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Introduction



Every year, ReviewPro publishes a guide on key trends in the

hotel industry. This year we are steering clear of buzzwords

like blockchain, artificial intelligence and virtual reality, and 

instead focusing on four trends that are impacting hoteliers

here and now.

We’ll start by looking at 2018 global outlook for the travel

industry. Then, we’ll explore our trends, beginning with new 

opportunities and threats, followed by voice technology and 

data-driven decision making, and ending with guest

messaging.

Along the way, we’ll explain what these trends mean, why

they’re important, and what leaders in hotel marketing and 

operations can do about them.

Introduction
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2018 Global Outlook



How is 2018 treating you so far? For

many hotels and hotel groups around

the world, 2017 was a great year. The

good news is the momentum is

expected to continue in 2018, although

there will be significant variations by

region.

According to the UNWTO World

Tourism Barometer, global tourist

arrivals grew by a remarkable 7 percent

in 2017 over the previous year, reaching

a total of over 1.3 billion. This number

well exceeds the 4 percent average

growth since 2010, and represents the

strongest results in seven years.

Source: UNWTO World Tourism Barometer&Skift, January 2018

2018 Global Outlook
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Broken down by region; in Europe the economy finally

recovered from its previous downturn, achieving an

impressive growth in global tourism arrivals of 8 percent

in 2017. In the Americas, growth was only 3 percent in 

part due to a slow down in inbound travel to the United

States. Note, however, that these numbers do not

include domestic travel, which was strong in the US in 

2017, helping hotels to reach a record occupancy rate of 

65.9 percent.

In Asia Pacific, growth in tourism arrivals was also

strong in 2017, at 6 percent, although it’s not clear

how much profit made its way into the pockets of 

hoteliers. As much as 70 percent of online bookings

in Asia are made through OTAs, according to 

Phocuswright. Growth in Africa was also very strong, 

at 8 percent, and the Middle East achieved 5 percent

growth.

Globally, the growth rate is projected to level off in 

2018 but remain strong at between 4 and 5 percent.

2018 Global Outlook
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2018: The Year of Great Expectations

Given such strong financial performance in the global 

hotel industry in 2017, can hoteliers rest on their laurels

in 2018? Not likely. During ReviewPro’s recent webinar, 

Four Trends Transforming Hotel Marketing and 

Operations in 2018, we asked our listeners about revenue

expectations for this year. 

Here are the results:

Overall, 80 percent of listeners expect increases in 

revenue in 2018. No pressure! In the coming sections

we’ll explore ways to meet those expectations both

directly and indirectly. 

48%

32%

8%

3%

0% 20% 40% 60%

Moderate increase in
revenue

Big increase in revenue

Similar to last year

Decrease in revenue

Q: What are the expectations of your
hotel/brand’s performance in 2018? 

2018 Global Outlook
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New Opportunities
and Threats



Our first trend is less a single trend than a series 

of moves by the biggest players in online travel

that have created new opportunities and threats

for hoteliers.

Recently, Expedia, Google, TripAdvisor, Ctrip, 

and Airbnb all launched products or initiatives

that directly impact hotels. As public companies

(save for Airbnb), they are under pressure from

shareholders to grow revenue and profits. 

Growth has slowed in some of the areas where

they previously enjoyed exponential growth, 

which has obliged them to pursue new revenue

streams. Let’s look at a few of these changes.

New Opportunities and Threats
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Now under the leadership of CEO Mark Okerstrom

following the departure of Dara Khosrowshahi to head 

up Uber last year, Expedia unveiled ambitious plans to 

position itself as a “technology platform for hotels” at its

user conference in December.

The company intends to “build the world’s first all-

property solution for hotels ...bringing hotel operations, 

revenue management, brand loyalty, data and 

distribution together to provide better value to hotels,” 

according to Tnooz.

Hotel operations? You heard right. Since launching its

revenue management tool in 2016, Expedia has signed

on 20,000 users—in part by giving it to hotel partners

for free. Now the company is moving into hotel 

operations, having purchased a majority stake in ALICE, 

an operations platform for hotels.

“Hotel operations is the next space for disruption,” 

said Benoit Jolin, Expedia’s VP of global product, 

during the conference. “No one has designed a 

system across the hotel: maintenance, 

housekeeping, guest communication. Hoteliers

need to be connected and engaged across the

proliferation of channels...[We will] see more 

vendors emerge that help hotels manage these

touch points.”

Expedia: Expanding into Operations Tech
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You may recall that Priceline made a similar move into hotel technology a 

couple of years ago with the launch of its BookingSuite platform, which offers

several marketing and revenue management tools and services to hotels.

How should hoteliers feel about online travel agencies moving into hotel 

operations, revenue management and marketing? That depends on how you

feel about OTAs. Some industry experts say there is good reason to be wary.

“Are hoteliers being fooled by OTAs for a second time?” posits Marco 

Benvenuti, co-founder of Duetto and a former market manager at Expedia, in a 

recent article on HotelManagement.net. He reminds us that about fifteen years

ago, hotels opened their doors to OTAs, and they have been fighting to gain

back control of their bookings ever since.

“We all know what an over-reliance on OTA demand will do to a hotel’s

profitability,” Benvenuti writes, cautioning hoteliers, “Before you hand over the

keys to your guest data and hotel operations, this time be sure to consider the

consequences.”

Should Hotels Be Concerned?
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Regardless of how you may feel about OTAs, it’s hard to 

deny that they provide a vital distribution channel for

hotels, helping to increase demand, fill rooms and reach

untapped markets. That certainly holds true of China’s

Ctrip. Ctrip has been growing by leaps and bounds in 

recent years and appears destined to becoming a viable 

challenger to the Expedia-Priceline duopoly in some

regions of the world.

If China isn’t on your radar, 2018 may be the year to 

change that, especially if you’re located in a destination

favored by Chinese travelers like Europe, the U.S. and Asia. 

(See graph). With the largest population in the world, a 

rapidly growing middle class, and a population of which

only 6 percent hold a passport, China is expected to be 

the world’s largest source of outbound tourism demand

by 2022, overtaking the U.S.

Source: Euromonitor International, Oct 2017, viaTornos News

Do You Have a China Strategy?
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Accessing Chinese travelers from outside of China isn’t easy, however. 

Many of the marketing platforms used by hoteliers are blocked in China, 

including Google, Facebook and YouTube. With its primary market of 

Chinese travelers and a renewed focus on growing its outbound

business, Ctrip represents a highly targeted channel for reaching

Chinese travelers. If you’re not listed on the site and actively managing

rates and inventory, now may be the time to do so.

In addition to having a Chinese-language website, hotels that wish to 

attract Chinese travelers should cater to the unique needs and interests

of individuals and groups. From an operational perspective, this may

include offering translation services and on site signage, special menu

items, and help with local tours and activities.

Catering to Chinese Tourists

14



According to Google, mobile searches containing the word

‘best’ soared by 80 percent in the past two years. During the

same period, searches that included the word ‘reviews’ also

increased significantly. Why? When people search for a 

business such as restaurant, plumber or hotel they don’t want

to be overwhelmed with choices; they want to know which

option is ‘the best.’ And they read reviews for confirmation

that they’re making the right choice.

In the example pictured here, the top three listings in a search

of ‘best boutique hotels in Bangkok’ all have very high Google 

ratings. Last year, Google confirmed that reviews factor into

search rankings for local businesses—meaning that positive 

reviews mean higher visibility in search.

In 2017, Google confirmed that reviews of local 
businesses are factored into search results.

Google recently added new features to its review
product.

Google: When Only the Best Will Do

15



If you click on a hotel’s reviews, you’ll see that Google has given

its neglected review product some attention of late. Now users

can sort reviews by traveler type, review source and other factors

such as the most helpful, most recent and highest score.

The takeaways here? Do you have a clear idea of what your hotel 

does ‘best’ in your region? Do you communicate these features

clearly on your website? And do your guests corroborate the

claims in glowing reviews? All of these factors will help drive 

more travelers to your website and to your front door in 2018.

Google Reviews
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Recently, you may have noticed another new feature from

Google called Questions and Answers. Search a business on

Google, and a Knowledge Panel appears on the right of the

page. Scroll down, and you may see a section of the panel 

entitled ‘Questions & Answers.’ Here users can post and 

respond to questions about your hotel. If this sounds a lot like

TripAdvisor’s Questions and Answers feature, it is. 

Currently, most hotels have only one or two questions posted, 

although that will change quickly if this feature takes off. 

Unfortunately, many of the answers provided are unhelpful, 

vague and sometimes even inaccurate. That’s because few

hotels are taking the time to respond and are leaving it to 

Google users who do not know the hotel as well as they do. 

Google Questions and Answers
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So hotel marketers, now you have a new responsibility: monitor 

and respond to questions on Google. If you’re registered as a 

contact on your hotel’s Google My Business (GMB) account, you

should receive a notification when a question is posted. 

Currently, you can’t respond from your GMB dashboard; you

need to respond from the Knowledge Panel (don’t ask us why!). If

you don’t see any questions, either none have been posted or the

feature isn’t yet active in your area. 

While these changes are relatively minor, they’re indicative of a 

larger trend. A hotel’s Knowledge Panel has become like a 

secondary website and combined OTA listing, displaying rates

and availability, booking options, imagery, descriptions, reviews

and more. To boost visibility and website traffic within the

Google ecosystem, hotels must manage content on the graph

much like content on your website. While you can’t directly

control all of the information, key details can be managed from

your Google My Business account. 

Google’s Knowledge Panel
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Last year, TripAdvisor introduced major changes to how it

displays hotels in search results on desktops and mobile

devices. In this screenshot of a search of hotels in London, 

you can see that the Chesterfield Mayfair is at the top of 

search results even though it ranks #13 in traveler popularity. 

The hotel occupies this position through Sponsored

Placements, cost-per-click ads that allow hotels to buy their

way to the top of search results. Only the Sponsored tag

indicates that it’s a paid advertisement.

Organic listings start just below, but they now have a 

commercial aspect too. The Grange St. Paul’s Hotel is listed

as the #1 “Best Value” of over 1,000 hotels in London but

ranks #353 in traveler popularity. Similarly, Hilton London 

Paddington is listed as #2 in Best Value yet ranks #410 in 

popularity. You will find examples like this in destinations

around the world, probably including yours.

A search of hotels in London on TripAdvisor using the Best
Value sorting option

TripAdvisor’s ‘Best Value’ Ranking
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TripAdvisor rolled out the Best Value sort worldwide in May

2017. It is now the default ranking for mobile and desktop 

searches. The popularity ranking, which ranks hotels based on

traveler reviews, is still around, but has been renamed ‘Traveler

Ranked.’ To access it users must switch the sorting option at 

the top of the page.

How does the Best Value sort work? According to TripAdvisor, 

hotels are ranked “using exclusive TripAdvisor data, including

traveler ratings, prices, booking popularity, location and 

personal user preferences.” This means that pricing, room

availability and sales all play a factor in rankings, in addition to 

traveler reviews. And because user preferences are also

factored in, search results may vary by user.

Watch Webinar

TripAdvisor for 
Hotels: How to 
Drive More Reviews, 
Referrals & Revenue

TripAdvisor has never been more 
integral to the success of hotels. 
If you’re not actively managing 
your presence on the world’s 
most popular travel website, 
you’re missing out on 
opportunities.

How Does the Best Value Sort Work?
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Why did TripAdvisor make this change? In a nutshell: to 

sell more rooms. Instant Booking has not gained the

traction the company hoped for, and its stock value has 

declined substantially in the past two years.

Hotels that previously depended on rave reviews and a 

high rating to generate traffic from TripAdvisor may have

noticed a drop in referral volume. By the same token, 

hotels with lower traveler ratings may have seen a bump

in traffic.

To gain greater visibility under the Best Value sort, Kevin 

Carter, TripAdvisor’s associate director of 

communications, recommended focusing on three key

areas in a recent article on the Reknown blog:

1) Supply rates and availability

Hotels can provide rates and availability, directly via

TripAdvisor’s Instant Booking or Cost-Per-Click products, 

or indirectly via anOTA.

2) Demonstrate quality

Reviews from travelers reflecting the high quality of 

service provided are very important. This positive 

feedback, along with improvements hotels make to their

business based on guest feedback, can help improve the

hotel’s visibility in the Best Value ranking.

3) Improve booking frequency.

Providing competitive rates is a top driver for bookings.

If all else fails, there’s always a fourth option: buy your way

to the top of rankings with a sponsored placement.

How to Increase Visibility on TripAdvisor
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A look at lodging trends would not be complete without 

mentioning Airbnb. The company, which marks its tenth 

anniversary this year, has served more than 200 million 

travelers to date, with three million listings in 65,000 

cities around the world.

In the past two years, Airbnb has been rolling out features 

and services designed to attract corporate and group 

travelers, a direct challenge to dependable and lucrative 

segments for hotels. More recently, the company 

announced it was investing U.S. $200 million in a 

“branded apartment project” in Florida. The model looks 

and sounds a lot like a hotel and is expected to be the 

first of many such projects.

Early this year, Airbnb announced that it will allow hotels 

providers to list on the site through a third-party 

distribution network. This has the potential to be a real 

gamechanger for the company, making Airbnb a viable 

threat to OTAs.

Airbnb and other private rental companies, including 

HomeAway, VRBO, TripAdvisor, Expedia and 

Booking.com, have slowly been chipping away at hotel 

occupancy in recent years, but the impact has been 

offset by strong performance in the hotel industry. If 

there is a downturn, however, hotels will be far more 

likely to feel the pinch.

For hotel marketers and operations managers, it’s more 

important than ever to focus on excelling in the areas 

where private rentals can’t compete: guest service, 

amenities, food and beverage, and social ambience. At 

the same time, it might be prudent to look into listing on 

Airbnb to capture part of its growing base.

Airbnb Makes It Easier for Hotels to List

Airbnb is joining with 

real estate developer 

Newgard to launch its 

first purpose-built 

apartment complex. 

© 2017 Reuters
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Voice Technology



Now let’s turn to our next trend: voice technology. From 

voice search to virtual assistants to in-room smart 

speakers, voice technology has the potential to transform 

how travelers shop for hotels, make bookings and 

communicate with staff. How will it impact hotel 

marketing and operations?

Many technology experts think that voice will be the next 

major evolution in consumer technology, disrupting 

smartphone usage much the way smartphones disrupted 

desktop computers. Already marketers are talking about 

having a voice strategy much like they talked about 

having a mobile strategy. How much of this is real, and 

how much of it is speculation or hype?

Judging by the surge in sales of voice-activated devices 

in recent months, there is a huge amount of interest in 

voice technology among consumers. The question is will 

people become frustrated by voice technology and 

revert to previous habits? Only time will tell.

Certainly, voice technology has major obstacles to 

surmount before it will be universally adopted and loved 

by consumers and businesses. Hotels in particular face a 

number of challenges to integration into marketing and 

operations.

Voice Technology

Voice-activated Smart Speakers: Amazon Echo and 
Google Home
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In a recent article in the New York Times, Farhad Manjoo

argues that reading text on a screen is going out of fashion 

and is being replaced by audio and video. “The internet was 

born in text because text was once the only format 

computers understood,” he explains. “Then we started giving 

machines eyes and ears — that is, smartphones were 

invented — and now we’ve provided them brains to decipher 

and manipulate multimedia.

“If you probe those currents and look ahead to the coming 

year online, one truth becomes clear,” Manjoo writes. “The 

defining narrative of our online moment concerns the 

decline of text, and the exploding reach and power of audio 

and video.”

Are We Heading to a Post-text Future?
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Voice technology is still in its infancy, but it has come a long 

way fast. In late 2011, Apple introduced Siri to the world, a 

personal assistant that came with the iPhone 4S. Since then, 

several other major tech companies have introduced voice 

assistants of their own, including Google’s Assistant, 

Amazon’s Alexa, and Microsoft’s Cortana.

Initially, digital assistants were limited to smartphones and 

computers. Today, they are integrated into a variety of 

devices. The most popular device of late is smart speakers—

voice-controlled speakers with integrated virtual assistants. 

Sales of these devices have exploded in the past year. 

Amazon launched the Echo smart speaker, which is powered 

by Alexa, in 2014 and leads the market in sales. Next is Google 

Home, introduced in late 2016. Much further behind is 

Microsoft’s Harman Kardon Invoke, launched in 2017. Not to 

be outdone, Apple introduced HomePod in early 2018.

Is the time you spend using your
Smart Speaker replacing any
time you spend with…?

Smart speakers are replacing time spent on other 
devices, according to a study from NPR and 
Edison Research. (TechCrunch, 2018.)

The Rise of Voice Technology
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Today, in the U.S. alone 39 million people own a smart speaker, the 

equivalent of one in six Americans, according to NPR and Edison 

Research. People are spending more time with smart speakers and 

less time with other devices like radios, smartphones and computers. 

Smart speakers can perform many of the same functions as these 

devices, but without the need to use hands or eyes to operate them.

Using voice commands, users can browse the internet, turn on music 

or the TV, and get answers to questions about the weather, travel, 

sports, trivia and more—all hands free, while cooking, driving, 

socializing, exercising or watching television. While the number of 

functions digital assistants can perform is still quite limited, it’s growing 

every day. If adoption continues to accelerate, voice has the potential 

to become the primary point of contact between humans and 

technology.

For hotels, voice technology has two main applications that are 

relevant today: voice search and in-room smart speakers.

Smart Speakers on the Rise
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If you use a digital assistant, you’ve probably asked it all 

sorts of questions to test its knowledge and ability. 

Sometimes you may be surprised and impressed, other 

times underwhelmed.

When it comes to shopping for hotels, the capabilities of 

digital assistants are still quite limited. For example, ask 

Google Home, “Hey Google, what are the most romantic 

hotels in Paris?” Google Assistant will promptly read the 

names of three hotels in Paris (albeit with cringe-worthy 

pronunciation of French words). That’s pretty impressive, 

but if you want to know rates and availability or to make a 

booking, you’ll have to do it yourself—for now, at least. 

In some respects, Amazon’s technology is more 

advanced. “Amazon Echo, with Alexa, its voice-controlled 

assistant, is emerging as a leader in voice-powered travel 

search,” said Simone Puorto, author and hotel marketing 

expert, during ReviewPro’s trends webinar. “Travelers can 

select from dozens of ‘skills,’ which are voice powered 

apps created by third-party developers. For instance, both 

Expedia and Kayak now offer skills that enable users to 

search flights and check the status of travel reservations.”

Given the hands-free nature of voice search, the more 

dependable assistants become, the higher the likelihood 

that people will use them instead of typing into a search 

bar. In mid-2016, voice search represented about 20 

percent of all Google mobile search queries, according to 

Google. With the proliferation of smart speakers, voice 

search has the potential to increase exponentially.

Voice Search: What’s the Verdict?
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Along with the advantages of voice search comes several 

disadvantages. For example, Puorto said, noise pollution 

could prove to be a deterrent in office environments. He 

also cited challenges with interpreting different 

languages and accents—although Google has made 

great progress in this area through its Voice Search and 

Google Translate products.

With screen-based search, a great deal of information 

appears on the page which travelers can quickly scan. 

Without a screen to display information, smart speakers 

must read out results, which can be tedious and time-

consuming for users. Moreover, Puorto pointed out, “To 

be successful in the travel industry browsers need the 

visualization of pictures and locations, and voice cannot 

do this.” Digital assistants therefore choose a few options 

to read out.

From where do they draw the information? Alexa is 
powered by Bing, whereas Google Assistant, 
unsurprisingly, is powered by Google Search. 

And how do they prioritize the information? There are 
several options, each with limitations of its own:

• Read out the top properties listed in organic search
• Read out the ‘best’ properties based on user reviews 

and other data
• Read out a combination of paid and organic results
• Read out responses personalized to the user’s 

preferences

Limitations of Voice Search
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People aren’t likely to have a lot of tolerance for listening 

to voice ads, and sponsored answers may affect 

credibility and trust. Then how will these companies 

monetize voice search? It’s unlikely that Google and Bing 

will be willing to sacrifice the billions of dollars in cost-

per-click and display advertising revenue they earn every 

year if there’s a mass exodus from text to voice search. 

Alexa, with its access to Amazon’s vast warehouses of 

consumer items, seems well positioned to monetize its 

services. Commands like “Alexa, order me some more 

paper towels,” may become common when people are 

cleaning the home.

Another option is a tiered subscription model with a paid 

premium for advanced functionalities, much like cable TV 

and cellular services. There is speculation that the next 

generation of voice-activated devices will come with a 

screen for displaying information and playing videos, 

which would facilitate advertising.

Amazon and Google receive revenue from sales of 

speakers, but prices have come down so much of late 

that there couldn’t be a lot of profit involved. The focus of 

these companies for the time being seems to be on 

getting their devices into as many hands as possible and 

worrying about how to monetize later.

“Just as ads found their way to the newspaper, radio, 

television, internet and even our inbox and inside our 

apps, it only makes sense for advertisers to follow us to 

the next frontier of voice-powered AI,” says Jordan Crook 

on Techcrunch.

The Future of Advertising?
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How can you improve the odds that your property will be included in voice search results? For now, a complete revamp 

of your website is hardly necessary; regular SEO and reputation management practices should help visibility (or 

audibility?). But there are small things you can do to increase voice searchability. For details, check out this guide from 

GCommerce Solutions.

Do You Need to Prepare for Voice Search?
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As more people grow accustomed to using voice 

technology at home, in the car and in the office, they will 

expect it in hotels too. But what works well in homes 

doesn’t necessarily work well in hotel rooms.

Recently, several hotel companies in the U.S. have 

introduced so-called “smart rooms” that feature digital 

assistants and voice-activated controls. Examples include:

• Wynn Las Vegas has installed Echo devices in suites 

and plans to equip all 4,748 rooms by this summer.

• Marriott is testing both Amazon and Google devices 

at its Aloft hotel in Boston, allowing guests to control 

lighting, drapes, room temperature and 

entertainment by voice command.

• JW Marriott San Antonio Hill Country in Texas is in 

the process of equipping select rooms with Alexa 

devices.

Examples of technology companies that offer voice 

interfaces for hotels:

• Roxy is a speech-enabled device that bills itself as a 

“personalized in-room concierge for every guest.”

• Volara provides voice-based guest engagement 

software running on in-room hardware like the 

Amazon Echo that can be customized to a property.

• Angie is a 24-hour interactive guestroom assistant 

that allows guests to order room service, make a 

reservation and play music via voice commands or 

interactive touchscreen.

Roxy, a speech-enabled device that allows provides guests with instant
Access to hotel information and services

Smart Rooms
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Smart speakers have potential beyond the guestroom too. 

“Smart hotels” could feature voice-controlled devices in 

public areas around the property. For example, a voice-

activated device in meeting rooms would allow attendees 

to request a room refresh or assistance with technology. In 

the fitness room, guests could request fresh towels.

Not all guests will be comfortable with having a smart 

speaker in their room “listening” to their conversations, 

however. And in order to provide personalized information 

and services, devices must connect to the property 

management system or CRM system, which brings up 

privacy issues.

For a roundup of companies that are overcoming these 

obstacles and developing voice solutions for hotels, check 

out this article on Skift.

Smart Response Strategies

Responding to guest feedback is 
one of the most challenging and 
time-consuming tasks that 
hoteliers face. How you respond to 
guest feedback can have a 
significant impact on your business.

Find out how to manage this task 
effectively and efficiently by 
creating a winning strategy.

Download Now

Smart Hotels
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Data-driven
Decision Making



Our next trend has permeated virtually every department 

in the modern hotel: data and its role in decision-making. 

With the advent of digital technology, hotels have never 

been better positioned to track guest behavior and 

interests and to use it to make more informed decisions.

Travelers leave digital footprints at every touchpoint with 

hotels, from their first visit to the brand website to the 

survey they complete after their stay. No longer must 

hoteliers rely on intuition, hunches or “gut feel” to make 

decisions—chances are there is data available to help 

guide decisions based on facts and numbers.

Today, hoteliers use data to find ways to build guest 

loyalty, attract new guests, drive incremental revenue and 

increase guest satisfaction. They also use data to find 

efficiencies in marketing and operations, save costs and 

increase profits.

But data is not always easily accessible or reliable, and 

sometimes there’s so much to sort through it’s 

overwhelming. How can hotels harness data and organize 

in ways that help rather than hinder marketing and 

operational excellence?

One of the biggest opportunities presented by data is 

personalization—customizing communications, special 

offers, services and amenities based on guest behavior, 

patterns and preferences.

Data-driven Decision Making
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But personalization comes with a number of challenges, not the least of 

which are privacy, accuracy and technology. In a 2017 survey, 

Econsultancy and Adobe asked hotel and hospitality executives where they 

found the greatest barrier to delivering personalized experiences. At the 

top of the list, at 35 percent, were human elements like skills, headcount 

and resistance to change. Next came organization issues like budget, 

structure and strategy, at 25 percent. Twenty-four percent of respondents 

pointed to data issues like sources, integration and fragmentation. And 16 

percent cited technology issues like tools, integration, security and privacy

Request a Free 
ReviewPro Demo now

Happy Guests. 
Profitable Hotels.

Comprised of our industry-leading
Online Reputation Management 
(ORM), Guest Satisfaction Surveys
(GSS) and Mobile App, the Guest
Intelligence Suite helps your
organization 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

Barriers to Personalization

Source:Digital Trends in the Travel and Hospitality Sector Report, 
Econsultancy & Adobe, 2017
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Hotels can overcome these challenges by taking an 

organized, methodical approach to data-driven decision 

making. Whether you’re a revenue manager, operations 

manager or other hospitality leader, there are five key 

elements involved:

1) Tools. Invest in tools to collect, organize, 

integrate and report data.

2) Training. Provide staff training, supervision and 

quality control checks to ensure that data is 

accurate, clean and reliable. 

3) Reporting. Set up reports and templates for 

data extraction and integration so you can 

easily run the numbers before making a 

decision.

4) Decision. Make decisions based on reliable 

data, combining it with your experience—and 

yes, a dash of intuition, as long as the numbers 

support it.

5) Debrief. Debrief with team members 

afterward, asking the questions “Was it the 

right decision” and “How would we do things 

differently next time?

5 Key Steps to Data-driven Decisions
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Guest Messaging



The evolution of digital communication channels

Our fourth and final trend involves digital communications. 

Mass adoption of smartphones in society today has 

dramatically changed how people communicate. Today, 

people are less likely to call or email a friend than to send a 

text message or use a messaging app. This is especially 

true of younger generations.

But while people use these channels to communicate with 

friends, family and even coworkers on a daily basis, they 

are far less likely to use them to communicate with 

businesses. Why? Some people are reluctant to open these 

channels to businesses and risk being bombarded with 

advertising. Another reason is that many businesses don’t 

actively—or effectively—serve their customers on these 

channels.

Yet this is changing quickly.

Given that so many people live and breathe by their mobile 

devices, it’s only natural that they will increasingly turn to 

them to communicate with businesses. Travelers in 

particular depend heavily on smartphones to help navigate 

their trips. Text and chat are convenient and cost effective 

ways to communicate with businesses along the way. 

By maintaining an active presence on digital channels like 
text messaging and chat, hotels can provide quicker, more 
efficient service to guests. And there’s no need to sacrifice 
the human touch. In fact, when properly managed, digital 
communications can draw hotels even closer to guests 
and provide opportunities to enhance service.

Guest Messaging
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In the past, when people wanted to contact a hotel they 

picked up the phone, sent a letter or visited in person. 

Since the advent of digital technology, the choices of 

communication channels have proliferated. Now travelers 

can send an email, connect on social media or a 

messaging app, or send a text message. Newer options 

include using a chatbot, chat widget or voice assistant. 

Pictured here are three examples of innovations in guest 

communications. 

1. Google Messaging. Businesses can now display a 

number on their mobile Google business listings for 

customers to send inquiries by SMS. Initially launched for 

businesses in the U.S., Brazil and India, the service is 

expected to be rolled out globally. If your hotel is eligible, 

you can activate messaging from your Google My 

Business account.

2. AccorHotels Chatbot. AccorHotels recently introduced 

a chatbot called “Phil Welcome” (get it?). Although still in 

the experimental stages, the chatbot can already answer 

basic questions and has more personality than some of 

the human employees travelers encounter in hotels.

3. Anantara Hotel’s Chat Widget. During a ReviewPro

webinar last year, Marcos Cadena, VP of digital at Minor 

Hotels, told us that after his company placed a live chat 

widget on its Anantara Hotels brand website, staff fielded 

over 20,000 chats and generated U.S. $1 million in 

incremental revenue.

Google’s new Questions & Answers feature, Accor Hotel’s “Phil 
Welcome” chatbot, and Anantara Hotels’ Website Chat Widget

The Evolution of Digital Messaging 
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One of the challenges for hotels is that while the number 

of digital channels has proliferated, traditional avenues like 

the telephone, email and face-to-face interactions have 

not gone away. Hotels have more channels than ever to 

monitor and manage—often without additional staff.

At the same time, guest expectations are extremely high 

when it comes to response times and issue resolution. 

People are accustomed to receiving quick or even instant 

responses from friends and family and expect the same 

from businesses.

Communicating on digital channels requires a different 

skill set than in-person and phone communications. To 

uphold standards of service and professionalism, hotels 

must provide employees with the training and support 

they need to be successful. 

This includes:

• Hiring employees with strong written 

communication skills.

• Providing employees with training and support in 

digital communications.

• Putting policies, procedures and guidelines in place 

that address the unique nature of digital 

communications.

Do Your Staff Have Training and Support?
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ReviewPro’s Guest
Messaging Hub



1
Guest messages hotel 
from the platform of 
their choice. 

Sure, they are on 
their way!

Can someone bring 
me clean towels?

*WhatsApp coming soon

2 Messages are received 
in the Guest Messaging 
Hub where you can 
respond & manage 
requests.

ReviewPro’s Guest Messaging Hub
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Recently, ReviewPro introduced the Guest Messaging 

Hub (GMH), a new tool designed to help hoteliers 

manage guest communications on a variety of 

channels. Messaging Hub involves two simple steps:

1. A guest messages the hotel from the channel of

their choice.

2. Messages are received in the Guest Messaging

Hub where staff can respond and manage

requests.

Benefits for Guests and Hotels

For guests:

ü Message the hotel using SMS, FB Messenger, Line,

Viber, WeChat, or WhatsApp (available soon).

ü Enjoy a seamless experience with no app to

download.

For hotels:

ü Leverage one easy-to-use central hub to receive

and respond to real-time requests from guests on

the channel of your choice.

ü Identify and resolve problems while guests are still

on property, allowing for real-time service

recovery.

ü Improve response times and service excellence to

boost guest satisfaction.

ü Manage messages from a desktop or on the go

using ReviewPro’s mobile app.

Benefits for Guests and Hotels
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To take full advantage of the efficiencies of messaging, 

ensure that your guests know they can communicate 

with you on digital channels. There are many ways to 

advise and encourage guests to use SMS and messaging 

apps, including:

ü Place printed cards or TV advertisements in

guestrooms.

ü Advertise the service on TV screens in the lobby.

ü Place a message to appear when a guest logs in to

Wi-Fi.

ü Add a note to signature lines in email

communications.

ü Place reminders around the hotel in key locations.

ü Use QR codes.

ü Print messages on keys and key cards.

Creative Ways to Promote GMH 
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You can also add a Guest Messaging Hub widget 

to your hotel’s webpage, mobile app or Wi-Fi 

login page. Visitors to your website will then be 

able to send your hotel a message and choose 

the message service where they want to receive 

the reply. 

You can add ReviewPro’s Guest Messaging Hub Widget to 
your hotel website

Guest Messaging Hub on Your Website

46



Before we close, it’s important to note that while the ways in 

which guests interact with hotels is changing, the core tenets of 

hospitality haven’t changed at all. It’s still about listening to your 

guests, creating remarkable guest experiences and, of course, 

providing a clean room with a comfy bed. These elements have 

been the same since the dawn of hospitality and will remain the 

same for years to come.

The Secret Sauce Remains the Same

Consistently Exceed 
Guest Expectations

The Guest Messaging Hub 
allows you to communicate 
with guests in real-time, using 
the messaging service of their 
choice.

Seamless, agile, and efficient: 
allowing you to delight guests 
while on site.

Request a Demo
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ReviewPro is the leading provider of Guest Intelligence 

solutions to independent hotel brands 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. 

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 45+ 

languages. By leveraging ReviewPro’s Guest Intelligence

effectively, hoteliers can deliver better guest experiences

and boost satisfaction, online rankings and revenue. 

35,000+ hotels worldwide rely on ReviewPro

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

48

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


reviewpro.com
info@reviewpro.com

@ReviewPro




