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Managing Guest Satisfaction Surveys: Best Practices

Are guest satisfaction surveys still important in the age of 

social media and online review sites? Absolutely. In fact, 

they’re more important than ever before! By soliciting direct 

feedback from guests via electronic surveys, your hotel will 

gain valuable insights into how to keep guests happy and loyal 

– and you can increase online review volume at the same 

time.  

 

In this guide, we share best practices for managing guest 

satisfaction surveys. You will learn: 

 

•  Why guest feedback is important. 

•  Key differences between online reviews and guest surveys. 

•  Important considerations when designing guest surveys to 

ensure the highest response rate. 

•  The importance of analyzing and acting on survey feedback. 

•  Tips for responding to survey feedback. 

•  A case study of how Jurys Inn Hotels revamped its guest 

feedback program and is enjoying formidable results. 

Introduction 
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Why is guest feedback important? Listening to guests’ 

likes, dislikes and everything in between helps hotels to:   

  

•  Understand guests’ needs. 

•  Identify strengths to leverage in sales, marketing and 

revenue management. 

•  Identify areas that need improvement to stay 

competitive. 

•  Create dialogue and build relationships with guests. 

•  Increase guest satisfaction, loyalty and advocacy. 

•  Drive revenue and direct bookings. 

 

By implementing a structured, hotel-wide approach to 

collecting, analyzing and acting on guest feedback, you will 

increase guest loyalty and encourage them to promote 

your property, which will attract more bookings. This cycle 

of guest feedback will make a significant difference for your 

hotel, in terms of financial performance, guest satisfaction 

and employee morale.  

 

.  

COLLECT & 
ANALYZE 

FEEDBACK

ACT ON 
FEEDBACK

BUILD 
LOYALTY & 
ADVOCACY 

INCREASE 
BOOKINGS

The Importance of Guest Feedback 

The Cycle of Guest Feedback 
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There are many channels for collecting guest feedback and 

they can be divided into two types: solicited, which is 

feedback requested from the guest by the hotel; and 

unsolicited, which is voluntarily provided by the guest 

without prompting. 

 

One solicited channel is in person; for example, when front 

desk staff asks guests how their stay was at checkout. 

While this remains an essential touchpoint, fewer guests 

check out at the front desk these days so there is not 

always the opportunity to obtain feedback via this channel. 

 

An example of an unsolicited channel is when guests send 

an email or letter to management after their stay. However, 

this type of feedback is random and difficult to predict/

measure. Some hotels hire mystery shoppers to stay 

anonymously and evaluate the guest experience. Other 

properties place printed guest comment cards in rooms for 

guests to complete.  

 

All of these channels can provide helpful feedback, but the 

most popular and effective methods of collecting guest 

feedback today are online reviews and post-stay electronic 

surveys - also known as 

guest satisfaction surveys (GSS).  

Collecting Guest Feedback (1/2) 

Solicited Feedback Unsolicited Feedback 
Ask at checkout or during stay Guest comments to staff during stay 

Comment cards Post-stay letters and emails from 
guests 

Mystery shoppers Media coverage 

Guest satisfaction surveys Social media  

Online reviews*   

* Note that online reviews were originally categorized as 
unsolicited feedback but an increasing number of hotels now 
actively solicit them from guests.  
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Collecting Guest Feedback (2/2) 

?  Did you know? 
 
In the live poll during our 
webinar, over 50% of the 
hundreds of hoteliers in 
attendance indicated that 
they use printed comment 
cards to sol ic i t guest 
feedback.  

Guest Feedback Channels 
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Online 
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We do not 
formally 
measure 

guest 
satisfaction 

Which methods do use to measure guest satisfaction 
at your hotel(s)?  

(Check all that apply) 

In a live poll during ReviewPro's webinar "Managing Guest Satisfaction Surveys in the Age of Social Media" we saw the 

following results: 
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Today, online reviews and guest surveys have emerged as 

the two most popular means of measuring guest 

satisfaction. But which is more impactful and important? The 

answer is not a simple one, as it depends on your priorities. 

Here’s an overview of the key differences to consider.  

 

1.  Solicited vs. Unsolicited 

Whereas online reviews are typically unsolicited, guest 

surveys are always solicited, meaning the hotel requests 

feedback directly from the guest. This can affect the tone 

and focus of the feedback.  

 

2. Structured vs. Unstructured 

Whereas online reviews are structured to prompt guests to 

provide an overall rating as well as departmental ratings, 

commentary is unstructured, or free-flow. Guests can 

comment on whichever aspect of their stay they wish. On 

the other hand, guest surveys are structured. In addition to 

being asked to rate departments and attributes, guests are 

prompted with questions about specific aspects of their stay.  

3. Verified vs. Unverified 

Some online review sites do not require verification that the 

reviewer stayed at the hotel. Reviews can be anonymous if 

the guest chooses. Guest surveys, however, are only sent 

to verified guests.  

 

 

Online Reviews vs. Guest Satisfaction Surveys (1/3) 

Online Reviews Guest Surveys

Unsolicited feedback Solicited feedback

Unstructured Structured

Unverified Verified

Public Private

Written for Travelers Written for hotels 

Indirect Response Direct response

7 



Managing Guest Satisfaction Surveys: Best Practices

4. Public vs. Private 

Because online reviews are public, positive reviews and ratings 

can help hotels attract business, whereas negative reviews can 

act as a deterrent. Hotels can also compare online review 

performance with competitors. Guest surveys are private and 

therefore can’t be used as a marketing tool unless the guest 

chooses to share it online. However, they do provide 

opportunities for hotels to identify issues and resolve complaints 

discreetly with the guest.  

 

5. Audience 

When guests post a review online, they are typically writing to   

share   their  experience,  tips   and   recommendations with 

other travelers. When guests complete a survey, they are writing 

for the hotel, sharing direct feedback about what they  like and 

dislike. Both provide opportunities for hoteliers to respond; 

whereas surveys allow management to respond directly to the 

guest, online review responses are in the public sphere (making 

it even more imperative that hoteliers respond to guests’ online 

reviews, especially when negative). 

Online Reviews vs. Guest Satisfaction Surveys (2/3) 

How to Increase Guest 
Reviews at your Hotel 

 
A ReviewPro guide to increasing 
reviews. Learn how and when to 
ask guests for reviews, before, 
during and after a guest stay. 
 
Through this guide you will also 
understand why online reviews 
are important and how your 
revenue will increase with more 
reviews 

Download Guide

Guide 
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Because the two channels are so different, only by 

collecting, analyzing and acting on both types of 

feedback will hoteliers be able to take full advantage of 

the opportunities presented by guest feedback. The 

combination will provide a 360-degree view of guest 

feedback.  

 

 

 

 

 

 

 

 

“
I believe they both are important but in different 
ways.  Surveys give us detailed information 
about guest stays so we can take immediate 
action. Online reviews are a megaphone to 
other potential guests. We hear a lot from 
guests that they stay with us because of our 
great reviews” 

Natalie Morgan 
Director of Marketing, Crystal Inns 

Online Reviews vs. Guest Satisfaction Surveys (3/3) 

In ReviewPro’s Resource Hub, you will find 

numerous resources about how to effectively 

manage online reviews. In this guide, our focus 

is specifically on managing guest satisfaction 

surveys.  

Learn More 

The leading source of Guest Intelligence 
best practices and information for the 
Hospitality Industry. 

Visit our Resource Hub 
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1.  Global Review Index™ (GRI) 

This is a hotel’s overall guest satisfaction score and is 

derived from reviews on all major review sites and online 

travel agencies.  

 

2. Competitive Quality Index™ (CQI) 

This is a hotel’s Global Review Index measured in 

relationship to its competitive set’s GRI.  

 

3. Overall Satisfaction 

This is the average overall score derived from answers to 

the following question (or a variation of this question) in 

guest surveys: “Please rate your overall satisfaction with 

your stay”.  

 

 

Key Performance Indicators (1/2) 

Key Performance Indicators (KPIs) are the primary metrics used by businesses to quantify progress toward achieving 

important goals and objectives. ReviewPro provides the following guest feedback-related KPIs: 
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4. Net Promoter Score (NPS) 

This is calculated from the answer to the following question 

(or a variation of this question) in guest surveys: “On a 0-

to-10 point rating scale, how likely is it that you would 

recommend this company to a friend or colleague?” Guests 

that give a 9 or 10 point rating are classified as 

“promoters”; those that give a 7 to 8 rating are “passives”; 

and those that give a 0 to 6 point rating are “detractors”. 

The NPS is calculated by taking the percentage of 

promoters and subtracting the percentage of detractors. 

 

Further Reading:  
The Net Promoter Score, 
created by Satmetrix, Bain & 
Company and Fred 
Reichheld, is used in a range 
of industries as a key 
performance indicator of 
customer satisfaction. To 
learn more, read Fred 
Reichheld’s inspiring book 
about customer service, “The 
Ultimate Question”.  

Key Performance Indicators (2/2) 
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Here are some helpful tips for designing guest satisfaction 

surveys that achieve high completion rates, while providing 

meaningful insights for hoteliers to improve operations and 

service. 

 

1. Set Objectives 

At the outset, identify the key objectives of your survey. Are 

you looking for deep insight, and therefore willing to accept 

a lower response rate, or is a high response rate the most 

important objective? Do you want to identify issues, build 

volume on review channels and receive advice on 

prioritizing service and amenity upgrades, or receive 

feedback from specific segments of guests? Answering 

these questions will help you compose survey questions 

that elicit the type of information you need most.  

 

2. Focus on Key Areas 

Rather than overwhelm guests with dozens of questions 

about every aspect of their stay, drill down into key areas 

Designing Guest Satisfaction Surveys (1/3) 
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(or departments) for actionable insight. Ask the guest if he 

or she used certain facilities before asking related 

questions and use filters to show or hide questions 

according to hotel facilities used or the guest’s profile. 

Create follow-up questions based on the guest’s specific 

answer. For example, rather than ask five questions about 

check-in, ask one about the overall check-in experience. If 

guests give a low rating, then ask more questions to gain 

deeper insight.  

 

3. Think Mobile 

Don’t assume that guests are completing surveys on a 

desktop computer. According to ReviewPro research, an 

average of 60% of emails and 40% of surveys are 

answered on a mobile device, so ensuring your survey 

looks good, with a responsive design, is more important 

than ever. 

Designing Guest Satisfaction Surveys (2/3) 
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4. Build Review Volume  

Guest surveys can be a significant generator of online 

reviews, which will help to build review volume and boost 

your online reputation. ReviewPro surveys offer a feature 

that prompts guests to share feedback on Google, 

HolidayCheck, TripAdvisor, Yelp, Facebook and Twitter.  

 

 

 

 

 

 

 

 

 

 

 

 

5. Use Surveys to Understand Segments  

Guest surveys can be designed to target specific segments 

of guest with tailored questions. This may include 

conference attendees, group organizers, loyalty club 

members and users of facilities such as your spa or golf 

course. 

 

6. Respond to issues on-site 

With in-stay surveys, checking-in with guests during their 

stay provides opportunities to fix problems and enhance 

their experience before they leave. By addressing issues 

during the stay, hoteliers may be able to improve the 

guest’s experience, which can often prevent a negative 

online review from being posted.  

  

 

Designing Guest Satisfaction Surveys (3/3) 
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When deciding how to act on feedback, your 
priorities should include: 
•  Identifying patterns vs. isolated incidents. 
•  Sharing feedback with staff, including: 

-  Recognizing the positive. 

-  Sharing negative feedback constructively. 
-  Coaching and correcting behavior. 
-  Maintaining positive morale. 

•  Resolving issues with appropriate changes in policy 
and/or procedures. 

 
 

 
 
 
 

 
 
 

 
 
 
 

 
 
 

 

How a Dublin Hotel solved complaints:  
Between July 1 and October 31, 2014, the 246-room 
Camden Court Hotel in Dublin (a ReviewPro client) 
received 208 completed guest surveys and 484 online 
reviews. By analyzing this feedback, they identified two 

recurring issues: noise in the corridors and lack of staff 
knowledge about local information and activities. 
Management took action by sharing the feedback with 

housekeeping and reception staff, and providing the 
necessary training and support, thereby eliminating these 
issues.  
 

“
Electronic guest surveys can ask tailored/
specific questions which can be very useful 
when analyzing a particular aspect, or when 
seeking recommendations. However, online 
reviews are frequently searched for by potential 
guests and are often the deciding factor in 
choosing a hotel.” 
 

Saoirse O’Mahony 
Camden Court Hotel Dublin 

Acting on Guest Feedback 

Today, hotels have no shortage of guest feedback. The challenge is to understand it and know what to do about it.  
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In many cases, it will be appropriate to send a written 

response to a guest’s survey response. By responding to 

feedback, you will build relationships with guests, enhance 

trust and loyalty and generate more direct bookings. 

 

There are quite a few best practices related to how hoteliers 

should respond to guest’s survey responses, including:  

  

•  Respond quickly, ideally within 48 hours. 

•  Respond to feedback that calls for an apology, an 

explanation or a personal thank you. 

•  Acknowledge the positive first, followed by the 

negative.  

•  Be brief. Thank the guest, offer a sincere apology and 

tell them how you are addressing the issue going 

forward. 

•  Send responses from a senior manager to show that 

their feedback is being taken very seriously. 

Happy Guests. 
Profitable Hotels. 

 
ReviewPro’s Guest Survey 
Solution (GSS) enables 
individual hotels and groups to 
gather direct feedback from 
guests using customizable 
surveys. 
 
Discover today how this highly 
flexible, cloud-based tool can 
help you turn insight into action 
to improve operational and 
service excellence, while driving 
revenue. 

Request a 
Free Demo now

Responding to Guest Surveys (1/2) 
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Note - ReviewPro allows hotels to respond to guest surveys and online reviews directly within its dashboard, making it 
much easier and less time-consuming to manage reviews. 

Responding to Guest Surveys (2/2) 

An example of a good response to a guest survey 
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Jurys Inn operates 31 three- and four-star city center hotels 

in the U.K., Ireland and Prague. We asked Peter Stack, 

Regional Operations Manager, to share how his company 

overhauled its guest feedback program (using ReviewPro's 

Guest Intelligence solution) and what results he is 

experiencing due to these changes.  

 

Prior to partnering with ReviewPro, Jurys Inn’s survey 

consisted of 37 questions, which resulted in low completion 

rates. Often, when surveys were completed, the results 

weren’t reviewed by management because they were 

deemed irrelevant.  

 

At the same time, managers struggled to understand why 

performance in some areas was low because many guests 

simply provided ratings with no additional commentary to 

provide context. Furthermore, the company had no system 

to effectively measure results from online reviews.  

“It was hard to measure overall customer feedback,” said 

Stack. Clearly, they needed a new system.  

Case Study: Jurys Inn Hotels 

Peter Stack,  
Regional Operations Manager 
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Company management decided to add ReviewPro’s Guest 

Survey Solution (GSS) to its Online Reputation 

Management (ORM) tool, in order to manage both types of 

feedback within one integrated system. They also reduced 

the number of survey questions to 15 and added a 

TripAdvisor review prompt at the end.  

 

“Since working with ReviewPro, a number of key things 

have improved for us,” said Stack. “We can mine data to 

find out what customers want and which improvements are 

needed… ReviewPro’s ticket system is user-friendly, 

traceable and recordable and allows us to take live 

customer feedback straight to where it’s important: frontline 

staff. This allows us to take action straight away [when an 

issue arises].” 

 

Each hotel has measurement targets that are linked to 

management bonus plans. Performance is communicated 

to all staff by a poster that is prepared monthly for each 

property and displayed in the staff cafeteria and offices.  

The New System 
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Actionable insights 

The new system has quickly generated substantial results, 

said Stack. “We now receive more than 5,000 surveys a 

month from our GSS tool alone. When added to the 40,000 

online reviews we receive, our review volume totals 

100,000 guest reviews received and analyzed on an annual 

basis… The increased volume of customer comments 

helps us to make more tangible action plans… From a 

head-office perspective, we now have a global view of our 

31 hotels. We know key trends and what our customers are 

saying, which is very powerful.”  

 

 

 

 

 

 

 

Tangible results  

Since activating the TripAdvisor Review Collection Program 

through ReviewPro, Stack has observed a steep increase 

in review volume for the group on TripAdvisor. “One of our 

biggest wins is that our TripAdvisor performance has 

improved dramatically,” he said. “The company goal is for 

all hotels to achieve a 4 out of 5 rating and an overall 

company average of 4. Since joining ReviewPro, we now 

have 27 hotels achieving a 4-star rating, with only 4 left to 

go. The company average rating is now 4.0 out of 5.0 on 

TripAdvisor so we have achieved our four-star objective. 

The next natural step for some of our ambitious hotels is to 

target a 4.5-star rating.”  

 

The company also decided to display both the TripAdvisor 

rating and GSS score for each property on the Jurys Inn 

website. Stack said: “The two scores reinforce one another 

and give travelers the confidence to book.” 

The Results 

“
One of our biggest wins is 
that TripAdvisor 
performance has 
improved dramatically. 

 

Peter Stack 
Regional Operations 
Manager, Jurys Inn 
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Here are Stacks’ recommendations for effectively 

managing guest feedback: 

 

1.  Don’t use manual paper feedback cards, which are less 

effective and discourage online surveys. 

2.  Identify what is most important to your business and 

focus on these questions. Short surveys get higher 

completion rates. 

3.  Allow customers to tell you about their stay as opposed 

to asking lots of rating questions. Actionable data is 

more valuable than a percentage.  

4.  Train managers to respond to both reviews and guest 

survey responses.  

5.  Use ReviewPro because their solution makes it quick 

and easy to manage all reviews and survey responses 

in one place, and enables sophisticated data mining to 

determine specific operational and service issues that 

may exist.  

Guest Satisfaction: 8 
Best Practices for Hotels 

& Restaurants 

 
Why is customer satisfaction so 
important? Because it is the 
driving force behind the success 
of every business.  
 
In this guide we highlight what 
every hotel and restaurant 
should be doing to harness the 
power of guest satisfaction—
online and on property. 

Download Guide

Peter’s Top Tips 

Guide 
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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 161 

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

45 languages. More than 19,000 hotel brands worldwide are 

currently using ReviewPro’s solutions. 

Request a Free 
ReviewPro Demo now

About Us 
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www.reviewpro.com 
info@reviewpro.com 

@reviewpro 


