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Topics of today‘s seminar

14:00 – 16:30 
• The psychology behind why guests give online feedback
• Methods and tips to motivate guests to leave feedback
• How successful hotels use ratings & reviews for quality management
• Legal questions: how to handle wrong/unfair feedback
• How do you write the perfect answer?
• How do you handle reviews in German?
• Practical exercises focusing on HolidayCheck and Tripadvisor
16:30-17:00
• "How to work with HolidayCheck and its' Business Center"
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Reviews are everywhere

What are the most important portals for your hotel?
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Review Sources - globally

Source: Revinate, 2018 Global Hotel Reputation Benchmark Report
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Reminder: Germany as a special market

• Over 70 million vacation trips per year
• 50% packaged holidays
• 46% travel by car
• HolidayCheck is the travel portal with the 

highest reach and especially relevant for 
vacationers

• Portals like Booking, Google, Facebook 
and TripAdvisor are also relevant 
(depending on type of vacation, target 
group)

Source: DRV 2018
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Why HolidayCheck
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HolidayCheck: Good to know about the Ranking

• Mathematical formula
• 3 Factors: Number of reviews, average rating, recommendation rate
• Only reviews not older than 25 months are used for the calculation of the 

average rating
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Booking
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TripAdvisor
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Google
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Google
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Remember: Ratings give orientation...
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Imagine you plan a family vacation to Germany, 
Island of Rügen located in the Baltic sea

• Where would you start your research?
• How would you find the perfect accommodation?
• Where would you book?

How vacationers do their research 

Bildquelle: https://www.flickr.com/photos/129381466@N02/15542900924/
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Remember: Decision making process

Source: Daniel R. Schmeißer

1. Information Search
in early decision process

2. More selective perception 
in advanced decision process
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How do people decide if they like your hotel?
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Source: Tourismuspartner; Erevelles/Leavitt, 1992; Oliver, 1997; Day, 1982; P. McCole 2004

„Expectation Principle“

Expected Performance

Match?

Perceived Performance
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Congratulations!
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Website Hotel

On Location

But still: Expectation vs. Performance
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Source: Ritz-Carlton Coconut Grove, www.oyster.com

Website

Reality

Expectation vs. Performance
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Website Hotel Chain

My Try

Expectation vs. Performance
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Last time in Malmö
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No complaining here...
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Users decide about relevancy

• Negative reviews are clicked more
• Positive reviews are considered more „helpful“
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Some reviewers behave strange
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Why guests rate & review 

What do you think:
Why do guests write a hotel review?
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Why guests rate & review 

• Helping the hotel
• Helping other guests
• Feels good when I can tell others / self motivation
• Not important: Venting negative feelings

Source: Yoo, Hyan, Gretzel: What Motivates Consumers to Write Online Travel Reviews? 
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How can I motivate guests?
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Dear Smith-Family

We hope that you have returned savely home with wonderful memories of 
your vacation. May we ask you to share your experiences in our hotels with 
other guests?

We would be delighted if you could take the time to describe your 
impressions in HolidayCheck:

<DIRECT LINK>

Many thanks and best regards,
The team of Hotel Something & SPA

Email after departure 
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Direct Contact

Source: Doug Kennedy - www.hospitalitynet.org/news/4077534.html (2016)

“I don't know if you consulted online reviews in planning 
your stay, but they are very important these days. We 
would be grateful if you would take the time to posting 
one to let others know the thoughts you just shared."
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HolidayCheck’s new Code of Conduct (valid from 15th April 2019)

• Use of any „Post-stay email system“ or
HolidayCheck‘s Review-Tool

• Dispatch of newsletters or notes in the in-
house mail/guest magazine

• Use of review cards or a note on the 
invoice

• No provision of devices for writing 
reviews in the hotel (e.g. review terminals 
and tablets)

• No Review days and campaigns in the 
hotel (“Promo Days”)

• No Reviews by hotel employees or their 
family members

Quelle: HolidayCheck AG

HolidayCheck Code of Conduct

HolidayCheck AG | Bahnweg 8 | 8598 Bottighofen | Schweiz | T +41 (0) 71 686 9000 | F +41 (0) 71 686 9009   

service@holidaycheck.com | www.holidaycheck.de | Mgmt. board: Christoph Ludmann | VAT: Schweiz 590 738

Permitted:

•   Use of the free HolidayCheck Review-Tool with the help of which guests will be reminded to pro-

vide a review after their departure – Get more information >

•   Use of a after travel email system

•   Dispatch of newsletters or notes in the in-house mail/guest magazine

•   Use of review cards or a note on the invoice

  

This Code of Conduct is a framework for hotel managers that specifies the options and restrictions in handling hotel 

reviews.

Not permitted:

•   Provision of devices for writing reviews in the hotel (e.g. review terminals and tablets)

•   Review days and campaigns in the hotel (“Promo Days”)

•   Use of systems that control publication of reviews depending on satisfaction

•   Use of paper questionnaires and manual input of the review in the names of the guests

•   Reviews by hotel employees or their family members (even if they used hotel services)

•   Reviews by people who did not use any services in the hotel

•   Offering benefits for providing a positive review (e.g. lottery participation, free meals)

•   Exerting pressure or urging to submit, change or delete a review

•   Buying reviews

Violations of the Code of Conduct will lead to direct consequences, from warning notes on the hotel profile, to legal 

steps, to exclusion from the HolidayCheck Award and “Recommended on HolidayCheck” as well as loss of existing 

awards.

If you are not certain that your procedure is in compliance with the rules, contact us at service@holidaycheck.com

Updated on 11 February 2019

Valid as of 15 April 2019
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HolidayCheck’s new Review Tool
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HolidayCheck’s new Review Tool – Set up the link

• Login to https://business.holidaycheck.com

• Choose the property you want to generate the link for

• Copy the “Hotel ID” which is shown in your browser’s address field

• Add the Hotel ID to the link that connects to the Review Tool: 
https://review.holidaycheck.com/?q=de/atm/review-service/HOTELID

• Tipp: Save your link in your browser’s bookmarks

https://review.holidaycheck.com/?q=de/atm/review-service/c47efe9b-a888-3c8d-b315-53271cd00530
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HolidayCheck’s new Review Tool – my suggestion

• Talk to your German guests personally during their stay and let them 
know that you appreciate their opinion very much and would be pleased 
about a review on HolidayCheck.

• Let the guest leave his/her e-mail address in the Review-Tool (e.g. on a 
tablet) and thus declares his/her interest in submitting a review.

• After the stay, the guest receives an automatic e-mail reminding him/her 
of your personal request for an evaluation.

• At the moment the e-mail will be sent 7 days after submitting (subject to 
changes made by HolidayCheck)
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The e-mail that is then sent to your guest
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HolidayCheck’s questionaire
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Creative feedback card

Source: 25hours Hotel
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Also here in the Scandic

Source: 25hours Hotel
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Source: Indigo Hotel Berlin Alexanderplatz

Welcome Letter
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Reviews and Quality Management
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Source: HolidayCheck

Shortcomings find their way...
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Source: HolidayCheck

...but first and foremost good quality!
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Source: TripAdvisor

Statistics

• 87 % of reviews in HolidayCheck are positive
• 80 % of reviews in TripAdvisor are positive
• Average rating: 4.13 bubbles (from 5)

2014 4.12
2013 4.11
2012 4.09
2011 4.07
2010 4.02for internal use only © Tourismuspartner



What‘s to do?

You get positive reviews, when...

• you deliver good quality
• exceed the guest's expectations
• the guest is positively surprised
• the guest has the feeling of having a special 

experience worth telling others
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Source: Harvard Business Manager

Guest Satisfaction
= Standard Performance 
+ Differentiation

Exceed Expectations
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Source: Kempinski

Standard or Differentiation?
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Source: Tourismuspartner, Moxyhotels

Moxy is a budget hotel with the soul of a boutique hotel. Marrying 
smart service and technology with contemporary style, Moxy is do-it-
yourself made easy. Our DIY facilities include meeting areas with 56-
inch displays for your presentations, snacks & drinks available 24/7, 
free use of our computers, abar with local spirit, furiously-fast Wi-Fi –
free all over the place!

Differentiation: Moxy
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Differentiation: Staff
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Source: Tourismuspartner, Tripadvisor, Booking

Differentiation: So by Sofitel
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Example: Library Hotel Collection

Source: Tripadvisor
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Adele Gutman, VP Sales, Marketing & Revenue Library Hotel Collection

• Culture: “Hire happy people”
• Analyze reviews for guests’ likes & 

dislike 
• Share guest feedback with staff

Source: Review Pro, 2017
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Example: Library Hotel Collection

Source: Library Hotel Collection, Casablanca Hotel
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Example: Hoxton Hotels

Source: Hoxton Hotels
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What are people talking about in reviews?

for internal use only © Tourismuspartner



Frequency = Importance

Source: TrustYou, 2017 / Analysis of 90 millon reviews for 600’000 hotels, worldwide
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Quality of service is the main factor in returning guests

Importance of service quality

Sources: http://www.gallup.com/businessjournal/175568/economy-luxury-matters-hotel-guests.aspx (2016), Tripadvisor
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Service Promise
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„How did you like our 
new Early Bird 

breakfast? “

„Which services 
should we improve

in our hotel from 
your point of view? “

Active Feedback Management

responding reactively → managing feedback actively

Source: R. Friedlander (2011)
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„Courtesy Call“
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Example Cruise Line - Feedback

Source: Celebrity Cruises
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Feedback for process optimisation

Source: IHG, Choice, Tourismuspartner
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Online Reputation Management
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ORM-Tasks

„Online Reputation Manager“

Motivation 
(guests & staff)

External
communication (online)

Internal
communication

Training

Source: Tourismuspartner

Identification of 
trends

GuidelineConstant monitoring

Improve
(service-)quality

Be preparedfor internal use only © Tourismuspartner



Monitoring tools offered by HolidayCheck
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Specialised Instruments

• Trust You
• Review Pro
• Revinate
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Meta review

https://www.trustyou.com/meta-review-search

for internal use only © Tourismuspartner



Integration with Google
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Remember?
1) Increase trust for their own booking decision
2) Get impression of how it will look on location
3) Reduce risk / uncertainty

Use widgets for your own website

for internal use only © Tourismuspartner



What is allowed?
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What is allowed?

• Expression of opinion vs. untrue statements
• Abusive criticism, personal attacks or insults are not acceptable

„I didn‘t like the breakfast.“

„No one likes this breakfast.“

„The breakfast tasted like shit!“

„I‘ll never eat breakfast again with these idiots!“

„Complete rip-off!“for internal use only © Tourismuspartner



Publishing photos

• Photos do not violate the "house rules" - "journalistic freedom"
• Defects or imperfections in the hotel's infrastructure may be photographed
• If people are photographed and published without their prior permission, 

"personal rights" may be violated

Source: TripAvisor
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Source: TripAdvisor

Is this allowed?

„No ratings or comments about aspects of a business you did not 
experience. For instance, it is acceptable to write a review of an experience 
with the front desk of a hotel if you then chose not to stay overnight, but 
you may not rate the sleep quality. “
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Handling Reviews
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It’s about the ‘how’

Source: booking.com, Tourismuspartner
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No complaint management

• With an online response you should not aim to satisfy the reviewer
• Instead it is a good way to communicate with potential guests
• Take the chance to explain your product – but don‘t overdo it

Source: TripAdvisor/Tourismuspartner

Response on online reviews ≠ Feedback on a complaint
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Source: Tourismuspartner

7 Steps to a perfect response

1) Thank the guest for the review

2) Reassure the guest that you understand him and take him seriously

3) Apologize honestly if the described negative aspects are true

4) Offer a simple, short explanation (if possible)

5) Reassure the guest that all steps have been taken to solve the problem

6) Optional: Offer a direct contact between the guest and the hotel

7) Close your response by focusing on one of the constructive / positive 
aspects of the review - so that your comment ends positivelyfor internal use only © Tourismuspartner



Example: Taste

„We didn't like the room and the furniture ...“

• Poor response:
“Too bad that our rooms did not please you - our other guests are 
always very satisfied with our room design.“

• Better response:
„Thank you for your feedback and that you have taken the time to 
describe your impressions. We apologize for not having met your 
expectations of room design.“for internal use only © Tourismuspartner



Example: Situation can not be changed

„The street noise was annoying“

• Poor response:
„Unfortunately we have no control over the traffic noise. If you had 
asked for a quiet room, we would gladly have met your request.“

• Better response:
„We apologize for the noise. Our central location brings with it possible 
noise pollution – especially on weekends. Please inform us in advance 
before your next visit so that we can offer you one of our more quiet 
rooms with garden view.“for internal use only © Tourismuspartner



Example: Price

„We definitely paid too much for this hotel.“

• Poor response:
„Our hotel is certainly not too expensive. If you would compare us with 
other hotels, you will see that we are a relatively low priced 
accommodation in our destination.”

• Better response:
„Our overnight rates are based on comparable hotels in our destination. 
We pay great attention to the best value for money. If we have not met 
your expectations in this respect, we sincerely apologize.“for internal use only © Tourismuspartner



Find your own style

Create an ORM-Guideline
§ Priority of online-portals
§ Processes and Responsibilities
§ Response rates and time limits
§ Languages
§ Style and Wording
§ Salutation and Signing off
§ Response strategies
§ (...) for internal use only © Tourismuspartner



80%
of travellers appreciate
a response

Source: Atmosphere Research Group /Tripadvisor (2015)

Always respond?
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“Making too many responses is worse than 
offering no response at all.”

Source: Anderson, C., & Han, S. (2016). Hotel performance impact of socially engaging with consumers. Cornell Hospitality Report, 16(10), 3-9.

Always respond?
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Source: Anderson, C., & Han, S. (2016). Hotel performance impact of socially engaging with consumers. Cornell Hospitality Report, 16(10), 3-9.

Less is more

• React to any negative reviews (most effective for you!)

• React only to very positive reviews and/or reviews of regular guests

Revenue effects of responding to reviews
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Handling languages
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Handling languages
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Handling German on HolidayCheck

• If possible, comment in German
• Some portals require this  

according to their terms and 
conditions (e.g. TripAdvisor)

• Use English if you do not speak 
German (also for other markets 
that are important)

• We recommend to define which 
foreign-language reviews should 
be responded to and in which 
language

Source: Merkur.de / AFP
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How would you react?

„We are disappointed“

We (family with two children) had a 3 night stay in this hotel. 
Unfortunately, we are totally disappointed. The penthouse room was 
not to our taste. Our older daughter (11 years old) could not sleep 
on the sofa, because it was too short. The refrigerator hummed 
loudly all night long and we could not get much fresh air either. The 
dining room was a disaster … so noisy! Like being in a train station!
A partitioning of the room would create some relief. Otherwise, 
everything else was okay.
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Dear Guest

Thank you for your helpful feedback! Our team is taking your suggestions very 
seriously and is working hard on making improvements. For your next stay, I 
recommend one of our family suites with two separate bedrooms. Thank you for 
pointing out the broken fridge – it has already been replaced. Concerning the 
dining room, you are right: Because of our many families with young children, it 
can be a bit noisy, especially between 6 and 7:30 pm. 

I hope that our hotel can fully convince your family during your next stay of our 
close attention to maintaining the highest quality standards. 

Kind regards
John Smith

Possible Response
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ORM Performance in Scandinavia

Source: TrustYou (2019)
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Which hotels have the best ORM performance?

Source: TrustYou (2018)

Norway

Denmark

Sweden

1031 hotels
Score: 80,63

1029 hotels
Score: 80,99

2067 hotels
Score: 81,44
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Tops and Flops, Impact on Scores

Source: TrustYou (2018)

Norway DenmarkSweden

Tops
1. Service (+7,9)
2. Location (+2,5)
3. Friendliness (+1,6)

Flops
3. Cleanliness (-3,8)
2. Beds (-5,2)
1. Bathroom (-5,4)

Tops
1. Service (+7,2)
2. Location (+3,1)
3. Friendliness (+1,7)

Flops
3. Cleanliness (-5,7)
2. Beds (-6,7)
1. Bathroom (-7,9)

Tops
1. Service (+7,4)
2. Location (+2,6)
3. Friendliness (+1,1)

Flops
3. Room Mainte-

nance (-5,3)
2. Bathroom (-6,5)
1. Beds (-6,6)for internal use only © Tourismuspartner
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How to work with HolidayCheck and its' Business Center
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HolidayCheck: Business Center

• https://business.holidaycheck.com
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Servus Tourismuspartner OG | Schäferweg 6  |  A-6900 Bregenz
T +43 (0)5574 22530  |  info@tourismuspartner.co.at | www.tourismuspartner.co.at

Thanks for your attention!

Some of our customers:

Alexander Fritsch 
& Holger Sigmund

Book authors & experts for 
hotel reviews, online 
reputation and etourismfor internal use only © Tourismuspartner




