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Understanding the Relationship  
Between Your Brand & Your Reputation

Before we examine the issues around reputation compliance, it’s helpful to understand why your brand 
cares so much about the way you manage your reviews. Your brand takes on your hotel reputation 
when choosing to partner with your hotel. Each guest experience at an individual property shapes the 
overall reputation for the hotel chain. Think about it: after a particularly bad experience, a guest might 
say, “I’ll never stay with This Hotel Brand ever again.” On the other hand, a single positive experience 
can lead to a lifetime of guest loyalty. You can either hurt or boost your brand’s reputation through 
your hotel’s own reputation. We’re going to help you make sure it’s the latter.

Participating as a franchisee with a major hotel brand can help increase your exposure and desirability 
in your market. If you’re new to hospitality, this is a step in the right direction to making a smooth 
transition into the industry. Make sure you choose the brand that best suits your hotel’s amenities, 
goals, ethics, and values. 

Hotels can benefit from partnering with a brand that has a good reputation. Brand-wide marketing 
efforts like advertising campaigns, loyalty programs, and website exposure will only benefit your hotel 
if the brand has a healthy reputation. When the brand and the hotel both commit to a well-managed 
reputation, the results are mutually beneficial.

Maintaining a great hotel reputation doesn’t typically happen overnight, but it is certainly possible to 
achieve one. The best way to keep your hotel’s reputation in line is to respond to reviews in a timely 
manner, to make sure you respond often, and to provide quality responses. In this white paper, you’ll 
learn more about how to implement these brand standards into your hotel’s reputation strategy.



Common Brand Standards for Response Time 
Response time plays an important role in making travelers feel heard. Many large hotel brands require 
hoteliers to respond to negative reviews within a strict timeframe. When hoteliers fail to comply with brand 
standards for response time, they may be charged fines or service fees. As a best practice, you should 
respond to all levels of reviews/star ratings to provide prompt guest service. This will ensure the guest that 
you care about their input. Also, this gives prospective guests the opportunity to see that you listen to the 
needs of your guests and it will allow them to see how you generally resolve guest concerns. One important 
thing to note is that you should respond to all levels of reviews within 24-48 hours, regardless of the score. 
Even if your brand doesn’t require you to do so, this practice will warrant great guest service results.

How To Manage Your Hotel’s Response Time
A great way to get this process started is to sign up for notifications on all review sites. Be sure to set both 
email and SMS notifications so that you can be notified of a new review no matter where you are at the 
property. Plus, notifications help provide an optimal understanding of how many reviews your hotel gets at 
any given time. We recommend signing up for notifications for all review websites, including TripAdvisor, 
OTAs, Google and Facebook. After a few weeks of receiving these notifications, you will have insight into 
how many reviews you’ll typically get per week. It’s important to set a daily habit of promptly responding to 
reviews to maintain these best practices. If your review volume makes it too difficult to respond to all of 
your reviews on time, you may want to consider partnering with a professional review response vendor.

What to Look for in a Third Party
Make sure the company you choose to partner with has a guaranteed 
response time and provides a dashboard that can send notifications of 
your incoming reviews. Most importantly, be sure that the company has 
professional writers that respond immediately. A plus would be if the 
company can give you the opportunity to edit or approve and/or publish 
reviews automatically based on your preference. This way, they can meet 
your needs according to your schedule. Not all review response vendors 
provide service that will meet your brand standards. Avoid any vendors 
that use canned responses, overseas writers, or AI-generated responses.

Response Time
To start, responding in a timely 
manner is the first step to meeting 
brand standards. Keep in mind that 
this means you have to handle your 
reviews each day, and travelers post 
reviews at all hours of the day.

40% 
of consumers 

 will only look at 
 online reviews 
 written within 

the past 2 weeks



Typical Brand Standards for Response Rate 
Most major brands require a 100% response rate to reviews on the brand website. Others also require a 
100% response rate for negative reviews on websites like TripAdvisor and Google. The single most important 
factor in meeting response rate standards is consistency. In order to successfully see positive results come 
from your review responses, you have to find a steady pace for responding to each review. Once you find 
that routine, you must be persistent and stick to it. If you had someone standing at your hotel’s front desk, 
would you choose to ignore them? Of course not. With that said, you should provide the same courtesy and 
hospitality to your online guests.

How To Manage Your Hotel’s Response Rate
Taking on the task of responding to every review can be difficult at times, but not impossible. Managing your 
hotel’s response rate can divert your time from attending to your property, so consider creating a system 
where you can train trusted employees to respond to reviews. It takes time finding out how to prioritize 
the routine you set in place, but it’s definitely worth it. Don’t skip out on any review, good or bad. The only 
exception to this rule is that we don’t recommend responding to star-ratings without comments. Without 
any narrative about the guest experience, hoteliers are unable to provide a unique response to each review. 
Otherwise, you must publish sincere and appropriate responses to all guests. 

What to Look for in a Third Party
There’s no doubt that partnering with a company to meet 
this brand standard will give you more time to focus on your 
property’s on-site needs. Your partnership should provide 
responses on all platforms including OTAs, review sites, brand 
reviews, Google, and Facebook. Also, look for a partner that 
offers an unlimited response plan. Save money by avoiding  
pay-per-response programs. By finding one vendor to respond 
and resolve all of your online reviews, you can rest assured that 
your online guest experience is being managed consistently.

Response Rate
With so many tasks to juggle at the property, hoteliers sometimes put 
off responding to reviews. In the U.S., hoteliers only respond to 29.9% of 
the reviews shared online. By responding to 100% of your reviews, you 
can stand out from the competition and improve your reputation in the 
eyes of future guests. Responding consistently to reviews is essential for 
hospitality success in the digital sphere. Make sure you are responding to 
each one to comply with brand standards.

4/5 
travelers believe a  

hotel that responds to 
reviews cares more 

about its customers



Optimal Brand Standards for Response Quality 
Many brands monitor the responses their hoteliers publish for quality and brand voice. Canned responses 
are typically discouraged. Specificity in each response is key to achieving quality responses. Publishing 
canned responses defeats the whole purpose of coming across as a genuine hotel that cares about every 
guest individually. Also, a quality response avoids defensive or aggressive communication. In some cases, 
brands recommend offering solutions that can rectify the issue the traveler has experienced. Always 
remember, the quality of your review response surpasses the importance of quantity. Let the nature of the 
review help determine how you respond. 

How To Manage Your Hotel’s Response Quality
When responding, make sure your approach comes off as friendly, understanding, and inviting. It is 
essential to address every part of the feedback. If there’s a combination of good and bad, start by thanking 
them for the kind words, and then ease your way into how your hotel is taking steps to improve any negative 
feedback. Above all, remember that you are responding to a guest that you recently welcomed to your hotel. 
By responding with a commitment to hospitality in mind, your responses are sure to meet brand standards.

What to Look for in a Third Party
Look for professional, U.S. based writers that provide unique 
responses to your hotel’s reviews. Also, confirm that your 
partner does not publish computer-generated responses 
because your responses will come off as unauthentic and 
ingenuine. Even AI-assisted review responses don’t account 
for tone and sarcasm, and could respond inappropriately. 
Your review response partner should be able to provide 
approval and editing capabilities as well as review insights 
through sentiment reporting. Most importantly, your vendor 
should be able to consider and express your brand’s voice 
and preferences when responding to reviews.

Response Quality
Ultimately, responding to all reviews within a timely fashion is important, but 
the quality of your review responses plays as big of a role in meeting brand 
standards. There has to be a sense of personalization and understanding in each 
response. Prospective guests want to ensure a good stay. Therefore, they are 
seeking hotels that provide excellent customer care to other travelers. After all, 
if a traveler takes the time to write about your hotel, you should focus on doing 
the same when responding.

79% 
of travelers will read 

 between six and 12 
 reviews before making  

a purchase decision



Going Beyond 
Brand Standards

Brands have high 
reputation standards. 

Exceed them by 
responding to reviews 

in an immediate and 
professional manner.

Resolve Guest Issues - Don’t Just Respond
At the end of the day, a traveler is leaving a review to share their experience from their stay at 
your hotel with you and other travelers. Take advantage of this, and see it as an opportunity to 
make changes to your hotel and its guest services. The main goal should be to respond and take 
their reviews into consideration. Ultimately, they’re the ones who can help build your hotel’s 
reputation, so make sure you’re being timely, respectful, and proactive whether the review is 
negative or positive. 

Leverage Review Insights to Improve Performance
It’s important to identify patterns in traveler concerns. For example, if you see that most guests 
are negatively writing about your hotel’s breakfast, consider upgrading some of those food 
items. Then, be sure to monitor the effect it has on future guest satisfaction. Other times, you 
might see that travelers often complain about your hotel’s service. If this is the case, set goals 
and incentives to encourage your staff  to improve their guest interactions. Leverage these 
insights and use them to your advantage. 

Improve Your Reputation Over Time
Focusing on consistently responding to reviews 
in the best way possible is a great way to improve 
guest experience. Not only is it important to 
implement these practices online, but you should 
also be following these best practices in person. 
Train your staff to get the emails of travelers and 
enthusiastically encourage them to leave reviews if 
they enjoyed their stay. By following these measures, 
there is no doubt that you will see your hotel’s 
reputation improve over time.

https://www.travelmediagroup.com/respond-negative-reviews-tripadvisor/
http://news.travelmediagroup.com/Good-Review-Response-Writer.pdf


Need Professionally 
Tailored Responses?
Never Respond to Another Review 
Again with Travel Media Group

Respond & ResolveTM

We have seen our rating steadily increase through 
TripAdvisor and it helps to save me hours of work.  
I’ve worked with Travel Media for a few years and they  

have helped me build the reputation of my hotel.  
Nothing compares to the personal touch TMG provides!

Director of Sales
Comfort Suites

Visit http://trvl.media/respond today!
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