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In hospitality today, what matters most cannot always be
seen on a checklist. The guest experience has become the
defining product, shaped not just by the room or the view but
by every moment of interaction and ease. A warm greeting, a
seamless digital check-in, a timely response to a simple
request. These are now the hallmarks of value. As
expectations rise, so does the need to measure what truly
moves the guest. This is where guest experience
benchmarking steps in, not just as a performance tool but as
a strategic lens for building loyalty, trust and lasting
impressions.

In today’s hospitality landscape, the guest experience is no
longer a by-product of operations, it is the product that
matters the most. The value of a stay is now measured less by
amenities/hard goods and more by how a guest feels.
Frictionless check-in, a kind smile, or a prompt response to a
guest message on WhatsApp or text message can mean the
difference between a returning guest and a lost opportunity.
This shift has redefined benchmarking. It’s no longer about
performance metrics; it's about measuring the guest
experience in ways that actually move the needle.

Modern travellers expect more than efficiency, they expect
empathy. According to PwC, nearly a third of customers will
walk away from a brand they previously liked after just one
negative interaction. In hospitality, the cost of that
disconnection is steep: fewer bookings, weaker word of mouth,
and diminished lifetime value all impact the long-term RevPAR
Index.

Recent data reinforces this. Between Q12024 and Q12025,
over 10 million guest reviews were analysed across 11,200
hotels. While overall review volume rose slightly, the tone of
those reviews shifted. Improvements were seen in areas tied to
human interaction, particularly guest comments about staff
and service. These improvements were modest but meaningful,
pointing to rising expectations and better delivery on
emotional value.

However, the same data showed that negative feedback
remains persistent in certain areas, especially around
cleanliness and room quality. This highlights the dual role of
benchmarking: it's not just a performance tracker, it’s an early
warning system for guest dissatisfaction.

Benchmarking is evolving from numbers to nuance. Guest
experience-focused benchmarking now analyses what guests
are actually saying, whether in public reviews, post-stay
surveys, or direct feedback. And the strongest positive signals
come from human touchpoints: service delivery,
communication, and staff behaviour. These aren't just abstract
values, they’re measurable indicators of how a property is
experienced emotionally.

Hotels with faster response times and higher engagement on
review platforms, especially in the luxury segment, are seeing
noticeable improvements in sentiment. Guests not only expect
feedback to be acknowledged, they now expect it to shape
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future stays. That’s why response time and tone are becoming
benchmarks in their own right.

Today’s guest journey plays out across more than just the
property. From booking engines and mobile apps to social
platforms and digital surveys, the guest experience starts long
before arrival and extends well past checkout. In Q1 2025, over
60% of global guest reviews came from just three platforms:
Google, Tripadvisor, and Booking.com, each increasingly driven
by experience-related content rather than facility checklists.

Hotels that benchmark across these channels gain a clearer
picture of what guests value, and where breakdowns occur.
With nearly 92% of post-stay surveys completed in the same
period, it’s clear that guests are willing to share, if the feedback
loop feels responsive and relevant.

One of the most valuable uses of guest experience
benchmarking is prediction. Properties that anticipate where
the guest experience breakdowns are likely to occur, especially
during high occupancy periods, can make small operational
adjustments that have a large impact on guest perception.

The data shows that guest satisfaction tends to dip slightly
during peak periods unless service levels are actively managed.
In regions with lower growth in review volume, satisfaction
levels still improved, suggesting that steady volume with
consistent service often delivers better results than scale
alone.

This predictive approach helps operators plan staffing,
streamline service processes, and respond before issues
escalate. Guest experience benchmarking, in this context,
becomes a planning tool as much as a feedback mechanism.

The most effective benchmarking strategies don’t just sit in
monthly reports, they're put into action daily. Hotels that
distribute guest experience data to on-the-ground teams see
measurable results. When housekeeping, front office, and F&B
teams have visibility into what guests are saying today, not just
last month, they can adapt quickly and directly.

In Q1 2025, improvements in response rates and service
consistency were linked to properties where review feedback
was made available across departments. This shift towards
democratised data is crucial. Guest experience, after all, is
delivered in real time, and that’s when the data should be used.

Guest experience is no longer a soft concept. According to
Bain, increasing guest retention by just 5% can lead to profit
gains of up to 95%. That level of impact demands serious
attention, and serious measurement.
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In future, guest experience will be treated not just as an
operational metric, but as a brand equity indicator. We're likely
to see more hotel groups publish experience indexes, not only
to differentiate themselves, but to demonstrate alignment with
ESG goals, inclusivity, and emotional well-being.

The Reviewpro Q12025 Guest Experience Benchmark report,
spanning millions of mentions and reviews, makes one thing
clear: experience is measurable, and its value is rising. Hotels
that understand how to track, compare, and act on the guest
experience will not only improve their service, they’ll
strengthen loyalty, reputation, and revenue.

“Experience” is the new currency. And benchmarking is how we
assign it value.



Powering hospitality
around the clock

Shiji is a global technology &h -
: o
company dedicated to 90.000+ ‘)
provif:iing innovative - Bt g 200,000+ 5,000+
solutions for the hospitality Shiji technology F&B customers employees

industry, ensuring seamless

operations for hoteliers. | i
38 ©
Oul ot nalat i  offices es
ur deep industry expertise WoHdwide ohtrod

and cutting-edge techno-

logy empowers the world’s

most demanding hotels to global $£!'l(l)_0+ @ %?oryio
: miwion ) ==

zf;Zfdt:%E:eSt experience gtégﬁgsrt yearly revenue nationalities

The best hotels P e

run on Shiji —
day and night

SHUI
PLATFORM

)
¥ " . > ¢
5 TWILIGHT : INFRASYS /
w DATA + Al POS i
v ASTRAL 4
b )

PAYMENTS

STELLARIS

Discover what 25 : DIGITAL
Shiji can do 4
for you £ o o

shijigroup.com



