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TrustYou Launches the First All-In-One Guest Feedback Platform with 
New Review Marketing and Guest Messaging Features  
 
Offers Improved Usability and Integrated Guest Feedback Solutions Available 
from One Login ++ Adds Facebook Widgets For Increased Online Bookings  
 
Munich, 16 January 2018  - TrustYou begins the new year with a significant upgrade, releasing 
an integrated guest feedback platform and exciting review marketing features to help hotels 
achieve ROI. Hotels can now access the all-in-one guest feedback platform through one 
convenient login to easily influence every stage of the guest journey, from search and booking 
with its Review Marketing module, to on-site and real-time communication with Messaging, to 
post-stay reviews with Surveys and Analytics.  
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TrustYou Wins #1 in the HotelTechAwards 2018 for “Reputation and 
Review Management Software”  
 
Munich, 19  February 2017  -  Hotel Tech Report has named TrustYou 2018’s top-rated 
Reputation Management Software based on data from thousands of hoteliers in over 40 
countries around the world.  More than 100 of the world’s elite hotel technology products 
competed for a chance to win this prestigious title. The HotelTechAwards platform (by 
HotelTechReport.com) leverages real customer data to determine best of breed products that 
help hoteliers grow their bottom lines.  

 
TrustYou is poised for sustained growth in 2018 and offers a full 
guest feedback platform to manage, analyze and market reviews 
across the globe.  
 
“We have entered into what is called the trust economy where 
reputation is currency.  The correlation between online reviews and 
revenue is immense and TrustYou helps it’s partners maximize their 
presence and improve their reputation” says Hotel Tech Report’s 
Adam Hollander. 

 
Hoteliers recognized TrustYou’s truly world-class onboarding process on hoteltechreport.com 
where guest feedback platform exceeded the category average by 7%. 
 
“TrustYou has very powerful tools to easily manage reviews from dozens of third-party sites and 
OTAs. This is by far the strongest aspect of the platform. Their global support team is very 
responsive and personable” says a hotel e-commerce manager from Sydney, Australia. 
 
Benjamin Jost, CEO at TrustYou, adds: “We are very excited to be #1 in the category of 
reputation management. Every day, the TrustYou team works very hard to make sure that our 
guest feedback platform, our worldwide service, and training efforts exceed our clients’ 
expectations to create a true value for the hospitality industry. TrustYou lives and breathes 
customer feedback, so we are especially happy about this award as it comes directly from our 
customers and partners.” 
 
Find more information about the HotelTechAwards 2018 in the official announcement of all 
winners.  
 
For more information on TrustYou’s Guest feedback platform and services visit 
www.trustyou.com 
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About TrustYou  
 
TrustYou, the world’s largest guest feedback platform, empowers hotels with solutions to drive 
more bookings and improve their hotel product. Through each phase of the guest journey, 
hotels can utilize guest feedback to enhance review marketing and achieve operational 
excellence. Guest feedback influences 95% of booking decisions. TrustYou Meta-Review, which 
incorporates hundreds of millions of hotel reviews, surveys, and social posts for over 500,000 
hotels worldwide,  powers guest reviews on dozens of travel sites, including Google, Kayak, and 
Hotels.com.* These reviews also generate actionable insights for hotels to improve their 
presence along each step of the guest journey, from booking and pre-stay search queries, to 
real-time guest requests and messages, to post-stay feedback in the form of survey responses 
and reviews. Through the TrustYou partner program, PMS, CRM, IBE and other hotel software 
providers can integrate TrustYou’s guest feedback platform into their products to help their 
hotel clients positively influence bookings and revenue.  
 
Find more information on TrustYou and the guest feedback platform on www.trustyou.com.  
 
*TrustYou Meta-Reviews only contain verified reviews and do not include reviews from 
TripAdvisor 
 
Press contact  
Katharina Sickora   
katharina.sickora@trustyou.com 
+49 89 55 27 35 - 116  
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A Decade of Review Excellence: TrustYou Celebrates Its 10-Year 
Anniversary  
 
Milestones From the Company’s History Include Last Year’s Acquisition By 
Recruit Holdings ++ Big Promotion For Existing and New Clients 
 
Munich, 14 March 2018  - TrustYou, the world’s largest guest feedback platform, celebrates its 
10th anniversary today and looks back on a decade of helping hoteliers handle their guest 
feedback and online reviews with success and excellence. Since its launch in 2008, TrustYou 
developed a sophisticated all-in-one guest feedback platform offering the necessary tools to 
manage, market, collect, and analyze reviews, posts, and direct messages. The company 
established itself in the travel and hospitality industry with numerous partnerships across the 
globe, including AccorHotels, Google, B&B Hotels, Hotels.com, and KAYAK. In 2017, the platform 
analyzed 103M guest reviews, enabled hotels to collect 4.2M survey reviews, and released 95 
new features while continuing to be the most innovative and customer-centric company in the 
space. 
 
To celebrate 10 years of review excellence and as a token of appreciation to TrustYou 
customers, TrustYou today announced a special promotion: interested hotels buying a 
12-month license of the full platform or any single feature of TrustYou will receive 6 months for 
free. This promotion is valid from today 14 March to 30 April 2018 applies to new and existing 
clients.  
 
“We started TrustYou back in 2007 with a clear vision in mind: we wanted to make the most out 
of guest feedback so that it could be more easily managed by hotels while being valuable to 
travelers at the same time”, says Benjamin Jost, co-founder and CEO at TrustYou.  
 
From only a small team of 2 founders in Munich, Germany, the company grew to an 
internationally operating enterprise with offices in San Diego, Cluj, Singapore, and Tokyo with 
140 employees and counting. In 2017, TrustYou was acquired by Recruit, the Japanese giant 
internet and media group and one of Japan’s most valuable companies - with a current market 
valuation of $40Bn on the Tokyo stock exchange.  

 
“We look back on the past 10 years of TrustYou and we are grateful to everyone who made the 
company a success: all our great clients, partners, and investors that have trusted and continue 
to trust us. Most importantly, we are thankful for our exceptional team and all of their individual 
and dedicated hard work that has propelled TrustYou forward. We are excited to be a part of the 
TrustYou Adventure together”, says Jakob Riegger, co-founder and COO at TrustYou. 
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For more information about the special promotion, visit the TrustYou promotion website.  
Find more information on TrustYou and the guest feedback platform on www.trustyou.com.  
 
About TrustYou  
 
TrustYou, the world’s largest guest feedback platform, empowers hotels with solutions to drive 
more bookings and improve their hotel product. Through each phase of the guest journey, 
hotels can utilize guest feedback to enhance review marketing and achieve operational 
excellence. Guest feedback influences 95% of booking decisions. TrustYou Meta-Review, which 
incorporates hundreds of millions of hotel reviews, surveys, and social posts for over 500,000 
hotels worldwide,  powers guest reviews on dozens of travel sites, including Google, Kayak, and 
Hotels.com.* These reviews also generate actionable insights for hotels to improve their 
presence along each step of the guest journey, from booking and pre-stay search queries, to 
real-time guest requests and messages, to post-stay feedback in the form of survey responses 
and reviews. Through the TrustYou partner program, PMS, CRM, IBE and other hotel software 
providers can integrate TrustYou’s guest feedback platform into their products to help their 
hotel clients positively influence bookings and revenue.  
 
Find more information on TrustYou and the guest feedback platform on www.trustyou.com.  
 
*TrustYou Meta-Reviews only contain verified reviews and do not include reviews from 
TripAdvisor 
 
Press contact  
Katharina Sickora   
katharina.sickora@trustyou.com 
+49 89 55 27 35 - 116  
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TrustYou Study Emphasizes Importance of Online Feedback 
Management And Review Collection For Accommodations  
 
Travelers are Over 3 Times More Likely To Leave a Review When Asked For It ++ 
95% of Traveler Reviews are Positive ++  
 
Munich, 5 April 2018  - TrustYou, the world’s largest guest feedback platform, today released its 
most recent study on the importance of guest feedback collection and management that shows 
that hotels can significantly impact their online reputation by collecting online reviews. The 
study is available for free download.  
 
To understand the relationship between travelers and online review patterns, the study surveyed 
individuals who have traveled within the previous 12 months. Both leisure and business 
travelers were considered in this survey, and the 920 U.S. consumers who participated had 
traveled and booked their accommodation. The study revealed that the majority of guests have 
left at least one review about their experience with an accommodation. Out of these reviews, 
guests state that they usually leave very positive reviews. Further, when an accommodation 
asks a guest to write a review, they are over three times more likely to get a response: plus, 
there is a much higher chance that the guest will leave them a 5-star review.  
 
Key findings of the study: 
 

● The majority, 54%, of guests have experience writing and submitting at least one review 
in the previous 12-months.  

● On average, 95% of traveler reviews are positive; 93% of travelers’ most recent reviews 
are reportedly positive.  

● When a review is requested by an accommodation provider, guests are 3.6x times more 
likely to leave a review.  

● Reviews are also 16% more likely to be “extremely positive” 5-star reviews.  
● After price, “Review Score” is the most important decision variable that travelers need to 

be convinced to book a certain accommodation.  
 
The findings lead to the clear conclusion that it should be in the best interest of any 
accommodation to manage their online reputation and to positively impact it by collecting and 
building online review content. To support these efforts, providers should adopt a 
comprehensive review marketing strategy to share and display their positive reputation across 
the web, which in turn convinces more future travelers to book their accommodation. 
Additionally, gaining feedback from guests is a valuable method to gain relevant data that 
encourages positive operational changes.  
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“This study reaffirms how important it really is to be on top of your reputation as a hotel 
provider. The white paper demonstrates that 80% of travelers who received a survey to evaluate 
a hotel’s performance also left a review. In comparison, only 22% of travelers wrote a review 
without having been asked. Hotels can easily close this gap with a post-stay survey software 
that allows hoteliers to manage guest feedback and reviews from the entire web 
simultaneously”, says Benjamin Jost, CEO of TrustYou.  
 
Download the full white paper for free.  
 
Find more information on TrustYou and the guest feedback platform on www.trustyou.com.  
 
About TrustYou  
 
TrustYou, the world’s largest guest feedback platform, empowers hotels with solutions to drive 
more bookings and improve their hotel product. Through each phase of the guest journey, 
hotels can utilize guest feedback to enhance review marketing and achieve operational 
excellence. Guest feedback influences 95% of booking decisions. TrustYou Meta-Review, which 
incorporates hundreds of millions of hotel reviews, surveys, and social posts for over 500,000 
hotels worldwide,  powers guest reviews on dozens of travel sites, including Google, Kayak, and 
Hotels.com.* These reviews also generate actionable insights for hotels to improve their 
presence along each step of the guest journey, from booking and pre-stay search queries, to 
real-time guest requests and messages, to post-stay feedback in the form of survey responses 
and reviews. Through the TrustYou partner program, PMS, CRM, IBE and other hotel software 
providers can integrate TrustYou’s guest feedback platform into their products to help their 
hotel clients positively influence bookings and revenue.  
 
Find more information on TrustYou and the guest feedback platform on www.trustyou.com.  
 
*TrustYou Meta-Reviews only contain verified reviews and do not include reviews from 
TripAdvisor 
 
Press contact  
Katharina Sickora   
katharina.sickora@trustyou.com 
+49 89 55 27 35 - 116  
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TrustYou and Volara Partnership Supports Positive Guest Experiences 
with Guest-Hotel Communication through Voice Activated Devices 
 
++ The Joint Solution Integrates All Voice-Commands into a Property’s Technology 
Stack ++ Voice Messaging Becomes More Popular Among Travelers ++  
 
Munich, 14 June 2018  - TrustYou, the world’s largest guest feedback platform, in collaboration 
with Volara, the provider of custom voice-based solutions for the hospitality industry, developed 
a joint solution to focus on a highly popular communication trend: voice messaging. The 
outcome combines TrustYou’s guest messaging feature with Volara’s voice-based guest 
engagement software, through Amazon’s “Alexa” and results in an innovative and hassle-free 
way of communicating on the spot, during a guest’s on-site experience. 
 
TrustYou first released its Guest Messaging feature in 2016 and has been constantly improving 
ever since. In the company’s most recent eBook, The Hotelier’s Tech Stack Guide: Must-Have 
Technologies That Impact The Guest Journey, TrustYou recommended Volara’s solutions, 
emphasizing their fruitful partnership. 
 
With the integration of the Volara-powered Amazon Echo into the TrustYou Guest Messaging 
tool, guests can now communicate with the hotel staff in the most effortless way: by only using 
their voices. 35.6 million Americans used a voice-activated assistant device at least once a 
month in 2017, per eMarketer — a year-over-year increase of nearly 130 percent. This goes to 
show that voice-enabled devices are rising in popularity and have the ability to enhance the 
guest experience.  
 
“By providing an easy, innovative way of communication between guests and hosts, the overall 
experience of a hotel stay is boosted in a considerable manner”, says Benjamin Jost, TrustYou’s 
CEO and Co-Founder. “We are proud of our partnership with Volara since we have found a great 
way of combining two popular technologies and tools, to further enhance the guest journey and 
improve a hotel’s reputation.” 
 
The integration between the two technologies is fast and seamless and the overall 
voice-enabled messaging tool is meant to help hotels be a step ahead of the competition, as 
well as personalizing and improving the hotel service and the guest’s on-site experience.  
 
“Modern hoteliers want to communicate with their guests efficiently and on their guests’ 
preferred medium - whether live and automated voice from Volara or through the multiple 
text-based messaging channels offered by TrustYou. This joint solution packs a powerful 
multi-channel punch that is already increasing guest satisfaction in leading hotels across the 
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United States. Volara is proud of its work with TrustYou and will continue to invest in innovative 
joint solutions”, adds David Berger, CEO of Volara.   
 
To find out more about the TrustYou and Volara partnership and the resulting voice-messaging 
product, stop by booth 1009 at this year’s HITEC in Houston.  
 
Find more information on TrustYou and the guest feedback platform on www.trustyou.com.  
 
About TrustYou  
 
TrustYou, the world’s largest guest feedback platform, empowers hotels with solutions to drive 
more bookings and improve their hotel product. Through each phase of the guest journey, 
hotels can utilize guest feedback to enhance review marketing and achieve operational 
excellence. Guest feedback influences 95% of booking decisions. TrustYou Meta-Review, which 
incorporates hundreds of millions of hotel reviews, surveys, and social posts for over 500,000 
hotels worldwide,  powers guest reviews on dozens of travel sites, including Google, Kayak, and 
Hotels.com.* These reviews also generate actionable insights for hotels to improve their 
presence along each step of the guest journey, from booking and pre-stay search queries, to 
real-time guest requests and messages, to post-stay feedback in the form of survey responses 
and reviews. Through the TrustYou partner program, PMS, CRM, IBE and other hotel software 
providers can integrate TrustYou’s guest feedback platform into their products to help their 
hotel clients positively influence bookings and revenue.  
 
Find more information on TrustYou and the guest feedback platform on www.trustyou.com.  
 
*TrustYou Meta-Reviews only contain verified reviews and do not include reviews from 
TripAdvisor 
 
Press contact  
Katharina Sickora   
katharina.sickora@trustyou.com 
+49 89 55 27 35 - 116  
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INTRODUCTION

If you could go back in time, to a different era, would you do 
it? Before you answer, consider that this would mean giving 
up your computer and your phone. You would travel by boat, 
weeks at a time, instead of taking a plane. Could you find 
your way with a compass, instead of a GPS? What about 
communicating through letters rather than texts, phones or 
emails? 

Let’s face it. We are so reliant on technology on a daily basis, 
and base a huge part of our existence on it, we practically 
don’t even realize it. It’s almost like the air that we breathe - we 
don’t always think about it, but it’s always there, and we are 
constantly making use of it. 

Hospitality is deeply impacted by rising technology innovations 
that consistently change the face of travel. Working in this 
industry, it is no longer an option not to be tech-savvy. Maybe 
checking-in and staying in an establishment could still be done 
the old way, write-any-name-in-the-registry, Bates motel style, 
but we all know how that ended. And any respectable hotelier 
knows by now that technology is an absolute necessity in the 
21st century, one that guests not only expect, but also demand. 

Technology innovations can be quite an investment in the 
beginning: there is no denying that. Although sometimes tricky 
to implement, they pose a huge importance in hospitality. 
Besides being time-savers, in the long run, these technologies 
can also be cost-effective. It’s all about finding a balance and 
having all of the necessary insights.  
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In this eBook, you will discover an in-depth analysis of the 
following topics:

• Which systems are must-haves for optimal hotel operations 
and which ones are nice-to-have

• How the search and booking phase is influenced by the 
booking engine, the reservation system, the channel 
manager and live chat

• Why customer relationship management, the property 
management system, direct messaging, and the internet of 
things matter in the on-site phase

• How a guest feedback platform and a revenue management 
system have a deep impact after the guest leaves the hotel

• What benefits can be collected after the use of innovative 
concepts such as artificial intelligence and virtual reality

• How these systems impact the overall guest experience and 
a hotel’s success rate

We’ve set our journey through this new tech-driven hospitality 
industry, in which the proper use of software and systems can 
make a huge difference in a hotel’s success rate. 

Let’s begin, shall we?

CHAPTER 1:
SEARCH AND BOOKING 
TECHNOLOGIES IN THE  
PRE-STAY PHASE

ON-SITE EXPERIENCESE
AR

CH
 & 

BO

OKING

POST-STAY FEEDBACK

THE GUEST
JOURNEY
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It’s a rather common misconception that the guest journey 
begins the moment a traveler steps foot into the hotel. In reality, 
the actual guest experience starts with the search and booking 
process, which often takes place months before the actual 
stay. As a hotelier, you are given the chance to make a positive 
impression from the very beginning through a large number of 
methods, which begin with your hotel’s visibility in the online 
world. A hotel’s visibility is all about the software that you opt 
for, starting with your presence on Google, various Internet 
Booking Engines, moving on to the Reservation System, 
through Channel Managers, and why not, having a live chat 
tool.

Google
Google, in particular, is one online channel you definitely want 
your hotel to be as present as possible. Nowadays, being hard 
to reach on Google is pretty much the same as being invisible 
to consumers. In one of our recent white papers, we uncovered 
that 81% of travelers prefer using Google during their travel/
accommodation search process. Thriving in such a competitive 
industry, such as hospitality, requires a certain strategy and 
a big part of that is how you present your hotel in the online 
landscape. Sure, your actual accommodation weighs heavily, 
but what is the point of providing excellent services in an 
amazing hotel if people don’t find it or book it?

It’s a well known fact that your Google ranking influences 

the amount of sessions on your website and the number 
of bookings that you get. The better the visibility, the more 
chances you have to be found and booked by travelers. We live 
in a fast-paced era and the majority of consumers are in a rush. 
No one wants to wander around on the web and spend valuable 
time to find a proper accommodation, so it’s understandable 
why, a lot of the times, the first results that appear on Google 
are the ones that are taken into consideration. 

SEO, rich snippets, and user generated content contribute to a 
website’s higher positioning on Google

As a hotelier, there are a number of crucial steps that you 
need to take in order to ensure that your hotel’s website is 
properly positioned on Google and that it has the best possible 
chances of catching travelers’ attention. In our previous eBook, 
Branding Without The Brand Name: A Hotelier’s Guide to 
Building Brand Value, we provided useful insights and tips on 
SEO, rich snippets, user generated content, and other features 
and strategy that can boost your hotel website’s visibility on 
Google. Long story short, when you optimize the SEO, provide 
quality content, develop a fast and responsive webpage, and 
make good use of rich snippets, you automatically increase the 
chances of getting a better ranking on Google.

However, there’s an extra step that makes a notable difference 
when it comes to your website’s online visibility, which is also 

http://www.trustyou.com/resources/consumer-research-uncovers-travelers-online-search-and-booking-behaviors
http://www.trustyou.com/resources/ebook-branding-without-brand-name/
http://www.trustyou.com/resources/ebook-branding-without-brand-name/
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the proper use of your reputation. The guest reviews that 
you get are not only for your eyes, have a big impact on your 
hotel’s business, including on its presence and popularity 
in the online world. Reviews not only influence the booking 
decision of future guests, but they can also help your business’ 
visibility. Besides making sure that your hotel is listed on 
specialized review channels, you can get a hold of more guest 
reviews in the simplest way: by just asking. Our latest research 
study determined that when a review is requested by an 
accommodation provider, guests are 3.6x times more likely to 
leave a review.

The guest survey solution provided by the TrustYou all-in-one 
feedback platform is highly customizable and gives valuable 
insights into the guest experience and your hotl’s strengths 
and weaknesses. It has been proven that solicited feedback 
results in better ratings, since it shows a genuine care for the 
guests’ well-being. Also, the TrustYou survey solution enables 
respondents to push their feedback on Google, which again, 
boost your overall online visibility. 

Internet Booking Engines (IBE)
Any hotel’s goal is to get a high number of bookings and in 
order to grab the highest benefit from the process, it’s best to 
strive for direct bookings, instead of only relying on third parties 
such as OTAs. However, because hospitality is so incredibly 
competitive and the topic of online distribution is so complex, 

partially relying on OTAs has become inevitable. Either way, 
any type of booking requires a capable and properly optimized 
software, which is absolutely essential to get more direct 
bookings and to remain competitive in the 21st century. 

Gone are the days when a hotel reservation was written down 
in a notebook and that meant calling it a day. Modern travelers 
don’t have the the time or patience to make phone calls in order 
to book a hotel room or to wait in line to do so. Now, using a 
booking engine is an absolute necessity. You probably already 
know this by now, but let’s start with the basics: an internet 
booking engine (IBE), is a technology platform that allows 
consumers to book a stay at a hotel, a flight, or a package 
holiday. Seems pretty simple, but there’s a lot that this software 
application handles, including the secure enabling of an online 
reservation. Basically, an internet booking engine is a mean of 
selling your rooms in the online world. 

A good IBE should enable a seamless experience to encourage 
travelers to book direct

It’s very important for a booking engine to be user-friendly 
and properly optimized for different devices. A slow-running, 
complicated interface will discourage travelers, not just for a 
booking engine, but for any other type of hotel technology. This  
ends up in abandoned bookings and lost revenue for hoteliers. 
So, what exactly should you consider when opting for an 

http://www.trustyou.com/resources/researching-relevance-of-reviews
http://www.trustyou.com/resources/researching-relevance-of-reviews
http://www.trustyou.com/products/guest-surveys
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FASTBOOKING provides independent hotels and hotel 
chains with innovative technology and digital services 
to increase their online distribution, with a specific 
focus on their direct bookings.

Hotelchamp is the marketing platform for hotels – an 
all-in-one control centre to increase direct revenue. 
The trusted solution for over 1,500 hotels in more 
than 50 countries, Hotelchamp puts hoteliers back in 
control of online bookings.

IBC Hospitality Technologies is a leading provider of 
software and ROI-targeted services whose portfolio 
of products includes the proprietary booking engine. 
With IBC, owners and operators have the tools and 
data to drive direct bookings in one place.

Recommendations
internet booking engine?

First of all, make sure that your IBE is integrated in your hotel’s 
website, to ensure higher chances of getting direct bookings, 
which translates in fewer commissions that you would 
otherwise have to pay to OTAs - which, for the record, can 
sometimes go up to 20-30%. A great booking engine should 
work seamlessly on the hotel website and offer an easy and 
quick experience to travelers, in order to encourage them to 
book direct. 

Also, hoteliers should rely on a booking software that offers a 
multitude of different payment methods to provide users with 
options and the ability to choose what type of payment better 
suits their needs. A proper IBE should take credit card details, 
be able to work with online merchant services, or integrate 
with a Payment Gateway to process deposits and payments. 
This ensures that hoteliers don’t have to waste time manually 
inputting booking details - the booking engine should be able to 
safely process and store customer data.

If the guests are international, the IBE should integrate multiple 
languages and currencies

Overall, a highly efficient booking engine should be cloud-based, 
in order to meet all of the modern expectations, when it comes 
to an easy-to-use, effective, and secure booking system. By 
using such a software, hoteliers can take full advantage of a 

http://www.fastbooking.com/
https://www.hotelchamp.com/en/demo-request?utm_source=physical&utm_medium=display&utm_campaign=TrustYou_Ebook
https://www.ibchospitality.com/
https://www.hotelchamp.com/en/demo-request?utm_source=physical&utm_medium=display&utm_campaign=TrustYou_Ebook
http://www.fastbooking.com/
https://www.ibchospitality.com/
https://www.littlehotelier.com/r/small-hotel-technology/booking-engine-channel-manager-front-desk-system/
https://www.littlehotelier.com/r/small-hotel-technology/booking-engine-channel-manager-front-desk-system/
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sophisticated, user-friendly, and customizable interface, without 
even having to install anything on computers. All the necessary 
information is stored in a cloud, which makes matters more 
easy and secure. 

Another useful feature that an ideal booking engine enables is 
a larger and more potent global reach, through the detection 
of the customer’s language. This means that standardized 
content displays the hotel offers in many languages and allows 
conversion in different currencies. Also, some IBEs incorporate 
KPIs, which translates to a better capability of tracking the 
performance and conversions.

Last, but not least, a modern IBE should be easily accessed 
and managed both on computers and mobile devices. Because 
the use of mobile has been on a continuous rise in the last few 
years, being properly optimized for mobile is an absolute must 
nowadays, to ensure seamless experiences across multiple 
devices. 

Central Reservation System (CRS)
When looking at the big picture, there’s a very fine line between 
an internet booking engine and a reservation system. They are 
both meant to secure online bookings and make the path from 
the customer’s end to the hotel’s one as smooth as possible. 
Also, both systems are absolutely necessary when selling 
rooms in the online medium and appealing to a large audience. 

In the pre-stay phase, this is crucial in order to have higher 
chances of being noticed and booked.

However, a reservation system is somehow of a base for 
the IBE. Meaning that a CRS stores data regarding hotel 
information, room inventory, availability, and rates, with the 
end goal of managing reservations. The data is linked (back 
to) to the IBE, allowing it to further sell rooms and encourage 
bookings. Also, the connection is valid the other way around as 
well, since the bookings made through the IBE are processed 
and stored into the CRS. This ensures that bookings don’t 
overlap and that in a certain period of time, one specific room is 
only booked once. 

By using a central reservation system, every member of the 
hotel staff can oversee and manage the incoming reservations, 
on any computer on which the system is integrated. They have 
access to the customers’ travel dates, the cost of their booking, 
and their payment details. The majority of the reservation 
systems allow special requests from travelers, in case they 
need something in particular, like a special room or services.

 

A CRS is easily accessed and managed by any hotel staff 
member in order to safely store customer data, manage 

reservations, and optimize rates and inventory

Like many other hospitality software, most CRSs are now 
cloud-based to ensure a minimum struggle while using them 
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and a secure data storage. In addition to allowing guests to 
book online directly, these reservation systems can also provide 
hotel operators with additional resources, such as a channel 
manager - a software that we’ll discuss next. 

Also, many CRSs enable the function of managing reservations 
from social channels like Facebook. Modern travelers and 
especially the younger generations (millennials, generation Z), 
are extremely inclined towards relying on social platforms for 
a multitude of purposes, including their travel bookings. This 
is why CRSs have recently developed into a more complex 
structure, which expands into different functionalities. 

At a revenue level, a CRS also comes in hand, given its 
capability to easily adjust the prices corresponding to demand 
for multiple distribution channels and platforms at the same 
time. For hoteliers, this means that they can control rates and 
inventory in order to ensure constant, reliable prices and that 
rooms are properly distributed among guests.

Lastly, a CRS can also be a portal for the Global Reservation 
System, used by tour operators. For an even higher level of 
visibility and better chances of selling rooms, hotels are usually 
also booked by tour operators, many times as part of vacation 
packages. The CRS comes in place in this process to ensure 
that data is properly optimized, adjusted, and stored and that 
the overall reservation experience is quick and seamless.

Channel Manager
In this digital driven era, hotels and establishments of all sorts 
and sizes are now selling their services on a multitude of online 
channels. The more platforms you are present on, the more 
chances you have to get bookings. But that also means there’s 
also more work that you have to constantly maintain to make 
sure that all of the available information is optimized and up to 
date. A channel manager system comes in place to do just that, 
quickly and automated. This way, a hotel can keep track of all 
bookings - the most important goal of the pre-stay phase. 

By using a channel manager, hoteliers ensure that they 
constantly and efficiently manage all of the different online 
distribution channels through which their hotel sells rooms. 
This software basically sends up-to-date rates and a pooled 
inventory to the booking channels (to the IBE, on the hotel 
website, and to OTAs), in order to make sure that overbooking 
is never an issue. A pooled inventory is considered the most 
important feature of a channel manager and it is basically a 
way of displaying your maximum number of available rooms on 
all your channels, without the risk of double bookings.

Hotel systems are like pieces of a puzzle:  the channel manager 
should fit perfectly to the property management system

https://www.littlehotelier.com/r/small-hotel-technology/booking-systems/hotel-reservation-systems-work/
https://www.littlehotelier.com/r/small-hotel-technology/booking-systems/hotel-reservation-systems-work/
http://www.trustyou.com/resources/millennials-travel-needs
http://www.trustyou.com/resources/5-ways-hotels-adapt-generation-z
https://www.xotels.com/en/glossary/crs-central-reservations-system
https://www.siteminder.com/r/hotel-distribution/hotel-channel-management/compare-hotel-channel-manager-features/
https://www.siteminder.com/r/hotel-distribution/hotel-channel-management/compare-hotel-channel-manager-features/
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The channel manager can also be directly linked to the booking 
engine, which saves hoteliers a lot of time and effort: they don’t 
have to constantly and manually update vital information. 
Operations are as smooth as they can be since there’s only 
one view of the inventory and of the bookings at any given 
time. Without a channel manager, a continuous optimization 
and adjustment of the rates is necessary and this can end up 
costing hoteliers many hours of valuable time, which could be 
invested in other places. In fact, each time a booking is made 
on one of the sales channels, a member of the staff would have 
to make sure the availability is reflected correctly on all of the 
booking sites. Doesn’t that just sound exhausting? 

A channel manager can also manage any cancellations and/or 
modifications, in-real-time and automatically, without requiring 
any human intervention. Much like the other software that we 
are tackling, the channel manager is also cloud-based most of 
the time, which allows for better accessibility and more secure 
storage. Not to mention, in the long run, a channel manager 
can be more cost-effective than an actual employee, who 
would otherwise have to constantly take care of updating and 
optimizing room inventory on a large number of channels.

Once again, it’s important to acknowledge that there’s a 
very fine line between different hotel software and that line 
might sometimes seem blurred. For a proper and optimized 
distribution to take place, the channel manager has to connect 
to the property management system (to be discussed in the 
next chapter). Think of them as pieces of a puzzle: they need to 

connect to lead to a proper final result, which in this case is a 
clean distribution and a correct booking, without any details or 
errors.

A great channel manager paves the way to more online bookings 
and a higher revenue

eRevMax: RateTiger Channel Manager offers real-time 
management of Availability, Rates and Restrictions 
across all connected OTAs. Get Reservations delivered 
directly into your PMS. Benefit with 99% product 
uptime, 24x7 customer support, 350+ channels to 
choose from.

Siteminder: As the leading cloud platform for hotels, 
SiteMinder empowers hotels to attract, reach and 
convert guests across the globe. The company serves 
hotels of all sizes with award-winning solutions for 
independents and groups alike, wherever they are in 
the world.

Recommendations

https://www.littlehotelier.com/what-is-the-best-channel-manager-for-small-hotels/
http://www.erevmax.com/eshots/channelmanager/referral.html
https://www.siteminder.com/
http://www.erevmax.com/eshots/channelmanager/referral.html
https://www.siteminder.com/
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A great, efficient channel manager represents an easy, 
automated way of efficiently managing room rates, availability 
and restrictions across all connected online distribution sites. 
It offers a vast network of volume-producing, branded, popular, 
tour-operator, specialist, discount, and niche online travel 
agents (OTAs) as well as advertising, e-commerce, marketing, 
and social channels. A modern channel manager grants 
hoteliers the chance to boost their bookings and revenue, 
through better room rates, seamless distribution, and complete 
automation.

Among the most important features of a good channel 
manager are: quick and real-time updates, the avoidance of 
overbookings and errors, and automatic room-mapping.

All-in-all, a channel manager has three main and crucial 
attributes: it saves valuable time, by processing data on the 
stop and in sync with a multitude of other channels; it prevents 
overbooking, which can lead to negative feedback and lost 
reservations; and it also boosts revenue, since it enables a hotel 
to be present on many different booking platforms. As an extra, 
a great channel manager will also have the useful feature of 
analyzing which booking platforms work best and which ones 
hoteliers should focus on. Hoteliers can see exactly which 
OTAs are best-performers and which are average and adjust 
their distribution accordingly and reach their main objective: to 
get more bookings.

 

Live Chat
For the hospitality business, live chat emerged in a time when 
2 out of 3 customers prefer to communicate through written 
messages rather than over the phone. Yes, the majority of us 
were born and raised in an era in which calling a hotel concierge 
or front desk manager to make a reservation were the way to 
go. However, times have changed and communication itself 
was deeply impacted by rising concepts in technology. Due to 
these changes, live chat is now more popular than ever and 
businesses of all sorts have started to adopt and utilize it to 
their benefit. A recent study has even shown that live chat has 
the highest satisfaction levels of any customer service channel, 
at 73 percent, compared to 61 percent for email, 48 percent for 
social media, and 44 percent for the phone.

Live chat is a smart and effective way to provide around the clock 
support 

Live chat has the unique trait which allows the exchange of 
information on a hotel’s website, on the spot. This means that, 
during the search and booking phase, travelers can request 
extra details about an accommodation in an easy, quick, and 
highly effective way. Not having to access a different page, 
make a phone call, or send out an email, saves users’ time and 
requires a minimum effort from their part, which is always 

http://marketing.trustyou.com/acton/fs/blocks/showLandingPage/a/4951/p/p-0201/t/page/fm/0
http://www.edigitalresearch.cowww.edigitalresearch.com/pdf/sample-benchmarks/Customer%20Service%20Benchmark%20March%202014.pdf
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appreciated among people with a busy lifestyle. Plus, this time-
saving process can lead to a gained booking. 

The need for immediacy is stronger than ever and this is 
something that hoteliers need to keep in mind, especially when 
it comes to communication. Interaction via live chat, between 
potential guests and the hotel staff, enables a high level of 
personalization since travelers can ask and receive information 
about their own personal needs and expectations, instead of 
general information and guidelines. 

Our own Guest Messaging solution recently integrated live 
chat as a new feature, that serves the emerging needs of 
the modern traveler, and also helps hoteliers reach their tech 
expectations, while saving time and money. To make use of 
the live chat tool, users need to implement a chat plugin on 
their hotel website, their wifi landing login page, or any other 
webpage - by just adding a code in the already established 
TrustYou Messaging account. Afterwards, guests will be able 
to get in touch with hotel representatives by using the live chat 
window, which automatically delivers the messages to the 
TrustYou Messaging inbox. This translates into an easy and 
highly effective way of managing incoming requests, while 
saving time.

Also, the TrustYou live chat feature enables a high level of 
customization. This means that besides delivering human 
contact and interactions though real-time communication, 
hoteliers can also rely on personalized templates, which are 
called “saved replies”. Certain questions or requests can appear 

more often than others and in this case, using a template can 
save valuable time and improve internal operations. These 
replies include template variables for customer and/or business 
details, in order to give a personal touch while communicating 
with the guest.

Another useful hack delivered by the new live chat feature 
of TrustYou’s Guest Messaging is the option of using the 
“away message”, which is again, completely customizable. 
If you do not have hotel staff working around the clock, this 
comes in handy when receiving a message from a guest 
during off-business hours. You can make sure that the system 
automatically informs the sender that their message will be 
considered and answered to as soon as possible, during the 
working hours. This lets guest know that even if there is no 
hotel representative available at that exact moment, their 
request will be honored and that the quality of their stay is of 
high importance to the hotel.

By enabling a live chat feature, hoteliers are making sure that 
they keep the lines of communication constantly open

Live chat might have started as a “nice-to-have” type of 
technology, but it has quickly transformed into a necessity, 
especially when catering and appealing to modern travelers 
and their specific tech needs. By enabling a live chat 
feature, hoteliers are making sure that they keep the lines 
of communication constantly open. They ensure that 
communications are fast, easy and effective, in order to 
keep their brand humanized. This feature enables the crucial 

https://www.trustyou.com/products/guest-messaging
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opportunity of avoiding and/or managing crisis, in order to keep 
away from negative feedback and a not-so-great reputation. It’s 
an extra step that shows guest that the management is aware 
of their needs and expectations and that their experiences, 
opinions and feedback are valued. 

Key Takeaways:
• High visibility on Google is the first step toward a gained 

booking
• IBEs are absolutely necessary, to encourage direct bookings 

and ensure a seamless booking experience, as well as the 
safe data transfer

• A CRS is the best way to go when managing reservations 
and optimize rates and inventory

• Channel managers are mandatory for an enhanced online 
distribution and the automatic sync of rates across all the 
booking channels

• Live chat is a smart, time and cost-effective way to provide 
support around the clock, which increases the chances of 
getting booked

CHAPTER 2:
ON-SITE EXPERIENCE 
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The second phase of the guest journey is generally perceived 
as the most important and relevant one, with good reason. For 
hoteliers, this is the best time to make a positive impression 
and ensure an excellent stay for their guests, in order to 
generate great post-stay feedback. The on-site phase can and 
should be backed up by a few technologies and software that 
we’ll be discussing in this chapter, since they are meant to ease 
things for both hoteliers and travelers. For hospitality, there 
might have been a time when these systems were good-to-
haves, but nowaday they are completely necessary.

Customer Relationship Management 
(CRM)
In order to personalize a guest’s stay and to create a solid 
foundation for customer loyalty, more is needed than just 
remembering the guest’s name. It’s important for hoteliers 
to have a long-run strategy when it comes to gaining and 
retaining guests, because offering a decent stay is ok for the 
moment, but there is certainly more to achieve: a personalized 
experience, seamless communication, and constant nurture 
efforts. These are all factors that contribute to any hotel’s top 
goals: brand loyalty, spotless reputation, and more revenue.

Simply put, a CRM system helps hoteliers create strong 
relations between their business and their customers in order 
to ensure a seamless, personalized experience and build brand 
loyalty.

A customer relationship management system is (generally) a 
cloud-based software which stores vast amounts of customer 
information and documents, in order for hoteliers and hotel 
staff to have easy access to valuable data. A CRM is meant to 
constantly optimize the customer details, track interactions 
between them and the business, and store any relevant guest 
information, so that communication is more personal and the 
experience more meaningful. Any interaction between a guest 
and a hotel is registered and managed through a CRM and this 
means that users can always track the history of a customer 
and get important insights into his journey. 

A CRM helps communications be more personal and the guest 
experience more meaningful

Let’s dive a bit further into why a CRM is considered to be 
absolutely necessary. First of all, it’s no secret that guests 
come in all “shapes and forms” and when it comes to hotel 
services, one size does not fit them all. Personalization is huge 
in the 21st century and it’s understandable why: every traveler 
is unique and they value a personal approach when it comes to 
their own needs and expectations. When dealing with a large 
number of customers on a daily basis, hoteliers can sometimes 
lose track of their guests - if they don’t rely on a CRM. 

With the aid of a CRM, the tracking process becomes 
automated - every type of interaction, whether it’s a phone call 
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or an email, is stored in the CRM, resulting in a customer profile. 
This can include the guest’s personal data, his service requests, 
preferences and particularities, basically every single detail that 
the hotel staff should know in order to ensure a personalized 
and excellent experience. 

Also, for hoteliers, a CRM system is the best way to go when 
it comes to upselling. In order to target guests with the right 
amenities and services and get them to upgrade their stay, the 
staff needs to know who they are addressing. When they have 
access to a customer profile, a purchase history and any other 
relevant information, such as personal demand or preferences, 
it is much easier to provide a personalized offer. For example, if 
a guest has special needs, such as moving difficulties and this 
is registered in the CRM, it’s easier for the hotel staff to assign a 
hotel room at the ground floor are therefore, avoid problematic 
situations.

Many modern CRMs have a marketing automation feature 
incorporated, which is basically another strong aid for 
hoteliers. Especially when it comes to potential guests, the 
marketing tool can nurture the prospects through different 
promotional content. This can be done automatically, the 
moment a prospect’s data enters the system, with the end goal 
of turning him into an actual guest. Also, many CRMs have 
other capabilities, such as analytics: the constant analysis of 
customer data, including their habits and preferences, leads 
to a personalized offer. It’s all about properly and thoroughly 
monitoring the guest profiles and adjusting the marketing and 

sales strategy accordingly. 

CRMs ensure that the right message is delivered at the right 
time, in order for the hotel to upgrade and upsell the services, 
get more bookings, and a stronger ROI. 

A CRM represents a smart and easy-to-use solution that 
helps create a better understanding of the guest with more 
meaningful connections. By using a modern CRM system, 
hoteliers get an overall view into travelers’ needs, expectations, 
behaviors, and interests. Data is automatically used in order to 
provide valuable insights into the guest journey and determine 
which strategy and which channel will work best for each 

Cendyn is a leading cloud-based software and 
services provider. The company’s CRM system 
provides a single source of truth for every guest as 
well as reporting and analytics that can be utilized by 
every department in the hotel to keep track of ROI and 
revenue growth.

Recommendation

https://www.cendyn.com/?utm_source=Cendyn&utm_medium=Trust%20You&utm_term=eBook&utm_content=guide&utm_campaign=Cendyn%20eInsight%20CRM
https://www.cendyn.com/?utm_source=Cendyn&utm_medium=Trust%20You&utm_term=eBook&utm_content=guide&utm_campaign=Cendyn%20eInsight%20CRM
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individual guest or potential customer. The right message is 
delivered at the right time, in order for the hotel to upgrade and 
upsell the services, get more bookings, and a stronger ROI. 

It’s imperative for hoteliers to keep in mind that a CRM is a 
necessary tool nowadays, for both independent and chain 
hotels. A good CRM helps gain, nurture, and retain guests, 
as well as easing internal operations and saving valuable 
time. The key to any successful hotel business is providing 
quality products and services, along with a strong hotel-guest 
relationship, based on trust, personalization, and loyalty. 

Property Management System (PMS)
PMS stands for property management system and, as the 
name suggests, it’s a software platform meant to help internal 
hotel operations regarding the entire property. This includes 
everything from front-desk tasks, to housekeeping matters, to 
revenue management.

Although a lot goes on once a guest checks in to a hotel when 
looking from the outside, it might not seem as much. However, 
hoteliers will know that excellence lays in the details. While 
dealing with so many different operations and services that 
need to be at an optimal level at all times, a single software is 
needed to rule them all. This is where the PMS comes in place, 
in order to provide a single platform, easily accessed and used 
by the hotel staff. 

PMSs evolved from relatively complex spreadsheets, which 
were preceded by regular pieces of paper, where a huge amount 
of information was “stored”. Hoteliers were quick to realize 
that such outdated methods were very inefficient and time-
consuming and the need for something automated and more 
effective became stronger. This is how PMS’s were developed 
- first as on-premises software, and more recently, as cloud-
based, for increased accessibility and overall efficiency. 

PMSs started out as spreadsheets, but the complexity of 
everyday operations resulted in the need for an automated, cost-
effective system, which eventually evolved into the modern PMS

So how exactly does a PMS work and why is it necessary? First 
of all, it’s important to acknowledge that a guest journey and its 
implications have a deep impact on a hotel and the operations 
that it conducts. The booking process, the check-in, the front-
desk interactions, the housekeeping, the food and beverages 
services, the check-out, the revenue that is gained - everything 
is connected and derives from one another. This is why the best 
way of managing and overseeing all of these processes is by 
doing it from one place. A PMS is basically the platform that 
stores information regarding the entire on-stay phase of the 
guest journey and its implications, in order for the hotel staff 
to have easy access to valuable information and increase the 
efficiency of operations and services. 
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A PMS is not a standalone type of software and although it has 
its own features and purposes, any modern and effective PMS 
has to integrate with other systems, including those previously 
mentioned, such as the booking engine and the channel 
manager. The PMS connects to other software through APIs 
- a set of functions that allow the connection and exchange 
of data between applications. For example, if a reservation is 
cancelled at the last minute, the PMS is quickly updated so that 
the data can be easily transferred to the booking engine and the 
channel manager, in order to register the new available room. 
In this case, once the cancellation is registered in the PMS, the 
rest of the operation is done automatically, in real time and 
with no effort. Hoteliers have a way of quickly and effectively 
update relevant information, properly distribute their openings 
and ensure that they don’t miss out on further revenue 
opportunities.

Nowadays, a PMS is a necessary tool for any hotel, regardless 
of its size and capabilities. There is no other system equipped 
with all of the necessary features in order to achieve 
operational excellence during the on-site phase. The PMS 
represents the easiest and fastest way of managing a vast 
ensemble of processes: the check-in and check-out, the 
housekeeping, the distribution management, the revenue 
management, and the overall customer data. 

From check-in and check-out, to housekeeping, room service, and 
distribution capabilities, the PMS gathers all operations under 

one software

A modern and efficient PMS is basically a browser-based front-
desk for hotels and it focuses on ensuring a smooth check-in 
and check-out process. PMSs should be linked to booking 
engines and channel managers in order to update prices and 
availabilities on the spot and avoid lost opportunities and 
revenue. Most PMSs display a dashboard, which provides 
an insightful overview of everything happening on the hotel 

HiRUM offers a complete end-to-end solution, with 
all the front office, back office and marketing tools 
hoteliers need to run their business efficiently. 
Seamless online/offline technology bypasses internet 
dependency and provides unparalleled mobility.

Cloudbeds makes award-winning software for 
hospitality professionals. The property management 
system is a browser-based frontdesk for your 
property. Use it to push updated availability to your 
Internet booking engine and channel manager.

Recommendations

https://www.hirum.com.au/property-management-software/
https://www.cloudbeds.com/
https://www.hirum.com.au/property-management-software/
https://www.cloudbeds.com/
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premises and enables the proper managing of everyday 
operations, such as check-in/out, incoming reservations, room 
assignments, plus an overview of the current demand and 
availability and of the forecast of future occupancies. 

Overall, a modern PMS incorporates a number of extremely 
useful tools that focus on reservation management, tracking 

MEWS: Cloud-based property management software 
that helps hotels and hostels automate their 
operations so they can focus on their guests. Plug in 
your favourite apps and manage your PMS from any 
device and at anytime 

SanhaIT: The best professional information 
technology company for hotels, resorts, golf, MICE, 
and more. Sanhal IT has integrated solutions for the 
hospitality industry and has successfully completed  
750  projects over 25 years. Today, Sanha IT is 
growing as a global IT brand.

Recommendations

revenue services, complete rate control, as well as reporting 
and keeping in touch with customers. They should also be 
compatible with dozens of IBEs and online markets, with the 
end goal of smoothing hotel operations, offering a high level 
of accessibility and efficiency, while saving hoteliers’ time and 
budget.

StayN Touch’s fully featured PMS is built from the 
“ground up” for mobility. It’s designed to work on a 
tablet first. The simple and intuitive nature of Rover 
creates operational efficiencies that help to eliminate 
communication gaps, minimize the need for training, 
and generate more revenue.

WelcomeSystems: Manage your property’s entire 
online presence with the fully integrated, commission-
free Welcome Anywhere hotel PMS. Built with over 30 
years of hospitality experience, Welcome Anywhere is 
PCI-compliant, mobile-ready and will help you fill beds 
and raise profitability.

Recommendations

https://www.mewssystems.com/?utm_source=trustyou-ebook-may18
http://www.sanhait.co.kr/view/viewLink.do?page=homepage/KOR/service/wings
http://www.sanhait.co.kr/view/viewLink.do?page=homepage/KOR/service/wings
https://www.mewssystems.com/?utm_source=trustyou-ebook-may18
http://www.stayntouch.com/weekly-demo/ 
https://www.welcome-anywhere.co.uk/hotels/
https://www.welcome-anywhere.co.uk/hotels/
http://www.stayntouch.com/weekly-demo/ 
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Direct Messaging
When it comes to hotel-guest communication, keeping the 
lines open during the entire guest journey is vital. Modern 
travelers, especially younger generations, expect more than 
communicating just by phone. Studies have shown that 77% 
of consumers with texting capabilities, aged 18-34, are likely 
to have a positive perception of a company that offers text 
messaging features. Direct messaging services are something 
that can boost a hotel’s positive impression of the guest and it 
is definitely something that can make a world of a difference on 
the on-site phase of the journey.

Sometimes, a face-to-face interaction requires just a bit 
too much effort. No one is delighted by waiting in line 
to get a member of the hotel staff on the phone, while 
listening to elevator music. Direct messaging is one mean of 
communication that requires a minimum effort, a maximum of 
efficiency, and most importantly, immediacy - a key feature in a 
modern customers service. 

Hoteliers can make good use of this relatively new 
communication technology, by keeping close to guests during 
their entire on-site experience as a way of showing that the 
staff is involved and cares about the guests’ needs. Good 
intentions and a constant support line can weigh a lot in a 
guest-hotel interaction.

Quickly rising in popularity, voice-enabled devices such as 
Amazon Echo’s Alexa, focus on efficiency, immediacy, and 

engagement between hotel and guests

Messaging can be done via different channels, leaving guests 
with more options to choose from - the hotel is basically 
allowing them to use their preferred medium of communication, 
enabling personalized services. Whether it’s SMS or Messenger, 
the engagement happens in real-time, in an easy and user-
friendly one, one with which travelers are already acquainted. 
In the TrustYou platform, the Guest Messaging module gathers 
the messages received from guests in one inbox, so that any 
member of the hotel staff can quickly reply to it and therefore, 
improve the internal operations. They can also create tasks 
through the same module, if something requires immediate 
attention.

Upon a guest’s arrival at the hotel, the staff can greet them 
in-person, as well as follow up with a quick text message. This 
can be a warm welcome, along with a kind offer of the staff’s 
constant support. It’s important to let the guests know that 
they can easily get a hold of a hotel representative in case of 
any requirements or issues and that messaging is an option. 
Also, a departure message is also recommended, when the 
time comes, in order to thank the guest for choosing the hotel 
and maybe even remind him to complete a post-stay survey. 
For more insights into the type of direct messages that have 
a positive impression on guests, take a look at this blog post, 

http://customerthink.com/45-texting-statistics-that-prove-businesses-need-to-take-sms-seriously/
http://customerthink.com/45-texting-statistics-that-prove-businesses-need-to-take-sms-seriously/
http://www.trustyou.com/products/guest-messaging
http://www.trustyou.com/blog/hotel-tips/direct-messaging-guests-site-experience
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where we discussed about the welcome message, the feedback 
and the departure one.

Direct messaging is a great way of getting on-site feedback 
and avoid issues that might develop into negative post-stay 

impressions

However, one of the most important applicabilities of the 
direct messaging solution is the on-site feedback. Sure, the 
post-stay one is great, but why wait until the guest leaves to 
get his opinion when it can be done while he is still on site? 
Check in with guests and let them know that they can contact 
you in case of any issues or ask for anything that they need 
lets them know that their experience is highly valued and the 
hotel staff can improve it on the spot. In our previous research, 
we discovered that on-site hoteliers are the preferred point of 
contact and guests are extremely likely (91%) to report service 
issues during their stay. By providing an extra way of engaging 
with the guest and allowing him to express any opinions or 
requirements, hoteliers also avoid negative post-stay feedback 
or unpleasant situations that are only brought to light after the 
guest leaves the premises. 

TrustYou’s Guest Messaging solution is a solid aid for busy 
hoteliers, since it enables a quick way of answering to requests 
in an automated way: through saved replies. These are basically 
templates that respond to common questions and inquiries and 

can be sent automatically, in order to save time. 

Also, users can set up an “outreach message”, providing 
important information to guests. They are sent automatically 
and usually contain details about check-in or check-out. Direct 
messaging can also be used as an opportunity for upselling 
while the guest is on-site. Informative messages can be sent to 
let guests know when there are special promotions going on, 
like a special 30% off all the SPA amenities or a special diner at 
the hotel restaurant. 

Taking things one step further, the TrustYou Guest Messaging 
module also pairs with voice-enabled devices, using Artificial 
Intelligence (chapter IV). For hospitality, messaging through 
voice-operated devices brings a world of possibilities, from 
enabling staff to communicate with each other faster, to 
offering a new and more remarkable experience to hotel 
guests. Voice-activated devices such as Amazon Echo 
ones, are becoming more and more popular and this is why 
TrustYou’s Guest Messaging module can also be used with 
“Alexa”. Amazon’s voice-assistant makes it easier for guests to 
communicate their inquiries and questions, with a minimum 
effort - by only using their voices. 

Communications through voice-enabled devices ensure that 
communications are done with a minimum effort, but have a 

maximum efficiency and level of personalization

http://www.trustyou.com/resources/consumer-research-guest-hotel-communication
http://www.trustyou.com/blog/hotel-tips/voice-messaging-ai-future-communication-hospitality
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By using voice-commanded devices, hoteliers ensure that 
the engagement with the guest is  personal, remarkable, 
and consistent with the brand. The joint solution between 
TrustYou Messaging, Amazon Alexa, and Volara - the voice 
hub for the hospitality industry - enables hoteliers to write 
answers that reflect their property and its unique personality, 
while integrating all voice-commands seamlessly into their 

Volara is THE provider of custom voice-based 
solutions for the hospitality industry and the only 
hospitality focused solution with the Alexa for 
Business Service Delivery Designation from Amazon 
Web Services. Volara’s proprietary software creates 
a fully integrated hotel business tool atop the leading 
smart speakers and natural language processing 
platforms. Volara’s proven best practices ensure high 
utilization rates and an optimal guest experience that 
creates personal and remarkable brand consistent 
guest engagement. Volara is the largest manager of 
Alexa devices in hotels today and over a million people 
have used voiced-based solutions powered by Volara.

Recommendation

property’s technology stack. Set-up is quick and hassle free. 
The hotel staff can easily adjust the responses in real-time and 
voice immediately becomes a natural extension of the brand. 
The Acme Hotel in Chicago is already using the TrustYou 
Messaging solution paired with Amazon Echo’s “Alexa” and 
more details about their experience can be found here.

Internet Of Things (IoT)
What would our lives be today without the internet? What would 
hospitality be like? The answer to both is certainly not as easy 
or as exciting. Plus, let’s be honest here: how many travelers 
go on a vacation without relying on their phone’s GPS? Who 
wouldn’t like to easily manage and control the amenities of their 
hotel room? 

If this is a fairly new concept or you have heard about IoT, but 
never really got the full grip of it, then let’s start with the basis: 
the Internet of Things is the interconnection between everyday 
devices which have a computing element embedded, via the 
internet. This connection allows those devices/objects to send 
and receive data, basically creating an infrastructure of easily 
exchangeable information. You can surely already grasp why 
this technology is useful for the on-site phase of a guest.

The hospitality industry was quick to acknowledge the huge 
potential that IoT posed, especially when it comes to the on-site 
guest experience. It has been revealed that that companies in 

https://volara.io/
https://volara.io/
http://www.trustyou.com/press/trustyou-connects-amazon-echo
https://skift.com/2016/12/19/how-the-internet-of-things-will-impact-travel-in-2017-and-beyond/
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the travel industry lead all industries in their investment in IoT. 
Modern travelers (millennials, generation Z) are tech-savvy and 
have high expectations when it comes to new and innovative 
technologies. They want-it-all and they want-it-now and even 
more, they want it personalized. The IoT made its entrace a 
few years back and ever since, it has revolutionized the way 
travelers enjoy their stay in a hotel by enabling them to connect 
their own personal devices to different hotel systems. This 
entire process comes as a win-win, since guests are more likely 
to be positively impressed and hotels can now invest in a tech 
solution that, in the long run, can pay off financially. 

In the long run, IoT can prove itself to be cost-effective - by 
automating processes and saving resources

So what exactly can the IoT help a hotel business? Well, it’s all 
in the details. There are countless examples of how IoT can 
automate things and processes, so let’s take a more common 
one: a hotel room’s heating or cooling system. Until the rise of 
IoT, the thermostat in any room could be easily adjusted by the 
hotel staff or the guest, but in a less efficient way. Meaning that, 
while not knowing exactly if a guest is in his room at a certain 
moment of a day, the heating/cooling system had to be turned 
on (or it was left that way) and many times, if the guest was 
absent, this proved to be rather pointless. Plus, by multiplying 
that to a larger number of rooms and given the fact that this 

is something that happens on a daily basis, we can certainly 
say that it was not the most cost-effective strategy. The IoT is 
one piece of technology that can automate such processes, 
resulting in improved operations and efficiency, while saving 
time and money. 

Also, some hotels are relying on IoT to adjust the alarm clocks 
in each hotel room. Again, tiny details, but ones that can make 
a big difference. Before the internet of things technology, if 
a guest would set an alarm at a certain hour, each day, upon 
his departure, the alarm clock history had to be manually 
erased and reset. Now, prior to the arrival of a new guest, IoT 
can automatically take care of this process, ensuring that 
everything is as brand new. It’s basically an anticipation of 
travelers’ needs through a personalized room that knows what 
they want and how they want it.

IoT enables a high level of personalization, by adapting to guests’ 
needs and expectations, as well as their own prefered devices

Since we mentioned personalization, one highly-raved about 
topic in modern day hospitality, here’s another example of 
how IoT can improve the guest experience, through their own 
prefered devices. It’s safe to assume that the moment when 
actual room keys were turned into cards was somewhat of 
a milestone in the history of hotels. Nowadays, many tech-
loving hoteliers are turning the rooms cards into codes 
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and applications, which pair with guests’ mobile phones or 
smartwatches. Making things even easier and ensuring that 
this is one “key” that won’t get easily misplaced, the IoT enables 
such a connection between the hotel room’s safety system 
and the mobile device, through an application installed on the 
smartphone. 

It’s clear by now that in this tech-driven era, hospitality is 
all about smart rooms that will raise the modern guest’s 
expectations. The IoT is just what it takes for a seamless 
on-site experience, plus also being one piece of technology 
that can be further developed and implemented, in the most 
surprising ways. The only risk is the one of going overboard, 
because there is something as “too much” automation. Keeping 
a balance is still important, as well as always keeping in mind 
that hospitality is a personal industry, in which human contact 
always matters and always will.

Key Takeaways:
• CRMs system help hoteliers create strong relations between 

their business and their customers, ensuring a seamless and 
personalized experience and build brand loyalty

• A PMS is necessary for any hotel in order to manage a 
large number of operations and processes from one single 
software - everything that happens on-site can be operated 
in an efficient and time-effective way

• Direct messaging is a great way of getting on-site feedback 
and avoid issues that might develop into negative post-stay 
impressions; Voice-enabled devices take communications 
even further, through a highly popular and effective way

• IoT enables a high level of personalization by adapting 
to guests’ needs and expectations, as well as their own 
prefered devices
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CHAPTER 3:
FEEDBACK AND REVENUE 
TECHNOLOGY IN THE  
POST-STAY PHASE
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The booking has been made. The stay has ended. For hoteliers 
though, the work is far from being over. The post-stay phase of 
the guest journey is the perfect time to draw a line and analyze 
the outcome: what worked, what needs to be improved, how 
much revenue was gained, and how guest feedback can be 
properly distributed and marketed. All of these processes need 
to be backed up by intelligent systems and this is exactly what 
we are focusing on in this chapter. From making the most out 
of guest reviews to calculating the ROI, here’s what you need 
to know about the software that is used after the guest has left 
the building. 

Guest Feedback Platform
In almost any industry and especially in hospitality, feedback 
is something that can make or break a business. A hotel’s 
reputation is a decisive factor in the booking decision of future 
guests; therefore, it has a great impact on revenue. This is why 
properly managing guest feedback is absolutely crucial; and 
luckily, technology comes in place in this area too, simplifying 
things and making operations easier, faster and more efficient 
than ever.

There are so many concepts that fall under “guest feedback” 
that it can sometimes come as a challenge to be on top 
of every single one of them. In this case, the best possible 
strategy is to use a guest feedback platform, like the one we 
developed at TrustYou. Our platform is, simply put, a one-stop-
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shop solution for both independent and chain hotels, that 
require a sophisticated, yet easy-to-use tool, to collect, market, 
and manage their guest reviews. 

By analyzing feedback from previous guests, hoteliers can make 
sure to adjust what needs to be improved for a better future 

experience

The best part about a platform is that everything can be 
managed from one place, under one login, without having to 
go through multiple software or systems - which means a 
great deal of time is saved. Hoteliers are well aware by now 
that feedback comes from so many sources and offers so 
many possibilities to both improve what needs to be upgraded 
and advertise what works perfectly. Plus, analyzing guest 
feedback, customizing and gathering the results of surveys, 
communicating with the guests while they are staying at the 
hotel - these operations take time. When all of this can be 
done through a single platform, we’re talking about a win-win 
situation: the guest has a seamless on-site experience and also 
feels that his feedback matters and the hotel staff has a better 
mean of doing their job, in a simple and time-efficient way.

How exactly can a guest feedback platform help during on-site 
part of the guest journey? First of all, a smart and complex 
platform, such as the TrustYou one, offers a reputation 
management module, with analytical capabilities. Before 

greeting any new guests, it’s always recommended to take a 
moment and look back at what the prior ones experienced. By 
considering the various analytical KPI pieces of the platform, 
hoteliers can get valuable insights from previous guest 
feedback in order to acknowledge which features or services 
need to be changed and which ones should stay the same. By 
adjusting the services offered according to the guests’ opinions 
and feedback, there are higher chances of making a better 
impression on future guests and keep on improving the hotel’s 
reputation.

A guest feedback platform offers means of analyzing reviews 
and replying to them, from one place - even if they come from 

hundreds of sources and online portals

The Reputation Management feature offers the means to 
quickly and efficiently analyze and respond to feedback, 
coming from a multitude of online sources. This means that 
reviews gathered through a personal survey, or the ones from 
specialized portals, don’t require separate sign-ins on each 
website - they can be managed from the platform itself. Also, 
the TrustYou reputation management feature offers a strong 
semantic analysis of the guest feedback, plus a competitor 
analysis. Hoteliers have access to the the highest quality 
semantic technology that provides their hotel clear and 
immediate visibility into what the guests are saying about it. 

http://reputation management
http://reputation management
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The competitor analysis is another feature that has proven 
itself to be helpful to many hotels in order to closely monitor the 
competition and constantly do what’s necessary to be one step 
ahead.

Through reputation management, hoteliers also receive custom 
reports in order to better measure KPIs. This ensures that 
users are aware of their strongest and weakest attributes at all 
times, which allows them to adjust their future strategy. Also, 
at the end of a business year, it comes as a great advantage for 
hoteliers to compare results with their pre-established KPIs and 
determine if their end goals were met or if there is still room for 
improvement.  

The proper distribution of reviews across online channels enables 
a better visibility and higher chances of direct bookings 

Just as important as the analytics and the reputation 
management side of a hotel business is the ability to 
effectively market these reviews. Feedback is great to have, 
but it’s important to further distribute it across the online 
world,through as many channels as possible. A hotel’s 
reputation has the power to influence millions of travelers and 
drive them toward a booking (a direct one, preferably). Studies 
have shown that 95% of travelers check reviews before booking 
and after the price, reviews are the most important decision 
factor.

The TrustYou Review Marketing focuses on making the most 
out of a hotel’s reputation and properly distributing it, in order to 
catch customer attention and influence their decision. However, 
providing travelers with a large amount of information in a way 
that wouldn’t cost them valuable time can be tricky. Modern 
travelers and especially younger generations are in rush and 
seek immediate gratification.r. This, paired with the fact that 
they are proven to be extremely responsive to visuals instead of 
long and heavy text content, has lead to something as easy and 
effective as website widgets. 

The TrustYou Guest Feedback Platform enables the use of 
widgets such as the Meta-Review, TrustScore and social 
widgets. They are both meant to provide extra information 
regarding a hotel’s reputation and previous reviews in order 
to engage travelers and direct them toward a direct booking. 
When every necessary detail, including the reputation, is 
directly displayed on a hotel’s website, the chances of users 
going to other channels to look for more decrease. This means 
that a traveler is more inclined to make a booking straight on a 
hotel’s website instead of navigating to an OTAs, for example. 
So what exactly does a Meta-Review and a TrustScore do?

Widgets are a fun and highly visual way of engaging travelers and 
providing them with all the necessary information needed for the 

booking decision

http://www.trustyou.com/resources/consumer-research-identifies-which-attributes-are-most-important-to-travelers-when-booking-a-hotel
http://www.trustyou.com/resources/consumer-research-identifies-which-attributes-are-most-important-to-travelers-when-booking-a-hotel
http://www.trustyou.com/widgets
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TrustYou’s Meta-Review is summarized content of previous 
reviews collected from guests. The platform does a semantic 
analysis of the reviews and compresses them into a visual and 
user-friendly way to quickly digest the information. Services 
and amenities are given a score and the overall impression of 
them is displayed, in a summarized manner, in order to enable 
travelers to get an overall idea of what previous guests have 
experienced. 

A previous study that we conducted revealed that, from a 
traveler’s perspective,  summarized review content is easier to 
digest and it offers a useful overview of a hotel. Also, travelers 
prefer a combination of full text reviews and summarized 
review content, which is exactly what the TrustYou Meta-
Review widget consists of.

Also, the TrustScore is a widget, easily implemented on any 
webpage, which displays a number, on a scale of 1-5, that 
the software determines as a result of the guest reviews. For 
example, a hotel can have a 4.7 TrustScore, which translates 
into an excellent reputation. The widget also includes the exact 
number of verified reviews that determined the TrustScore, 
giving travelers a sense of authenticity and reliability. 

Another important feature of TrustYou’s feedback platform 
is the guest satisfaction survey. This is a completely 
customizable survey that hoteliers can create, manage and 
send out to previous guests in order to encourage their 
feedback. Our most recent study revealed that 80% of travelers 
who receive a request leave a review - meaning that the best 

way of gathering feedback is to ask for it. Requested reviews 
are 16% more likely to be “extremely positive” five-star reviews. 
Through a guest satisfaction survey, hoteliers can not only get 
valuable insights into the guest journey, but also encourage 
the distribution of the survey result on Google, for even better 
visibility and more future chances of getting booked. These 
surveys survey can be easily pushed to Google by the guest 
themselves, if they chose to and are sign into their Google 
account. 

Revenue Management System
This brings us to any hotelier’s ultimate goal: revenue. 
Everything that a hotel has to offer, every single marketing 
strategy adopted, and any quality service that is provided is 
meant to ensure a great guest experience. There’s no denying 
that the financial outcome is the end goal for any business 
out there. No matter how amazing a hotel is or what excellent 
products and services it offers, the chances of losing out are 
dangerously high as long as the investments and the gained 
revenue are not properly monitored, tracked, and managed.

Revenue management represents the strategies and practices 
used in order to analyze financial behavior and optimize rates, 
while working towards maximizing the revenue and the ROI 
(return on investment). A revenue management system is 
based on a series of complex methodologies and algorithms, 
meant to automatically connect different revenue sources and 

http://www.trustyou.com/widgets/meta-review-widget
http://www.trustyou.com/resources/consumer-research-identifies-how-to-present-travel-review-content-for-optimal-bookings
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calculate the amount of profit that comes out of them, as well 
as forecast future sales and rates.

Revenue management represents the strategies and practices 
used to analyze financial behavior and optimize rates, while 

working towards maximizing revenue and ROI

A lot of hotels, especially chains or hotels with high capacity, 
rely on a revenue manager to handle the financial side of 
the business. However, even for a specialist, complex sales 
assessments and ROI strategies are sometimes prone 
to difficulties and human errors. This is where a revenue 
management system comes in place, in order to automate 
estimations, predictions and the overall financial calculations. 
Plus, from a revenue manager’s perspective, this software 
category saves them valuable time, which can be further 
invested in the more strategic yield opportunities. With the aid 
of a smart revenue management software, hoteliers can book 
guests at the right time and at the right price, while balancing 
customer satisfaction regarding price-quality and a satisfactory 
ROI. 

A modern and complex revenue management system 
incorporates a larger variety of functions and features, 
meant to support multiple revenue related operations. For 
example, the pricing for each available room can vary and 
this is not something that hoteliers should estimate - a 

revenue management software can set an appropriate price 
in every situation. Also, this system can calculate the cost of 
cancellations and the lost revenue, as well as predict future 
sales and determine profitability. 

A hotel’s online reputation has a role to play in the assignment of 
rates and prices - the better the reputation, the more travelers are 

willing to spend

The revenue system is usually interlinked with the distribution 
channels, in order to always display the most appropriate rates 
across all sales platforms. Also, it’s important to know that a 
hotel’s online reputation has a role to play in the assignment 
of rates and prices. As we have previously found out through 
a study of ours: 76% of travelers are willing to pay more for a 
hotel with higher review scores. The better the reputation, the 
higher the financial gain. 

Let’s not forget about specific discounts, loyalty memberships, 
group rates, or promotions, all of which have to be accounted 
separately and thoroughly. Once again, a revenue management 
system is set to calculate the proper rates, together with the 
ROI and the overall revenue that follows. 

Modern revenue management systems have a multitude of 
functions, which are time-saving and cost-effective. Some 
of them enable visual analytics, as a complex and user-
friendly overview of the current pricing system, the channel 

http://marketing.trustyou.com/acton/fs/blocks/showLandingPage/a/4951/p/p-00d6/t/page/fm/0
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management, a multi-property view, forecasting management 
and even critical tasks.  

These type of software use methodologies and algorithms that 
calculate the most appropriate pricing and inventory control 
by room class and length of stay, with the goal of generating 
maximum overall revenue.

A revenue management system is both time and cost-effective 
and it automates operations that otherwise, would be prone to 

human errors

The revenue management system is basically a complex piece 
of software that not only eases financial operations, but also 
improves them over time. Why? Because it is much easier for 
revenue managers to optimize their hotel’s revenue strategy 
when constantly getting valuable insights and having an 
automated way of calculating rates, prices, ROI, from a single 
platform. Also, since the price optimization across distribution 
channels is also handled by the revenue management system, 
this means that operations are less prone to human errors and 
time-consuming manual updates. 

A smart revenue management software has a big impact 
on present and future financial operations, starting with the 
analysis of previous investments and gained revenue, which 
can be delivered in the form of reports. By having a look into 
the past, revenue managers can make improvements in the 

present, while working towards a more profitable future. Also, 
the forecasting function is extremely useful when setting KPIs 
and expectations, which help determine revenue strategies, 
pricing, and investments. 

Many times, the revenue management system and its 
functions are interlinked with the channel manager, and a 
rate management software. They all work together towards 
overseeing the current prices and rates and adjusting them 
accordingly, across all the distribution channels. This ensures 
that a room is always booked at the most favourable rate and 
that the hotel business is profitable.

Rainmaker’s integrated solutions allow hotels, resorts 
& casinos to maximize profit from every segment 
of their business. Our intelligent profit platform 
delivers the data you need to optimize revenue, drive 
profitability & outperform your competitors.  

Recommendation

https://www.letitrain.com/
https://www.letitrain.com/
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Key Takeaways:
• A complete platform is the best way to go when dealing with 

guest feedback - from analyzing feedback, to marketing re-
views for better online visibility, everything can be done from 
one place

• Meta-Review and TrustScore widgets are a quick, visual, and 
fun way of providing valuable information on a hotel’s web-
site to increase the chances of getting a direct booking

• Feedback from previous guests should be marketed in a way 
that would attract future ones

• Through guest satisfaction surveys, hoteliers can not only 
get valuable insights into the guest journey, but also encour-
age the distribution of the survey result on Google and other 
relevant channels

• A revenue management system is based on complex algo-
rithms and methodologies that calculate revenue, invest-
ments, the ROI and any other financial operation

• Through a smart revenue management software, sales and 
revenue predictions can be made in order to determine a 
strategic approach

CHAPTER 4:
THE FUTURE OF THE  
HOTEL TECH STACK
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Now it’s time to discuss the future of technology. While many of 
the hotel technologies previously mentioned are a “must-have” 
in today’s hotel, at the moment, these extra bits of technology 
are more up-and-coming.

Keep in mind that these “extras” might be potentially necessary 
technologies in the future, so it’s good to be prepared and have 
the background to know the ins and outs, whether or not you 
choose to adopt them. At the time being, technologies such 
as artificial intelligence (AI) and virtual reality (VR) are “nice-to-
haves”. They add value to the guest journey and spice up the 
entire experience, which is an opportunity to excite and stand 
out against the competition. They are the extra mile that you 
take for your guests. There are certainly benefits to be collected 
after making good use of them. This is why we dedicated the 
final chapter of our eBook to AI and VR in order to explore the 
insights of these eye-catching and innovative technologies.

Artificial Intelligence 
Highly raved about in the last few years, AI is a concept that 
has definitely separated the masses into two: the ones who 
embrace it and are adopting it, and the people who think that 
artificial intelligence could never replace human touch. We 
would say that the truth lies somewhere in the middle. Artificial 
intelligence can be of huge help to any hotel business and in 
certain ways, it can prove itself to be more cost-effective than 
actual employees. However, no matter how intelligent and 

sophisticated, it’s hard to think that these types of technologies 
will ever have human-like traits such as empathy, or genuine 
kindness, for that matter. Things that guests can easily 
perceive and appreciate.

Let’s start with the very beginning, though. Artificial intelligence 
was first brought forward to the public back in 1995, through 
ALICE (Artificial Linguistic Internet Computer Entity), a 
natural language processing chatbot, designed to engage in 
conversation with a human. At the time, ALICE was such a 
novelty that it took the world by storm and won numerous tech 
industry awards. From ALICE, AI has quickly taken over the 
spotlight and has evolved into Apple’s Siri, Google Assistant, 
and Amazon Echo’s Alexa, all of them being highly popular 
features. 

Investments in AI keep on increasing and it is predicted that the 
majority of interactions will be managed without a human

As a hotelier, there are a few strong reasons why you should 
adopt and make good use of AI. Our friends from Fuel Travel 
identified the following useful stats regarding the current and 
future use of AI in hospitality:

• 85% of customer interactions will be managed without a 
human by 2020

https://www.t3.com/features/25-years-of-ai-from-alice-to-google-assistant
http://www.fueltravel.com/blog/fuel-hotel-marketing-podcast-episode-77-hotels-paying-attention-ar-vr-ai/
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• 72% of business leaders believe investing in AI is a “business 
advantage”

• Investment in AI increased 300% in 2017
• By 2025, the AI market will surpass $100 billion

These are all valid reasons why you should think about 
approaching this new type of tech, since it is definitely on the 
rise in the hospitality business. You probably know by now that, 
when it comes to hotels, the most used type of AI comes in the 
form of chatbots. A topic that we previously dove into in a blog 
post, chatbots are a powerful, yet fairly easy-to-use technology 
that can imitate human interaction, whenever necessary.

For hoteliers, chatbots can come to the rescue in our era in which 
immediacy is a high priority for travelers

In the last few years, many hospitality companies have 
implemented chatbots for their businesses, including hotels, 
meta-search platforms, and OTAs, in order to offer constant 
and around the clock support in an efficient and cost-effective 
way. Some chatbots have a voice function incorporated to take 
communication even further and make operations smoother 
than ever. For hoteliers, chatbots come to the rescue in an era 
in which immediacy is a high priority for travelers. It’s a busy 
world we live in and for the modern traveler, waiting for their 
call or email to be answered is no longer appealing. It may 
never have been, but before AI, that was the only option and the 
tolerance for waiting was higher. 

The difference between a gained booking and a missed 
opportunity lies in being able to quickly and easily request 
information and receiving a satisfactory answer on the spot. 
By making good use of AI and investing in a chatbot for your 
hotel’s website, you not only show potential guests that you are 
up to date with technology trends and that you are willing to go 
the extra mile for them, but that you are also saving money in 
the long run. Month-after-month and year-after-year, an actual 
employee that would normally take care of simple requests 
and even work around the clock, would add up to a high cost. 
A chatbot, on the other hand, is more of a one-time investment 
that requires a set-up and an occasional update.

Hospitality got its name for a reason: it’s a very personal industry 
in which the human touch weighs heavily

So you see, AI is definitely here to improve operations and 
save both time and money; however, we must tackle the other 
side of the story as well. Many people are afraid of a future in 
which artificial intelligence takes over and we lose touch with 
the human side of business. It’s undeniable that AI is a great 
invention and a clear sign of how far we have managed to 
simplify our lives. Nevertheless, it makes it relatively easy to 
blur the lines between artificial and real. It’s important to keep 
in mind that people are also looking for genuine hospitality 
apart from efficiency and tech-driven concepts. A chatbot, for 
example, should only be enabled to go to a certain extent - to 

http://www.trustyou.com/blog/trends/chatbots-key-to-guest-satisfaction
http://www.trustyou.com/blog/trends/chatbots-key-to-guest-satisfaction
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deal with and solve simple, basic requests. Any further and a 
member of the staff should step in and provide more than just 
plain information. Sometimes, the situation calls for empathy, 
for tact and diplomacy, for kindness. Even though AI can mimic 
human behavior and even seem to have a sense of humor, yet 
at the end of the day human interaction is what truly makes a 
difference and should never be completely eradicated.

Without a doubt, AI is changing the face of travel and has 
been ever since it was created. We can only assume that the 
future holds even more innovations of this kind and is set to 
perfect this smart and human-like technology. It’s certainly 
an exciting concept and soon to be a must in a time in history 
when automation is key to smooth operations and immediacy 
is a clear demand of any traveler. Let’s not forget though, 
that hospitality got its name for a reason: it’s a very personal 
industry, in which the human touch weighs heavily. In the 
end, it’s all about finding a balance between human traits and 
artificial intelligence, between speed and empathy, and between 
efficiency and genuine care. 

Virtual Reality
Ever since the Lumière brothers pioneered cinematography at 
the end of 1800, we slowly, but surely, started to get used to 
new, innovative, and eye-catching concepts. At the first movie 
screening, people ran out of the theatre, in fear that the train 
they saw on the screen would actually come their way. This is 

what a huge impact moving images had when they were first 
invented. 

Times have changed and now it’s pretty hard to come out 
with something as groundbreaking. It sometimes feels like 
everything has been said and done and not much seems 
to surprise us nowadays. Virtual reality, however, is such a 
concept, one that raised a few eyebrows when it was launched 
and even now, a few years later, it can still spark curiosity and 
excitement in people.

There’s no other industry so sensitive to visuals, nor one that 
inspires such a wanderlust

Many say that hospitality is the perfect environment for VR and 
it’s not hard to see why. There’s no other industry so sensitive 
to visuals, nor one that inspires such a wanderlust. Whenever 
someone plans for a vacation, they look for something different, 
something new to see, something exciting to experience. VR 
provides just that, in the form of a… let’s say teaser trailer. It’s 
basically about replicating an environment that simulates the 
physical presence in a certain place, whether that place belongs 
in the real world or a fictional one. It’s a highly visual way of 
experiencing settings and situations that in real life, could be 
harder to get to.

For travelers, VR enables a fun and effective way of 
experiencing parts of their future vacation/trip without the 
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actual commitment. They get a sneak-peak into what their 
hotel of choice would be like, what the surroundings are, how 
everything looks and feels. It’s like a virtual tour, previous to 
the real one. In some cases, even after going through with a 
booking and the planning of a vacation, many travelers are left 
with questions and insecurities: “Did I make the right choice?” 
“Is this hotel good for me?” “Will I actually enjoy the area?” - 
these are all valid questions and build up to a gap of uncertainty 
before the actual trip, which is not pleasant for anyone. 
Everyday life is stressful enough, there’s no need to stress over 
vacation too.

VR appeals to younger generations and it’s becoming a solid 
marketing strategy for hoteliers everywhere

Here is where VR can make a difference. By allowing travelers 
to get a taste of what’s waiting for them, the chances of them 
leaving questions and insecurities behind increase. Also, even 
in the search and booking stage of the guest journey, a fun and 
exciting VR experience - like a tour of the room - could be the 
exact element that would gain you a booking. It’s the extra mile 
that you go for your guests, one that they will certainly notice 
and appreciate.

Also, let’s not forget that the largest generation in history, 
millennials, plus gen Z’ers, are all tech-savvy and automatically 
driven to any innovative way of enhancing an experience. VR 

is a concept that appeals to a younger generation and it’s 
becoming a solid marketing strategy for hoteliers everywhere. A 
fun, efficient ,and techie way of attracting guests to your hotel.

Whether you want to invest in VR or not, it’s important to know 
that, as many other emerging technologies, it will become more 
attainable and less expensive. According to EyeForTravel.com, 
the shipments of VR devices are expected to grow by over 
400% between 2017 – 2021 and Omnivirt.com discovered that 
41% of adults are interested in trying a VR device. The demand 
for VR is rising and the costs for it are lowering. Cameras that 
enable users to generate their own VR videos are becoming 
more affordable and easier to get a hold of. This means that 
hoteliers can now take their marketing strategy to a whole 
new level, using more than the traditional means, such as 
advertising and campaigning. 

There has never been a better and more effective way of 
awaking that wanderlust in travelers such as virtual reality. 
Giving tourists a taste of what they can experience if they 
book a stay at your hotel will feel more real than ever in the 
nearby future. Hotels will be able to provide a teaser of the 
accommodation, the rooms, the location, the beautiful beaches 
or pool areas, the breathtaking views, and anything that can be 
visually striking for potential guests and could drive them to 
book the hotel. 

Creativity is the only limit and, although not mandatory (at least 
not yet), VR sure sounds fun, doesn’t it? 
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Key Takeaways:
• AI and VR are not mandatory technologies, but they add 

to the guest journey and can make a big impressions on 
travelers

• Artificial intelligence is mostly used in hospitality in the form 
of chatbots, which are becoming very popular 

• The use of AI is certainly a plus, but a balance between 
artificial and human intelligence must be kept

• Hospitality is the perfect environment for VR, since we’re 
talking about one industry which is very responsive to 
visuals

• Both concepts are starting to play an important role into 
hotels’ marketing strategies

CONCLUSION



73

MUST HAVE TECHNOLOGIES THAT IMPACT THE GUEST JOURNEY

72

THE HOTELIER’S TECH GUIDE | TRUSTYOU

That’s a wrap! We have made it through a long journey and 
hopefully, you now have a better understanding of hospitality 
technology and its implications.

It’s not easy to stay on top of this tech-driven world that is rap-
idly changing and evolving, but it’s important to keep an open 
mind and embrace the evolution. It comes as an adjustment 
and as an investment, there’s no denying that, but it certainly 
pays off.

It’s undeniable that technology has infiltrated itself into every 
step of the guest journey and it has a deep impact over the suc-
cess of a hotel business. 

Breaking down these concepts and technologies is certainly 
a challenge, but one worth investing time in. As hoteliers, it’s 
important to always keep in mind that, in the 21st century, 
technology is at people’s fingertips and it opens up a world of 
possibilities. Hotels can benefit from a multitude of software 
solutions, both from a time and financial perspective, and from 
an efficiency standpoint. The systems that we presented in 
this eBook are all meant to ease internal operations, eliminate 
errors, save time and money, and, ultimately, create a satisfying 
experience for the guest.

We hope that you enjoyed The Hotelier’s Tech Guide: Must-
Have Technologies That Impact the Guest Journey and that 
you now have a clearer picture of the mentioned systems and 
software. We highly encourage checking out the providers that 
we recommend, since they are hospitality leaders and focus on 
providing quality services to modern hoteliers.

 

Manage, analyze and market your reviews with our 
top rated feedback management platform! You can 
start a free trial today and enjoy the benefits of a 
one-stop-shop solution, that will boost your hotel’s 
reputation and help you achieve your ambitious goals!
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TrustYou Overview 
 

The Mission 
 

TrustYou is on a mission to improve the travel experience, from finding the right hotel to 

having the perfect stay. We work with hotels, destinations, and travel websites to make 

that happen. TrustYou analyzes hundreds of millions of travel reviews scattered across a 

vast, fragmented market and transforms this content into actionable insights and data 

visualizations for 500,000 hotels. This enables travel sites to improve the trip planning 

process and hotels to offer the best experience to their guests. 
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The Founders 
TrustYou was founded in 2008 by Benjamin Jost and Jakob Riegger, both of whom were 

tired of trying to find the perfect hotel while traveling on business trips. The two knew 

that there must be a better and more efficient way to understand hotel reviews. As they 

began building TrustYou’s SaaS platform, they quickly found that hotels were also 

interested in this information, and TrustYou Analytics was born. The company has now 

grown to more than 120 employees from 25 different countries, and the product 

offerings have expanded as well! 

                                                    
                            Benjamin Jost,                                                          Jakob Riegger, 
                       CEO and co-founder                                                 COO and co-founder 

The Platform 
 

TrustYou, the world’s largest guest feedback platform, empowers hotels with solutions 
to drive more bookings and improve their hotel product. Through each phase of the 
guest journey, hotels can utilize guest feedback to enhance marketing, improve guest 
experiences, and achieve operational excellence.  
 
During the pre-stay phase of the guest journey, hotels can display and market their 
valuable, unbiased reviews, collected from their own guest survey and from sources all 
over the web. This increases brand value and entices travelers to book direct. Review 
content provides visibility boosts in hotel searches, leading to better conversion rates, 
and more direct sales. While the guests are on-site, TrustYou’s guest messaging 
solutions open channels of communication between guests and hotels, improving the 
overall guest experience. Guest feedback provides validation for hotels to maintain 
service levels, make impactful improvements, or launch new programs. Finally, once the 
guest’s stay is over, hotels can utilize TrustYou surveys to collect their own guest 
feedback and encourage sharing it online. Guest reviews solicited directly from a hotel’s 
own surveys are significantly more positive, resulting in enhanced review content and a 
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higher rating. Additionally, the platform’s powerful analytics tool provides hotels the 
insight they need to stay ahead of the competition and improve their overall hotel 
product. 
 
Guest feedback influences 95% of booking decisions. That’s why the TrustYou 
Meta-Review, which incorporates hundreds of millions of hotel reviews, surveys, and 
social posts for over 500,000 hotels worldwide,  powers guest reviews on dozens of 
travel sites, including Google, KAYAK, and Hotels.com.*  
 
Through the TrustYou partner program, PMS, CRM, IBE and other hotel software 
providers can integrate TrustYou’s guest feedback platform into their products to help 
their hotel clients positively influence bookings and revenue.  
 
*TrustYou Meta-Reviews only contain verified reviews and do not include reviews from 
TripAdvisor 
 

Important Figures 
TrustYou research shows the significant impact that reviews have in travelers’ booking 

decisions: 

● 95% of travelers read reviews prior to booking a hotel 

● 52% of travelers say summarized review content is the easiest way to consume 

travel reviews 

● 76% of travelers are willing to pay more for a hotel with higher review scores 

● Nearly half of hotel reviews are solicited by hotels themselves 

Additional industry research also helps support the necessity of guest feedback and 
experience solutions: 

 

● Research by HeyWire Business indicates that 78 percent of consumers would 

prefer to use SMS instead of their current method for reaching customer support 

● A 2016 Cornell Research study found that sophisticated text analytics can give 

hotel managers specific information about how to improve their guests' 

experience—and that information is not available from numerical ratings alone 
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Unique Value Proposition 
 
TrustYou is the only guest feedback platform of its kind that provides: 
 

1. Direct Impact on Bookings: TrustYou powers reviews visible to nearly 5 billion 
travelers worldwide on 100+ online travel sites, as well as your own hotel website. 

2. One-Stop-Shop Platform: The leading tools for review marketing, reputation 
management, guest surveys, and guest messaging, all in one, sophisticated  
platform. 

3. Personalized Service: Our clients love doing business with us because of our 
hands-on approach, with consistent support, trainings, and follow-up. 

Success 
TrustYou has more than 12,000 clients worldwide, including hotel brands such as: 

AccorHotels, Motel One, Meriton, Rydges, B&B Hotels, and Commune, as well as data 

partnerships with key industry players such as: Google, KAYAK, Sabre GDS, Thomas 

Cook, and Wego. Our products and thought leadership have been mentioned in the New 

York Times, CNN, Travel and Leisure, and in key industry trades like Tnooz, WIT, 

Hotel-Online, Hsyndicate, Travel Daily, eHotelier and more. 

Offices 
TrustYou has more than 15 global offices, with key headquarters in:  

● Munich, Germany 

● Tokyo, Japan 

● San Diego, CA, USA 

● Cluj, Romania 

● Singapore 

 

 



Consumer Research Reveals 
Guest Preferences and 
Expectations for Direct Hotel 
Communication

By Nicholas Scott Johnson, University of Heilbronn (HHN) 
and Marketing Manager at TrustYou



Travelers become guests as soon as they complete their booking decision. At this 
point, the line of communication opens between the traveler and their accommodation 
provider. In this research, we sought to identify the guest’s experiences and 
expectations through the means of digital correspondence between guests and their 
overnight stay providers. This relates to the guests’ pre-arrival and on-site experiences 
with a hotel, which occurs between the search and booking and the post-stay feedback 
phases of the guest journey. Therefore, the following results are strongly related to 
previous research that focused on uncovering consumer behaviors during the search 
process leading up to the travelers’ booking decision.

Clear communication between a hotel and its guests has a major influence on guest 
satisfaction, which is measured by the difference between expectations and the 
realized experiences. Through a contingent series of survey questions, a representative 
sample of US travelers revealed their preferences and expectations for interacting with 
their accommodations. 

Finding show that:

● The majority (80%) of hotel guests expect that the accommodation provider will 
initiate communication regarding their booking, and 80% also expect this to be 
sent via email.

● 73% of guests communicate through online communication channels, 
combining emails, social media, and text messaging; additionally, two-thirds say 
they prefer to communicate through written electronic means rather than by 
phone

● Guests who communicate through text messaging services and through social 
media report statistically significantly higher satisfaction levels over those who 
do not.

● A large majority (75%) of guests want to communicate one-to-one with 
representatives on location and 91% would communicate issues during their 
on-site experience.

2

Executive Summary

http://www.trustyou.com/resources/consumer-research-uncovers-travelers-online-search-and-booking-behaviors
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Method

Respondents were asked about their 
online experience after their booking 
decision, while on site, and directly after 
their stay. Through multiple-choice, 
short-answer, and Likert scale 
questioning, the research concentrated 
on the preferences and expectations of 
guests. The results of which are intended 
to spotlight measurable areas of guest 
satisfaction.

Additionally, respondents were both 
directly and indirectly questioned about 
their usage of mobile devices during the 
experience, which played an important 
observational role as a variable within the 
study. 

By following up on the data from the 
previous study, this research enabled 
deeper insights into consumer behaviors 
and provided the opportunity to revisit 
some of the previous results under new 
observations. Through this approach, the 
results of both researches are strongly 
linked.

To gain insight into the guests’ on-site 
experience, a survey was deployed to 
reach travelers who booked an overnight 
stay through online channels within the 
previous year. Through the use of 
progressive questioning, further details 
about preferences and expectations help 
to show what impacts satisfaction levels. 
The objective of this research was to 
identify online communication aspects 
that impact satisfaction levels.

The research sample was drawn from a 
representative panel of online consumers 
in the United States from Qualtrics during 
late 2016. The sample consisted of 920 
participants of adults over the age of 18. 
To take part in the survey, all respondents 
must have traveled and booked a place to 
stay online within the past 12 months for 
business and/or for leisure.

Survey participants responded to an 
online questionnaire which concerned 
their expectations regarding 
communication with the accommodation 
provider, namely hotels. This research 
was designed as a piece of a larger body 
of research conducted to reveal relevant 
consumer behaviors of today’s travelers. 



Furthermore, guests varied in age range, 
yet there is a trend that younger people 
travel more frequently. 

Age Frequency

The reported weighted average 
household income of travelers actively 
booking was nearly $70,000, 10% higher 
than in the previous year. 1

Income Distribution

4

Profile of Today’s Guest

Those sampled in the research were a 
representative group of travelers within 
the US who had booked overnight 
accommodations within the previous 
year. All respondents indicated they had 
booked online at least once for leisure, 
and 51% had also booked for business 
purposes. The majority of guests (71%) 
booked online between one and three 
times. 

Guests reported booking across multiple 
devices, with the majority (66%) book on 
desktop while the other portion (34%) 
book on a phone or tablet. Regarding the 
devices used, there is a significant 
difference regarding which devices are 
more common by gender as seen in the 
following figure.

Device Used to Book and Gender

1Consumer Research Identifies How to Present Travel Review Content For More Bookings
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http://www.trustyou.com/resources/consumer-research-identifies-how-to-present-travel-review-content-for-optimal-bookings
http://www.trustyou.com/resources/consumer-research-identifies-how-to-present-travel-review-content-for-optimal-bookings
http://www.trustyou.com/resources/consumer-research-identifies-how-to-present-travel-review-content-for-optimal-bookings


Pre-Stay Communications

The traveler transitions into a guest once 
the booking has been made. Starting at 
this point in time, the majority (80%) of 
respondents stated that they expect the 
accommodation provider, whether the 
hotel or booking engine, to initiate 
contact regarding their reservation. 
Further, guests typically received the 
following types of communication prior 
to their stay:

Received Communications

In addition to receiving the previous 
information, respondents reported their 
prefered pre-stay online sources of 
relevant information are the following: 

5

Research Results

Preferred Channels of Communication

Of the survey sample, most (76%) agree 
that information regarding a booking 
should to be communicated through 
email, but there are also a significant 
amount who would prefer to access their 
information through the hotel’s website 
(27%), text messaging (25%), and/or the 
booking website (24%). 

In regard to the hotel’s website, those 
studied admit to visiting the hotel’s 
website, with 43% of travelers always 
visiting the site, and 35% visiting the site 
most of the time, and less than two 
percent stated they would not visit the 
hotel’s website.

The Lines of Communication

Pre-stay information sets up 
expectations for the guest experience, yet 
is a static one-way method of 
communication from the perspective of 
the hotel. Due to the prevalence of 
missing information,  two-way 
communication offers more value  for the 
guest and the hotel, both prior to and 
during the stay. The ability to 
communicate effectively helps to meet  
expectations with reality, which is a key 
to a satisfied guest. 
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When asked about the methods used to 
communicate between guest and 
accommodation provider, the following 
results illustrate the distribution of 
communication methods:

Current Communications Methods

Communication by email is the single 
most frequently (69%) used interaction 
method; however, when the electronic 
engagement is measured together, 
consisting of Text Messaging, Social 
Media, and Email, it accounts for 73% of 
communications. The majority of 
respondents (68%) agreed with the 
statement that they prefer written 
electronic communication over phone 
calls, with only eight percent preferring to 
communicate by phone over through 
electronic engagement methods.

Respondents reported a satisfaction level 
regarding their overall communication 
experience, which displays a positive 
correlation to the methods used for their 
previous interactions with a provider. Out 
of the three channels for digital 
communication - text messaging, social 
media, and email

6

Research Results

 - both text messaging and social media 
show statistically significantly higher 
satisfaction ratings than when they are 
both respectively not used (t=2.9751, p 
<0.01). The average satisfaction scores 
fall in the middle of the scale between 
“Good” and “Excellent.” However, email is 
reportedly the only mean of 
communication that has a significantly 
lower satisfaction score when not used.

With text messaging and social media 
corresponding to a high satisfaction level, 
research into this method of 
communication was undertaken to reveal 
further invaluable insights.

The Relevance of Messaging

Messaging channels, considering both 
social and text messaging, were 
identified to correspond to the highest 
levels of satisfaction from the guests’ 
perspective. Both received an average 
score above 4.5/5 where 5 was defined 
as an “excellent” service experience. 

Messaging Apps Used with 
Accommodations
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19%

SMS
FB Messenger

iMessage
Skype

WhatsApp
Snapchat

Google Hangouts
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Research Results

Messaging is not the most commonly 
prefered communication channel, yet it is 
a developing trend in the hospitality 
industry and a new option  as a customer 
relationship management (CRM) tool. Of 
the 16% of US travelers who used 
messaging services when 
communicating with a hotel, the most 
frequently used apps were SMS (57%), 
Facebook Messenger (36%), and 
iMessage (25%). 

The Point of Contact

Despite the means of communication, 
respondents revealed many insights into 
their interactions with their 
accommodation provider. The survey 
participants overwhelmingly (75%) 
agreed with the statement that they 
would like to communicate one-to-one 
with someone directly at their 
accommodation. Additionally, over 90% 
would communicate any issues they 
experienced during their stay, instead of 
waiting until there was no opportunity for 
service to recover from these issues. 
However, 34% of travelers agreed that 
they might wait until check-out before 
addressing issues they encountered 
during their stay.
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Conclusion & Implications

Both prior to arrival and while on site, 
guests have already accumulated  certain 
expectations about the way in which their 
accommodations should communicate. 
Through multiple channels and on 
multiple devices, information is shared in 
a variety of ways, from just sending 
booking information to the actively 
resolving specific issues. The results of 
this research reveal quite a few relevant 
insights into the fulfillment of service 
expectations regarding digital 
interactions with guests. These 
conclusions are twofold: first, they reveal 
the guests’ perspectives and second, 
shed light on how hoteliers can impact 
the digital and physical experience. 

As a standard industry practice, it comes 
as little surprise that most guests agree 
that they expect to receive a booking 
confirmation after completing their 
booking. With the lines of communication 
opened, hotels and other providers have 
the opportunity to reach out with 
additional relevant information that their 
guests require before and during their 
stay, including; directions to the property, 
a reminder of their stay, check-in 
instructions, and other relevant 
information.

This information is best received when 
communicated through one of the 
guests’ preferred channels, with email 
being the most vital. After having this 
information available on the hotel’s 
website, the next most important channel 
to engage is through text messaging. One 
in four guests prefer to

receive information through a text 
message, which means that properties 
who lack this capability are at a 
disadvantage. These results represent 
current behaviors and preferences; 
however, the landscape for online 
interactions between service providers 
and customers is developing and moving 
mobile.

Providing this information is just the 
starting point, because providers must be 
available for two-way communication. 
Out of the guests who have 
communicated with their provider 
directly, the most frequently used channel 
is to communicate over the email, which 
reinforces the necessity for hoteliers to 
actively engage through this channel. It is 
also important to note that guests are 
more satisfied with the overall 
communication experience than when 
they communicate through multiple 
methods. By expanding the 
communication mix, and reaching out 
through various methods, there is a 
higher likelihood in increasing guest 
satisfaction.

Messaging is one of the hospitality 
industry’s emerging customer 
relationship management (CRM) 
channels, but has already been adopted 
by 16% of hotel guests. One explanation 
for the lower adoption rate is the 
industry’s reluctance to invest in this as a 
communication feedback channel, yet the 
research shows there is a gap between 
those who have used this channel versus 
those who would prefer it. Of the guests 
who had experience
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Conclusion & Implications

messaging the accommodation, the most 
frequently used methods were standard 
text messages and Facebook Messenger. 
These also correspond to the top two 
services most frequently installed on the 
travelers’ devices. When implementing 
messaging into a guest experience 
strategy, hotel providers should 
incorporate the services that are already 
installed and used by the guest.

Overall, guests are in agreement that they 
want to engage with someone at their 
destination, as opposed to a middleman. 
By investing in technology and the 
resources to assist the staff with these 
interactions, hoteliers have the 
opportunity to improve the guest 
experience, leading to higher satisfaction 
rates, increased guest loyalty, and 
ultimately, more hotel revenue.
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About TrustYou

TrustYou, the world’s largest guest feedback platform, provides hotels with insights to 
improve their guest experience and market to future guests. Guest feedback influences 
95% of booking decisions. TrustYou’s guest feedback platform incorporates hundreds 
of millions of hotel reviews, surveys, social posts as well as direct messages sent 
through SMS, email, Facebook Messenger, and more. Along each step of the guest 
journey, this information generates actionable insights for 500,000 hotels to improve 
their presence along each step of the guest journey, from booking and pre-stay search 
queries, to real-time guest requests and messages, to post-stay feedback in the form of 
survey responses and reviews. TrustYou’s platform is made up of various components 
including: TrustYou Meta-Reviews*, verified global review summaries displayed on 
travel and search sites like Google, KAYAK, and Hotels.com; TrustYou Messaging, 
real-time guest messaging service; TrustYou Stars, advanced guest satisfaction survey 
tool; TrustYou Analytics, the world’s leading online reputation management tool and the 
accompanying app TrustYou Radar. Additionally, PMS, CRM, IBE and other hotel 
software providers benefit from TrustYou Connect, the partner program which 
integrates TrustYou’s guest feedback platform into their products to help their hotel 
clients to positively influence every stage of the guest journey.

Find more information on TrustYou and the guest feedback platform on 
www.trustyou.com. 

*TrustYou Meta-Reviews only contain verified reviews and do not include reviews from TripAdvisor

http://www.trustyou.com/products/trustyou-meta-review
http://www.trustyou.com/products/trustyou-messaging
http://www.trustyou.com/products/trustyou-stars
http://www.trustyou.com/products/trustyou-analytics-radar
http://www.trustyou.com/products/trustyou-analytics-radar
http://www.trustyou.com/products/trustyou-connect
http://www.trustyou.com
http://www.trustyou.com


Consumer Research 
Emphasizes Importance 
of Online Feedback 
Management

By Nicholas Scott Johnson, University of Heilbronn (HHN) 
and Marketing Manager at TrustYou



Travelers show similar behavioral patterns in regard to their relationship with online 
guest feedback about hotel accommodations. Touchpoints related to online reviews 
occur throughout every phase of the guest journey. During the pre-arrival, on-site, and 
post-stay stages, guests write about and share their expectations, experiences, and 
perceptions through feedback. 

In fact, the majority of guests have left at least one review about their experience with 
an accommodation within the previous 12 months of traveling. Out of these reviews, 
guests state that they usually leave very positive reviews. Further, when an 
accommodation asks a guest to write a review, they are over three times more likely to 
get a response: plus, there is a much higher chance that the guest will leave them a 
5-star review. 

The following findings suggest that it is in any accommodation provider’s best interest 
to both manage their online reputation and also to significantly impact it by collecting 
and building online review content. To further increase these efforts, providers should 
adopt a review marketing strategy to share and display their positive reputation across 
the web, which in turn convinces more future travelers to book their accommodation. 
Additionally, gaining feedback from guests is a valuable method to gain relevant data 
that encourages positive operational changes.

Findings show that:

● The majority, 54%, of guests have experience writing and submitting at least one 
review in the previous 12-months.

● On average, 95% of traveler reviews are positive; 93% of travelers’ most recent 
reviews are reportedly positive.

● When a review is requested by an accommodation provider, guests are 3.6x 
times more likely to leave a review. 

● Reviews requested are also 16% more likely to be “extremely positive” 5-star 
reviews. 

● After price, “Review Score” is the most important decision variable that travelers 
need to convince themselves to book a certain accommodation.
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Method

The survey respondents were asked 
various interrelated questions; multiple 
choice, short answer, and Likert scale. As 
part of a larger body of research focusing 
on the consumer behavior journey, this 
study specifically addressed the topic of 
guest feedback.

This research comes as the third part of 
a larger study focusing on the consumer 
behavior of travelers. The first study 
uncovered online search and booking 
behaviors. The second study revealed 
guest preferences and expectations for 
direct hotel communication pre-arrival, 
on-site, and post-stay. This third 
collection of research emphasizes the 
importance of post-stay feedback.

This approach led to strong, 
interconnected results that show deep 
insights into the consumer behavior of 
travelers. It also encouraged the 
opportunity to revisit the research data 
under new conditions.

To understand the relationship between 
travelers and online review patterns, the 
following study employed direct survey 
questions to individuals who have 
admittedly traveled within the previous 
year. With progressive questioning, 
respondents reveal the importance they 
place on online recommendations, their 
willingness to write a review, and their 
experience writing reviews. The objective 
of this research is to summarize how 
travelers engage with and contribute to 
online guest feedback.

To gain a representation of online 
traveler behavior, a research sample was 
taken from a panel through Qualtrics of 
US consumers. The 920 participants 
were all over the age of 18, had both 
traveled within the previous 12 months 
and booked some sort of 
accommodation. Both leisure and 
business travel were considered in this 
survey.
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http://www.trustyou.com/resources/consumer-research-uncovers-travelers-online-search-and-booking-behaviors
http://www.trustyou.com/resources/consumer-research-guest-hotel-communication


Profile of Today’s Reviewer

The research sample consists of a 
representative group of travelers within 
the US, defined by whether they had 
booked and stayed in any 
accommodation in the previous year. 
Furthermore, as the purpose of this 
research is to illuminate behavior around 
travelers and their experience with online 
reviews,  over half of guests have left a 
review online about one of their past 
accommodation providers.

When observing the demographics of 
travelers who have written a review in the 
past, researchers found that there is a 
difference between male and female 
behaviors. Male respondents are 7% 
more likely than females to have left a 
review in the previous 12 months. Female 
respondents, however, leave 3% more 
positive reviews.

Distribution of Feedback by Gender

As further evidence of the difference 
between gender, male respondents are 
23% more likely to frequently write 
reviews, meaning 4 or more reviews per 
year. 

Male Female

Review Frequency by Gender

Additionally, it is interesting to report how 
feedback is submitted. 51% of travelers 
provided reviews only via desktop, an 
additional 14% left reviews via both 
desktop and a mobile device, and 35% 
left reviews only via a mobile device. 

Devices Used to Submit Reviews

Further testing reveals that there is a 
difference between age groups and their 
likelihood to leave positive reviews.

Review Positivity By Generation
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100%90%

93.5%
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Guests Leave Positive Reviews

As previously referenced, more than half 
of travelers (54%) say they have left one 
or more reviews about their 
accommodation within the previous year. 
Out of those who leave reviews, an 
overwhelming majority of guests report 
that they are leaving positive feedback. 
Overall, 95% of travelers who have left 
feedback, state that their feedback was 
positive. 

Review Ratings 

When asked specifically about their most 
recent review, 93% of travelers affirm that 
their last review was positive, a figure 
slightly lower than their reported average.
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Research Results

More Reviews Mean More 
Positive Feedback

To determine further details about the 
relationship between guests and their 
review behaviors, researchers asked two 
correlated questions:

Question 1: Have you submitted a review 
online about your accommodation 
experience in the last 12 months?

Question 2: After your stay in the last 12 
months, have you been contacted by the 

accommodation provider to submit a review?

Cross Tabulation: 
Submitted vs. Solicited Reviews

As a result, we can see that 80% of 
travelers who received a request left a 
review. In comparison, only 22% of 
travelers wrote a review without having 
been asked. This also means that 78% of 
travelers who were not asked to write a 
review, did not write a review.

5-Stars   4-Stars   3-Stars   2-Stars   1-Star

REVIEW(S)
SUBMITTED

REVIEW(S) NOT
SUBMITTED

REVIEW
REQUESTED

REVIEW NOT
REQUESTED

413

103

87

317

43%          52%          3%          1%           1%



When a hotelier contacts a guest to 
submit a review, there is a 16% higher 
chance that the guest would leave a 
5-star review. Overall, 96% of reviews 
travelers left were positive when the 
review was solicited by the 
accommodation provider. 

Requested vs. Unrequested 
Review Scores

Feedback Impacts Future
Bookings

Research about the guest journey comes 
full circle with guest reviews. This is due 
to the fact that post-stay feedback is 
summarized by review scores that 
appear next to hotel listings on various 
channels.
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Research Results

Referring back to an earlier phase of this 
research project, it was revealed that 
after the hotel’s price, the review score is 
the most important decision variable.

Ranked Top Decision Variables

Further, having a low review score 
increases the likelihood that guests 
would not book your hotel, since 88% of 
travelers would sort out hotels scores 
under 3 stars. Conversely, 33% of 
travelers would actively filter to see 
hotels with ratings above 4-stars.

Requested        Unrequested

5-STARS

4-STARS

3-STARS

2-STARS

1-STARS

60%40%20%

NIGHTLY RATE

REVIEW SCORE

HOTEL STAR CLASS

IMAGE OF HOTEL

HOTEL NAME/BRAND

SHORT DESCRIPTION

1st Place              2nd Place   3rd Place 
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Implications

The results displayed in the previous 
section related to reviews become more 
relevant when explained in further detail 
and context.

In specific regard to guest demographics, 
gender appeared to be the strongest 
variable with a relationship to travelers 
who have left a review. It was observed 
that male travelers are more likely to 
leave a review after their stay. While it is 
outside the scope of this research to 
determine what external factors cause 
this difference, there does exist an 
opportunity for hoteliers to encourage 
more feedback from their female guests, 
especially because they tend to leave 
more positive reviews. This 
recommendation could be carried out 
through targeted marketing campaigns, 
in-person staff trainings, or targeted 
guest satisfaction surveys. 

Other demographic tests were also 
completed; however, there were only 
slight variations between the research 
population and the sample relating to 
variables such as age and income. For 
example, one can observe that 
Millennials make up 37% of travelers, and 
also 37% of travelers who leave reviews. 
More interesting implications occur when 
testing the additional variable of average 
review score from within the sample. 
Therefore, it is possible to determine that 
although 93% of millennials rate their 
accommodation providers with positive 
scores, this is a lower amount when 
compared to previous generations, which 
both leave higher scores. 97% of travelers 
from Generation X and 95% of Baby 
Boomers report leaving positive reviews.

Hence, there is a strong argument to 
increase the amount of review content 
available about a hotel, since the threat of 
negative reviews decreases with the 
increase in quantity. Theoretically, these 
numbers would reach a stable figure, 
especially once review score algorithms 
come into play and add value to reviews 
based on their time-recency. For example, 
a hotel’s TrustScore is calculated by the 
overall score of a review, the sentiment 
(or words written within the review), and 
also the recency of the review. Most 
reviews scores found around the web are 
calculated using specific algorithms to 
maintain the integrity of an 
accommodation’s review score.

One of the easiest ways to begin 
collecting more feedback is by requesting 
it directly from guests. That explains why 
researchers used a cross-table approach 
to display the relationship of guest 
feedback when it is directly solicited by a 
hotel. This proves that guests are 3.6x 
times more likely to leave a review when 
asked by their accommodation provider. 
This also provides the unique opportunity 
for a hotel to own these reviews, rather 
than being left to deal with reviews 
hosted on other sites. 



8

Implications

Furthermore, there is a significantly 
higher average review score when guests 
were asked to submit a review. The 
amount of 5-star reviews increases by 
16% under the condition that they were 
asked for their opinion. So not only does 
it make sense to get more feedback 
because feedback is generally very 
positive, but it also makes sense to 
request it, because one is most likely to 
have a high review score around the web 
under these conditions.

The importance of review collection 
comes into play further when 
understanding that review scores are 
already being calculated and displayed 
around the web. Travel sites, booking 
engines, and booking platforms offer 
summarized review scores within their 
search listings along with other search 
criteria. In fact, travelers report that 
review scores are second only to price as 
a factor in their booking decision. 
Therefore, there is a relationship between 
a hotel’s review score and its RevPAR.
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Conclusion

Each one of the research points taken 
separately has limited valuable meaning, 
but when considered together, there is a 
thread of purpose that confirms the 
importance of online reputation 
management. Feedback collection can 
begin as soon as a traveler makes their 
booking decision and continue until after 
their stay. 

The most impactful method to improve 
feedback collection is to ask for it, as this 
more than triples the likelihood that a 
guest will leave a review. Adding to this, 
reviews are then best collected through 
guest satisfaction surveys, because this 
enables richer feedback on both the 
general stay as well as hotels’ specific 
areas of interests.

The ubiquity of reviews being submitted 
online means that there is already 
content that needs to be monitored, and 
has the potential to be transformed into a 
useful  marketing tool.

TrustYou’s entire guest feedback 
platform offers an all-in-one solution 
related to all aspects of feedback along 
the guest journey. Advanced survey 
solutions, such as TrustYou’s Guest 
Surveys are automated feedback tools 
for hoteliers that solicit reviews from 
guests. Complimentary features from the 

entire TrustYou’s Guest Messaging 
solution enable hoteliers to gather even 
more feedback by reaching out to guests 
via messaging services with pre-stay, 
on-site, and post-stay guest surveys 
send-outs, which have significantly higher 
open rates than emails. Additionally, 
there are multiple features that play a role 
in the marketing of these reviews 
towards future travelers. With TrustYou’s 
Review Marketing, hotels can market 
their reviews by pushing their guest 
survey reviews to sites like Google and 
TripAdvisor and also by adding a variety 
of review summary widgets to their own 
webpage and facebook page. These 
widgets display the same review data as 
is shown on Google, KAYAK, Hotels.com, 
and many more.

The research also points out that 
travelers are leaving feedback online 
without being explicitly asked. That 
means a fragmented amount of reviews 
that are dispersed across multiple 
booking channels, websites, and search 
engines. TrustYou’s Reputation 
Management tool addresses this issue by 
collecting and summarizing all guest 
feedback that is written about a hotel 
online including reviews submitted on 
other sites as well as reviews collected 
through the proprietary survey tool.  

http://www.trustyou.com/products/guest-surveys
http://www.trustyou.com/products/guest-surveys
http://www.trustyou.com/products/guest-messaging
http://www.trustyou.com/products/review-marketing
http://www.trustyou.com/products/review-marketing
http://www.trustyou.com/products/reputation-management
http://www.trustyou.com/products/reputation-management


10

About TrustYou

TrustYou, the world’s largest guest 
feedback platform, empowers hotels with 
solutions to drive more bookings and 
improve their hotel product. Through 
each phase of the guest journey, hotels 
can utilize guest feedback to enhance 
review marketing and achieve operational 
excellence. Guest feedback influences 
95% of booking decisions. TrustYou 
Meta-Review, which incorporates 
hundreds of millions of hotel reviews, 
surveys, and social posts for over 
500,000 hotels worldwide,  powers guest 
reviews on dozens of travel sites, 
including Google, Kayak, and 
Hotels.com.* These reviews also 
generate actionable insights for hotels to 

improve their presence along each step 
of the guest journey, from booking and 
pre-stay search queries, to real-time 
guest requests and messages, to 
post-stay feedback in the form of survey 
responses and reviews. Through the 
TrustYou partner program, PMS, CRM, 
IBE and other hotel software providers 
can integrate TrustYou’s guest feedback 
platform into their products to help their 
hotel clients positively influence bookings 
and revenue.

Find more information on TrustYou and 
the guest feedback platform on 
www.trustyou.com.

*TrustYou Meta-Reviews only contain verified reviews and do not include reviews from TripAdvisor

http://www.trustyou.com
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Consumer Research 
Uncovers Travelers’ Online 
Search and Booking 
Behaviors

By Nicholas Scott Johnson, University of Heilbronn (HHN) 
and Marketing Manager at TrustYou



Travelers display similar and distinctive behaviors while making booking decisions 
related to their travel accommodation selection. This study was designed to reveal the 
possible relevant and important factors affecting the consumer decision process 
during the main phases of the traveler journey. Travelers’ decisions are not only 
influenced by the factors they are exposed to while searching and booking an 
accommodation, but also based on primary sources of information derived from 
previous on-site experiences and post-stay feedback, including online reviews and/or 
recommendations from friends and family. This study follows the path to decision 
made by travelers during their accommodation search and evaluation, which play a 
pivotal role leading to the eventual decision to book.

Finding show that:

● 91% of travelers turn to search engines when looking for a place to stay with the 
majority 81% preferring to use Google. “Google Search” is travelers’ top most 
common source of travel inspiration.

● 77% of travelers search keywords relating to accommodation and/or locations. 
57% of travelers search for hotels, 49% search for a location, and 31% searching 
for a combination of the two.

● A hotel’s TrustScore, or average review rating score, is the second most 
important factor affecting the booking decision after a hotel’s nightly rate. 
Furthermore, 88% of travelers sorted out hotels with a TrustScore under three 
stars, and 32% eliminated those with a TrustScore under four stars.

● Tracing click-through on a Google’s hotel listing, travelers are most likely (20%) 
to click on the direct link to the hotel’s website and also very likely (10%) to click 
on review data provided by TrustYou.
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Method

To further understand the consumer 
behavior of travelers who are booking 
accommodation online, a mixed methods 
approach was developed to electronically 
survey travelers through heat-mapping 
click-through observations as well as 
through a corresponding questionnaire. 
The objective of this research was to 
identify the key behaviors travelers share 
while searching for and evaluating which 
accommodation they would decide to 
book.

The sample was drawn from a nationally 
representative US panel of Internet users 
from Qualtrics during late 2016. The 
sample consisted of 920 participants of 
adults over the age of 18. To take part in 
the survey, all respondents must have 
traveled and booked a place to stay 
online within the past 12 months for 
business, for leisure, or both. 

Research Design
Participants responded to an online 
questionnaire concerning habits when 
booking accommodation. The research 
was designed to trace the path from the 
initial search to the selection of an 
accommodation using Google as the 
framework for the decision process. 

Google is the natural choice to conduct 
research along the decision journey due 
to its relevant involvement in the traveler 
booking industry and its sheer market 
share in the search engine market. 

First, to determine relevant keywords 
travelers use in their decision processes, 
respondents were instructed to recall the 
last terms they used when searching for 
a place to stay and enter them into a 
simulated Google search box. 

Next, respondents were presented with a 
sample search result page for 
terminology relating to hotels in a 
location, which contains Google’s 
summarized hotel search unit listing top 
local hotel results. Following these 
results, participants were surveyed about 
their previous experience with similar 
search results.
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Method

In the following portion of the simulated 
environment, Google’s hotel search full 
view displays more listings and a map 
overlay. This environment limited the 
distinct set of variables which affect 
travelers’ decision to select one particular 
hotel over another:

● Hotel Name/Brand
● Short Description 
● Nightly Rate
● Hotel Star Class
● Review Score
● Image of the Hotel

To observe which of these variables 
made the most impact, respondents were 
asked to click anywhere on the page to 
go further with their research and 
decision. These clicks were recorded 
using heat-mapping technology.

Following through the path to purchase, a 
selection of any one of the hotel listings 
led to the additional summarized 
information about one sample hotel 
curated by Google. Here respondents 
again used the heat-mapping technology 
to click on the information they felt was 
most valuable to the booking decision.

Concluding the series of questions, 
respondents were asked who had 
previously used the hotel tools available 
from Google and if they were confident in 
making a booking decision from the 
information provided. 

As a result, the mixed methods approach 
enabled research to be carried out to 
enable conclusions to be drawn about 
consumer behaviors, preferences, and 
actions.
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Profile of Travelers 
Booking Online

The research sample represents travelers 
from within the US who have traveled and 
booked accommodation online within the 
past year. All respondents indicated they 
had booked online at least once for 
leisure, with the average number of 
bookings made per respondent (71%) 
having occurred between one and three 
times.

Additionally, more than half of 
participants (51%) have identified also 
having traveled for business within the 
past year, a 9% increase from the 
previous year.1

Accommodation Types

Despite increasingly available alternative 
sources for accommodation, 
respondents frequently report booking 
conventional types of accommodation, 
with the majority (86%) booking hotels for 
their stays. The following chart displays 
the distribution:

Booking Selections

Age and Gender

Respondents were 65% female and 35% 
male. The following chart represents the 
age distribution:

Age Breakdown

Household Income

The reported average household income 
of travelers actively booking was nearly 
$70,000, 10% higher than in the previous 
year. 1

1Consumer Research Identifies How to Present Travel Review Content For More Bookings

http://www.trustyou.com/resources/consumer-research-identifies-how-to-present-travel-review-content-for-optimal-bookings
http://www.trustyou.com/resources/consumer-research-identifies-how-to-present-travel-review-content-for-optimal-bookings
http://www.trustyou.com/resources/consumer-research-identifies-how-to-present-travel-review-content-for-optimal-bookings
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Research Results

The Search For Accommodation

Research into traveler behavior while 
searching for accommodation online 
begins with sources of inspiration that 
potentially influence the search process, 
active evaluation, and booking decision. 
Therefore, respondents were questioned 
about which sources they find most 
inspirational. Leading the list, was Google 
Search, which nearly half (48%) of 
respondents selected, followed closely by 
(43%) Booking Engines, and (42%) 
Facebook.

Ninety-one percent of travelers revealed 
that they turn to search engines during 
the search process, with most (81%) 
preferring Google to aid in their search 
for a place to stay. These figures 
confirmed that the use of Google as a 
framework to make other booking 
observation proves to be representative 
of the traveler sample.

When presented with a simulated search 
engine, respondents revealed many of the 
search terms they would use when 
beginning their accommodation search. 
The results are that travelers were most 
likely to search term related to hotels 
(57%), location (49%), or a combined 
search including both terms: hotels and 
location (31%). Actual terms used are 
visually displayed in the following word 
cloud:

Searched Terms on Google

Respondents were then entered into the 
simulated situation for search results for 
hotels in a specific city.

Google algorithms pick-up on these 
common search terms and may display 
summarized hotel results within Google’s 
organic search results. Sixty-six percent 
of travelers confirmed having seen these 
summarized results in previous searches. 
The majority of respondents (61%) have 
also actively used Google’s hotel results 
during their accommodation search.

Shopping and Active Evaluation

The search for accommodation produces 
multiple results, and the information that 
enables travelers to make informed 
decisions. Travel websites usually limit 
the decision variables based on what is 
most important to the traveler. After 
selecting a location, further decision 
variables are 
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often given alongside the hotel’s offer 
across multiple travel sites to provide 
necessary information. Participants 
ranked these variables in order of 
importance, and revealed that a hotel’s 
price is the most important, followed 
closely by the hotel’s rating and hotel 
class.

Ranked Top Decision Variables

Furthermore, through heat-mapping and 
click tracking as shown if the following 
graphic, respondents indicated where 
they are most interested to click next 
when searching for a place to stay.

Travelers’ Click Behavior

Thirty-two percent of travelers were likely 
to seek more information by 
clicking/zooming in on the map, while the 
majority of travelers (60%) were likely to 
click on one of the hotel listings.

When asked further questions about how 
respondents were likely to sort their 
results, the majority (88%) would sort for 
hotels with a good review score of 
3-stars or higher, and many (33%) would 
sort for an excellent review score of 
4-stars or more.

The following step in the simulation led 
travelers to a simulated hotel listing on 
Google where the highest quantity of 
clicks (20%) would drive guests directly 
to the hotel’s website, many (11%) would 
look for further images, and there was 
also a tendency (10%) for travelers to 
interact with review scores and 
summarized review data. 
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The Decision to Book Online

All of the respondents have booked a 
place to stay online in the past 12 
months. Leisure travelers, the majority 
(85%) of whom report performing the 
booking themselves, also suggest that 
some (19%) of accommodation bookings 
were booked by significant others, (15%) 
other family members, (8%) friends, with 
the least amount (7%) of bookings having 
been performed through travel agents.

Ninety-three percent of respondents 
reported that they use hotel booking 
engines and 84% reported to using 
meta-search engines during their search 
process. The following chart shows many 
of the frequently used methods, of which 
travelers use to book their 
accommodation online.

Preferred Booking Channels

Search and evaluations are made across 
multiple devices; however, there remains 
a high likelihood that travelers will 
perform their booking online from a 
desktop device . 

Preferred Device Used to Book
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Conclusion

Despite the intricacies of an individual 
traveler’s journey to decision, there exist 
similarities in the online search and 
booking process. Gathering insights 
benefits hoteliers and travel 
intermediaries and encourages smart 
strategic decisions based on consumer 
behavior. Ultimately, the multiple insights 
revealed through traveler preferences 
and behaviors help support and 
encourage the online booking industry’s 
efforts to improve the traveler’s decision 
experience.

There are many online paths each 
traveler will follow before finally making a 
booking decision. This research explored 
many of the commonalities between the 
different paths of each individual traveler. 
This research reaffirms the importance of 
a hotel’s presence on search engines, 
where travelers seek inspiration and also 
begin their accommodation search. 
Additionally, many travelers use Google’s 
hotel results in some form and value 
these tools when searching for their 
accommodation.

The results also define characteristics of 
those who make booking decisions 
online, where, how, and by whom these 
bookings are performed, and which 
variables are the most valuable when 
considering accommodation alternatives. 

Further Implications

Based on these findings, hoteliers must 
consider their presence on Google within 
their strategies. The majority of travelers 
turn to Google when seeking travel 
inspiration, beginning their 
accommodation search, and evaluating 
features between multiple hotels. By 
optimizing a hotel’s presence on Google, 
more information is available that would 
likely drive travelers to your website and 
also to book direct. 

Furthermore, travelers place a very high 
importance on hotel reviews, which in the 
case of Google are provided in part by 
TrustYou. TrustYou collects over three 
million guest reviews, surveys, and social 
posts published across the web, every 
week, for 500,000 hotels. Eighty-eight 
percent of travelers want to filter their 
results to only book hotels with review 
scores of three or more stars, and 
thirty-two percent only want to book 
hotels with review scores higher than 4 
stars. Therefore, increasing a hotel’s 
positive review count is of major 
importance to the success of a hotel’s 
online bookings.
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About TrustYou

TrustYou, the world’s largest guest feedback platform, provides hotels with insights to 
improve their guest experience and market to future guests. Guest feedback influences 
95% of booking decisions. TrustYou’s guest feedback platform incorporates hundreds 
of millions of hotel reviews, surveys, social posts as well as direct messages sent 
through SMS, email, Facebook Messenger, and more. Along each step of the guest 
journey, this information generates actionable insights for 500,000 hotels to improve 
their presence along each step of the guest journey, from booking and pre-stay search 
queries, to real-time guest requests and messages, to post-stay feedback in the form of 
survey responses and reviews. TrustYou’s platform is made up of various components 
including: TrustYou Meta-Reviews*, verified global review summaries displayed on 
travel and search sites like Google, KAYAK, and Hotels.com; TrustYou Messaging, 
real-time guest messaging service; TrustYou Stars, advanced guest satisfaction survey 
tool; TrustYou Analytics, the world’s leading online reputation management tool and the 
accompanying app TrustYou Radar. Additionally, PMS, CRM, IBE and other hotel 
software providers benefit from TrustYou Connect, the partner program which 
integrates TrustYou’s guest feedback platform into their products to help their hotel 
clients to positively influence every stage of the guest journey.

Find more information on TrustYou and the guest feedback platform on 
www.trustyou.com. 

*TrustYou Meta-Reviews only contain verified reviews and do not include reviews from TripAdvisor

http://www.trustyou.com/products/trustyou-meta-review
http://www.trustyou.com/products/trustyou-messaging
http://www.trustyou.com/products/trustyou-stars
http://www.trustyou.com/products/trustyou-analytics-radar
http://www.trustyou.com/products/trustyou-analytics-radar
http://www.trustyou.com/products/trustyou-connect
http://www.trustyou.com
http://www.trustyou.com

