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WHY do you ne e d  to  worry a bout Online  Re puta tion  Ma na ge me nt?

• 93% of people find reviews important when 
determining which resort they visit.*

• 53% of people would not book without having a guest 
opinion about it.

• Negative reviews have a heavier weight in guests’ 
ratings compared with positive reviews; in other 
words, guests with bad experiences have a bigger 
impact on overall rating scores because they give 
very low grades.**

• 62% percent of TripAdvisor users agree that seeing 
resort management responses to reviews generally 
"makes me more likely to book.”

* TripAdvisor user survey
** Study by Cornell’s School of Hotel Administration 



• Create audience personas based on marketing data and matching with channel demographics

• Build strategy per channel based on how they affect reputation and revenue goals

• TripAdvisor strategy focuses on reacting as well as incentivizing 

• Instagram strategy focuses on proactive sharing and engaging 

Prioritizing  Cha nne ls

I’m overwhelmed. How do I choose?

I have a small (or nonexistent) staff. Who’s in charge of responding?

• If resources are slim and teams are small, empower a group of employees to own channels and responses

• Draft talking points or sample responses for staff so messaging stays consistent across all channels

• Respond to reviews within 24-48 hours. Set aside 15 minutes each day (or every other day) to tackle

• Create a content calendar for proactive initiatives. 



• Allows brand to grow share of voice as 
well as more directly affect conversation 

• Not just an external strategy

• Does not have to be discounts

TACTICS

• Surprise and delight

• Added value

• Calls-to-action

Inc e ntivize



NEGATIVE + TRUE

• Determine who is best to respond

• Respond quickly

• Be polite

• Be honest

• Provide a solution or notify that 
you are working on a solution

Ne ga tive



Ne ga tive

NEGATIVE + UNTRUE

• Get the facts 

• Determine if you should respond 

• If you respond, provide facts in a 
polite and non accusatory manner



DO NOT ENGAGE WITH CRAZY.



• Do not forget to recognize and appreciate

• Highlight and leverage when appropriate

• Reward and encourage return visits

Pos itive



• Allows team to prepare a cohesive plan to align 

messaging across the business

• Enables swift response that directly addresses issue

• Honesty = Authenticity

• Creates protocol for when issues should be escalated 

to managers departments or stakeholders

Cris is  P re pa ra tion



Thank you!
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