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MISSION: TO BETTER CONNECT HOTELS AND GUESTS

24,000+    Hotels in 143 Countries

SaaS Tech Company
Offices in San Francisco, Singapore, Sydney, Dubai, Amsterdam, New York

100+ Full-time Employees

$33 Million in Funding



ASIA PACIFIC CLIENTS



HOW DO YOU MEASURE GUEST SATISFACTION?

Post-Stay Surveys?

Comment Cards?

Online Reviews?

Social Media?

1:1 Conversations On Site?



THE CHALLENGE
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How do you take control of feedback to make it work for you? 



THE POWER OF EVERYTHING TOGETHER

On-Site 
Surveys

Post-Stay 
Surveys, 
GSS

Online 
Reviews

Social 
Media



TRADITIONAL GSS

Direct booking
cost



WHY WE LOVE TRADITIONAL GSS

Uniform responses

You can require answers

Private and safe

Already integrated in bonus structures



WHERE TRADITIONAL GSS FAILS

Doesn’t get at the heart of guest 
feedback

Doesn’t take into account how booking 
decisions are made today

Doesn’t drive new bookings



COMPARE

How would you rate your breakfast experience?
0    0    X    0    0    0    0    0    0    0 



COMPARE



WHERE TRADITIONAL GSS FAILS

Doesn’t get at the heart of guest 
feedback

Doesn’t take into account how 
booking decisions are made today

Doesn’t drive new bookings



USER REVIEWS INFLUENCE BOOKINGS

• 26.5% of TripAdvisor visits occur in the last five days prior to the 

reservation. 

• The proximity of visits to TripAdvisor to purchase indicates that user 

reviews are some of the final and pivotal criteria in the hotel selection 

process. 

* Source - Cornell University “Impact of Social Media on the Hotel 

Industry”



WHERE TRADITIONAL GSS FAILS

Doesn’t get at the heart of guest 
feedback

Doesn’t take into account how booking 
decisions are made today

Doesn’t drive new bookings



WHERE TRADITIONAL GSS FAILS

Guest reviews have a significant impact on hotel 
conversion rates as well as the rates that 
travelers are willing to pay. 

• Given equal prices, travelers are 3.9 times 
more likely to choose a hotel with higher 
review scores

• When hotel prices are increased for hotels 
with better review scores, 76% travelers are 
more likely to book the hotel with the higher 
score despite the higher rate.

Source: NYU, Sept 2014



THE OPPORTUNITY

Valuable feedback 
is underutilized 

and locked away

Feedback needs 
to be amplified to 
maximize revenue

More bookings, more $$$

ONLINE

REVIEWS
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MARKETING

IMPROVED

RATINGS

OPERATIONS 

IMPROVEMENTS

Opportunity is lost



POST-STAY SURVEYS



POST-STAY SURVEYS



POST-STAY SURVEYS WITH TRIPADVISOR SUBMISSION

SOURCE: TRIPADVISOR, JUNE 2014, BASED ON DATA FROM SEPT. 2013–MAY 2014

Review Frequency

409% increase 

in volume

Review Origin

3 out of 4 come from 

Revinate platform

Popularity Index

15% average increase

(up to 70% or 60 spots)

409%
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REVINATE PROMOTION: ROI

Ratings impact
For every 1 point increase in 

rating, the odds of being 

selected increase by 14.2%

Cornell 

University 
School of Hotel 

Administration

Reviews impact
For every new review a hotel 

receives, its odds of being 

selected increases by .2%

+14.2%

+.2%



LAS SUITES:  A SUCCESS STORY

21

Reviews 
Pace, Total 
Reviews

Review 
Rating

TripAdvisor
Popularity 

Index

134

51
INCREASED 

REVIEW SCORE 21% 
FROM 3.7 TO 

4.5

INCREASED 
GUEST FEEDBACK 

BY

710%
YTD



HOTEL.BRUSSELS:  A SUCCESS STORY

22

Reviews 
Pace, Total 
Reviews

Review 
Rating

TripAdvisor
Popularity 

Index

34

9
INCREASED 

GUEST FEEDBACK 
BY  

350%
YTD

RECEIVED

41% 
MORE POSITIVE REVIEWS 
THAN WITHOUT SURVEYS



MORNING STAR EXPRESS: A SUCCESS STORY

23

Reviews 
Pace, Total 
Reviews

Review 
Rating

TripAdvisor
Popularity 

Index

24

5
INCREASED 

GUEST FEEDBACK 
BY  

200%
YTD

INCREASED 
REVIEW RATING 

FROM 3.8 TO 

4.1
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