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What is Reputation Management?
 

 Are you aware of your property’s reviews on Tripadvisor.com?   
 

 Do you know what a blog is?  Have you ever posted to one? 
 

 Are you aware that guests book based on reviews they’ve read about your 
property? 

 
If you answered “No” to any of these questions, you need to learn more about 
managing your online reputation.   
 
Managing your business’s online reputation is key to owning your “brand.”    For the 
hospitality industry, this becomes increasingly important as new review sites and 
travelogues are started every day.  With the advent of new and easier ways to 
research travel choices, making sure your property’s online reputation is positive can 
be the difference between low occupancy and higher profits.  What past guests say 
about a property is far more important than what any sales or promotional material 
has to say. 
 

Essentially there are four steps to managing your 
reputation online. 

 
Consciousness 

being aware of what is being said 
 

Monitoring and classification 
watching various resources for information on 

your property and determining the type of review 
 

Action 
taking action against negative reviews or 
complaint-speech (often called "flames") 

extenuating positive reviews. 
 

Cultivation  
Encouraging guests to review your property 
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Section 1 - Consciousness of Existence 
Being aware that an online reputation exists for your property is the first step to 
effective management.  Before you take this step, you may ask yourself, “Why is this 
important?”  Addressing this question involves basic economics 101 – Your property 
is your “brand.”  If a brand has a good reputation in its niche, shows 
innovation and advancement, and is concerned with the opinions of its 
users, the good press will abound, and the bad press will fall away. 
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You will hear us 
talk a lot about 
TripAdvisor.com. 
Their search 
engine rankings 
are consistently 
on top for almost 
every city hotel or 
lodging term from 
Napa, CA to 
Boston, MA. 

 
 

TripAdvisor.com

   
Daily Pageviews+ Monthly Unique 

Visitors++ 
 

150 Million Traffic Rank* 
20 Million  379 

 
 

 
Currently traffic to TripAdvisor.com exceeds that of many popular name brand 
websites.  For comparison let’s look at TripAdvisor.com vs. Fodors.com, a site related 
to various travel topics around the world. 
 
  
  
 Fodors.com
   
 
 
 
 

   
 Daily   

Traffic Rank* Pageviews+  
5,082 11 Million  

  
 
*Traffic Rank -  The traffic rank is based on three months of aggregated 

historical traffic data from millions of Alexa Toolbar 
users and is a combined measure of page views and 
users (reach). The lower the number the better i.e. 
Google is #1 but Ask.com is 169 

+Daily Page views Page views measure the number of pages viewed by 
Alexa Toolbar users. 

++ Monthly Unique Visitors Defines the number of different visitors that visit a site 
each month.  Basically these are visits that are not 
repeat visitors. 

http://www.tripadvisor.com/
http://www.alexa.com/
http://www.google.com/
http://www.ask.com/
http://www.tripadvisor.com/
http://www.fodors.com/


Section 2 - Monitoring and Classifying 
Reviews 

 
For this section, we need to define a few terms.  A "Good" review is a review that 
paints an honest picture, be it negative or positive.  A "Positive" review is the opinion 
of a happy guest; someone who would recommend your services.  "Negative" 
reviews are those that express discontent and outline problems encountered during 
the visit.  A "Bad" review is one given with malicious intent.  These can be posted by 
disgruntled employees or possibly even the competition. 
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Negative 
Reviews 

 
Address 

and learn 
from these 

Good Reviews Positive 
Reviews 
Encourage 

happy 
guests to 
review Bad 

Reviews 
 

Work to 
move these 
out of the 
spotlight 

Good 
Reviews 
Can be 

Positive or 
Negative 

Work to remove bad 
reviews immediately – 
or have good reviews 
move them out of 
contention for potential 
guest’s attention 

Negative reviews are 
not always bad- address 
the issues and learn 
from them 

Good reviews are important; they 
give a potential guest an idea of 
what to expect when they stay.  
Reviews that contain many positive 
aspects, and a negative comment 
are still good reviews.  Although it 
is important to address the 
negative, and appreciate the 
positive, it is not necessary to 
combat this type of review with a 
ready defense.  Swallow your pride 
a bit and thank the reviewer for 
their feedback.  Suggest they get 
in touch with the general manager 
to discuss the problem at their 
convenience.  Don’t be afraid to 
include an email address or phone 
number, this information is probably available on the website – providing it will just 
make it easier for them to contact you.  A polite and earnest response will go a long 
way in earning you "points" with future readers of that review. 
 
Below we see an example of a good review, although it may contain a negative 
comment, it’s important to realize that not everyone is going to be 100% happy with 
everything they experienced during their stay. 

 

Criticism, but constructive.  
It tells future guests to drive 
themselves, not to rely on 
the shuttle.  You could 
address the delay in a Mgt. 
Response, or leave it alone 

http://www.tripadvisor.com/OwnerResponse
http://www.tripadvisor.com/OwnerResponse


Positive Reviews 
Obviously positive reviews are by far the most valuable.  These are the reviews we 
want to dominate any type of SERP.  We also want the first reviews encountered on 
a review website to be positive.  As with most Consumer Generated Content (CGC) 
being truthful is more important than being perfect.  The review posted above 
is an example of a good review that is also positive. 

Negative Reviews 
Nobody is perfect, everyone has a bad day, and you can’t please everyone.  From 
the front desk attendant to the housekeeping staff, there are dozens of issues that 
can crop up during a guest’s stay.  Eventually you will need to deal with a negative 
review.  The steps are simple, but clear. Respond, Address, Reassure, and move on. 
 
Respond   Through any means you can find, respond to the negative review.  We  

will outline the steps to take to respond in a particular review site in a 
later section of this paper. 

 
Address    If your staff is not performing to their potential, address that problem.   

Offer training and support to help alleviate this problem in the future.  
One negative service review is not great but it can be dealt with.  Three 
negative service reviews can be detrimental to your online reputation. 

 
Reassure   Make it clear that through a blog post or comments associated with a  

  blog post that you have addressed the problem and you invite them to 
try out your facility.  Offer a small incentive that is redeemable with a 
special "code" word associated with your comment.  Show the public you 
want their business.   

 
Move On    Watch, but don't dwell.  Things like this happen in business.  Work hard  

to garner more positive reviews that will do wonders for canceling out 
that one negative comment. 
 

The following negative review, although not strongly vehement in its tone, outlines 
some issues that should be dealt with through a management response.  This is 
constructive criticism and gives resort management the opportunity to see what 
things would make a guest’s stay more enjoyable. 
 

 

Problems are 
outlined and 
detailed – you 
can pinpoint how 
to fix these and 
move on. 
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Here is an example of a Management Response to an unhappy reviewer. 
  

 

Make sure senior management 
responds to these negative reviews – 
it’s important for the reviewer to 
know that their problem is being 
handled from the top. 

Not only is it 
important to 
address the 
problem online 
– it is 
important to 
address it 
from within. 

Bad Reviews 
Although these will be (hopefully) few and far between, all types of business have 
rivals, and employers can make enemies.  If you ever run across a review that you 
believe is malicious in content or the origin of that review is dubious, contact the site 
or blog owner and request they take a look at it.  Most sites have ways of tracking 
posts, etc. through IP addresses and member emails.  Explain that you believe the 
poster has a vendetta against you and you'd like for the review and/or comments to 
be removed from their site.  They may not accommodate you, but it's worth the 
effort to make an attempt.  You also can mark bad reviews as “not helpful” – this 
should not hurt your standing with Tripadvisor. 
 

The content of this review is 
completely negative and almost 
vicious in its discontent.  We 
would recommend management 
ask TripAdvisor investigate the 
source and also ask them to 
voice their concerns as to its 
validity privately with 
TripAdvisor.  Do not post 
responses to these types of 
posts until TripAdvisor has 
concluded their investigation – if 
the choose not to remove the 
review – post management 
response asking the guest to 
contact the general manager. 
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Section 3 - Action and Supervision 
Once you have classified the reviews you find in your research, you must decide 
whether action needs to be taken.  Management response must be posted, contacts 
should be made, and a game plan for addressing a bad or negative review must be 
formed. 
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The number of review websites available on the web grows every d
hospitality industry, we have a few sites we actively watch and som
passive attention to.  There are tools available that can assist you 
people are saying about your website.    
 
 

 

 
 

If you 
have 30 

Minutes a
week 

Set Alerts in 
Yahoo & Google 

Check 
Tripadvisor.com 

and Yahoo! 
Travel along 

with 
IGoUGo.com 

Search your 
main keyword 

phrases – know 
what’s in the 

SERPs for your 
name, URL & 
key terms – 

OWN that page 

Comment on 
any blogposts 
you find when 

you search your 
name or URL 

s

Negative Reviews 
 

If you have 
only 10 Minutes

a week 

Not only do you need to monitor your 
reputation, you need to OWN your 
brand.  Ranking most of the listings on 
the first page of search engine results for 
your name is imperative for keeping 
negative reviews from appearing next to 
listings for your website.  This issue is so 
important; we have begun to ask our 
clients to devote at least 30 minutes a 
week to this. 

Set Up Alerts on Google
& Yahoo and subscribe 

to the TripWatch 
Newsletter at 

Tripadvisor.com for 
your area 

 
Search your key terms 

in Google & Yahoo  

(See Section  6 

**TIP** 
If your presence on the
is limited, contact your 
and request they step u
that page.  Ranking for 
one of the more simple 
good promotion compan
Bad Review
rved 

ay.  For the 
e that we give 

in finding out what 

 

Address any 
negative 
reviews 

IMMEDIATELY! 

Be aware that you 
should be spending 

more than 10 minutes a
week 

 first page of SERPs 
promotion company 
p efforts to "own" 
your name can be 
achievements a 
y can make for you. 



  

In addition to searching your reviews on TripAdvisor.com and Yahoo! Travel, you can 
set up search engine alerts
In addition to searching your reviews on TripAdvisor.com and Yahoo! Travel, you can 
set up search engine alerts in Yahoo! and Google that notify you every time a 
page is indexed and contains a keyword phrase that is important to you.  
Instructions on setting up alerts are in Section 5 of this paper. 

 
 
 
 
 
 
 
 
 

**TIP** 
 
Watching a variety of resources is important.  You don’t need to see the same 
sites every week – rotate through a list of 20 or so.  Section 8 contains a variety of 
review sites and travelogues that can help get you started 
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Ideally, we all have unlimited time 
to complete necessary projects.  
R alistically that isn't the case.  If 
y e extra time to devote to 
th s subject - all the better.  Keep in 
m nd that always viewing the 
same resources is not 
necessary; varying what you 
lo k at can give you an overall 
idea of what is being said. is being said. 

 

  
e 
ou hav

 i
 

i
 

If you have 
30 minutes 
or more per 

week. 

 
 
o 
 
 
 
 
 
 
 Take all of the 

steps outlined 
above 

Seek out travel 
blogs specific to
your area and 

become a 
regular 

contributor 

Search out 
sources at 

Technorati.com 
for your town 
city region or 

state 

Watch reviews for 
your property on 
additional review 

resources, 
outlined in Section

7 of this 
document. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

*Tip!
Buy your name in your PPC Campaigns.  If you own your search 
results page through review and directory sites, along with a 
listing in the PPC ads along the top or side, you’re saturating your 
position on the web.   

 
 
 
 
 
 
 

http://www.technorati.com/


Section 4 - Cultivation 
One of the simplest but most effective tools for cultivating reviews is the question.  
Ask.  This can be done using various methods, or come up with some new innovation 
that encourages participation in a forum or blog. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Every blog post builds a page on your 
site.  The potential is that your on-site 
reviews can show up in Search Engine 
results for your property name - this 
moves back to the goal of helping you 
OWN your brand in the Search 
Engines. 

Other visitors to the site can 
see reviews right there, without 
going to a third-party review 
site where they can potentially 
get sidetracked and end up 
booking at your competitor. 

Add a media room or blog to your current website. 
 

Allows guests to post a blog-type review or comment right on 
your website - offering YOU complete control of information. 

 
Other guests can post comments which might refute some 

negative information given.  If a guest posts that their service 
wasn't up to par, don't erase the post, respond to it. 

 
The beauty of having these reviews added directly to your site 

are three-fold 

They have to leave an email 
address to leave a post.  You 
can then have management 
contact them directly to 
resolve the problem. 

 
 
 
 
 
 
 
 
 
 

Place a business card in each room that encourages the guest to 
review their stay at one of the review sites mentioned above.  I would 
start with Tripadvisor.com and Yahoo! Travel.  Have 2 sets of cards 
and place the cards where you need the most help.  If you recently 
received a negative or bad review in Yahoo! Travel, use a card 
requesting a guest review at Yahoo! Travel in an attempt to move 
that poor review from the first page. 

Gather email addresses when reservations are made, or when 
guests register.  Following their stay, send a short email thanking 
them for their business and offering a "perk" for future business or 
referrals from family or friends.  Ask them for a review by placing 
links directly to the page your listing appears on - make it as easy as 
possible for them to share their experience with others. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Most of you give your guests a receipt when they leave.  Add a short line 
to the bottom of the receipt thanking them for their business and asking 
them to take a few minutes to review their stay.  Give 2 options so 
they can make a choice between them.  Offering choice is key to 
portraying your desire for impartial reviews. 

Overall, managing your online reputation is not difficult, but it can be time 
consuming.  Following the steps outlined above, you can effectively and efficiently 
control the reputation your name garners in the public's eye. 
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Section 5 – How to Guide 
 

Google Alerts 
Go to: http://www.google.com/alerts  
 

 

Fill in the Term, 
URL or Property 
Name, Select 
the type “News 
& WEB” from the 
dropdown. Then 
select “Once a 
day” from the 
next drop down 
and enter  the 
email address 
you want to alert 
sent to. 

Yahoo! Alerts 
 
Go to: Yahoo! Alerts
 

 

Sign up for a 
Yahoo! Id 

 
 
 
 
Once you have signed up for a Yahoo! ID – return to the above screen and sign in 
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Click on the “My Alerts” 
Tab 

Then click on “Create 
Alerts” 

On the Next Screen choose “News” 

 
 
Then Choose “Keyword News” and click on “Set Up Alerts” 

 
 
Enter the keywords or URLs, Choose “Email” and click on “Set up Alerts” 

 

Enter the Keyword, URL or 
Property Name here.  Place 
names and keyword 
phrases inside quotes and 
for the URL be sure to add 
the .com.  You will have to 
do an alert following these 
steps for each phrase/url 
you want to track 
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Be sure you check the box to 
send the alert to your email 
address.  This will go to the 
email associated with the 
Yahoo Account.  Choose the 
email address by selecting 
“Change Delivery Options” 

 
 
 



Choose “Done” on the next screen – then you will be taken to the management 
area: 
 

 

Select “News” to 
set up more alerts 
and follow the 
same directions. 

 
Don’t go overboard with setting up these alerts; just use your main keyword 
phrase along with your URL and property name.  You may want to also set up 
your closest competitor.  If you’re inundated with emails from these alerts, they will 
loose importance and become an annoyance rather than a tool. 
 

Management Response to Reviews: 
If you would like to leave a Management Response to a review in Tripadvisor, first 
navigate to that review: 
 

 

Click on “Write a review of 
this hotel” 

 
Click on “Write a review of this Hotel” 
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You will see assorted information along with this warning: 
 

                                   
 
Tripadvisor.com will not tolerate reviewing your own property – and you may loose 
your reviewing ability for doing so.  This could hinder your online reputation 
management as you will be banned from posting Management Response. 
 
At the bottom of this page you will see the link to the “Management Response Form.”  
Click on this link. 
 

 
 
You will be taken to the actual form, with some information already added pertinent 
to that review. 
 

 

Fill in all information on this form 
and submit it.  Make sure you do 
not target a specific reviewer – 
apologize for the negative 
experience and address the 
ISSUES only. 
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Subscribe to the TripWatch Newsletter at Tripadvisor.com 

TripAdvisor now offers the TripWatch newsletter.  This enables you to view recent 
reviews, specials and offers for your competition and also serves as a reminder to 
you to look at your listing and maintain your online reputation. 

Go to TripAdvisor.com

 

 

Search for your city and 
state, some cities will not 
have an individual guide. 

 

Click on the “Tourism Overview” 
for your city 
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You will see the Newsletter 
sign up about half-way 
down the page, enter your 
email address and click 
subscribe 

 

 

Confirm your email address, 
enter your zip code and 
country.  You will receive a 
confirmation email along 
with directions on customizing 
your newsletter.  You don’t 
need to do this, - the 
newsletter will contain all you 
need to know about your area 
and competitors. 
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Section 6 - Glossary 
 

SERP    Acronym for Search Engine Results Page.  These are the results given  
by the search engine when a search for a specific keyword or keyword 
phrase is performed. 

 
Blog   Common slang for the “Web Log.”  Defined by Merriam Webster  

as, “A Web site that contains an online personal journal with 
reflections, comments, and often hyperlinks provided by the writer.”  
Blog entries are listed in reverse chronological order, with the most 
recent news at the top of the page. 

Brand Brand in regards to this whitepaper is you!  The name of your hotel 
and how the public “knows” you. 

Blogpost   An article submitted to a blog.  Generally these are commented on  
and/or linked to by other blog owners and readers.  This post  can 
create a network of links and information that is very user friendly. 

Online Alert  A tool used to recognize when certain keywords and URLs are  
indexed by the search engines.  When a Google Alert is set up – every 
time a page is indexed by Google that contains the contents of your 
alert (whether it’s the URL or a keyword phrase or property name) 
Google will send an email to you notifying you of the information. 

Travelogue   A website aimed at providing information for helping people to learn  
assorted information in preparation for travel.  Generally contains 
personal reviews and recommendations of area lodging, attractions 
and dining. 

CGC    An Acronym for Consumer Generated Content.  This is information  
added to the web generated by the consumer – the people who use 
and function with these products and services.  Service and product 
reviews generated by the consumer are generally better received than 
those done by professional organizations or manufacturers or service 
providers 

Forum An online discussion group, where participants with common interests 
can exchange open messages. 
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Section 7 – Additional Review & Blog 
Resources 

 
Judy's Book – Local Search engine that is allowing reviews.  Great format and easy 
to use. 
 
OpenList.com – Review Aggregator – this site scrapes reviews from other sites such 
as Tripadvisor, Travelocity and Yahoo! Travel 
 
IGoUGo.com – This is more of a travelogue or travel journal site.  Allows reviewers 
to post articles about their trips and stays. 
 
EPinions.com – Online review site of products and services.  This is less about travel 
and more about everything. 
 
CitySearch.com – City Search offers Travel Guides to major metropolitan areas 
across the US. 
 
LonelyPlanet.com – Lonely Planet also offers a travel journal/guide format.  Articles 
focus on trips more than hotels, but it’s still important to monitor the contents of 
these sites. 
 
Yelp.com – Yelp is also a local search engine that allows reviews of everything from 
grocery stores to pizza parlors.  Hotels and other attractions are also reviewed.  
Local search is definitely the future of search. 
 
Insiderpages.com – InsiderPages is an online yellow pages that allows reviews and 
ratings of their listings. 
 
VirtualTourist.com – Offers travel reviews and guides for cities all over the world. 
 
TravelPost.com – contains travel blogs and hotel reviews for properties across the 
US.  This is an important one to watch. 
 
MyTravelGuide.com – Offers online attraction and hotel reviews for destinations 
across the world.  Allows you to collect activity information in your own travel guide 
to print and take with you on vacation or just save online.  
 
www.Fodors.com – Features destination, hotel & restaurant information along with 
reviews.  Also feature information on guide books and a forum for travelers to 
compare and discuss options. 
 

http://www.judysbook.com/
http://www.openlist.com/
http://www.igougo.com/
http://www.epinions.com/
http://www.citysearch.com/
http://www.lonelyplanet.com/
http://www.yelp.com/
http://www.insiderpages.com/
http://www.virtualtourist.com/
http://www.travelpost.com/
http://www.mytravelguide.com/
http://www.fodors.com/
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Additional Reading Resources 
 
Here are some additional resources for articles and information pertaining to Online 
Reputation Management.  If you have any questions about whether or not you 
should be doing this, these resources can help. 
 
In all instances we attempted to include free resources, but there may be some that 
require payment or subscription.  Blizzard Internet Marketing, Inc. is not responsible 
for fees incurred while accessing these articles. 
 
Amateur reviews changing approach of small businesses – SF Chronicle Sept. 3, 
2006 
 
Help for the Merchant in Navigating a Sea of Shopper Opinions – NY Times Sept. 4, 
2006 
 
The Reputation Vortex – Online Reputation Management – Terry Walsh – Available at 
Amazon.com 
 
SEO PR: Buzz-worthy or Just Hype? - Techlinks.Net - Sept. 05, 2006 
 
Reputation Monitoring & Management – SE Roundtable – Aug 8, 2006 
 
Online Reputation Management, Are You Doing It? – SearchEngineGuide.com – Aug. 
23, 2005 
 
 
 

http://www.sfgate.com/cgi-bin/article.cgi?f=/c/a/2006/09/03/BUG45KT0RH1.DTL&hw=amateur+reviews&sn=001&sc=1000
http://www.sfgate.com/
http://www.nytimes.com/2006/09/04/technology/04ecom.html?ex=1315022400&en=5fc86d2782755bf6&ei=5090&partner=rssuserland&emc=rss
http://www.nytimes.com/
http://www.amazon.com/Reputation-Vortex-Management-Business-Guides/dp/190429894X/sr=8-1/qid=1157740339/ref=sr_1_1/104-9885186-4298336?ie=UTF8&s=books
http://www.techlinks.net/CommunityPublishing/tabid/92/articleType/ArticleView/articleId/3651/SEO-PR--Buzz-worthy-or-Just-Hype.aspx
http://www.techlinks.net/
http://www.seroundtable.com/archives/004332.html
http://www.seroundtable.com/
http://www.searchengineguide.com/laycock/005439.html
http://www.searchengineguide.com/
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Carrie Hill is a Certified Search Engine Marketing and Promotion Account Manager for 
Blizzard Internet Marketing, Inc.  She specializes in Online Reputation Management 
research and problem solving with an emphasis on hospitality industry clients.  
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Specializing in all phases of Search Engine Marketing, Blizzard Internet Marketing 
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Blizzard Internet Marketing, Inc. 
 
Blizzard Internet Marketing, Inc. was founded in 1996 by Trent and Susan Blizzard.  
Today they specialize in website design, hosting and promotion for travel and 
tourism industry clients across North and South America, and in the Caribbean.  
Named one of the Top 50 Family-Owned Companies in Colorado in 2005, Blizzard’s 
mission continues today with a focus on delivering high return-on-investment online 
marketing solutions to the hospitality industry.  By specializing in hotel, resort and 
vacation rental properties, we can increase our depth of research and work to utilize 
findings for all of our clients.   

http://www.blizzardinternet.com/
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