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The power 

of words
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Taming the social 
media monster



1. Actively encourage guest feedback
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53% 
won’t commit 

until they have 

read the reviews

Friends are 

3x more 

influential 

branded 

messages

Ratings increase 

as a property 

gets more 

reviews



1. Actively encourage guest feedback
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“The wisdom of the crowds 
drowns out the anomalies”

Stephen Kaufer – CEO, Tripadvisor



1. Actively encourage guest feedback
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Make reviewing 

as accessible 

as possible

Reuse positive 

reviews for 

remarketing

Don’t 

incentivise 

reviews
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2. Manage your responses with care



2. Manage your responses with care

7

Turn 
detractors
into 
advocates

8% 
more loyal

Over 

of travellers say management 

responses make them more 

likely to book 

CX Solutions

60%



3. Take control of your online profile 
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4. Learn from the experience
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Voice of the customer 

research should be 

embedded into any 

customer centric business 

and fully supported from 

top down. 

Identify trends and 

patterns in feedback to 

indicate bigger operational 

improvements, or an 

additional service to 

provide a better offer

Report semantic 

reasoning to get 

qualitative insights
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What can you learn 
from online 
conversations?



Today consumers create their 

own brand messages
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Consumers are listening to each other, not you

of online brand conversations 

come from consumers

on channels where brands 

have no credible voice

75% of online impressions 

are “fraudulent” 

(KRAFT)

say their closest friends are 

their strongest influencers 

(SNAPCHAT)

76% 

75% 

34% 

87% 



‘As the most 

recognized name in 

the industry, travellers 

all over the world have 

been saying “Take me 

to the Brand A” for 

almost a century. 

And because of our 

innovative approach 

to products, amenities 

and service Brand A

continues to be 

synonymous with hotel 

across the globe.‘

‘Our core values make 

us who we are. As we 

change and grow, 

the beliefs that are 

most important to us 

stay the same—

putting people first, 

pursuing excellence, 

embracing change 

and, acting with 

integrity. Being part of 

Brand E means being 

part of a proud history 

and a thriving culture.’

Can you guess the brand?
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‘Here at Brand B you 

can rely on us for a 

great night’s sleep –

a sleep so good we 

guarantee it. You’ll 

love the friendly 

service and great value 

at every one of our 

750+ hotels across the 

UK and Ireland - and 

now Germany, the 

UAE, India and South 

East Asia too.’

At Brand C, everyone 

is welcome. Whether 

you’re on a trip with 

family, off to a 

business meeting or on 

an adventure with 

friends, enjoy the joy of 

travel in a fun, 

comfortable and 

affordable hotel. ‘

‘Brand D aims to 

become the favourite 

hotel for value. We 

seek to offer 

unbeatable value in 

leisure and business 

travel. With attractive 

modern bedrooms, 

comfy new king size 

beds and great value 

wherever you 

need to be: we’re 

the logical choice.’



At best, 44% guessed the right brand
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39%

61%

40%

60%

12%

88%

44

%56%

13%

87%

% guessed the brand correctly



Among Gen Y, only 1 in 3 guessed correctly, at best
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39%

61%

40%

60%

12%

88%

44

%56%

13%

87%

% guessed the brand correctly

28%

72%

28%

72%

14%

86%

34

%

66%

8%

92%

GEN Y



And even if they recognise the brand, not everyone believes it
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To what extent does this statement match your perception and/or experience of the brand?

Completely - 5

Not at all - 1

3.8 3.9
3.7

3.9

3.5



Example #1: Why do guests choose your hotel?
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49% of Travelodge reviews mention “good”, “great” 

or “excellent” location

?
?

? ?

?

??
? ?

“5-10 minute 

walk”

“city centre”

“attractions”

“shops”

“train” or 

“transport”



Example #2: What do guests “love” about you?
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Holiday Inn emoji map



Example #3: Where are you, potentially, losing business?
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1 in 5 low reviews (1-2 scores) mention breakfast

“The breakfast at the station 

the next morning was by far 

a better quality.”

“Breakfast was chocca block, 

the clocks went forward so 

everyone came late and there 

weren't enough tables or staff, 

we ended going over the road 

to The Punchbowl…”



Engage in the conversations that your guests want to have!
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All content is supplied by speakers and non-BDRC presentation content has been not verified by BDRC.

Presentations including this one are made available to attendees of the 2017 Hotel Insights Forum and may not be shared, copied or publicised 

with other parties without the permission of BDRC.

BDRC is unable to warrant that all images in the presentations are free from copyright restrictions.  Some images have been supplied by 

research respondents, with whom copyright is assumed to rest.

If you would like more information about sources, opinions or insights from these presentations, please get in touch. 

hotelinsights@bdrc-continental.com

Terms and Conditions
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