rankings, and revenue.

Click here to check out our messaging video.

ReviewPro’s Global Review Index™ (GRI), the
industry-standard online reputation score, is based 
on review data collected from 175 OTAs and 
review sites in over 45 languages. The GRI™ is 
used to manage online reputation by 
benchmarking an individual hotel or group of 
hotels, comparing results between properties or 
against competitors, and tracking the evolution of 
a hotel’s performance over time.

https://www.reviewpro.com/products/guest-messaging-hub/
https://www.reviewpro.com/products/guest-messaging-hub/
https://www.reviewpro.com/products/guest-messaging-hub/
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WHAT WE DO
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