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Guest Satisfaction: 8 Best Practices 

•  In this guide we highlight what every hotel and restaurant should be doing to harness the power of guest satisfaction

—online and on property. We’ll draw examples from our recent Guest Satisfaction webinar and previous webinars.   

 

•  But why is customer satisfaction so important? Because it is the driving force behind the success of every business. 

Happy customers: 

•  Spend more money 

•  Help spread the Word 

•  Come back 

•  Foster pride in the workplace  
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A best practice is defined as “A guideline or solution to a 

problem that is generally accepted by the hospitality industry 

as the most effective course of action.” By drawing on the 

wisdom and experience of your colleagues in the industry you 

can save time and resources. In this guide we focus on tried-

and-true practices that, from our experience and observations, 

produce the best results.  

What is a “Best Practice”? 
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BEST PRACTICE 
A guideline or a solution to 

a problem generally 
accepted as the most 

effective course of action. 
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Social media hasn’t changed the importance of guest 

satisfaction, but it has raised the stakes. Today, travelers 

have dozens of platforms on which to share trip information 

and advice with other travelers and to decide where to stay, 

eat, shop and explore.  

 

A lot of this activity takes place on mobile devices, in real 

time and on location—even outside your door or in your 

lobby! Keeping guests happy has never been more critical 

to success. And while the cost of providing a negative 

experience is higher, so is the value of a positive 

experience.  

 

Why Social Media Has Raised The Stakes? 
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  “Hated it” 

The cost of providing a 
negative experience is higher, 
but so is the value of a positive 

experience  

“Meh” 

“Loved it!” 

      

          



Managing Guest Satisfaction Surveys: Best Practices

To put things into perspective, let’s look at the “Five Stages 

of Travel” identified by Google in 2012. The typical trip 

begins in the dreaming stage, when travelers are looking 

for ideas and inspiration. Then they start researching 

options and narrowing down choices. A lot of this action 

takes place online, on OTAs, brand websites and review 

sites. After they book, travelers are on location, 

experiencing. And the success - or failure - of that 

experience has a direct impact on the final sharing stage, 

when travelers tell others about their trip.  

 

Hotels and restaurants have opportunities to enhance 

customer satisfaction at all stages of this cycle. If you do a 

great job at satisfying guests, on the next trip they may skip 

the dreaming and researching phases and go right to 

rebooking your business—just as the people to whom they 

recommend your business may do as well.  

Google’s Five Stages of Travel 
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Source: Google Think Insights, 2012 
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#1 Optimize Your Online Presence (I) 
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Our first best practice is to manage your online presence. 

You want to ensure that travelers can find your business 

online while researching related trips and activities. The 

information must also be helpful and accurate. See the 

image of a Google search on the next page, which 

divides search results into three types of content: 

  

•  Paid content: Refers to the websites on which 

business must pay to appear through cost-per-click 

advertising, including hotel brand websites, OTAs and 

other third-party sites. The purchaser controls the 

messaging, but its influence is limited because 

consumers know it comes from a marketer. 

  

•  Owned content: This refers to organic or unpaid 

search results, which are typically listed below paid 

results and include the brand website, Facebook page 

and other listings on social media sites. The hotel 

owns this content and therefore controls messaging. 

Here owned content includes the brand website and 

Facebook page. As with paid content, the purchaser 

controls the messaging, but influence is limited 

because consumers know it comes from a marketer. 

  

•  Earned content: Also known as user-generated 

content, this refers to content contributed by non-

marketers: travelers, journalists, bloggers and other 

experts. It includes reviews sites like TripAdvisor and 

Yelp, news sites, travel sites and blogs. Earned 

content is considered more influential than paid and 

owned content because it comes from consumers, not 

marketers.  

 

The key takeaway here? A brand website isn’t enough. To 

maximize visibility and conversions, you need to manage 

your presence on a variety of sites, from OTAs to review 

sites to social networking sites.  



Managing Guest Satisfaction Surveys: Best Practices

#1 Optimize Your Online Presence (II) 
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#2 Manage Guest Expectations 

Guests arrive at your door with certain expectations, 

formed in part by the information you share, so it’s 

important to ensure your hotel description is accurate and 

up to date. If you oversell your property by featuring 

misleading photos, exaggerated descriptions and omitting 

important information such as wi-fi charges or resort fees, 

you risk disappointing guests and inciting a backlash of 

bad reviews.  

  

As an example, in a previous webinar Adele Gutman of 

Library Hotel Collection in New York discussed her 

company’s approach of being “painfully authentic” in 

marketing communications to ensure guests know 

exactly what to expect. Here is a description, photo and 

caption of the Cozy Classic Petite room on the 

Casablanca Hotel website, which makes it crystal clear 

that the room is small and there is no view. This type of 

“reality marketing” is a recent trend and clearly it’s 

working for Library Hotels; the Casablanca ranks #1 hotel 

out of 451 hotels in New York on TripAdvisor.  
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Mind The Gap 
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The type of guest you attract depends on the type of 

experiences your hotel creates. Do you fail to meet guest 

expectations or go above and beyond? Is your average 

guest a detractor, passive or brand advocate? 

  

For example, if a restaurant advertises the best curry in 

town, it is already setting sky-high expectations. If it fails to 

meet them, disappointed customers may become 

detractors and feel compelled to warn others away. The 

on-property experiences you provide have a direct impact 

on your online reputation, and vice versa.  

 

Ensure your marketing messaging is in sync with onsite 

experiences. This requires close cooperation and 

communication between the operations and sales & 

marketing departments.  
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#3 Be True to Brand 
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As with the Casablanca Hotel, being true to brand means understanding exactly what type of hotel or restaurant you 

operate, conveying this accurately in sales and marketing messaging and delivering on brand promises time and again.  

  

Another example is the Magic Castle Hotel in Los Angeles, which is classified as a three-star property but receives so many 

five-star guest reviews that it ranks #1 on TripAdvisor. In fact, the hotel outranks some of the city’s most luxurious hotels.  

  

How? During a previous webinar, COO Darren Ross shared his strategies: 

  

•  We know who we are and we’re always true to brand  

•  We focus on what we can control: service  

•  We provide the basics, then blow guests away with service so extraordinary guests feel compelled to tell others 
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#4 Track Guest Feedback 

Our next best practice involves track guest feedback and 
performance. Recognize the two distinct types of guest 
feedback: 

  
Solicited feedback results when a business pro-actively 
asks guests for feedback. It includes comment cards, 
post-stay surveys, onsite surveys, and in-person inquiries, 
such as a restaurant server asking customers how they 
are enjoying their meal. 

  
Unsolicited feedback is provided by guests without 
being requested. It includes online reviews, social media 
commentary, and comments made in person and by 
phone, letter or email.  

  
Traditionally, hotels would ask guests how everything was 
at check-out, but these days, fewer guests check out at 
the front desk so there isn’t always the opportunity. These 
days, the most popular channels are post-stay surveys 
and online reviews.  

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 Restaurant click here 
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#5 Analyze Feedback 
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If you’re like many hospitality businesses, you have no shortage of guest feedback data available; the challenge is to 

understand it and to decide how to act.  

 

During the webinar, ReviewPro founder and CEO RJ Friedlander stressed the importance of tracking and analyzing 

feedback from both online reviews and internal guest surveys to get a 360 degree view of guest intelligence.  

 

By monitoring performance over time, you’ll be able to identify patterns that need attention, evaluate the progress of 

your initiatives and make more informed decisions to continue improving the guest experience. 
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#6 Use Feedback To Guide Decisions (1/2) 
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To increase guest satisfaction, use feedback to guide decisions 

across the organization - from staff recruitment and training to 

sales & marketing messaging to investments in new services or 

upgrades. Improvements will lead to higher guest satisfaction, 

boosting guest loyalty and generating a higher volume of positive 

reviews, which in turn will attract more travelers. This virtuous 

circle can be extremely healthy for a business. But it needs buy-

in at all levels, including senior management and ownership, 

because investments in resources may be required.  
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#6 Use Feedback To Guide Decisions (2/2) 

13 

A great example of this virtuous circle at work is Royal Cliff 

Hotels in Thailand. Here Vitanart Vathanukul, Executive 

Director, shares how the company involves all staff in the 

management of guest satisfaction. Simple, but highly 

effective! 

  

Analyze every review 

•  Share feedback with the whole team 

•  Highlight what makes it exceptional  

  

Act on Feedback 

•  Take ownership of problems 

•  Work as a team to resolve guest problems 

  

Train 

•  Hire experts to give seminars to staff  

•  Use reviews to guide training 

  

Reward staff for positive mentions 
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#7 Respond 
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Our next best practice involves responding to guest 

reviews and social media feedback. By responding, you 

show that you’re listening and you care about guest 

satisfaction. It’s a chance to change perceptions and to 

thank guests for feedback.  

  

In a previous webinar we analyzed this response 

example from the Apex London Wall Hotel to highlight 

some best practices in responding to reviews.  
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#8 Provide Social Service 
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Our final best practice is related to “social service”—

providing customer service on social media. As more 

travelers turn to social networking sites to make inquires 

and share impressions, social media has emerged as an 

important customer service channel. 

  

In this flowchart, Piper Stevens, director of social media 

at Loews Hotels & Resorts, uses Google’s five stages of 

travel to illustrate how the company upholds its high 

standards of service in social media by engaging guests 

on a range of channels, from Facebook, Twitter and 

Instagram to a company blog.  

Source: Loews Hotels & Resorts, 2014 
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Interview With Kempinski Hotels 

16 

Now let’s look at a hotel brand that lives and breathes these 

best practices every day. Created in 1897, Kempinski Hotels 

is Europe’s oldest luxury hotel group.  

 

Today it comprises a portfolio of 75 five-star independent 

hotels in 32 countries, including historic landmark properties, 

resorts and urban lifestyle hotels. Here’s a transcript of our 

interview with Anna Kavelmann, who is in charge of digital 

strategy, corporate social media and online reputation 

management at Kempinski.  
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Interview With Kempinski Hotels 
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Q: Tell us about Kempinski’s reputation management 

program. 

  

Anna: Being in the luxury segment means that we have 

discerning guests, with clear expectations. A good 

reputation is essential for our position in the market, 

especially for a luxury brand. An ORM tool is indispensable 

nowadays to manage guest feedback and uphold a good 

reputation. We are currently using ReviewPro to assist us 

with the day-to-day management of all online reviews and 

comments. 

 

Q: Kempinski has a Guest Reviews page for each 

property showing recent reviews and a message from 

CEO Reto Wittwer about the importance of guest 

feedback. How does this tie in with Kempinski’s 

approach?  

  

Anna: It’s very important to have the support from the 

board of the company. We know that users check online 

reviews, so we offer them the possibility to stay on our 

website for doing this. We send out post-stay surveys to 

our guests, but by now the online buzz is definitely 

exceeding traditional guest feedback. 

  

We value online guest feedback a lot, because someone 

actually took the time to sit down and write down his/her 

thoughts without being asked for it. In order to manage the 

quantity of feedback and convert it into numbers and 

actions, we started to manage our online reputation four 

years ago. 
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Interview With Kempinski Hotels 
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Q: How are social media duties divided between 

properties and corporate?  

  

Anna: Corporate outlines the policies and guidelines for all 

hotels, conducts audits and provides support to hotels. 

Corporate has access to all of the hotels’ pages (in order 

to take over in case of crisis). Hotels manage their own 

channels, monitor feedback and respond to feedback. 

Hotels also create reports for internal use to distribute 

guest feedback. 

 

Q: How do you ensure that properties are listening to 

feedback and making efforts to increase guest 

satisfaction?  

  

Anna. Corporate receives alerts for all negative reviews 

and follows up with hotels to confirm they are responding. 

We conduct regular training, so our specialists at the 

hotels are always up-to-date. We share reports and hotel 

rankings to raise the awareness about how the company 

and each hotel is performing in terms of online reputation. 
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Interview With Kempinski Hotels 
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Q: Can you share some of the results you have seen from this program?  

  

Anna: Hotels are more confident with regards to handling guest feedback. We receive significantly more reviews, which is 

great, but also requires more time and resources. We receive positive guest feedback for reacting to requests/complaints 

quickly and professionally.  

 

As a hotel group, Kempinski has shown impressive results with its Global Review Index, Review Volume and Semantic 

Mentions: 

 

 

 

 

 

 

 

Q: Can you share your top recommendations?  

  

Anna: Work with alerts that bring feedback to your attention (especially negative). Set clear policies and guidelines for staff 

on how to manage online guest feedback.  Identify one person per outlet who is the main contact for all social media and 

ORM issues. Share best and worst practices with all hotels. Provide regular training so staff are skilled at all times. 
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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 


