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INTRODUCTION

Responding to reviews is one of the most important 
tasks in online reputation management for hoteliers. 
It directly impacts bookings, guest satisfaction and 
loyalty, and therefore requires specific strategies and 
planning in the form of a solid management re-
sponse strategy.

Before you dive into responding, it’s important to 
look at the big picture. What objectives do you wish 
to achieve? How will you achieve them? Who will be 
responsible? What tools will you need? And how will 
you measure results? 

Even if you’ve been responding for years, it’s never 
too late to clarify objectives and strategies. This will 
ensure that you stay focused and results-oriented. 
Many ReviewPro clients report substantial improve-
ments within months of implementing a response 
strategy.
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It’s also critical to review your response strategy reg-
ularly and to perform a full review annually. Market 
conditions (such as new and emerging review sourc-
es) can change quickly. You want to ensure that your 
strategy continues to be as effective as possible over 
time and that employees are receiving sufficient di-
rection and support.

A response strategy should include five key 
components:  
 

1. Identify objectives and timelines

2. Assign responsibilities  

3. Invest in tools and training

4. Develop guidelines 

5. Track performance



There is no “one policy fits all.” 

Your response strategy will depend on the size of your business, 

the resources available, and the type of feedback you receive.



SET RESPONSE GOALS
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Below we summarize the most important factors to 
consider when developing your strategy. 

Your response goals should identify your most im-
portant review sources, languages and priorities in 
terms of negative and positive reviews. They should 
be realistic and attainable. Some companies have a 
policy of responding to 100% of reviews and surveys, 
but this objective isn’t always realistic or even desir-
able for everyone, especially if you receive a lot of 
feedback.

Why? If you fall behind and respond to feedback that 
is weeks or months old, the benefits will be signifi-
cantly reduced. Negative comments left unanswered 
can give the impression that hotel staff don’t care. 
Furthermore, review sites displays reviews from new-
est to oldest; the longer it takes you to respond, the 
fewer people will see it. 

It may be more practical to set individual goals for 
the main types of feedback. Online reviews are public 
and can deter travelers from booking your hotel, so 
they should be a top priority. While post-stay guest 
surveys are private, an unacknowledged complaint 
can escalate to a bad review, so all types of nega-
tive feedback are important. In-stay surveys should 
always be your highest priority because guests are 
in-house and expect quick resolution.

Source: ReviewPro, 
2018. Data set: 22,286 
3, 4 & 5-star hotels in 
regions around the 
world. Reviews posted 
Jan 1 – Oct 31, 2018. 

Review market share in 2018
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For these reasons we generally recommend the 
following approach:

• Prioritize negative feedback over positive feedback
• Respond to all negative reviews and surveys 
• Prioritize in-stay surveys, then online reviews, then 
  post-stay surveys
• Respond to negative in-stay surveys within 2 hours
• Respond to negative reviews within 48 hours

Sample Goals: Review Responses 

• 100% of negative reviews in key languages 
• 25% of neutral reviews  
• 25% of positive reviews 
• Average response time of 72 hours

Whether it’s an online review, a guest survey 
or a comment at checkout, your response 
to guest feedback is critical. Done well, it 
can help reduce negative reviews, increase 
positive reviews, and attract new and repeat 
bookings. 

In this webinar, we’ll show you how to re-
spond to guest feedback in a way that leaves 
travelers feeling positive about your hotel, 
improves reputation, and drives higher room 
demand

BEST WAYS TO RESPOND 
TO GUEST REVIEWS & SURVEYS

WATCH WEBINAR

WEBINAR

https://www.reviewpro.com/resources/webinar-winning-strategies-responding-guest-reviews-surveys/
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Keep in mind that not all review sites allow man-
agement responses and not all reviews contain text 
commentary. Your goals should be based on “re-
spondable” reviews: reviews that contain comments 
and allow a management response.

With a reputation management tool, you can 
streamline and automate a number of functions, 
including tracking and filtering reviews by depart-
ment, source, country, sentiment, concept and oth-
er factors. You can post responses directly from the 
platform, track progress toward completing goals, 
and compare performance with competitors for an 
independent property or group.

Sample Goals: Survey Responses  

• 100% of negative surveys in key languages 
• 50% of neutral surveys
• 50% of positive surveys
• Average response time of 72 hours

Sample Goals: In-stay Surveys 

• 100% of surveys that show dissatisfaction 
• Average response time of under 2 hours

With a survey management tool, you can stream-
line and automate a number of functions, including 
creating customized in-stay and post-stay surveys, 
tracking open rates, and filtering results by depart-
ment, sentiment, guest profile data from the PMS and 
other factors. 

You can use Net Promoter Score® to categorize 
guest as Promoters, Passives or Detractors and set 
goals for each type. Additionally, you can integrate 
your reputation management and survey tools to 
gain a 360 degree view of guest satisfaction.



SHOULD HOTELS RESPOND TO EVERY REVIEW?
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Silvia Battistella,  
Online Reputation Manager 

at Barceló Hotel Group

According to Silvia Battistella, Online Reputation 
Manager at Barceló Hotel Group, a policy of re-
sponding to all reviews can interfere with response 
quality. 

Barceló’s policy is to respond to 100% of negative 
reviews, 50% of neutral reviews, and 25% of positive 
reviews. Responses must be posted within a maxi-
mum of three days, and ideally on the same day. The 
company also rates responses on a scale of 1 to 5.

“Many positive reviews say the same 
thing,” she explained. “How many ways 
can you thank a guest for mentioning 
the kindness of staff or the cleanliness 
of a room without sounding repetitive?” 

“Our KPIs are shared during monthly 
management committee meetings so 
the entire organization is aware of the 
importance of responding, the aver-
age time to publish a response, and the 
quality of our responses.”
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Assigning responsibility for responding will depend 
on the skills and resources available. As a rule, re-
sponses should come from the general manager or 
another senior manager to show how seriously you 
take guest feedback. Some establishments take a col-
laborative approach, with each manager responding 
to feedback related to their department. 

At other companies all responses are managed by 
corporate office. Some take a hybrid approach in 
which responses are shared between corporate and 
property staff, or corporate office drafts responses 
and passes them on to the property for review (or 
vice versa). Another option is to implement escalation 
procedures whereby corporate office is notified only 
if a hotel hasn’t responded within a specified period 
of time. 

Regardless of the setup you choose, the people 
tasked with responding to guest feedback should 

have strong written communications skills, a solid 
understanding of operations and the brand’s identity, 
vision and values, and strong service recovery skills. 
They should also receive training and guidelines on 
how to respond effectively.

ASSIGN RESPONSIBILITIES 
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Another important component of response strategy 
is benchmarking against competitors. Do your com-
petitors respond to all reviews, some reviews or none 
at all? On which channels do they respond and how 
quickly? How effective are their responses? Most im-
portantly, how can you do better? 

By maintaining a prompt, consistent and thought-
ful approach to responding, you will stand out from 
competitors and attract more business. On the other 
hand, if your competitors do a better job of respond-
ing, you’re probably losing out on business. 

A ReviewPro analysis of over 22,000 hotels across 
five continents found that hotels responded to 42.5% 
of respondable reviews in 2018. Interestingly, positive 
reviews received more responses (44.1%) than neg-
ative reviews (37.5%). Why do you think this is? Is it 
because it’s easier to respond to positive reviews?

BENCHMARK AGAINST COMPETITORS 

Barceló Brno Palace Hotel
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AN EXPERT WEIGHS IN

As Online Reputation Manager at Barceló Hotel 
Group, Silvia Battistella knows a thing or two about 
responding to online reviews. 

She estimates that she has responded to around 
20,000 reviews—in English, French, Italian and Span-
ish.

Before joining Barceló, Battistella worked as Quality 
Manager at Iberostar Hotels & Resorts for three years, 
where she was responsible for posting responses to 
reviews for the 50+ hotels in the EMEA region. 

“I was in constant contact with the management 
teams at the hotels to gather information in order to 
guarantee meaningful responses based on the infor-
mation reported by users,” she told us. 

SHOULD CORPORATE OR PROPERTY STAFF RESPOND? 

At Barceló, on-property staff are responsible for re-
sponding. “My main role consists of teaching our 
hotel teams how to manage and respond to online 
reviews with periodic training both in face-to-face 
classes and distance learning. I also assist them when 
they need guidance on reviews that may critically 
affect the online reputation both at a hotel and com-
pany level.”

Given her experience with both approaches, we 
asked her which was better—responding on property 
or at corporate office? 

“I believe that both approaches can work,” she said. 
“It really depends on the business model of each 
company.” Below is her summary of the pros and 
cons of each approach.

Keep in mind that it’s not always an “either/or” 
choice; many companies undertake a coordinated 
strategy involving both corporate and property staff. 
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PROS
• TripAdvisor, Google, Booking.com, Ctrip and oth-
er review sites are important marketing channels for 
hotels. If you have experts in sales and marketing 
communications, you can guarantee that responses 
will always be geared towards selling the hotel.
 
• The people responding should know how to com-
municate with the markets the hotel serves. “You 
don’t communicate the same way to a French guest 
as to a German or Spanish guest,” she explained. “Ev-
ery nationality has its own expectations and priorities 
during a vacation.”

• It’s critical to publish responses in the language of 
the review, and it’s usually easier to centralize lan-
guage proficiencies at corporate office. At Barceló, 
that means Spanish, German, English, French and 
Italian. “Each market is a potential travel community 
that we want to capture, and we can only do that if 
we are able to communicate in their language,” Bat-
tistella said.

• Hotel teams are busy. They have many different 
tasks during the day and little time to dedicate to re-
sponding to reviews. “Some hotels receive up to 20 
reviews per day,” she said. While corporate staff are 
busy too, they have fewer distractions.

CORPORATE MANAGEMENT RESPONSES

Barceló Hotel Raval, Barcelona



CONS 
• There may be less involvement and accountability on the 
part of the operations team if reviews are managed externally. 
The risk is that guest feedback will become less of a priority.
 
• The people in charge of responding may not be sufficiently 
familiar with hotel operations or knowledgeable of the hotels. 
This may affect their ability to communicate effectively, espe-
cially when it comes to complaints.
 
• There may be a longer delay between the time the review is 
published and the time the response appears online because 
the person responding has to gather relevant information 
from the hotel team and this can take time.
 
• Reviews published by guests during their stay may not be 
noticed or acted upon right away, missing the opportunity to 
change a negative experience into a positive one by contact-
ing the guests immediately while they are still on property.

CORPORATE MANAGEMENT RESPONSES 
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PROS
• New reviews are seen immediately and can be answered 
on the spot (no weekends or bank holiday delays).
 
• Hotel teams know their hotel better and its strengths 
and weaknesses. They can explain the improvements that 
have been implemented and ensure that negative com-
ments related to a specific issue do not recur.
 
• There is higher involvement within the hotel team re-
garding feedback. At Barceló, guest comments are passed 
through the Auto Case Management tool in ReviewPro 
for the department involved to act immediately. The same 
goes for reviews published during the guest’s stay. The 
hotel team can contact the guest immediately and take 
action to improve the experience before the guest leaves.
 
• Hotel teams know their guests and can easily identify 
malicious reviews and report them.

PROS OF HOTEL MANAGEMENT RESPONSES

CONS
• There can be a lack of foreign language proficien-
cy (speaking and writing are two different matters). 
Therefore, it can be tricky to respond to specific 
feedback and sound authentic, giving useful infor-
mation without sounding repetitive.
 
• Hotel teams may take negative feedback person-
ally because they deal directly with guests. It’s a 
challenge to not sound defensive and to maintain 
objectivity, especially when guests post negative 
comments about hotel staff.

Hotel Barceló Bilbao Nervión



ABOUT US
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ReviewPro is the world leader of Guest Intelligence 
solutions, with more than 55,000 hotels in 150 
countries. Globally renowned brands like Radisson 
Hotel Group, Kempinski Hotels, Red Lion Hotels, and 
Mèlia Hotels International rely on ReviewPro to 
consolidate all guest intelligence into one powerful 
platform.

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

Click here to check out our GSS video

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

https://www.reviewpro.com/products/guest-survey-solution/#video
https://www.reviewpro.com/products/guest-messaging-hub/
https://www.reviewpro.com/products/guest-survey-solution/#video
https://www.reviewpro.com/products/guest-messaging-hub/#video
https://www.reviewpro.com/products/guest-survey-solution/#video
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WHAT WE DO

Data Insights
Opera.onal 

& Service 
Priori.es

ResultsAction

Online 
Reputation 
Management

Guest Intelligence Improvement SuiteTM

Guest 
Satisfaction 
Surveys*

Guest 
Messaging
Hub

Case 
Management

*In-stay and post-stay surveys

Guest Experience Improvement SuiteTM



www.reviewpro.com
info@reviewpro.com 

@ReviewPro


