
Managing online Guest Reviews : 
GLOBAL GUIDELINES

from Central Marketing teams



Objectives

�Give guidance to hotel GMs in order to better manage guest
reviews posted on internet
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�Make sure that hotel and brand online reputation is consistently
monitored and managed across brands and countries
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Agenda

• General background

• The global recommandation
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• Do’s & Don’ts

• Main websites

• Focus on Tripadisor.com
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What is a SOCIAL MEDIA?

Social media is a shift in how 
people discover, read and 
share news, information and 
content; it's a fusion of 
sociology and technology, First business network
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sociology and technology,
transforming monologues (one 
to many) into dialogues (many 
to many) and is the 
democratization of information, 
transforming people from 
content readers into publishers
(source Wikipedia)

Source: Boyd, d., Ellison, N.E. “Social Network Sites: Definition, History and Scholarship”.  Journal of Computer-Mediated 
Communication 13 (2007) 
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Key figures about SOCIAL MEDIA

• Social networking is getting more and more important. In 2009, it has
already a larger audience than E-mail (in terms of Media by reach)

• Over 44% of all Internet users are active in Social Media (in the world)..
Even 70% of online European leisure travelers (source Forrester 2009)
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• 3.5 billion pieces of content shared each week on Facebook

• You Tube, 1 billion video views per day , nearly 20 hours of video is
loaded on to the YouTube per minute

Source: Focusing on Soc

Nielsen the global online media landscape 04/2009 and comScore World Metrix
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4 spheres of influence… and some targeting travels
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Online Guest  reviews become a basic for travelers…

• E-travelers are now very familiar with
reading their peers comments and 
couldn’t book a hotel online before having 
checked them 

• 77% of surveyed ecommerce sites said consumer generated content leads
to increased site traffic…

• 40% of European travelers are trusting online consumer reviews.. far above
ads : 7% for online banners (source Forrester – Technographics data 2009)

• “almost six persons out of ten say that negative comments would lead them
to abandon a purchase” (source Social Media for Brands Report by Tamar)
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• Consumers place far more trust in their fellow consumers than they do in
advertisers

• Consumer  reviews build brand awareness, credibility and therefore sustain
customer  loyalty… providing that the reviews are positive… 

If not managed or not well monitored, it could lead to bad reputation and

Why should Hotels manage online guest reviews ?

• If not managed or not well monitored, it could lead to bad reputation and 
therefore missing business !

• It helps understanding what’s going well and bad in your hotel in terms of
quality, to make you continuously improve… vs competition

• It influences the way your are ranked on the booking sites
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Objectives & Agenda

• General background

• The global recommandation
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• Do’s & Don’ts

• Main websites

• Focus on Tripadisor.com
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1- Every hotel should monitor what their guest say about them on the web

� Recommended approach : use ‘Web Reputation Tracking’ with our global partner

2- Every hotel must “respond” to all negative guest reviews (if technically possible)

� Objective : turning a negative into a positive and manage your web reputation

Global Recommandations

� Objective : turning a negative into a positive and manage your web reputation

3 – We do recommend to “respond” to positive online guest reviews from time 
to time (almost every 10 positive comments)

� Objective : reinforce your good web reputation without being too “intrusive”
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Objectives & Agenda

• General background

• The global recommandation
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• Do’s & Don’ts

• Main websites

• Focus on Tripadisor.com
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1. Be timely

2. Make sure senior management is involved in the process

3. Thank the reviewer for their feedback to show that you are listening

4. Be relevant, transparent and honest

5. Apologize that the stay did not go as planned

Do’s

6. Point out that this is a rarity when compared with your regular service

7. Fix the problem if there is one

8. Always run a spell check over your response

9. Welcome guests back to your hotel / brand

10. Offer a direct line of communication (email, phone line, etc…)
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1. Ignore negative reviews and think they will go away

2. Blame others

3. Write angry responses

Don’ts

4. Question the reviewer’s legitimacy

5. Respond insincerely or automatically

6. write fake reviews –you’ll be found out !
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Do’s (examples)

• Be timely
� Try to respond no longer then a week
after the reviews date

• Make sure senior management is involved
in the processin the process
� It is important for the reviewer to know
that their problem is being handled from the
top

• Thank the reviewer for their feedback

���� It shows that the hotel is listening
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Do’s (examples)

• Be relevant, be transparent and
honest
� if someone complains about the
quality or service of the breakfast
don’t talk about new bedspreads

• Apologize that the stay did not go
as planned

• Point out that this is a rarity when
compared with your regular service

• Fix the problem if there is one
���� It is not just a communication
exercise it is above all a good way to
improve your hotel
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Do’s (examples)

• Always run a spell check over your
response 

• Welcome guests back to your hotel /
brandbrand

• Offer a direct line of communication
(email, phone line, etc…) for mid/upscale 
brands

16



Don’ts (examples)

• Question the reviewer’s legitimacy

•Write fake reviews – you’ll be found out

• Respond insincerely or automatically
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Don’ts (examples)

• Ignore negative reviews and think they
will go away

� They are seen by hundreds, even 
thousands of people

• Blame others• Blame others

� Take responsibility and say how you 
are working to fix it

• Write angry responses
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Objectives & Agenda

• General background

• The global recommandation
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• Do’s & Don’ts

• Main websites

• Focus on Tripadisor.com
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Main Travel websites (not exhaustive)

2020



Objectives & Agenda

• General background

• The global recommandation
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• Do’s & Don’ts

• Main websites

• Focus on Tripadisor.com
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The world’s largest travel community where web users can get real 

information, advice and opinions from travellers.

Up to 30 million unique travellers visit 

TripAdvisor per month. More than a third of 

them are from continental Europe.

10 Million registered members

Who’s TripAdvisor?

Source: Comscore August 2008

EU Total audience = 11.2M of monthly unique users

Worldwide Total audience = 30.6M of unique users / month

10 Million registered members
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Managing guest reviews

�Tripadvisor offers the possibility for each hotel to post a
« response » against any guest reviews
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How to access your Owner’s Center on TripAdvisor (1)

1. Point your browser to www.tripadvisor.com/owners

2. Select your business type

3. Enter your hotel name and city and click Search

4. If more than one location is listed, Select your hotel (more the one location could be listed) and click Go

� If unable to locate your listing on TripAdvisor, please complete a new hotel listing form

1

2

3

4
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How to access your Owner’s Center on TripAdvisor (2)

1. Point your browser to www.tripadvisor.com

2. On the homepage, enter your hotel name and city or

country in the first field and click “Search”

3. In the “Location results” page, click on your hotel name

4. Once on your hotel page, scroll all the way down to the

“Do you own [this] hotel?” section and click on “Start

here – Visit your Owner’s Centre”

1

2

3

4
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Create your Owner’s Center account

1. Click on the “Track performance” tab, a form will be

displayed automatically.

2. Fill in the firm specifying your type of affiliation with the

property (are you the manager? The owner? A marketing

agency? Etc.) and click on “Sign up” once it’s done.

On the “Get started” page, TripAdvisor proposes a paying subscription to their “Business listing” product. It’s not 

related to your “Owner’s center” account so this subscription is not mandatory.

1

2
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Tools at your disposal - Overview

1. Section dedicated to a suite of widgets that feature your property’s reviews and accolades. USE OF THESE

PRODUCTS ARE NOT RECOMMANDED BY CENTRAL

2. “Track performance”: follow your customers’ satisfaction index (CSI), compare it with one of your direct

competitors (for more than 1 competitor you’ll have to subscribe to a paying Premium account) and the average

of your area.

3. “Get more reviews”: copy widget code that encourages your guests to write reviews on TripAdvisor. NOT 
RECOMMANDED BY CENTRAL BECAUSE CONTENTS WOULD GO DIRECTLY TO TRIPADVISOR AND WOULD 

NOT BE CONSIDERED AS JOINTLY COLLECTED REVIEWS 

4. “Manage your listing”: update your hotel information, reply to customer reviews, etc.

1 2 3 4
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Manage your listing – Dispute a review

You may dispute a review if it meets one of the following cases: if you truly suspect a competitor’s spam; if the 

reviewer didn’t actually stay in your hotel; if the review is untrue; if it contains personal insults; if a staff member is 

clearly named in the review; if the review is obviously not about your property.

DISPUTE PROCESS

1. Click “Dispute a review” on the “Manage

your listing” page

2. Fill in the Dispute form completely. Be sure

you select the right “Reason for dispute” and

the right “review” in the dedicated fields.

3. Write your own comment towards

Tripadvisor’s team and click “Submit”. You

should have an answer within the next 48

working hours.

1

2
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Manage your listing – Update your property’s infos

• Update property details: used to update property name,

main description, average rate & amenities

• Add photos to your listing: owners can upload multiple

photos and select one to use as the property's main photo

• Post a video: owners can upload multiple videos and add

up to 10 keywords per video

• Correct property location: if the adress mentioned is not

correct, you can update it via a simple form

• Report ownership change: requests to remove old

reviews as a result of an ownership change, rebranding, or 

major renovation. You will have to fill in and send a 

complete form to TripAdvisor. 

Note: management changes and minor renovations are not 

grounds for the removal of reviews; management response 

feature should be used to inform the community about such 

changes. 

• Get help with ratings:  ask questions about popularity

index, star rating & review rating

• Update rates and booking info: ask questions about

becoming bookable, booking links and average rates 
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