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INTRODUCTION

In the cover story of its May 6, 2017 edition, The 
Economist magazine proclaimed that the world’s 
most valuable resource is no longer oil, it’s data. And 
yet unlike oil, the supply of data is only growing. 
 
In the hotel industry, travelers leave digital data trails 
everywhere they go, from the first time they visit a  
hotel’s website through to every subsequent stay. 
One of the most valuable sources of data comes 
from guest feedback. Through guest surveys, online 
reviews and other feedback channels, hotels learn 
about travelers’ tastes and preferences and can use 
the information to better serve their guests. 
 
One of the most valuable guest feedback metrics is 
the Net Promoter Score®, or NPS®. A hotel’s NPS is  
derived from a question on guest surveys that asks, 
“On a scale of 0 to 10, how likely are you to recom-

mend this hotel to a friend or colleague?” The answer 
guests give—the rating on a scale of 0 to 10—provides 
an indication of how satisfied they are, if they are likely 
to come back, and if they will tell others about the 
hotel. Collectively, NPS ratings form the hotel’s Net 
Promoter Score. 
 
In this guide, we discuss how NPS is calculated, how 
to benchmark performance and how to improve NPS 
scores. We interview representatives of hotel compa-
nies with high NPS ratings, and we take an in-depth 
look at one lodging company that has terrific success 
with the Net Promoter System®. We will also discuss 
how to leverage NPS data as a tool for driving guest 
retention and company growth. 
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WHAT IS THE NET PROMOTER SYSTEM®?

Several years ago, a group of researchers led by Fred 
Reichheld, Bain & Company and Satmetrix Systems 
conducted a study on surveys used by companies 
to measure customer satisfaction. They identified 
a number of issues. The surveys tended to be long 
and complicated, generated low response rates and  
produced ambiguous responses that were difficult 
for managers to act on. They also found that many  
company executives, owners and investors didn’t 
take the survey results very seriously because they 
didn’t correlate tightly with profits or growth.

The group concluded that surveys could be simpli-
fied to as little as one question that would indicate 
actual customer purchasing patterns, referrals and 
company growth. Their findings were reported in a 

2003 article by Reichheld published in the Harvard 
Business Review. Later, Reichheld and his partner at 
Bain & Company, Rob Markey, published the best-
selling book The Ultimate Question. The book was 
updated in 2011 and is considered a must-read for 
managers in the field of customer service. 
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THE ULTIMATE QUESTION

Reichheld’s group designed a new approach to 
soliciting and measuring customer satisfaction called 
the Net Promoter System. The system is built upon a 
key question now known as The Ultimate Question: 
“On a scale from zero to 10, how likely is it that you 
would recommend us to a friend or colleague?” 
(Net Promoter Network.)

How likely is it that you would recommend us to a friend or colleague?

Respondents are grouped as follows:
 

Promoters (score 9-10)  
are loyal enthusiasts who will keep buying 
and refer others, fueling growth.
 
Passives (score 7-8)  
are satisfied but unenthusiastic customers 
who are vulnerable to competitive offerings.
 
Detractors (score 0-6)  
are unhappy customers who can damage 
your brand and impede growth through 
negative word-of-mouth.

10 9 6 38 5 27 4 1

Extremely  likely Not likely at all



CALCULATING NPS

A company’s Net Promoter Score is calculated by tak-
ing the percentage of total promoters and subtracting 
the percentage of total detractors. Passives aren’t 
included in the calculation because they are consid-
ered neutral. Scores can range from a low of -100 
(if every customer is a detractor) to a high of +100 
(if every customer is a promoter). 
 
NPS scores can be calculated for any given period 
of time—current month, previous month, year-to-
date, etc.—and compared to previous periods to help  
companies understand how their customers’ attitudes  
toward the brand many change over time. Hotels that 
belong to a group or chain can compare performance 
with other properties within the group.
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FREE DEMO

Happy Guests.  
Profitable Hotels.

Comprised of ReviewPro's industry-leading 
Online Reputation Management (ORM), Guest 

Satisfaction Surveys (GSS) and Mobile App, 
the Guest Intelligence Suite helps your organi-
zation to develop a truly guest-centric culture.

Discover today how this highly flexible solution 
can help you turn insight into action to 

improve operational and service excellence, 
while driving revenue.

Request Demo >>

% Promoters - % Detractors = Net Promoter Score

https://www.reviewpro.com/#demoblock
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WHY IS NPS IMPORTANT?

Today the Net Promoter System is used by compa-
nies around the world, including many independent 
hotels and hotel groups. The Ultimate Question is 
typically one of several questions on customer sur-
veys, but it’s arguably the most important because it 
provides a measure of customer satisfaction, loyalty 
and advocacy. 
 
According to Reichheld, asking customers if they 
would recommend a company to friends, family 
members or colleagues is one of the best indicators 
of loyalty because customers put their own reputa-
tion on the line. (Harvard Business Review, 2003) 

Moreover, NPS scores are linked to customer reten-
tion, profitability and company growth. According to 
Bain & Company, “In most industries, Net Promoter 
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Scores explained roughly 20% to 60% of the variation 
in organic growth rates among competitors. On 
average, an industry’s Net Promoter leader outgrew 
its competitors by a factor greater than two times.”  
(netpromotersystem.com.) 

Some companies use variations of the Net Promoter 
System and its terminology. For example, Marriott 
measures guests’ “Intent to recommend” which takes 
into account promoters only. Other companies use 
a different scale such as 0 to 5 or 1 to 10. There are 
also variations on how the question is worded.

NPS AND HOTELS

Many ReviewPro clients use the Ultimate Question 
in guest surveys and analyze NPS scores along with 
other guest satisfaction metrics. “The Net Promoter 
Score is important to Legacy Hotels due to the fact 

that it indicates the desirability of guests to return to 
our brand, to ensure complete loyalty to us [and to] 
never stay with the competitors,” explained Robert 
Hudson, general manager, marketing and sales at 
Legacy Hotels. The company has enjoyed substantial 
success in generating high NPS scores among its 
properties. Hudson attributed the success to a 
combination of personalized service, quality of 
product and guest recognition. 

“After all, we are in the service business, that’s 
what 90% of the guests expect these days.”

Robert Hudson, general manager,  
marketing and sales at Legacy Hotels. 



BENCHMARKING THE 
NET PROMOTER SCORE 

What is considered to be a good Net Promoter 
Score? It’s not an easy question to answer because 
average scores can vary significantly by industry and 
among companies within any given industry. 
 
In the chart is a breakdown of NPS scores by industry 
from Satmetrix showing the average score for hotels 
as 39. For those of us who are used to scoring per-
formance on a scale between 1 and 100, 39 may not 
sound very impressive. But bear in mind that NPS is 
calculated by subtracting the percentage of 
detractors from the percentage of promoters. If a 
company has more detractors than promoters, its 
score will be below 0. 

To achieve a perfect score of +100 over time would 
be extremely challenging, leaving no room for error. 
Even the best-run hotel brands have their share of  

detractors. For example, Ritz Carlton reportedly has 
an average NPS of 78, one of the highest known NPS 
scores in the hotel industry. By comparison, travel 
websites have an average NPS score of 16, according 
to Satmetrix. 
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Source: netpromotersystem.com/compare



NPS AND TRIPADVISOR RATINGS

We know that NPS scores can be a strong indicator 
of customer satisfaction, but how do they relate to 
other guest satisfaction metrics? 
 
In 2016, Guestfolio conducted a study of 73 hotels 
and found a strong correlation between TripAdvisor 
ratings and NPS scores. However, as the study’s 
author Huw Jones noted, this doesn’t mean that Net 
Promoter Scores cause TripAdvisor ratings. Rather, 
“the many actions hoteliers take to create guest 
experiences largely determine both scores.” 
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Source: Guestfolio.com, 2016



AVERAGE NPS BY REGION AND STAR RATING

In 2017, ReviewPro conducted an analysis of a large 
group of three, four and five-star hotels and 
discovered variances in NPS scores by region. 
 
See the results in the chart pictured here:

 
The study also found a correlation coefficient of 
0.75 between the Net Promoter Score and 
ReviewPro’s Global Review Index™ (GRI™). The GRI 
is a hotel’s guest satisfaction score derived from 
review ratings on sources across the Web. 

A correlation coefficient of 0.75 means that: 

When the GRI increased by 1%, the NPS 
followed with an increase of .75% on aver-
age, and;

When the NPS increased by 1%, the GRI fol-
lowed with an increase of .75% on average.
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Region

Central & Southern Europe

Eastern Europe & Russia

Middle East, Turkey & Africa

Nordics

UK, Ireland & Western Wurope

Average NPS Score

42.84

55.46

43.92

26.25

42.84

Source: ReviewPro, 2017



NPS BY STAR RATING

A separate 2017 study by ReviewPro found significant 
variances in NPS when hotels were categorized by star 
rating. Typically, the higher the star rating, the higher 
the average NPS score. However, it’s important to note 
that this is a general pattern only. There are many 
examples of economy and mid-range hotels with high 
NPS scores and luxury hotels with low NPS scores. 

BENCHMARKING PERFORMANCE

For hotels, it’s not easy to find external NPS bench-
marks that are directly relevant to any given prop-
erty or brand. Unlike online reviews, guest surveys 
are private, and few hotel companies disclose their 
NPS scores. As a result, hotels must rely on internal 
benchmarking against historical performance or, if 

the hotel belongs to a hotel group or brand, against 
other properties within the group or brand. 
 
ReviewPro offers an option for clients to share NPS 
scores with competitors. See the following interview 
for an example of how one brand uses this to its 
advantage.
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CASE STUDY:  
STAYCITY APARTHOTELS

During the webinar, Rhonda Meehan, group quality 
manager at the Staycity Aparthotels group, shared the 
story of her company’s successes using the Net 
Promoter System. Meehan has been with the compa-
ny for 13 years, having previously completed an MBA 
in International Hospitality Management from the Gli-
on Institute and a BA (Hons) in Hospitality & Tourism 
Management from the University of Salford. Below is 
an edited version of our interview with Meehan.

Rhonda Meehan, 
Group Quality Manager, 
Staycity Aparthotels

ReviewPro: 
Can you tell us a bit about your company, and how 
apartment hotels differ from traditional hotels?

Rhonda Meehan: 
Well, the first selling point that we shout about is that 
an apartment offers you greater flexibility. Whether 
it’s a business or leisure stay, at Staycity we have the 
facilities that allow each guest the freedom to have 
“their stay their way”. There is that old cliché of a 
“home away from home,” but that really is true for us. 
Having your own kitchen to cook the food you want 
is a big perk, especially for those with food intoler-
ances on special diets and for those on a health kick. 
 
From that point, we feel that we offer a much better 
value-for-money option than a hotel. Rates are 
cheaper on a per person basis compared to 
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similar standard hotels, and we appeal to families and 
groups that want to be together and share the expe-
rience. To complete the service, we now also offer 
the traditional services of a hotel—F&B areas, fitness 
rooms, super-speed Wi-Fi and 24-hour reception.  

ReviewPro:
Why is Net Promoter Score important to 
your company?  
 
Rhonda Meehan:
At Staycity we have ambitious plans to grow from our 
current 2,000 apartments to 15,000 by 2022, so it’s a 
metric that is essential to us. We started to track Net 
Promoter Scores about four years ago. It was a 
metric that many hotels were monitoring, and 
because it was such a simple method, with just one 
question, it was a very convenient indicator of guest 
loyalty and the likelihood of repeat business.  
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ReviewPro: 
Can you share some numbers related to NPS and the 
progress you have made? 

Rhonda Meehan:
Every week we have properties that score 70+, which 
of course is world class. Our newest property in 
Manchester Piccadilly, which opened in March of 
2017, currently has a YTD NPS of 75, which we are 

extremely proud of. Last week one of our properties in 
Dublin with 110 apartments and a survey conversion 
rate of 30 percent scored +100 for the week. Every 
year since we began collecting the NPS we have seen 
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growth. Our group has increased 10 points in four 
years. Now, almost 95 percent of our properties are 
scoring 40+ year-to-date, many of them in the 50’s 
and 60’s bracket. We use the NPS competitor tool 
within ReviewPro to plot our properties against 
another brand of similar quality that operates in many 
of the same locations as us.  Since we both have 
agreed to share our results, we can compare against 
each other. It is great for us to see that in two
locations we are 38 points ahead of this brand, 34 
points ahead in another location, and in fact ahead in 
all of the locations. 

ReviewPro: 
What other metrics do you use to measure guest sat-
isfaction? Do they correlate with NPS scores?

Rhonda Meehan:
Since we opened in 2004 we have used guest 
surveys. We feel that they answer questions that 
TripAdvisor and other feedback channels do not. It 
gives us the opportunity to find out about different 
departments and encourages guests to give a bit 
more detail if they want to.  
 
We have recently begun sending in-stay surveys too, 
which we are finding very useful. We have always 
promoted an arrival check, with a call to the guest 
10 minutes after check-in. This further reinforces our 
commitment to making the stay excellent. The in-stay 
survey is a new version of this service. Specific 
surveys—for longer stay guests, for example—are also 
a good idea. 
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Source: Staycity Aparthotels, 2017



Like many hotels, we also carry out unannounced 
brand audits several times a year through an external 
company. Some questions are directed around guest 
satisfaction such as checking that a team member 
enquired about the stay during their visit. 
 
In terms of whether the NPS, internal guest surveys 
and brand audit results correlate, we can see a 
definite link. Once we have consistency in a property, 
the results become positive across the channels.  

ReviewPro: 
Now the question on everyone’s mind: How do you 
manage to maintain such high NPS scores? 

Rhonda Meehan:
We believe that engaging with guests is key to 
generating great results and a high NPS. Staycity 
Ambassadors are present on the floor, especially 

during the busy arrival and departures times, so it’s 
another friendly face trying to engage with guests. 
A lot of our guests arrive in groups, having reserved 
apartments that sleep up to eight people, and it gives 
us the opportunity to talk to the group or family as 
they wait. A lot of the time our management team 
fills this role, and we have seen upward trends all 
around since we made this an integral part of our 
guest experience. 
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ReviewPro: 
Can you share your top five tips for accommodation 
operators who wish to achieve similar success?

Engage with your guests in any way possible—pre-
arrival, in-stay and post-stay.  Finding out feedback 
whether good or bad is critical for development and 
growth. Celebrate local events and holidays, and use 
them as an opportunity to impress.

Respond to all guest feedback. We have a 
management response rate of almost 80% YTD. It 
shows that you care and encourages repeat visits.

Analyse the data from your reviews and surveys and 
use it to prioritise investment decisions.
 
Be consistent in your service and approach to make 
your brand successful. 
 
Instill a culture of delighting the guest every time. 
You may not have a 5-star property, but you can offer 
5-star service.
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Rhonda Meehan:
Absolutely. Here are my five top tips:
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GUIDELINES TO IMPROVING 
NPS SCORES

To add to Rhonda Meehan’s tips in the previous 
section, here are a few guidelines to consider in your 
efforts to improve NPS scores:

Take a holistic approach. 
Since all guest satisfaction metrics are interde-
pendent, you don’t need a separate strategy for 
NPS. Incorporate NPS scores into your overall 
guest satisfaction strategy. Your efforts will lead 
to improvements across the board: NPS scores, 
survey scores and online reviews. 

Set clear, achievable objectives. 
Work with your team to establish an NPS tar-
get score and a timeline for achieving it. Break 
down targets into short-term objectives such as 
monthly or quarterly periods that gradually lead 
to the achievement of longer-term objectives.

Get the whole team involved. 
Every staff member plays a role in building guest 
satisfaction. Share NPS objectives with the whole 
team and keep them informed of your progress 
over time. Consider tying NPS scores to 
management bonuses. Build teamwork and 
pride by celebrating milestone achievements. 

Crunch the numbers. 
Look for correlations between NPS scores and 
review scores, departmental ratings, guest 
complaints, repeat guests and other relevant 
metrics. This will help you determine where to 
focus your efforts.
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Reduce the number of detractors. 
Ensure that staff are alert to signs of trouble on 
property and take quick action to resolve issues. 
Close the loop by following up with guests and 
staff promptly, and work hard to turn potential 
detractors into advocates. 
 
Respond promptly. 
Appease disappointed guests and prevent bad 
reviews by responding quickly and thoroughly 
to complaints and poor ratings in guest surveys. 
And don’t forget to thank your promoters. 

Ask guests for reviews. 
Guests aren’t true promoters until they recom-
mend your hotel to others. Encourage them by 
including a prompt in your surveys to post an  
online review. 

SPOTLIGHT: AITKEN SPENCE HOTEL 
MANAGEMENT 

We asked Cheranka Mendis, manager of communi-
cations and public relations at Aitken Spence Hotel 
Management, how her company’s hotels manage to 
earn high NPS scores. 
 
“We pay much attention to the areas where we can 
improve, and the whole team collaboratively takes 
part in the enhancement process,” she explained. 
“Each and every negative sentiment is shared among 
the top management at corporate office as well as the 
management at the property level, and every concern 
is thoroughly investigated with immediate effect.”
 
In addition to tracking Net Promoter Score, the com-
pany uses ReviewPro to pay close attention to the 
Global Review Index and Competitive Quality Index™, 



“It is acceptable to receive negative sentiments; 
however, it is essential to make sure that the same 
complaint does not reappear. Hotels must always look 
at complaints as constructive criticism which is vital in 
the process of bettering themselves. There is always 
room for improvement.”
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says Mendis. These numbers often correlate with 
NPS. “NPS helps to benchmark more popular 
metrics within the competition, and this allows us to 
share individual and aggregated hotel NPS results with 
other ReviewPro clients,” she said. “This also gives 
us access to the NPS information from the competi-
tor hotels defined within our account so we can get 
clear insights on not only our properties, but also the 
competition around us which gives us a competitive 
advantage. This is vital in assessing trends and 
formulating strategies to stay ahead of the curve.”
 
Asked what advice she would give to hotel groups 
that wish to achieve similar success, Mendis said, 
“Reputation is highly important in the hospitality 
industry; hence it is essential to take guest feedback 
seriously and act on it. 
 

“Hoteliers should always pay thorough atten-
tion to the indexes such as NPS and strive to 
further enhance the strengths that you al-

ready possess and eliminate the weaknesses 
that hinder your reputation.”

Cheranka Mendis, manager of 
communications and public relations at 

Aitken Spence Hotel Management
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LEVERAGING NPS INSIGHTS

During the webinar, ReviewPro shared the following 
tips and insight for leveraging NPS insights to guide 
improvements. 
 
TRACK AND ANALYZE NPS EVOLUTION 

Today, NPS is a key metric for almost all of ReviewPro’s 
clients for measuring performance over time on both 
the brand level and the property level. It’s important 
to set goals within your organization and empower 
your team to improve NPS. 
 
One way to enrich the insights from the NPS 
question is to add a follow-up question in surveys 
using questions logic. For example, you can show 
one question to promoters asking them what they 
enjoyed at your hotel, and a different question to 
detractors asking them what your hotel could do to 

improve. This also provides an opportunity to follow 
up with guests who are dissatisfied or, if you are using 
in-stay surveys, to resolve the issue before the guest 
checks out.
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ACCESS VALUABLE NPS COMPETITIVE INSIGHTS

During the webinar, we asked attendees if they know 
how their hotel or brand’s NPS scores compared to 
their competitors. Only 9 percent answered “Yes, 
absolutely,” whereas 53 percent said they had “no idea” 
and 37 percent said they had only a “general idea.”
 
Clearly, lack of knowledge of competitive NPS 
performance is a big issue in the hotel industry. But 
now there’s a potential solution. ReviewPro recently 
introduced a new feature that allows clients to 
benchmark their NPS against competitors by viewing 
the scores of other hotel groups at both the brand and 
the hotel level. Brands that agree to share NPS 
results can view the results of competitors who have 
also agreed to participate in the program. As Rhonda 
Meehan explained earlier in this guide, this kind of 
competitive benchmarking can be extremely valuable.

Note: In order to access this new competitive bench-
marking data, clients must activate this feature in their 
Settings within the ReviewPro tool and agree to share 
NPS results with other participating ReviewPro clients.
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ACTIVELY ENGAGE WITH PROMOTERS

Promoters are your hotel’s biggest asset, so make sure 
you engage with them to encourage them to become 
loyal guests. Use the filters within ReviewPro to identify 
promoters that could become important advocates 
for your brand.
 
One option is to integrate NPS data with other 
systems such as your CRM platform to create rich 
guest profiles. For example, track guest activities and 
purchases on property and how they rated them. You 
can then design a targeted marketing campaign such 
as sending emails to promoters inviting them to join 
your loyalty program. 
 
Or you could come up with creative ideas to 
encourage brand advocacy such as contacting a 
promoter and saying, “We’ve noticed you’ve had a 
great experience the last few times you stayed with 

us. Would you be interested in taking part in our 
new promotional video?” There are all sorts of way 
to engage guests in this way, and the results can be 
extremely powerful.
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PROMOTE WHAT YOUR GUESTS LOVE

Use ReviewPro’s survey analytics and competitive 
benchmarking tools to identify what your happy guests 
like most about your hotels. Use this information to 
guide marketing copy and to highlight your strengths 
on your website and in promotional materials. 

This will help you attract the type of new guests who 
will appreciate your hotel’s style, services and ameni-
ties most. In turn, it will help create more promoters, 
boosting your NPS and overall guest satisfaction.

FREE GUIDE

Everything You Need to 
Know About Managing 

Guest Surveys

Guest Satisfaction Surveys (GSS) represent a 
critical way to solicit direct feedback from 
guests. By using survey feedback to guide 

improvements, hotels can prevent negative 
reviews, increase guest loyalty and attract 

new guests.

But while many hotels send out guest surveys 
today, few employ them to their best 

potential.

Download Guide >>

https://www.reviewpro.com/resources/everything-you-need-to-know-about-managing-guest-surveys/
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PUBLISH NPS AND COMMENTS ON YOUR WEBSITE

Sharing content created by guests can be an effective 
way to increase website conversion rates and encour-
age direct bookings—top priorities for hoteliers today.  

ReviewPro allows you to publish content from surveys 
and widgets with guest ratings on your website. Why 
not use this content in your marketing? For example, 
create a web page displaying your NPS score along 
with some of your core strengths identified through 
sentiment analysis. You could also publish guest 
comments from surveys and promote them as 
“verified reviews” because only guests who have 
stayed at your hotel are able to complete a survey.

Pestana Hotel Group, Pestana Chelsea Bridge
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PUBLISH NPS AND COMMENTS ON YOUR WEBSITE

How you respond to guest feedback can have a 
significant impact on guest perceptions, behavior and 
the overall success of your hotel. If feedback is poorly 
managed, guests may not return to your hotel and 
may share their disappointment with others. This in 
turn will affect your property and brand reputation.

On the other hand, when feedback is well managed 
and responded to in a timely manner, guests will feel 
more positive about your hotel and brand.

Rather than respond to all guest feedback, concen-
trate on responding to the most relevant feedback as 
quickly and thoroughly as possible. Focus on speed 
and quality, not volume.
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Resolving issues identified through in-stay surveys 
should also be a priority. For post-stay surveys, one 
way to set objectives is based on NPS. For example, 
a good objective could be to reply to all detractors 
within 48 hours. 
 
ReviewPro now allows clients to include a widget at 
the bottom of management responses asking guests 
if they found the response useful or not. This informa-
tion can be helpful for understanding how effective 
your responses are and whether a change in wording 
is needed.

WEBINAR

How to Optimize Your 
Hotel’s Presence on Google

In this free webinar, we bring in the experts to 
take a deep dive into Google for hotels. 

Watch the video now to hear how to position 
your hotel for optimal visibility, appeal and 

website traffic on the world’s largest 
search engine.

Watch Now >>

https://www.reviewpro.com/resources/managing-google-reviews/


Leveraging NPS Insights 29

PRIORITIZE IMPROVEMENTS TO BOOST NPS

It’s not enough to respond to guests who provide feed-
back. If you truly want to improve NPS scores, you must 
act on these insights. Using ReviewPro’s impact analy-
sis for surveys, you can understand at a glance the key 
drivers affecting guest satisfaction and where you need 
to prioritize action. 
 
Create alerts or notifications for the areas that are 
most relevant to you such as housekeeping or food & 
beverage. This will help improve efficiency and ensure 
that you focus on the right areas. Then use sentiment 
analysis, or analytics by room number, for example, 
to drill down in the areas that need attention. By 
following up on feedback and making improvements, 
you will improve the experience for future guests and 
gradually see your NPS score improve. You will also 
see an increase in the volume of positive reviews on 
TripAdvisor, OTAs and other review sites.

Prioritise 

room

Pampered

Value

Reception-Guest 
Service

Beach

Cleanliness

Welcome

Lunch Buffet

Dinner Buffet

Relaxed

Overall Satisfaction - 85,9%

Monitor Maintain

Amplify

Im
p

ac
t

Impact Analysis
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AUTOMATE FOLLOW-UP WITH CASE MANAGEMENT

Finally, we recommend setting your own rules in  
ReviewPro to generate cases automatically based 
on specific feedback. You can assign cases based on  
feedback from online reviews or surveys (in-stay or 
post-stay). This will help increase staff efficiency, 
ensure issues don’t go unfixed and improve the guest 
experience. 
 
It’s also a good idea to create rules to automate cases 
based on feedback from detractors. For example, if 
NPS is less than 4, a case will be automatically created 
for the general manager to follow up within 24 hours.
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ABOUT REVIEWPRO

ReviewPro is the world leader in Guest Intelligence 
solutions, with more than 55,000 hotels in 150 
countries. ReviewPro’s Global Review Index™ (GRI), 
the industry-standard online reputation score is 
based on review data collected from 275+ OTAs and 
review sites in 45+ languages.

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 clients to prioritize operational/service 
improvements to deliver better guest experiences and 
increase guest satisfaction, online rankings, and revenue.

FREE DEMO

Happy Guests.  
Profitable Hotels.

Comprised of ReviewPro's industry-leading 
Online Reputation Management (ORM), Guest 

Satisfaction Surveys (GSS) and Mobile App, 
the Guest Intelligence Suite helps your organi-
zation to develop a truly guest-centric culture.

Discover today how this highly flexible solution 
can help you turn insight into action to 

improve operational and service excellence, 
while driving revenue.

Request Demo >>

https://www.reviewpro.com/#demoblock
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