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Guest: Daniel Edward Craig


•  Author and former GM turned hotel consultant


•  Speaks and blogs regularly on topics of online reputation 
management, social media, and story telling for hotels


•  Author of the hotelier’s guide to online reputation 
management (e-Book)
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Responding to Online Reviews in 2011


•  72% will respond to both positive and negative reviews


•  14% will respond only to negative reviews


•  13% will respond only to positive reviews


•  1% have no plans to respond to reviews
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Approach to online reputation 
management


1.  Monitoring & Measuring


2.  Discussing & Resolving


3.  Responding 


4.  Encouraging Reviews & Feedback
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Cycle of positivity
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What sites allow responses?


•  TripAdvisor*


•  Expedia


•  Hotels.com


•  Yelp*


•  TravelPost


* Also allows private messaging
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TripAdvisor


•  Hotel representatives register as ‘owners’


•  One response per review; no edits and reviewers can’t respond to hotel 
responses


•  All responses are moderated for content


•  Can’t be directed to author of review or TripAdvisor staff


•  No commenting on TripAdvisor policies


•  No profanity, threats, insults, all caps, etc


•  No Web addresses, emails or phone numbers


•  No hearsay or content not related to tourists
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Expedia / Hotels.com


•  Hotel representatives register at Expedia Partner Central


•  Guidelines


•  Keep response focused on the review with no additional marketing or 
promotion of your property


•  Professional and direct tone


•  Speak to all readers in your response


•  Don’t mention other hotels or chains


•  No offensive language or objectionable content


•  < 300 words
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Yelp


•  Business owners must first upload a real photo before responding to 
make the message more personal


•  No specific guidelines but on Yelp reviews are often written in a fun 
manner, so show some personality
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The other sites…


•  All the other review sites don’t yet allow public management responses


•  Orbitz


•  Priceline


•  Booking.com (allows private response)


•  Travelocity


•  Yahoo Travel
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What do hotels need to consider?


1.  Which reviews should you respond to? 



Most negative reviews occasional positive reviews. 


2.  Who should respond? 



A senior manager with good judgment & writing skills. 


3.  When should you respond? 



ASAP, ideally within 48 hours, after investigated & resolved 
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What do hotels need to consider?


4.  What should you say? 



Not too much. Thank, apologize & explain.


5.  How should you say it? 



Be friendly, humble, and brief. Not defensive, patronizing, or dramatic.


6.  What if claims are false?  



Set the record straight, diplomatically. If harmful, dispute with host site.
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Bed Bugs




Listen. Learn. Act. Profit. For Hotels.


Management Response
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Daniel’s suggestion


“We take such comments extremely seriously. Upon receiving your 
complaint, we hired an outside company to inspect the room and they 
found no trace of infestation in this room or any other room in the hotel. 
We are truly sorry to hear of the discomfort you’ve experienced but 
cannot accept responsibility in this case. We pride ourselves on offering 
a safe, clean environment for all guests.”
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Renovation/Noise
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Management Response
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Staff Singled Out
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Pricing
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Pricing Response Suggestion


“Our pricing is comparable to similar properties in this area, and we feel we 
give good value given our central location and extensive facilities.


 However, we value your comments, and I will review them with our 
management team. 


Thank you for taking the time to share your feedback.”
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Everything is great!
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Management Response
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Can responding to reviews help?


•  “There is anecdotal evidence that a hotel's handling of a negative review 
can have a greater impact on travellers' impressions than the review 
itself.” Amelie Hurst, TripAdvisor


•  Actual Review on TripAdvisor: “I travel to Chicago on business frequently 
and have stayed at several Marriott properties in the area. I really like the 
Blackstone, but decided to stay at the Courtyard for this stay for one 
reason - I was very impressed that the marketing director took the time 
to comment on each TripAdvisor review. Once I got to the hotel, I found 
the service to be exceptional in all areas.”
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Live Demo
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Resources


•  Read our blogs and follow us on Twitter


•  Daniel Edward Craig – dec@danieledwardcraig.com



www.danieledwardcraig.com     @dcraig


•  Michelle Wohl – michelle@revinate.com



www.revinate.com     @revinate


•  Watch for email with link to slides and video



