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Questions & Comments
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Follow our live tweets! 
Tweet your comments, questions & tips

using @ReviewPro and #SMWebinar.

Resource Hub

www.reviewpro.com/resources



Today’s Topics
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1. What is Loyalty?

2. Pros & Cons of a Loyalty Program

3. 12 Ways to Build Guest Loyalty

4. Analyzing Feedback to Understand Loyalty

5. Case Study: Radisson RewardsTM

6. Q&A
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Upgrade the 
Guest Experience
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40,000+ Clients in 150+ Countries

Hotels Restaurants
Destinations &

Star Ratings
Consultants & 

Advisors
Hotel Owners & 

Investors

Management & 
Representation 

Companies
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What We Do
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Data Insights
Operational 

& Service 
Priorities

ResultsAction
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Online Reputation 
Management
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Post-Stay Surveys

Auto Case 
Management

Advanced Case 
Management

Guest Messaging 
Hub

Staff to Staff 
Messaging

Guest 
Intelligence

Case 
Management

Messaging    
Hub
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What Is Loyalty? 

• Faithfulness to something or someone

• “Loyalty connotes sentiment and the feeling of 
devotion that one holds for one’s country, 
creed, family, friends, etc.” (Dictionary.com)
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Brand Loyalty 

• Faithfulness to one brand over other brands

• Two key elements:

1. Behavior: Customers buy a brand’s 
products or services repeatedly.

2. Emotion: Customers have positive 
feelings toward the brand such as passion, 
devotion, desire or appreciation.
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What products or 
services are you 

willing to pay 
more for over 

comparable 
brands?
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Hotel Loyalty 

• Travelers choose a hotel or brand over 
comparable hotels or brands

• Not all loyal guests are equal. 
The most valuable guests:

-Stay frequently

-Book directly

-Spend a lot of money on property
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Loyalty Program

• Membership program or club to encourage 
and recognize repeat purchases

• Travel loyalty programs first appeared in early 
1980s

1981: American Airlines AAdvantage 
frequent flyer program

1983: Holiday Inn & Marriott loyalty 
programs

Today, most large hotels and hotel groups 
have some type of loyalty program to:

• Recognize frequent guests.

• Allow guests to earn points or credits to 

redeem rewards.

• Qualify for higher tiers based on 

frequency and/or spend.
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On the Fence About a Loyalty Program?
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Check out our post at 
www.reviewpro.com/blog

Does your hotel need a 
loyalty program? Six 

points to consider
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Pros & Cons of a Loyalty Program
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ADVANTAGES

Guest recognition

More bookings

Lower costs of acquisition 

Incremental revenue 

Rich data & personalization 

Familiarity & community 

DISADVANTAGES

Administration costs

Marketing costs

Operational costs

Costs of reward redemption 

High expectations

Challenges of consistency
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What Drives Guest Loyalty? 
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Can Hotels Buy Guest Loyalty? 

… discounting is an expensive 
tactic that is not highly sustainable.

Cindy Estis Green and Mark Mazzocco

Kalibri Labs, 2017
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Are Travelers Loyal to Brands Anymore?

Let's be honest: Hotel loyalty program 
members have become anything but 

"loyal." Hotel brands are effectively 
paying travelers to join, and 

commoditizing the concept of loyalty in 
the process. True brand loyalty – the 

emotional connection between 
customer and company that directly 

drives repeat business, even at premium 
price points – remains elusive and 

incredibly difficult, for all travel brands.
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Douglas Quinby
Phocuswright (2018)
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Poll 1
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How does your hotel/group handle guest 
loyalty? 

1. We have a loyalty program.

2. We have procedures for recognizing 
frequent guests.

Use the pop-up window on your screen to 
respond. 

3. We participate in a third-party loyalty 
network.

4. We do not currently recognize guest 
loyalty on a consistent basis.



12 Ways to Build 
Guest Loyalty 
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1. Deliver on Brand Promises 
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GUEST EXPECTATIONS

FAIL TO MEET

MEET

EXCEED

TYPE OF GUEST

NOT LOYAL

PASSIVE

LOYAL

RESULT

PROBABLY WON’T COME BACK 

MIGHT COME BACK

PROBABLY WILL COME BACK
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Apple: Who Needs a Loyalty Program?
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• No loyalty program

• Users are fanatically devoted

• Quality products, distinctive style

• Repeat purchases

• Users willing to pay a premium

• Apple Stores: friendly, well-trained, helpful 
employees
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2. Get the Whole Team on Board 
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1. EXPLAIN 
the value of frequent guests.

2. TRAIN
staff to recognize frequent guests at 
key touchpoints.

3. EMPOWER 
staff to extend preferential treatment. 
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3. Track & Analyze Guest Behavior 

• Track repeat stays and total spend

• Reservations and check-in: 

-Identify repeat guests

-Merge duplicate profiles

-Record preferences and interests 

• Track points and redemptions

• Weekly/monthly reports of repeat guests 

24
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4. Recognize Frequent Guests 
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INCENTIVES

”Join our loyalty program 
and be eligible for these 

benefits.”

”Stay 10 nights and receive 
one free night.”

”Download our app/check 
in online/forgo daily 

housekeeping services to 
earn 500 loyalty points.”

RECOGNITION

Welcome back from staff

Welcome back note and 
amenity from manager

Welcome note and 
amenity on milestone 

stays (e.g., 10th stay)

BENEFITS

Preferred rates
Preferred room/upgrade

Free Wi-Fi, breakfast, 
cocktail, welcome amenity, 

etc.

VIP treatment
Early check-in/checkout
Dedicated check-in desk 

Meet-and-greet
Access to executive 

lounge/club floor

REWARDS

Free stays

Food & beverage 
credit/breakfast

Experiences: spa, golf, 
event, etc.
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Offer Unique, Relevant and Exclusive Benefits
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• Be creative

• Offer benefits and rewards that reflect your 
hotel/brand

• The more frequent the guest, the more 
benefits and rewards

• Make it easy to redeem rewards

• E.g., Amazon Prime offers so many exclusive 
benefits that customers are willing to pay for 
membership
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5. Personalize

• Personalize communications, benefits and 
rewards to guests’ needs and preferences

• Offer options

• Ask about preferences

• Respect privacy 

• Comply with privacy regulations (e.g., GDPR)

• Follow industry best practices 
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Personalization Through Data & Observation

• No loyalty program 

• Focus on recognition and personalized 
service rather than awarding points 

• ”For our best customers, we know who they 
are.” – CEO J. Allen Smith, Skift interview 

• Combine data-driven approach with 
observation to understand what guests want.

28
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6. Be Consistent Across Your Brand
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7. Leverage Tools & Technology 

Internal tools

• PMS and CRM

• Messaging tools

• Operations software

• Guest feedback management

Guest-facing tools

• Dedicated website

• Mobile app

30
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Marriott: Tools for Loyalty Members 
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Mobile App Chatbot Marketplace
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8. Join a Loyalty Network 

• Loyalty networks for independent 
hotels/small groups 

-E.g., Wanup, Discovery, The Guestbook, 
Voila, Stash, etc.

• Affiliate with a soft brand 

-E.g., Preferred Hotels & Resorts, Leading 
Hotels Curio Collection, Autograph 
Collection, etc. 

• Loyalty Partnerships 

-E.g., airlines, retail, banks, etc. 
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9. Learn About Loyalty by Analyzing Guest Data
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• Guest reviews indicate satisfaction

• Simple dashboard, key areas

• Online reviews & survey results

• Track over time
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10. Use Post-Stay Surveys to Boost Loyalty
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• Increase loyalty sign-ups

• Reward existing loyalty members

• Loyalty for corporate and key accounts
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10. Use Post-Stay Surveys to Boost Loyalty
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• National and global contracts

• Important to safeguard

• Guest surveys identify satisfaction of 
corporate guests 

• Address the key issues
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11. Follow-up with Advanced Case Management 
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• Set up automation rule for loyalty 
members

• Data is taken from PMS feed 

• Set up automation rules for non-members
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12. Go the Extra Mile With Guest Messaging
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• Improves guest experience

• Preferential for loyalty members

• Encourages to book direct

• Feedback received in one application
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Poll 2
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How do you feel about your company’s guest loyalty efforts?

1. Thrilled. We’re seeing incredible results.

2. We’re doing well but still have room to improve.

3. Needs a lot of work.

4. Mortified. 

Use the pop-up window on your screen to respond. 

?
??



Teresa Comparato

Senior Director & Head of Loyalty, 
EMEA, Radisson Hotel Group
@RadissonGroup

Guest Panelist

#SMWebinar
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INTRODUCING



RADISSON HOTEL GROUP: EXPANDING AROUND THE WORLD
Expertise across all key segments and business models, with eight vibrant brands 
ranging across segments from economy to entry-level luxury.

OUR	GLOBAL	FOOTPRINT

Source: Hotel and room counts: Global Data Book Fourth Quarter 2017; Countries, territories and employee count: corporate website



RADISSON REWARDS
WELCOME	TO	
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Radisson Rewards

• A new brand identity and a new name to help 
associate member benefits with consumer 
facing brands

• With more than 1,100 hotels in operation 
worldwide, members of the Radisson Rewards 
program enjoy:

1. member only rates

2. access to exclusive benefits including 
room upgrades, early check-in/ late 
check-out, and points towards free 
nights
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3. across these Radisson Hotel Group 
hotels: Radisson Collection™, Radisson 
Blu®, Radisson®, Radisson RED®, Park 
Plaza®, Park Inn® by Radisson and 
Country Inn & Suites® by Radisson. 



EXCITING CHANGES FOR MEMBERS

A FASTER PATH 
TO ELITE

Members can earn 
elite status even faster, 

achieving Silver 
status in as few as 
9 nights or 6 stays

PREFERRED 
MEMBER SERVICES

Available 24/7, Platinum 
members will experience 

an elevated level of 
service with an exclusive 

member services line

COMPLIMENTARY 
WATER IN ROOM

All members will receive 
two bottles of water per 

room, per stay*

US BANK VISA®

ADDITIONAL 
AWARD NIGHTS

Cardholders can now 
earn up to three award 
nights per year when 
they renew, based on 

their spend

Enhancements	made	includes	new	tier	names	for	easy	understanding	of	the	tier	structure	and	new	
thresholds	for	a	faster	and	more	accessible	path	to	elite	status.	

*Available at select Country Inn and Suites® by Radisson and Park Inn by Radisson® hotels in the Americas.
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Why Loyalty Matters

• Appreciating and rewarding loyalty 
– in any shape, size or format –
has always been our priority.  

• Loyalty enables: 

• Our members to enjoy a better experience

• Our hotels to generate more value

• Our hotels get a return on their investment

45
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0 20 40 60 80 100Percent

Member 
Response

97
“Important”

3

“Not at all 
important”

Recognition is Important to Our Members

“How important is it that you are recognized 
as a Radisson Rewards member?”
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1,510

1,050
900

280

0

400
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1.200

1.600

Recognized	at	Check-In Extra	Benefits "Above	and	Beyond"	Service Other

Response
Count

What Recognition Means…

Recognized
at	Check-in

Extra	Benefits “Above	and
Beyond”	Service

Other

“What made you feel recognized?”



#SMWebinar

Guests Who Felt Recognized on Survey Give Us…

39%
More	Stays 35%

More	Revenue
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Guests Who Felt Recognized on Survey Give Us…

50%
Recognition

$760,000
Revenue

75%
Recognition

$815,000
Revenue
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Recognition in Hotel: Creating a Memorable Experience

ARRIVAL

• Special check-in signage

• Special check-in area

• Recognition by name and 
status

• Upgrades + early 
check-in
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• Improve hotel benefit delivery and member recognition by providing 

hotels with training and tools that are innovative and globally consistent

• Develop a “scorecard” to identify and track key hotel performance metrics 

combined with in-hotel member engagement

• Arm key, high-level constituents with more consistent reporting to 

increase visibility of hotel performance and accountability at all levels

• Create a process for coaching under performing and recognizing top 

performing hotels
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Top tips to improve loyalty
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Q&A with Our Panelists
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Daniel Craig Teresa ComparatoNeil James

Founder Reknown
@dcraig

VP of Global Customer 
Success ReviewPro

@ReviewPro

Senior Director & Head of 
Loyalty, EMEA

Radisson Hotel Group
@RadissonGroup
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ReviewPro’s Resource Hub 

www.reviewpro.com/resources
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