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–In terms of revenue, how much is a percentage point–
–improvement of the reviews rating worth?–

 The hoteliers attitudes are divided in two groups:

Those who monitor, respond, and 
manage their online reputation

Those who are not interested, whether 
it’s due to lack of time, resources, or 

inability of compiling data
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Source: Hotel Performance Impact of Socially Engaging with Consumers By Chris Anderson and Saram Han using matched sample data from ReviewPRO's Global Review IndexTM and STR's hotel sales and revenue data.

–In terms of revenue, how much is a percentage point–
–improvement of the reviews rating worth?–

As compared to their competitive set

Simply encouraging reviews was associated with
an increase in a hotel’s ratings

An increase in a hotel’s TripAdvisor rating is reflected in an increase in revenue

https://documentcloud.adobe.com/gsuiteintegration/index.html?state=%7B%22ids%22%3A%5B%2214Qy74lLGFI9ZvxYa6DcUnXb72BUcg_jo%22%5D%2C%22action%22%3A%22open%22%2C%22userId%22%3A%22108244129272616644587%22%2C%22resourceKeys%22%3A%7B%7D%7D


Online guest satisfaction
has a direct impact on the Hotel performances

–How much is a percentage point improvement–
–in your reviews worth, in terms of RevPar?–
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Source: Hotel Performance Impact of Socially Engaging with Consumers By Chris Anderson and Saram Han using matched sample data from ReviewPRO's Global Review IndexTM and STR's hotel sales and revenue data.
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Source: Hotel Performance Impact of Socially Engaging with Consumers By Chris Anderson and Saram Han using matched sample data from ReviewPRO's Global Review IndexTM and STR's hotel sales and revenue data.

Increase in revenue
per available room 

(RevPAR) of 

A follow-up study, conducted by Associate Professor Chris Anderson, shows that a 1% increase in the 
ReviewPro Global Review Index™ (GRI) of a hotel leads to a:

Price increase 
(ADR) equal to

Occupancy 
increase of

–How much is a percentage point improvement–
–in your reviews worth, in terms of RevPar?–

0,89% 0,54% 1,42%



Example
Assuming we improve the revenues rating by 10%,

how much do we expect to improve revenues?

Available 
Rooms ADR Occupancy RevPar

Estimated 
Revenue

Reputation 
improvement

% revenue 
increase

Expected 
additional 
revenue

30 100 50% 50 540,000 10% 14.20% 76,680

50 100 50% 50 900,000 10% 14.20% 127,800

100 100 50% 50 1,800,000 10% 14.20% 255,600

–How much increase in revenue to expect–
–depending on the size of your hotel?–



The results of these studies reinforce a widely accepted view in the field today:

Online reviews impact hotel 
revenue.

Effectively manage and improve
a hotel's online reputation

is critical to success.

–To summarize–



Responding quickly but choosing to whom and how to respond

Keeping track of the improvements achieved

Allowing guests to leave feedback, during or just after using services

Integrating OTA reviews with those collected at the end of the stay

–How to improve reviews and revenue?–

Source: Hotel Performance Impact of Socially Engaging with Consumers By Chris Anderson and Saram Han using matched sample data from ReviewPRO's Global Review IndexTM and STR's hotel sales and revenue data.



Alerts - to respond immediately and easily

SWOT analysis - to highlight what your guests want you to improve
(often at very limited cost)

Cockpit (dashboard) to monitor your ranking and record improvements in reviews and revenue

Incentivize people who influence outcomes

–Improving reviews and revenue: what do we need?–

Source: Hotel Performance Impact of Socially Engaging with Consumers By Chris Anderson and Saram Han using matched sample data from ReviewPRO's Global Review IndexTM and STR's hotel sales and revenue data.



Reputation has visible effects
on revenue outcomes

Its effective management therefore 
requires sophisticated but 

economical and easy-to-use tools

–So what is really needed?–



Analyzes
the reviews

and questionnaires

Organizes
everything in one tool enabling 

easy and timely responses

Suggests
what aspects to improve

and clearly indicates what
actions to take

–Reputation–



Here you enter the page 
of the specific review

This section refers to the specific 
review with input date

This section refers to the client 
data which monitors his feedback 
inputs (if integrated with the PMS)

This section refers to booking data
(if integrated with the PMS)

This section refers to review ranking 
and sentiment

This section refers
to the client review text

In this section you can click on the 
review and access it directly on the 

website to reply



You view the summary of the 
reviews current situation compared 
with YTD (Year To Date) situation

In each section you can click 
to access the different 

dashboard areas



Section summarising
the specific hotel data

You can add filters to view
each single section

Clicking you can access the 
single client review

Intuitive view of what is going 
well and what is not

Unread reviews are clearly 
visible



HOTEL 1

–Strengths and areas of improvement–



–JACKPOT– 
–Improve reputation by incentivizing staff–



Collects reviews during or just after the use of any service in the Hotel

Features
Allows the guest to leave an immediate review during the hotel experience

Is multitasking. It allows you to consult the breakfast or dinner menu, or for example, access the list 
of services, with the same tool with which it collects reviews

The tool is integrated with Reputation. All data collected is highlighted in reputation reports

–QuickFeed–



Collects reviews during or just after the use of any service in the Hotel

Benefits

Improves rating on external sites

In case of a positive rating invites the user to leave a public review (about 60% do!)
immediately flags negative comments and with an alert invites staff to handle them

Increases the number of positive reviews, while decreasing comments from dissatisfied customers

–QuickFeed–



–Picture of you current situation and …
FREE TRIAL–

If you give us: Nivula, will give you this information 
free of charge:

● Your email address
● A Google e-mail account
● The link to your tripadvisor page

● Upload your reviews from the past few years
● Highlight your strengths and weaknesses 

according to your guests 
● Allow you to see what results you can 

achieve and how
● Give you Reputation for free for one month.
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