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BASIC PRINCIPLES 

Online reputation management refers to how brands respond to 
customer’s reviews, comments and or inquiries. 

“71% of consumers say online reviews are 
important when considering making a purchase 
in specific categories such as electronics, 
appliances, home décor, and more.  
 
57% of women consumers check online 
reviews for certain categories while 43% check 
reviews for all purchases” 

- Business.com 

The two most basic concepts to manage reputation online are: 

• Understand what people think and say about your brand 

• Actively act on the conversation 

Effective management is based on: 

• Monitoring mentions: There are systems that can aggregate, or 
you can have a person dedicated to managing sites regularly. 

• Responding quickly: Some review sites like Yelp and Facebook 
show how likely and fast a company answers to a question, 
inquiry or review. 

• Being transparent: Consumers expect transparency, authenticity 
and accountability. Respond in an honest way and avoid canned 
answers. 

• Being prepared for a crisis: Just in case, have a crisis 
management procedure and script.  

• Addressing criticism: Don’t get defensive and focus on solutions. 
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THE FIRST STEP 

Request Feedback 

Get ahead of the game and control the conversation from the 
beginning by inviting your satisfied customers or biggest followers to 
leave reviews for you on the preferred channel.  

In order to request the reviews, you could send targeted messages to 
a small group of followers each week. This can be by email or private 
messaging on one of the platforms where they follow you. The content 
of the message is an ask to provide honest feedback about the 
company or brand and a link to one of the big review sites, such as 
Google My Business, Yelp, or Facebook. 

Basic elements of the message: 

• Let your customer know that you’re asking for a “favor.” 
• Let your customer know how much of their time this will take. 
• Tell your customer how much their review means to you. 
• Tell them that you’re looking forward to reading their review. 

Influencers can be a very good source of quality reviews. 

Frequency 

A high and constant stream of reviews will affect your rankings and 
how visible you become. That is why you do not reach out to all 
followers or ambassadors at once but instead do it in groups. 
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RESPOND TO EVERY REVIEW 

To respond to reviews you need to know that they are happening. 
There are many review management software offerings that 
consolidate reviews across all platforms and locations into one 
dashboard. You can also just concentrate on the places that you know 
people are actively sharing reviews: 

• Yelp 
• Google 
• Social Media Channels 
• Amazon 
• Glassdoor 
• Angie’s List or similar review sites 

Negative Reviews 

Negative reviews can be scary but can’t be ignored – they are 
opportunities. There are unhappy clients everywhere no matter how 
fantastic your product or service is. How you manage those clients can 
say a lot about your brand. It shows that: 

1. You are listening 
2. You care 
3. You are willing to solve the problem 
4. You follow up 

It may ease the reservations some potential customers may have 
about buying your product or service if they know that you will take 
care of them if things don’t go according to plan. 

Positive Reviews 

It is easy to ignore positive reviews because they are not the squeaky 
wheels. However, positive reviews are an opportunity to make an 
ambassador out of a happy customer. It is especially important to 
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follow up on positive reviews quickly if you actively asked them to 
review you. Thank the customer, let them know about related products 
you offer or new products coming soon, and invite them back and 
create a community. 

Competitor’s Reviews 

It is a good idea to monitor competitor’s reviews. This will actually let 
you know more about what your target audience is looking for and 
how your competitor may (or may not) be performing.  

It may serve as new product or service research and alert you about 
possible new opportunities for your business. As an example, 
reviewers may be complaining about how a running shoe becomes 
damaged after getting wet a couple of times. Now you know that 
impermeability is something you should consider when developing 
your next running shoe. 

Reviewers may also complain about you in your competitor’s reviews. 
This is valuable information that they are not sharing with you and you 
should know. Don’t reply on your competitors site or page. Just listen 
and make note. 

  



 
 

 - 7 - 

KEEP IT PROFESSIONAL 

It is easy to get mad or disappointed with a person that leaves a 
negative review. Do not get defensive or hostile towards the reviewer. 
It gives a very bad impression to anybody reading the response.  

• Start with empathy for the situation and the reviewer. Some 
people just want to be heard. 

• Offer a solution. Don’t make excuses or place blame on 
somebody else. Move on and concentrate on a remedy. 

• If things are becoming too personal or sensitive topics are 
brought up, take the conversation offline by offering a way to 
contact a real person that can hear them and provide help. 
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