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TripAdvisor Insights – best practices guides 
tripadvisor.com.au/tripadvisorinsights 
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Personalisation – right guest, right room  



You can take control 
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Highly engaged hotels see more results on TripAdvisor 

Atmosphere Research Group study links engagement and performance 

What makes a hotel highly engaged on TripAdvisor? 

o At least one active, verified owner 

o 10+ Management Photos on their listings 

o 25%+ of reviews receive a Management Response 
 

How highly engaged hotels perform over others: 

 

 

 

Source: “Using Guest Reviews to Pave the Path To Greater Engagement,” Atmosphere Research Group, September 2015  



The  

“Virtuous 

Circle” of Guest 

Engagement 

Source: “Using Guest Reviews to Pave the Path To Greater Engagement,” Atmosphere Research Group, September 2015  
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Hotels that ask for reviews perform even better  
Systematic review collection amplifies “Virtuous Circle” benefits 

Highly engaged hotels that prompt every guest to write a review with tools like the 

TripAdvisor Review Collection Platform (RCP) see: 

o Up to 80% more reviews per month over previous numbers 

o POP ranking visibility to 3 of every 4 travelers exploring their markets 
 

Other key performance metrics of highly engaged hotels using RCP:  

 

 

Source: “Using Guest Reviews to Pave the Path To Greater Engagement,” Atmosphere Research Group, September 2015  



Top factors that drive the most traveler 
engagement on hotel pages: 

Number of photos 

Methodology 
1For the purpose of this study, TripAdvisor analyzed data for a sample of accommodation properties from the 25 most reviewed cities* on the site from 7 July to 7 August, 2014. 

The study reveals how review ratings change based on management response rates and the level of traveler engagement (defined as page views per session and booking 

enquiry clicks) relative to various content factors such as the number of reviews, photos, videos and rate of review responses from management. 
  

*Cities included in study sample are: London, Rome, Paris, New York City, Las Vegas, Barcelona, Orlando, Milan, Florence, Bangkok, San Francisco, Istanbul, Amsterdam, 

Berlin, Madrid, Prague, Edinburgh, Venice, Chicago, Buenos Aires, Singapore, Dublin, Marrakech, New Orleans. 

Number of reviews in the past year 

Total number of reviews 

Management responses in the past year 
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Strong correlation between average review rating and rate of 

management responses 

TripAdvisor Property Engagement Study, TripAdvisor site data, July 2014 

(data for attractions) 

Management  
Response Rate 

Ave Review Rating  
(out of 5 bubbles) 

0% 4.27 

5%-45% 4.44 

45%-80% 4.50 

80+% 4.63 
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Australian businesses are using Management Resources 

Opportunities for some businesses to connect more closely 

AUSTRALIA 
Total 

Properties 

% Total Properties w/ 

Registered Owners 

% of Properties w/ 

Registered Owners using 

Management Center 

Resources 

Accommodations 15,585 64.7% 83.6% 

Attractions 12,184 35.3% 83.3% 

Eateries 52,301 16.5% 79.3% 

Total 80,070 28.8% 81.9% 



Photos are essential 

Adding photos on a 
TripAdvisor property page 
results in 138% more 
engagement from 
travelers 
 
Properties with at least 
one photo see a 225% 
increase in the likelihood 
of a booking inquiry 
 
Those with 100+ pictures 
see an increase of 151% 
in the level of 
engagement compared to 
businesses with no 
pictures 

 

TripAdvisor Property Engagement Study, TripAdvisor site data, July 2014 





Administrative tasks for managing your 
listing  



Performance management 
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Management Center Resources 



TripAdvisor reviews are largely positive 

Source: TripAdvisor. Percentage of all ratings, January 2014 

48% 

30% 

12% 

5% 

5% 

Average Review Score:  

4.12 



Review Express 
Easier than ever to ask guests to write a review on TripAdvisor! 

• Engage with guests after they 

have stayed to encourage 

valuable feedback for your 

business 

 

• Use customizable templates to 

easily email recent guests 

 

• Use campaign dashboard to 

monitor incoming reviews and 

optimize campaigns 

 

• It’s FREE! 
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How did we arrive at Instant Booking? 

Source: TA internal data 

o TRIP Mobile traffic growing 200% YoY 

 

o 195MM App Downloads 

 

o Mobile now half of all TripAdvisor traffic  
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How did we arrive at Instant Booking? 

o Users lose 

momentum when 

leaving TRIP mobile 

web/app to book on 

partner sites.  

o Different UI 

experiences in 

handoff leads to high 

bounce rates. 

o We asked - “Is there a 

better way?” 
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Meta Search 

 



DESKTOP INSTANT BOOKING 
• Target motivated desktop users with a simple and efficient booking flow 
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