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Questions & Comments
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Tweet your comments, 
questions & favorite tips using
@ReviewPro & #SMWebinar
hashtag

Resource Hub
www.reviewpro.com/resources
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Poll 1
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Which of the following does your hotel/brand have 
in place? (check all that apply)

q Response policies (e.g., timing, frequency, etc.)
q Guidelines on how to respond
q Review and/or survey management tool
q Response templates 
q Performance targets

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

? ??



Today’s Topics
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1. Response Objectives & Strategies

2. Reviews vs. Surveys: Key Differences

3. Interview: Barceló Hotel Group

4. Responding Tools, Tips & KPIs

5. Q&A
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Today’s Panelists
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Daniel Craig
Founder
Reknown
@dcraig

Neil James
VP of Account Management

ReviewPro
@ReviewPro

Silvia Battistella
Online Reputation Manager

Barceló Hotel Group
@BarceloHoteles



Panelist
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Neil James

VP of Account Management

@ReviewPro
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Our Mission
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Upgrade the 
Guest Experience
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What We Offer

Online Reputation 
Management

In-Stay Surveys

Post-Stay Surveys

Auto Case 
Management

Advanced Case 
Management

Guest Messaging 
Hub

Staff to Staff 
Messaging

Guest 
Intelligence

Case 
Management

Messaging    
Hub

Data Insights
Operational 

& Service 
Priorities

ResultsAction
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35,000+ Clients in 150+ Countries

Hotels Restaurants
Destinations &

Star Ratings
Consultants & 

Advisors
Hotel Owners & 

Investors

Management & 
Representation 

Companies
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Managing Guest Feedback: 4 Key Steps

Today’s 
focus

1. LISTEN

REVIEWS & 
SURVEYS

2. ACT

MAKE 
IMPROVEMENTS

3. RESPOND

SHOW YOU’RE 
LISTENING

4. EARN

LOYALTY & 
ADVOCACY



Download the Free Guides
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www.reviewpro.com/resources
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Management Response Objectives 

• Show that you’re listening

• Show that you care about guest satisfaction

• Change perceptions

• Reassure travelers

• Highlight the positive

• Show appreciation 

• Build loyalty

• Build advocacy 

• Attract more bookings 
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Benefits of Responding

Hotels that respond regularly to 
reviews experience:

• Higher ratings 
(TripAdvisor study, 2014)

• More booking inquiries 
(TripAdvisor study, 2014)
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Phocuswright Survey of 15,000 TripAdvisor Users

15Source: Customer Survey Research Engagement Study, Phocuswright, 2015 (Commissioned by TripAdvisor)

• believe that hotels that respond 
to reviews care more about their 
guests.

4 out of 5

• are more likely to book a hotel 
that responds to reviews vs. one 
that does not respond.

65% 

• agree that an aggressive or 
defensive response to a bad 
review makes them less likely to 
book a hotel.

69% 
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Management Response Strategies

How will you accomplish your 
objectives?

• Response policies

• Roles & responsibilities

• Guidelines for staff 

• Tools and templates

• Performance metrics
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Reviews vs. Surveys: Key Differences
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ONLINE REVIEWS GUEST SURVEYS

Unsolicited & solicited feedback Solicited feedback

Verified & unverified Verified

Public Private

Written for travelers Written for hotel staff

Indirect response Direct response
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Setting Response Strategies
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• Who responds?
-Hotel staff, corporate or both?

-If hotel staff, who?

• Which feedback do you respond to?
-Reviews vs. surveys

-Type of feedback (positive, negative, neutral)

-Review source

• How quickly to respond? 
-Speedy replies are essential

-But don’t sacrifice quality 
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Cornell Study
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“We anticipate the impact of 
managerial responses not to be 
strictly linear, that is, responding 
to some reviews may be 
beneficial, but perhaps that 
impact decreases as hotels start 
to respond to all reviews”.

Chris K. Anderson & Saram Han
Hotel Performance Impact of Socially Engaging 

with Consumers, 2016 
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Responsibilities: Quality Manager (Previous Role)

Iberostar Hotels & Resorts 

• Centralized responses (corporate).

• Posted personalized responses to 
online reviews. 

• Liaised with on-property management 
teams to gather information and write 
meaningful responses.

• Used ReviewPro to analyze reputation 
of hotels and identify areas for 
improvement.

• Escalated potential and recurring issues.
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Responsibilities: Online Reputation Manager  

Barceló Hotel Group

• Decentralized responses (on property). 

• Teach hotel teams how to manage and 
respond to reviews.

• Training: face-to-face and distance learning.

• Provide guidance on critical reviews.

• Train teams to use ReviewPro (ORM & GSS) 
to identify areas of concern and 
improvement.

• Collaborate with community manager and 
comm. agencies on issues related to brand.

• Manage offline complaints.
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Barceló Hotel Group: Response Strategy

• On-property hotel teams respond.

• Respond on all channels (except 
TopHotels and Ctrip).

• Respond to:
-100% of Negative Reviews

-50% of Neutral Reviews

-25% of Positive Reviews

• Post response within maximum of 3 days, 
ideally same day.

• Quality of responses rated from 1 (very 
bad) to 5 (excellent).

• Share KPIs during monthly committee 
meetings.



#SMWebinar

Pros & Cons of Corporate Responses
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• Expertise in sales & marketing 
communications.

• Can speak to needs and 
expectations of multiple 
nationalities.

• Fluency in multiple languages. 

• Hotel staff are busy! It’s harder 
for them to keep up.

• Risk of lower involvement, 
accountability; feedback 
becomes less of a priority. 

• Less knowledge of hotels and 
hotel operations.

• Longer delays in responses.

• Lost opportunities with in-stay 
surveys.

CONSPROS
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Pros & Cons of On-property Responses
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• New reviews can be answered 
immediately.

• Hotel teams know the hotel’s 
strengths and weaknesses. 

• Higher involvement in taking 
action on guest feedback and 
preventing negative reviews.

• Hotel teams know their guests.

• Lack of foreign language 
proficiency.

• Higher likelihood of hotel teams 
taking feedback personally; can 
be evident in responses.

CONSPROS
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Should Hotels Respond to All Reviews?
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• Quality is the priority.

• Focus on meaningful answers that 
give relevant information.

• Avoid repetition.   

• Prioritize reviews with comments 
intended for the hotel (vs. travelers).
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Responding in Multiple Languages 
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• Ask for help from team members 
who are fluent.

• If it’s a major market you should 
have native speakers on your 
team.
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How to Create Efficiencies and Still Be Authentic

• Build response templates.
• Categorize by type of feedback 

(positive, neutral, negative).
• Include options for response 

beginnings and endings.
• When possible, write from scratch.
• If multiple negative aspects 

mentioned, choose three most 
important.
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Silvia’s Top Tips for Responding
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1. Be transparent. 

2. Never contradict or argue with the reviewer.

3. Don’t take comments personally.

4. Respond to specifics in reviewer’s comments.

5. Share information to help travelers make a 
booking decision.

6. Avoid generic and repetitive responses.

7. Be authentic; use emotional intelligence.

8. Be familiar with each review site’s guidelines.
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Poll 2
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What is your hotel’s/hotel group’s policy on 
responding to guest feedback? (check all that 
apply)

q We respond to all reviews and surveys.

q We respond to all or most negative feedback and some 
neutral and positive feedback.

q We do not have a set policy; we respond as appropriate.

q We do not respond.

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

? ??
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Objectives for Online Reviews
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Example of objectives

• 100% of negative reviews in:
– Key languages

– Across key OTA’s

– Within 72 hours



#SMWebinar

Tracking Performance for Reviews
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What to track

• Volume of respondable reviews 

• Response ratio 

• Average response time 

• By review source

• By positive / neutral / negative

• If review has come via a collection 
programme
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What Are Your Competitors Doing?
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• Track how your competitive set is responding to guest feedback.

• Monitor performance by review channel.

• Compare average response times.
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Objectives for In-stay & Post-stay Surveys
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Post-stay Surveys

• 100% of negative responses / detractors 
in key languages

• 100% of promoters

• Within 72 hours

In-stay Surveys

• 100% of responses saying they have an 
issue

• Within 2 hours
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Tracking Performance for Surveys

36

What to track

• Volume of surveys to respond to

• Problem question

• Average response time 

• By overall satisfaction score

• By NPS® (Promoters / Passives / 
Detractors)
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Using Response Templates

• Reviews are public so adapt the 
message in the template so  it does 
not look like a “robotic” answer. 

• Survey responses are not public so 
using templates can be extremely 
useful & increase efficiency. 
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TOP TIP! 
Encourage customer loyalty. Identify 
highly satisfied guests or promoters 
and using a template, send them a 
thank you email with a welcome back 
discount on future bookings.



38EMEA Case Study Radisson Collection 
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Response Strategy at Radisson Hotel GroupTM

Objectives

• Optimize strategy for 
responding to online reviews.

• Streamline internal processes.

• Monitor response rates & 
response time.

• Respond faster to online 
reviews.
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Implementation of Auto Case Management (ACM)

• ACM rolled out across 364 
properties in EMEA. 

• Strategic & operational support 
throughout the process.

• Creation of automation rules.

• On-line training to ensure a 
smooth roll-out of the response 
strategy.

• Flexible reporting to monitor 
review response performance.

AUTOMATION RULES
Cases created automatically 
based on rules:

• GM has 48h to respond to 
negative reviews.

• If no response, after 48h 
escalated to customer 
care center.

• Applies to 7 key OTAs in 8 
languages.
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Review Response Time Cut in Half

Results after 3 months:

• 8429 cases created, 3892 cases 
escalated.

• Response ratio increased YOY 
from 82% to 92%.

• Average response time to 
reviews dropped from 6.3 days 
to 3.0 days.

ReviewPro is one step ahead of 
the game which is exactly what 
we need at Radisson Hotel 
Group™. They are constantly 
updating the tool to add new 
features to enrich the platform. 
The Case Management solution 
has dramatically improved our 
review response strategy. 

“

Cristina Serra
Vice President Guest Experience & 
Product Development
Radisson Hotel Group™
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Q&A with Our Panelists
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Daniel Craig
Founder
Reknown
@dcraig

Neil James
VP of Account Management

ReviewPro
@ReviewPro

Silvia Battistella
Online Reputation Manager

Barceló Hotel Group
@BarceloHoteles
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www.reviewpro.com/resources 


