
 
 

 
 

Unhappy customers have never been a problem 
 
 
Nowadays hotels - like all businesses - are under constant threat from the web. It has given a 
voice to many people. Perhaps, too many. 
 
It doesn’t matter whether you are ignorant or cultured, polite or impolite, smart or stupid; you 
can help ruin any company just by writing a bad review on the web, even anonymously. 
 
And I consider this to be one of the highest forms of democracy. 
 
In the hotel business this situation has become a major concern for owners, managers, 
receptionists and staff, and even for third party services such as laundries, housekeeping and 
so on. 
 
A bad review on TripAdvisor can ruin your day; a low rating on Booking.com could cost 
someone their job. 
 
A chopping block for the heads of the hotel owners and all of their staff. 
 
In the past someone did try to ignore and even fight against this system; he wasn't heard of 
again. 
 
Almost everyone, down to the last lost landlord, understood that the main rule is to avoid bad 
reviews, even if it means changing manager every year. 
 
Yes, because the poor manager is the real victim of the system; he has been transformed from 
an authoritarian leader to a hapless punch bag at the mercy of customers and the owners, who 
accuse him of incompetence and assail him in meetings, WhatsApp and phone calls at all hours 
of the day and night. 
 
At first the poor manager rolls with the punches, then he springs up like a wrestler and calls for 
renovations, restructuring and staff training courses. 
 
The result? Fired. Unceremoniously fired. 
 
If you are a hotel manager I’m sure you have already experienced this situation either directly or 
via your ADA colleagues. 
 
If you are a hotel owner, I know you believe in your actions, and that numbers speak for 
themselves. 



 
 

 
 

 
If you are part of the staff, I know what you think of your manager but I don’t want to write it here 
because it’s unkind. 
 
The good news is that we were all wrong about everything. 
 
It seems that the common most important issue for properties all over the world is not bad 
reviews, but good reviews. 
 
It’s not my opinion, it’s Forrester’s in the book The Power of Moments. 
 
The research, covering 120,000 companies, including hotels, shows that 80% of them focus on 
bad reviews and low rankings, seeking an average satisfaction score and even more important, 
trying to avoid bad word-of-mouth publicity and brand dissatisfaction. 
 
On the other hand, the research demonstrates that focusing on good reviews to improve them 
to excellent yields nine times more benefits for the brand.  
 
900%. A jackpot! 
 
For the hotel business this means that for brand management it is much better to focus on 
satisfied customers and raise their satisfaction to an exalted level rather than reduce the 
complaints of disgruntled or ungrateful customers. 
 
I have thought about this, and it makes sense. 
 
To hide one bad review you need at least ten good reviews and maybe it’s not enough, because 
a bad review is carved into the virtual rock. 
 
Positive reviews take you closer to excellence; but why are they so important? 
 

● Anyone who reads an excellent review wants to jump on the bandwagon - he or she will 
book immediately so as not to miss a unique opportunity 

● If you sell excellence, price is less important and is not comparable to competitors 
● The customer satisfied beyond his or her expectations will be subconsciously grateful, 

and will shout out to the world about their winning choice 
● Positive reviews generally reduce the importance of negative ones 
● Last but not least, super satisfied customers will become, according to Seth Godin (the 

American web marketing guru), a viral social media sneeze of your quality, an 
ambassador, a free marketeer.  

 

https://go.forrester.com/
https://www.prnewswire.com/news-releases/forrester-and-the-heath-brothers-announce-partnership-to-create-breakaway-cx-with-client-firms-300489021.html


 
 

 
 

Imagine if all your customers were super satisfied, you wouldn't need marketing campaigns 
because you would already have their independent and spontaneous opinions. 
 
And today with the switch from B2C to C2C (Customer to Customer) this is the turning point for 
companies. 
 
Briefly, the fewer viral ambassadors that you have the more you have to invest in advertising 
and marketing to convince customers that your hotel is the best. 
 
I don’t know if you agree, but I suggest you focus on reasonably satisfied customers and 
dedicate the same resources to convert them into super satisfied customers. 
 
This is our strategy, and it definitely works.  
 


