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At a time when digital marketing is more expensive than 

ever for hotels, advocates and influencers represent a 

cost-effective and powerful way to spread the word about 

your hotel, hotel group or brand.  

In this guide we’ll show you how to identify, mobilize and 

encourage advocates and influencers and use them to 

amplify your reach and achieve your objectives in digital 

marketing. 

We’ll start by explaining why “earned” or user-generated 

content is so powerful, then we’ll discuss the key 

differences between advocates and influencers. 

We’ll also share influencer campaign ideas and some of 

the tools and resources available to assist with finding, 

qualifying and mobilizing influencers. 

Next, a renowned hotel marketing executive will share her 

tips and recommendations for working with advocates and 

influencers. 

Last, we’ll look at ways to unlock advocacy using 

ReviewPro. 

Introduction
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In the recent ReviewPro webinar, Advocates & Influencers: How to Get People to Talk About and Recommend Your 

Hotel Online, we asked attendees which of the following activities their hotel or brand has engaged in. See the results 

below. How does your hotel measure up?

How Active Is Your Hotel?

10%

10%

38%

43%

81%

Pay influencers to promote your hotel/brand

None of the above

“Host stays” for travel media

“Host stays” for social media influencers

Ask guests to post online reviews



Managing Guest Satisfaction Surveys: Best Practices

The Power of 
Earned Content
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Advance Your Marketing Objectives 

Why are advocates and influencers so important to 

hotels? With proper handling, they can help advance 

three key objectives in hotel marketing: 

1. Increase reach. They can help spread the word about 

your hotel and ensure that your news, special offers 

and value propositions are seen by a larger number of 

people than your usual marketing efforts.  

2. Create demand: By sharing marketing content and 

personally endorsing your hotel, they help build your 

reputation and make more people want to stay with 

you.

3. Drive revenue: The “social proof” provided by 

advocates and influencers can help convince people 

to try your hotel and convert trip planners into hotel 

guests. 
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Advocates and influencers play a special role in achieving 

marketing objectives because the content they share is 

different from other types of content; it is “earned” or 

user-generated content.

When travelers plan a trip, they view all sorts of content 

online that shapes their impressions and guides their 

decisions. This content can be divided into three types:

• Paid content is content a business purchases such as 

cost-per-click and display advertising, listings on online 

travel agency sites and social media advertising. The 

business has high control over the messaging, but the 

content has lower trust with consumers because they 

know it comes from a marketer who wants to sell them 

something. 

• Owned content is content a business owns and 

controls, like its website and blog, social media profiles 

and the content it posts on them. The business has high 

control over the messaging, but owned content has 

only moderate trust with consumers because, as with 

paid content, it comes from a marketer. 

• Earned content, also called user-generated content, is 

content posted by other people about a business. It 

includes guest reviews and ratings, media and blogger 

coverage, and social media shares, likes and comments. 

A business has low control over the messaging because 

it originates from other people, but earned content has 

higher trust because it comes from consumers rather 

than marketers. 

Three Types of Online Content
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As a hotel marketer, you should strive to control and/or 

influence all three types of content and ensure that it’s 

accurate and appealing and that it compels travelers to 

take action. Actions include liking or sharing your posts, 

clicking to find out more or making a reservation. To 

maximize reach, integrate all three types of content in 

marketing campaigns. 

Of the three types of content, earned content is 

considered most effective because it comes from 

relatively unbiased sources and therefore has more 

influence on consumer decisions. Earned content is a 

form of “social proof;” endorsements from peers, or 

“people like us” are a highly trusted source of information 

and recommendations. 

Earned content is also less expensive; some might even 

say it’s free because it’s posted by third parties. But 

generating earned content requires maintaining such a 

high quality of product or service that customers feel 

compelled to tell others about their positive experiences. 

For hotels, this means delivering remarkable guest 

experiences.

As we’ll discuss in the next section, advocates generate 

earned content whereas influencers generate both earned 

and paid content. 

Hotel Marketers & Content 
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Defining Advocates 
& Influencers
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Advocates

Advocates are people who post positive content online 

about a business or a brand. Often they actively 

encourage others to try the product or service and are 

passionate about the brand and loyal to it. Their 

relationship with the brand tends to be long-term and 

aren’t easily swayed to other brands. 

Advocates are unpaid; their motivation is to help their 

friends or to spread the word rather than to gain 

personally, so their recommendations tend to be highly 

trusted however their audience size and influence is 

limited. 

Influencers 

Influencers are people who post content online that 

influences the impressions, decisions and behavior of a 

large number of people. Content can be negative, positive 

or a mix of both types. 

Typically, influencers are not connected to the products 

they endorse or particularly loyal to them; the relationship 

is short-term and transactional.  They are often paid or 

incentivized for promoting a certain brand and because of 

this, trust in their recommendations is only moderate, but 

their audience size and influence is high. 

How Advocates Differ From Influencers?

What exactly is an advocate, and how does an advocate differ from an influencer? Within the context of digital 

marketing, we can define them as follows. 
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Advocates vs Influencers 

12
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Based on these descriptions, how would you qualify the following individuals—as an advocate or an influencer?

Quiz: Advocate or Influencer?

13

A guest writes a review of 
your hotel on TripAdvisor.

Kim Kardashian posts a 
selfie on Instagram from 
your hotel lounge.

A journalist publishes an 
article about the pros and 
cons of her stay at your 
hotel in a newspaper article.

You pay a YouTube star to 
produce a video at your 
hotel.

During a keynote speech, 
the CEO of a multinational 
organization tells the 
audience how much she 
loves your hotel.
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Here are the answers. How did you do?

Quiz Answers

14

A guest writes a review of 
your hotel on TripAdvisor.

Kim Kardashian posts a 
selfie on Instagram from 
your hotel lounge.

A journalist publishes an 
article about the pros and 
cons of her stay at your 
hotel in a newspaper article.

You pay a YouTube star to 
produce a video at your 
hotel.

During a keynote speech, 
the CEO of a multinational 
organization tells the 
audience how much she 
loves your hotel.

Answer: Advocate Answer: Influencer Answer: Influencer 

Answer: Influencer Answer: Advocate and 
Influencer

As you can see, it’s not always 
easy to categorize someone as 
solely an advocate or an 
influencer. Some advocates are 
influencers too, and some 
influencers are advocates. In a 
perfect world, your hotel’s 
advocates will also be 
influencers who can reach and 
influence a large audience.
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Finding, Qualifying & 
Mobilizing Advocates 

& Influencers
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Finding advocates is easy because your hotel already has a 

relationship with them. They’re your guests and clients. They 

can also be your employees and industry partners, but your 

guests and clients are your primary advocates. These people 

have stayed with you, or have come in for dinner, or have held 

a meeting onsite, or have otherwise visited your hotel and had 

a positive experience. 

You can find advocates in your hotel’s PMS database, CRM 

database, and social media followings, as well as in the guest 

satisfaction surveys they complete and the rave reviews they 

post online. However, just because they are a fan does not 

mean they’re an advocate. Fans love a product but don’t 

necessarily promote it. 

For example, if a guest completes a survey and gives your 

hotel top marks, “likes” your hotel on Facebook, or follows it 

on Instagram or Twitter, they are merely a fan. Only when 

they share positive content about your hotel with others do 

they become an advocate. 

How can you turn fans into advocates? Ask them to write a 

review, share or endorse your content on social media, or 

post their own content. Activity may include tweeting about 

your hotel, checking in on Facebook, or tagging a photo of 

your hotel on Instagram. 

There are paid options for finding and mobilizing advocates 

too. Two popular tools are Facebook Custom Audience and 

Twitter Tailored Audiences, which can help you find your 

guests on Facebook and Twitter using email addresses or 

phone numbers from your database and send targeted ads 

inviting them to like your page, follow you or write a review. 

16

Finding Advocates
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Finding influencers is more challenging, because you 

probably don’t have a relationship with them yet. 

Influencers include journalists, photographers, bloggers, 

vloggers, social media influencers, celebrities and other 

high profile people who have large followings. 

You can find influencers on travel websites and blogs, on 

special-interest websites and blogs such as those related 

to lifestyle, fashion and luxury, on media sites and on 

social media channels like Facebook, Twitter, Instagram, 

YouTube and Pinterest. 

We’ll discuss some of the tools available to help you find 

and qualify influencers later in this section. 

17

Finding Influencers
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Hotels can choose from a variety of campaigns to mobilize 

influencers. These include:

• Influencer outreach. Contact photographers, bloggers, media 

and other influencers and invite them to stay at your hotel or join 

you for drinks or a hosted meal in return for writing and posting 

about their experiences. 

• Fam trips. Host a group of media and/or social media influencers 

for a complimentary stay to acquaint them with your hotel. Put 

together an enticing package by partnering with your local tourism 

bureau, an airline, local restaurants and activity providers to 

provide free flights, meals and activities.

• Mixers and meet-ups. Host an event for special interest groups

in your area, some local media, industry leaders social media

influencers or other high profile and influential people. During the

event, encourage them to post live updates on Facebook, Twitter

and Instagram. Check out meetup.com to see lists of interest

groups in your area.

Types of Influencer Campaigns

18

Successful Facebook 
Marketing for Hotels

In this guide we explain why
Facebook should be an important
part of your hotel’s digital 
marketing efforts. We take you
step-by-step through how to set up 
your brand page and expand your
reach, as well as paid options on
Facebook and how to measure
performance. 

Download our guide today and start
making the most of your Facebook 
presence.

Download Guide

https://www.reviewpro.com/resources/guide-successful-facebook-marketing-for-hotels/
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• Contests. A contest can be a great way to encourage 

people to post and share content about your hotel, 

turning social media users and influencers into 

advocates. Offer a tantalizing package and make 

sharing a condition of contest entry, then watch the 

news spread!

• Influencer Engagement. Follow influencers on their 

most popular channels and earn their attention and 

appreciation by sharing and commenting on their 

content.

• Twitter chats. Participate in Twitter chats related to 

travel to attract the attention of influencers and learn 

about the topics that interest them. A few popular 

travel chats include #TWChats, #TTOT, #TravelSkills

and #GirlsChat.

• Follow hashtags. Follow popular hashtags related to 

travel, your hotel and your destination on Twitter and 

Instagram and use them in your own communications. 

Popular travel hashtags include #travel, #hotels, 

#travelwriter, #travelphotography, #tourism, 

#getaway, #luxurytravel and #solotravel. 

• Incentives. Pay influencers cash, incentives or rewards 

to help spread the word. 

Types of Influencer Campaigns

19
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When managing influencer campaigns, keep the 

following parameters in mind:

1. If you host or pay influencers, provide parameters on 

what you want them to cover, but don’t try to control 

the content they post. Bear in mind that influencers 

will be resistant to being overly promotional and 

risking putting off followers.

2. Ask influencers to disclose their relationship with your 

hotel in their articles and posts. In the U.S. and other 

jurisdictions people are legally required to disclose 

any gifts and payments they receive from the 

companies they promote. This includes comp hotel 

stays. Some influencers simply add a hashtag such as 

#spon, #promoted or #ad to their posts.

3. Follow up with the influencers to ensure they deliver 

on their promises. 

4. Measure the results of your influencer campaigns 

using Google Analytics and social media analytics 

tools to evaluate the success of your efforts. Key 

metrics will include reach (views, traffic, 

demographics), engagement (shares, likes, 

comments) and conversions (leads and bookings).

Managing Influencer Campaigns

20
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As a hotelier, you’re probably approached by people who 

claim to be influencers and promise to promote your 

hotel to their followings in return for a free stay. But how 

do you know if they’re a true influencer? While you want 

to be open to opportunities, it’s good to be wary and to 

do your due diligence. This means qualifying influencers. 

Start by looking at the size of the person’s audience on 

social media channels. Be careful, however, not to 

confuse a large audience with a lot of influence. 

Sometimes the quality of followers is more important 

than the quantity. Do their followers represent 

prospective guests for your hotel? If not, they are of 

limited use to you. 

21

How Can You Identify a True Influencer? 
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Next, look at how engaged the followers are with the 

influencer—how many likes, shares and comments does 

their content receive? If the influencer posts a lot of 

content but receives little or no engagement, it may be a 

sign that their followers have tuned out. Or it may 

indicate that some of the followers are fake. Some 

companies sell followings to social media users that 

contain fake profiles and bots—or real people who live in 

remote countries and will never stay at your hotel. 

Look at the ratio of how many followers the influencer 

has to how many people they follow. Some people grow 

their communities by following as many people as 

possible, knowing that a certain percentage will follow 

them back. If the influencer follows far more people than 

follow her, take a closer look at her engagement with 

followers. 

If influencers promise to post a story about your hotel on 

their blog or website, you’ll want to get an understanding 

of how much traffic their site receives and who the 

visitors are. Some of the tools mentioned on the next two 

slides will help you find this information.

22

Qualifying Influencers
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Here are a few popular tools for finding and qualifying 

influencers. This is just a sampling; many more options can 

be found by searching online—or ask your colleagues in 

the industry what they use and recommend.

• Alexa (www.alexa.com). A tool for determining how 

popular a website or blog is by viewing its traffic data 

and analytics. Basic site information is provided for free, 

and you can pay for more in-depth data. 

• Google Analytics (www.google.com/analytics). A tool 

for measuring the performance of websites and blogs. 

You won’t be able to access a third-party account, but 

you can ask the influencer to provide a screen shot of 

their Google Analytics page showing traffic and other 

metrics for the preceding months or year.

• Social Media Analytics. Most social media channels 

provide basic metrics on the performance of pages and 

posts. As with Google Analytics, you can ask the 

influencer for screenshots of Facebook, Twitter and 

Instagram performance metrics.

• Klout (https://klout.com). A tool for qualifying social 

media influence that provides a score out of 100 

representing a person’s “influence”, or ability to drive 

action, on social media. Klout scores are integrated into 

user profiles on Twitter—look for the orange box to the 

left of the username. 

• Klear (https://klear.com). A tool for searching for 

influencers and analyzing their activity and engagement 

on Twitter, as well as on YouTube, blogs and Instagram. 

You can search for influencers by category, country and 

other criteria. 

23

Tools to Find & Qualify Influencers
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• The Expeditioner 

(http://www.theexpeditioner.com/the-top-50-

travel-blogs). This website publishes a helpful list 

of the Top 50 Travel Bloggers. 

• Buzz&Go (https://www.buzzandgo.com). A paid 

subscription platform that facilitates connections 

and engagement between hotels and influencers 

and the exchange of stories, photos and other 

content that can be used for hotel marketing. 

Hotels can create a profile, peruse influencer 

profiles and track the content they create. 

• Flip.to (www.flip.to). A paid subscription advocacy 

platform that uses technology tied to the booking 

process and encourages guests to become 

advocates by sharing upcoming plans, recent stays 

and photos on Facebook, Twitter and LinkedIn. 

24

Tools to Find & Qualify Influencers
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Adele Gutman, vice president of sales, marketing and 

revenue at Library Hotel Collection, is actively involved in 

encouraging advocates and influencers. Her company 

has enjoyed tremendous results from the efforts of 

Gutman and her team. 

One of the most highly regarded marketing professionals 

in the hotel industry, Gutman has been recognized by 

the HSMAI as one of the 25 Most Extraordinary Minds in 

Sales & Marketing and as Sales & Marketing Executive of 

the Year. For two years in a row, Library Hotel Collection 

has earned the highest guest satisfaction rating of any 

luxury hotel brand in the world in ReviewPro’s annual 

Luxury Brand Report. 

26

An Expert in Advocacy

Adele Gutman, vice president of 
sales, marketing and revenue at 
Library Hotel Collection,
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Building Advocacy

27

If there’s one hotel company that knows the ins and outs 

of online reviews, it’s Library Hotel Collection. Under 

Gutman’s direction, at one time all four of the company’s 

New York City properties occupied the top four rankings 

on TripAdvisor, an achievement yet unmatched by any 

other hotel group. 

Today, the New York hotels continue to occupy 

TripAdvisor’s top-ten rankings, as do Library Hotel 

Collection’s newer properties. In Prague, Aria Hotel ranks 

within the top-ten hotels, and its sister property in 

Budapest occupies the No. 1 position.
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We asked Gutman how her company maintains such 

success. “It’s real work on everyone’s part,” she told us. 

“We hire people for personality, and throughout the hiring 

process we tell them that our goal is to have the best 

service in the world—not just in the city or the country.”

She continued, “When you have people who really want 

to do the right thing, and you give them the training, 

guidance and tools they need, along with the freedom to 

use their kindness and creativity to make decisions on the 

spot to accomplish the goals, you will shoot to the top. 

“I feel that many hotels have staff shackled by rules and 

procedures as well as task silos, and fearing mistakes, 

when often the biggest mistake is lack of action. At Library 

Hotel Collection we work to empower the multitude of 

service teams to take action with a comprehensive view of 

the business and our shared goals.”

How to Maintain Success?

28
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We asked Gutman to share her top tips for 

encouraging guests to become advocates. 

• Know and articulate the kinds of reviews you want 

and work every minute to be that hotel. 

• Don’t waste time looking for shortcuts. Long-term 

results can only be sustained organically. 

• Focus on delighting guests at every touch point of 

the journey. 

• Every staff member must be hired on their 

potential to embrace and deliver the kind of 

service you want your guests writing about. 

• Encourage your guests to share with you their 

wants and needs. Then, not only listen to, but 

apply that information.

Top Tips for Earning Five-star Reviews

29
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Library Hotel Collection is also actively engaged with 

social media influencers. “Our commitment is to spend 

our resources on enhancing the guest experience and let 

the guests’ stories about the hotel drive traffic,” Gutman

explained. “Therefore, we don’t have a budget for 

spending money on advertising. 

“We don’t have a lot of empty rooms, but when we do 

we are happy to leverage an empty room to welcome 

writers and social media influencers who can help us 

increase our search engine optimization and social media 

exposure. 

“Sometimes they allow us to use their photography or 

video footage as well, which is helpful,” she said. “As long 

as they are not displacing a paying guest and agree to 

our criteria, we are happy to welcome them.” 

Working with Influencers 

30
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Whether it’s Facebook, Twitter or Instagram, Gutman has 

the following advice for hoteliers that wish to interact 

with influencers and compel them to promote their 

hotel. 

• Engage influencers. Follow, like, comment on, retweet 

and share their content. Engage them and ask 

questions. They love and need engagement, and they 

will be interested in who is interested in them. 

• Set parameters. When an influencer stays with you, be 

sure that they know your expectations and key 

messages that will interest their audience.

• Engage with influencers’ audiences too. The earlier 

and more often you can engage with their audience 

when they post on your business, the better the 

chance that their followers will become your followers.

• Personalize engagement. Show that there’s a person 

behind your brand. Many influencers who stay with us 

do so after I engage with them on my personal social 

media channels—as myself, not my company.

• Manage social media in-house. Take a team approach 

to keep the sharing authentic. The bigger your social 

media team at the hotel the better, as long as they are 

confident that they know the shared goals of the team. 

• Ask permission. Ask in advance for rights to use 

photos. Sometimes people will say yes, and then you 

will have a real treasure for your future marketing. 

• Follow up. After their stay, contact influencers a few 

times a year to let their followers know about special 

offers or awards you want to share with their fans.

Tips for Interacting with Influencers

31
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Instagram Influencers

32
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Gutman says that she often contacts bloggers she knows 

to ask for their help. “For example, I sent a blogger a 

photo I took and the info about a new offer, and she 

posted it to her audience,” she said. The post received 

hundreds of likes and shares. “Now, when we have a 

special offer or message, we don’t just post it ourselves, 

we ask our friends to help us get the word out.”

Gutman has enjoyed particular success with 

“beautifulhotels” on Instagram. “Whenever we have a 

really strong influencer, photographer or blogger in 

house I agree with them that we are going to pick up the 

strongest picture and send them to beautifulhotels, just 

to let them know,” she explains. “And sometimes they 

post it on their account as well.”

Gutman cites a recent photo that recieved almost 70,000 

likes. “And these are only the likes, I can’t even imagine 

how many people we reached with them!”

Asked about the tools she uses to keep track of 

influencers, Gutman mentioned Buzz&Go. “We definitely 

have much more positive experiences than negative ones 

with influencers,” she said. “But to avoid negative 

experiences and gain exposure to great influencers we 

would not have known about on our own, we partner 

with Buzz&Go, which matches influencers and hotels. 

“Even when a blogger comes to us directly, we ask them 

to submit the request via Buzz&Go so that we have a 

running report of all our results,” she said.

Social Media Influencers – Bloggers 

33
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Successful Influencer Blog Posts 

34
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Unlocking Advocacy 
with ReviewPro
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Build Advocacy with ReviewPro

36

There are many ways ReviewPro can help hotels to build 

advocacy among their guests. Here’s a summary of our 

key recommendations.

• Build experiences people will love. Focus on creating 

wow moments. What has worked well for you so far? 

What are people talking about elsewhere? What’s 

missing from other hotels? Tap into market intelligence 

to make sure the experience you offer is something 

influencers will notice and be attracted to. A great 

product will help spread organic word of mouth, which 

you will need to build a foundation for your program.

• Promote what your guests love. Use review analysis to 

identify what your happy guests like most about your 

hotel. Emphasize these strengths in your marketing 

content to attract the right type of new guest that will 

love what you do best.
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Discover & Promote What Your Guests Love 

37

• Earn the love – during the stay. Check in with guests 

during their stay using technology such as mobile-

optimized satisfaction touchpoints to eliminate any 

potential frustrations. This process is key to turning 

dissatisfied guests into satisfied ones—and increasing the 

number of advocates for your hotel.

• Feel the love – collect direct feedback. Guest surveys are 

an important part of an advocacy program because you’re 

collecting content you can then re-use for advocacy 

marketing.

Happy Guests.
Profitable Hotels.

ReviewPro’s Guest Satisfaction 
Surveys (GSS), both in-stay and 
post-stay, enable hotels 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

http://www.reviewpro.com/products/guest-survey-solution/


Managing Guest Satisfaction Surveys: Best Practices

Share & Return the Love

38

• Share the love – on your website. Sharing content 

created by guests is another key part of advocacy. 

ReviewPro allows you to publish content and widgets 

with guest ratings and reviews to your website.

• Share the love – across the web. Take advantage of 

ReviewPro’s partnerships with popular review sources 

to encourage guests who complete a survey to post a 

review. ReviewPro features review collection widgets 

for TripAdvisor, Google and HolidayCheck. 

• Return the love – reward top advocates. Use guest

satisfaction survey filters to identify happy and loyal

guests who could become important advocates for

your brand. Creatively engage with these guests and

extend special treatment to have them become allies

in your advocacy marketing program. Perhaps cross

reference this data with spend data and/or social

influence data to see who could be an important

advocate for your brand moving forward.
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ReviewPro is the leading provider of Guest Intelligence 

solutions to hotels worldwide. The company’s suite of cloud-

based solutions (including Online Reputation Management, 

Guest Satisfaction Surveys, Auto Case Management and Guest 

Messaging Hub) enable clients to prioritize operational/service 

improvements and automate internal processes to ensure 

guest feedback is acted on quickly and efficiently. 

The company offers the industry-standard Global Review 

Index™ (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 175 

OTAs and review sites in more than 45 languages. 

By leveraging ReviewPro’s Guest Intelligence effectively, 

hoteliers can deliver better guest experiences and boost 

satisfaction, online rankings and revenue. 30,000+ hotels 

worldwide reply on ReviewPro. For more details, please 

visit www.reviewpro.com.

. 

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

About Us

https://www.reviewpro.com/#demoblock
https://www.reviewpro.com/resources/
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www.reviewpro.com
info@reviewpro.com

@reviewpro


