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Questions & Comments 
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Tweet your comments, 
questions & favorite tips using 
@ReviewPro & #SMWebinar 
hashtag 
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www.reviewpro.com/resources 
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Poll 1 
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Do sales staff at your hotel/hotel group 
use online reviews as a sales tool?  
 
•  Yes, on a regular basis 
•  Sometimes 
•  Never 
•  Not yet, but we recognize the potential 
 

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

? ? ? 
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Agenda 
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•  How can online reviews and reputation 
be used as a sales tool? 

•  Do group organizers and corporate 
travel managers consult reviews? 

•  Which key areas should hotels focus on? 

•  How can you use guest feedback data in 
sales? 



Presenter 

6 

John D. Owens 
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@ReviewPro  
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Our Mission 
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Upgrade the  
Guest Experience 
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30,000+ Clients in 150+ Countries 

#SMWebinar 
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The Hotel Sales Department  

Sales Staff 
Director of sales, sales managers, coordinators, 
regional and corporate sales staff 
 
Key Responsibility 
Generate volume business, including groups, meetings, 
events, corporate accounts, wholesale tour & travel 
 
Challenges 
•  Under pressure to meet quotas and revenue goals 
•  Success partly dependent on hotel’s reputation 
•  Sales staff typically do not deal directly with guests 
•  Help set the expectations of guests  
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Sales & Operations: Synergy & Interdependence 
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Reputation Drives Demand 
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“What was remarkable about the study is that 
positive online reputation doesn’t merely provide 

higher pricing power for online sales. It is 
correlated to higher group booking rates and 

corporate negotiated rates in addition to 
reservations made over the phone.” 

 
Chris Anderson 

Cornell University 
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Poll 2 
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In which areas do you think online reviews 
and reputation can be used as a sales tool?  
(check all that apply) 
 
•  To attract sales leads  
•  As testimonials on the hotel website and in sales collateral  
•  In proposals and negotiations with clients 
•  To understand differences from competitors 
•  To gain insight on how to win new and repeat business 
 

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

? ? ? 
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Online Reviews as a Sales Tool 
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TESTIMONIALS FROM REAL GUESTS 
Your extended sales force 

GUEST INTELLIGENCE 
Why guests choose your hotel and why they come back 

COMPETITIVE INSIGHTS 
How to position your hotel against the competition 
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Tapping into the Wisdom of Travelers 
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“With all this [review] information we can highlight 
our strengths and weaknesses. Strengths that we 

can emphasize in meetings with tour operators and 
corporate partners, or in content on our website 

and social media channels. And weaknesses that we 
have to work on to get better and better.” 

 
Bernadett Kosztka 

The Three Corners Hotels & Resorts 
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Don’t Be Shy About Sharing Your Success 
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“In sales missions, when we mention 
that our hotel is #2 on TripAdvisor out of 
436 hotels, it does help. And it helps us 
even more due to our ‘bad’ location.”  

 
Guillermo Díaz Aliaga 

General Manager, Artiem Hotels 
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Do Meeting & Event Planners Check Out Reviews? 

•  Absolutely, when sourcing, vetting 
and selecting hotels 

•  Reviews are part of decision, 
including product, location, rates, 
amenities, relationships  

•  Popular sites: TripAdvisor, Google, 
Facebook, OTAs, Cvent, 
WeddingWire, EventWire 

•  Organizer’s reputation is on the 
line. Must do due diligence.  
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“Today, I think all meeting planners 
and corporate bookers like to ensure 
that their proposed venues are well 
run and offer a consistent level of 
service so they do not let their clients 
down or get surprised later on.” 
 
James Hewitson 
General Manager, Al Baleed Resort Salalah 
by Anantara, Oman 
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The Impact of Negative Reviews  

“Our clients frequently access TripAdvisor to 
check out what ‘real guests’ have to say about 

the property and to assess if the hotel is a good 
fit for their group. As we’ve all heard, a bad 

review can be extremely damaging.”  
 

Bronwyn Slade, Director, Program Sales & Development, 
Pacific Destination Services  
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If You’re Lucky, They Will Ask for an Explanation 

19 

“If they see negative comments or a problem 
mentioned several times in reviews, they ask us 
about that particular issue. ‘Is it solved?’ ‘How did 
you solve it?’ ‘What happened to the guest?’ etc.” 
 
Bernadett Kosztka 
The Three Corners Hotels & Resorts 
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Reviews Are Searchable on TripAdvisor  
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Which Hotel Would You Choose? 
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Corporate Travel Managers  
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“I definitely check online reviews of hotel 
properties.”  

 
Stephen Schneider, Travel Manager, Aritzia 

“Having been with Sony for 15 years, my reputation on which hotels I select 
in the program is very important. I start with close relationships with a 

handful of buyers from different industries, and then I check with 
TripAdvisor to see what [travelers] are saying about the properties.”  

 
Ray Foley 

Sony Pictures Entertainment Global Hotel Program 
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Wholesale/Tour Operators 
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“Increasingly, groups and tour operators 
first look at the reputation online and 

then study the price. Some tour operators 
won’t contract a hotel if it doesn’t have an 

acceptable rating … More and more, 
online reputation acts as a sales channel.” 

 
Montse González i Collet 

Directora Comercial  
Aqua Hotel 

 
 

“We are in a destination based on tour 
operators' business, with over 300 hotels 

competing on the same market share. Tour 
operators have started using hotel rankings and 

reviews when positioning hotels and 
negotiating rates.”  

 
Ghada Amin 

Orascom Hotel Management 
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What Would You Do? 

You are a sales manager at your hotel, and 
you submitted a proposal for a large 
incentive group. The client has come back 
to you to ask for a lower rate, explaining 
that your rate is 10% higher than the other 
three properties under consideration.  
 
You know that your property performs 
consistently better in online reviews than 
these properties.  
 
Your boss refuses to lower the rate. How 
will you win the business?  
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Using Guest Feedback 
Data in Sales 



Leveraging Review Data During the Sales Process 

26 

1.  Attracting sales leads. 

2.  Closing sales deals. 

3.  Ensuring clients are happy. 

4.  Following up with clients. 

5.  Encouraging brand loyalty & 
advocacy. 

#SMWebinar 



Create the Strongest Sales Messages Possible 
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Attracting Sales Leads 

•  Use review analytics and semantic 
analysis to identify what guests 
say you do best. 

  

•  Understand your brand’s strengths 
compared to competitors using 
competitive benchmarking. 

  

•  Differentiate positioning from 
competitors by communicating 
your unique selling proposition in 
sales materials. 

#SMWebinar 



Use Testimonials from Happy Clients 
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•  ReviewPro allows you to publish content and widgets with guest ratings 
and reviews.   

  

•  Use comments from happy customers as testimonials on your website 
and sales collateral. 

 

Attracting Sales Leads 
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Reinforce Sales Negotiations & RFPs 
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•  Prepare reports showing 
high guest satisfaction at 
your hotel, including 
competitor analysis. 

•  Allows brands to secure 
business and maintain rates 
(or even drive higher rates). 

Closing Sales Deals 
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Example Reassuring Prospects for Conference Sales 
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Client Success Story 

•  During conference sales process, 
prospect indicated they would 
choose a competitor chain as their 
prices were cheaper. 

•  Sales team prepared competitor 
analysis showing higher guest 
satisfaction at their hotels (overall 
GRITM as well as department indexes). 

•  Prospects signed contract at higher 
price. 

Closing Sales Deals 
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Surveys for Wedding & Conference Bookings 
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•  Create separate survey with specific 
questions about wedding or 
conference bookings. 

•  Gather feedback on their experience 
throughout entire process. 

•  Opportunity to ask their opinion on 
new ideas or concepts you are 
considering to trial. 

•  Based on results, make improvements 
to the process or product itself. 

Photo courtesy of Hastings Hotels 

Ensuring Clients are Happy 
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Focus on Key Corporate Accounts 
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Ensure high level of satisfaction of guests 
from key corporate accounts: 

•  In Guest Surveys, import PMS data & 
create a view for each company. 

•  Real-time alerts sent to sales team if 
unsatisfied guest. 

•  Opportunity to resolve issue before 
feedback reaches head office & 
jeopardizes account. 

•  Automate weekly & monthly reporting 
for specific corporate accounts. 

Ensuring Clients are Happy 
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Actionable Insight for Your Sales Team 

• Customized metrics: create key 
words related to reviews specific 
to your events, weddings etc. 

  

• Add specific questions, filters & 
views (e.g. guest nationality). 

  

• Set up reports & alerts to help 
focus on priorities. 

  

• Provides valuable content when 
speaking to potential clients. 

Ensuring Clients are Happy 

#SMWebinar 
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Rave Reviews:  Cornerstone of Our Sales & Marketing 

#SMWebinar 

Every time you make a guest 
truly feel cared for, respected 
and appreciated, you create an 
opportunity for another positive 
review. Every employee must do 
this at every touch point, for 
every guest.” 

“We think about each detail of 
the design and experience to 
create wow factors for our 
guests. These elements 
generate rave reviews, and rave 
reviews are the cornerstone of 
our marketing program.” 
 

“

Adele Gutman 
VP Sales, Marketing & Revenue 
Library Hotel Collection   

Encouraging Brand Loyalty & Advocacy 



Summary 
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Essentials of Online Reputation Management 

1.  Listen. Monitor feedback from group and 
corporate organizers and guests. 

2.   Act. Share feedback with staff, and use it 
to guide improvements. 

3.   Respond. Reply to guest feedback, 
especially related to meetings, events 
and key accounts.  

4.  Earn. Treat every meeting and event like 
it’s the most important, and the rave 
reviews will follow.  
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Leveraging Reputation as a Sales Tool 

•  Ensure consistency in messaging. 

•  Avoid “group attacks” by checking in with groups 
regularly and acting quickly to resolve issues. 

•  Ask group organizers to submit reviews and surveys. 

•  Share relevant reviews, surveys and reputation 
scores in sales meetings.  

•  Read competitor reviews to identify opportunities 
and how best to position your hotel. 

•  Feature reviews, reputation scores and data on your 
website, in sales collateral, proposals & negotiations. 
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“Our sales execs 
are encouraged 
to filter survey 
responses by 

company (PMS 
data) to assist 

with negotiations 
and sales 
account 

management.”  
 

Nadine Lee 
GLH Hotels 
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Tapping into the Potential 
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“Our sales teams actively use recent reviews and recommendations as part of 
their sales decks. All major proposals [are] accompanied by referrals from similar 
events/ organizations. Reviews are used at high level ownership/investment 
meeting to sometimes justify investment in either product or equipment.”  
 
“Use the positives, be aware of the negatives, conduct ongoing SWOT 
[Strengths, Weaknesses, Opportunities, Threats] and comp set analyses to 
ensure your product is fit for purpose. Use real life examples of negatives to 
implement improvements. Thank the hotel team members who are mentioned 
in positive reviews as they make the sales effort easier.” 
 
Stephen Williams 
Director Sales & Marketing, Windward Management	



Q&A 
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ReviewPro’s Resource Hub  

www.reviewpro.com/resources 
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