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How to Manage Online
REVIEWS FOR YOUR BUSINESS

Online reviews are an important aspect of your business, whether you 

want them to be, or not. Good or bad, they are not something you can 

simply opt out of. And yes, managing them can be a daunting task.

Depending upon the size of your business, the number of locations, and 

the volume of reviews you receive, you will need to optimize, prioritize, 

and be very selective in vetting which reviews to respond to, and how. 

For large organizations with numerous locations, and a high volume 

of reviews, the objective may seem insurmountable. Having a clear and 

de�ned strategy is a must. You don’t need to respond to every review, 

but you do need to de�ne what reviews are important to your business 

and to consumers, and how you will identify and respond to them.

This quick-start guide will provide 

the framework you need to begin 

establishing an online review 

/reputation strategy.

WHERE DO
YOU BEGIN?
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First, not all reviews require or need a 

response. If the review includes derogatory or 

degrading comments and the language and 

opinions are irrational or the reviewer is a 

“regular or frequent” complainer, it may be 

better left alone.

Additionally, if the comment or review is found 

on a small or obscure website, and is biased or 

unfair, you may be better served to leave it 

alone rather than draw attention to it. 

On the �ip-side of this, ALWAYS respond to 

legitimate and genuine concerns and opinions, 

negative or not.

DECIDE IF YOU
NEED TO RESPOND

No matter how careful you are about your customer experience, a simple fact of life is that 

bad reviews will happen— there’s even an entire YouTube series devoted to how ridiculous 

one-star reviews can be. Try not to take anything personally, and recognize that there’s 

probably something truthful and useful to what a disgruntled person is saying, even if they 

could have said it a different way. When it comes to review responses, as Chris Carlson 

says, “You must be authentic to be credible.”

DEALING WITH
NEGATIVE REVIEWS
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With negative feedback, you need to take the HEAT. This commonly-used customer service 

acronym is a great guideline for how to deal with a customer who may be emotional about 

what happened and make them feel like they’re taken care of. The four steps are:

Hearing your customer out takes care of itself in this 

example, because they’ve already written their review, 

but it may be useful to give them space to provide more 

details. Empathizing means acknowledging their 

experience, regardless of whether you think those 

emotions are justi�ed or not. Once you show that you 

empathize, you should apologize for their experience— 

it matters. Again, this has nothing to do with who is 

right or wrong. You don’t want anyone who comes to 

your business to have a bad experience, right?

The �nal step is the most important one, and that’s to take action. Let them 

know that their complaint has been heard and you’re going to do 

something about it, even if it’s as simple as, “We’re going to talk to the 

people involved and take a closer look at our policies around XYZ.” Many 

times there’s not all that much you can do after the fact, but capping your 

response off with action is how you give it forward momentum.

Your audience is much bigger than one dissatis�ed customer. Think about 

all the people who are thinking of patronizing your business who have 

decided to check out some negative reviews �rst. Your response to an 

unhappy customer is an opportunity to show everyone else that you take 

criticism seriously, are interested in improving, and that you care about 

your customers and want them to have a great experience. 

From this vantage point, suddenly your negative reviews become some of 

your best advertising.

HEAR
THEM OUT

EMPATHIZE APOLOGIZE TAKE ACTION01 02 03 04
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RESPONDING TO 
POSITIVE REVIEWS

The other side of the coin is responding to positive reviews, 

and there are two big reasons to include that as part of your 

account manager’s day-to-day activities. For one thing, it’s 

important to show your customers it matters to you that they 

had a stellar experience and that you appreciate that they 

took the time and energy to leave you feedback. For another, 

you don’t want to give off the impression that the only way to 

get your attention is to leave negative feedback.

If a customer has already taken the time to log into their 

account and �ll out a positive review, it means that they’re 

pretty motivated to share their experiences with others. This 

is exactly the type of customer who can become an advocate 

for your brand, so treating them well should be a top priority. 

That doesn’t necessarily mean you’re always giving out 

freebies to anyone who leaves a positive comment— you’d 

be surprised how far a simple “thank you” will get you.

The other reason you need to respond to positive feedback is to show that bad reviews 

aren’t the only way to get your business to engage. Think about it from the perspective of 

someone browsing your reviews: a business that only communicates with customers when 

something goes wrong is going to seem a little self-interested. People are interested in 

brands that genuinely care about their experience, not just what makes them look bad.
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Whether it’s responding to good reviews or bad reviews, you want to make sure that you’re 

not overdoing. You don’t want to come off as a “helicopter brand” that can’t let the slightest 

bit of feedback go uncommented-on. Find a reasonable balance, and whenever a new 

review is posted, ask yourself if it’s something that someone would want you to address or 

if it stands well enough on its own.

However your accounts are managed, there are 

amazing opportunities that come from having a 

business with multiple locations on review sites. 

Reviews mean you get individualized data streams 

about each different satellite location, and so it’s a 

good idea to consider what KPIs might be useful to 

track to compare locations. You can use those 

insights to make improvements throughout your 

organization.

Review average isn’t the be-all-end-all, but it’s the 

�rst thing a user will look at if they’re thinking of 

visiting your business. Keep in mind that, unless 

you have a very high volume of reviews, one 

review can really swing a rating. For monthly 

reports, it’s useful to sort reviews into three 

categories: positive, negative, and neutral. After 

that, you’ll also want to look at the number of 

reviews. Like we said before, motivating someone 

to jump online and take the time to share their 

experience is a big accomplishment, so you want 

to be aware of which locations are particularly 

successful at it. 

THE KPIs TO TRACK
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If your business has multiple locations, managing online reviews becomes even more 

important. You might already have pro�les for satellite locations that you aren’t even 

aware of, created by customers or even a proactive employee. If you’re not doing 

anything to make sure that your brand voice, policies, and procedures are standardized 

in a way that makes sense for your company, you could run into some major trouble 

down the line. At the same time, each listing should re�ect the peculiarities and unique 

quirks of each location.

Overall, it’s a tough job to manage online reviews for a business with multiple locations, 

but with the right insights and tools you can make a plan that helps you incorporate 

feedback, boost referrals, and make the kind of personal connections between individuals 

and your brand that creates advocates for your company. 

We’ll �rst focus on reviews customers leave for your business, and then look at Glassdoor, 

which lets employees give anonymous feedback about your company. Let’s get started.

Another useful thing to look at is a visualization that sorts complaints by category. A pie 

chart, histogram, or bar graph is a great way to quickly compare locations at a glance to 

be able to �gure out what’s really going on at each spot. Theoretically, your complaint 

distribution should be similar among locations, so if there’s some sort of discrepancy 

it’s worth investigating what factors could be creating a better or worse breakdown.

ONLINE REVIEWS FOR 
MULTIPLE LOCATIONS
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CREATE SEPARATE LISTINGS
FOR EACH LOCATION
For major online review sites, it’s standard policy that each of your business’s separate 

locations have its own individual listing. Facebook lets you have a separate brand page 

for your overall business, but you still need individual listings as well for each location.

While it’s natural to want to be able to take advantage of your brand’s great overall 

reputation for all your locations, there are a lot of great bene�ts to having individual 

listings for each location. For one thing, it makes it much easier to track each satellite’s 

performance and hold them accountable for their successes and failures. For another, 

you can use it as an opportunity to collect data and run experiments that can inform 

your business strategy.

Getting started varies for each major platform, 

but most of the guiding principles are going to 

be the same. Glassdoor is a special case, so 

we’ll get to that later on. Consistency across 

listings is incredibly important for SEO 

purposes, so make sure that the NAP (Name, 

Address, and Phone Number) is identical on all 

platforms. Double checking how the address 

comes up when you click through to the map 

feature is a good idea as well— you don’t want 

your customers ending up in a parking lot 

around the corner (and possibly by a 

competitor’s location). Review Trackers has a 

great collection of links to all of the resources 

you need to get started managing your 

business’s listings on the major review sites.
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WHY YOU SHOULD USE ONE 
CENTRAL ACCOUNT TO MANAGE 
LISTINGS FOR MULTIPLE LOCATIONS
If you have multiple locations, and especially if it’s a pretty large number of locations, it can 

be tempting to leave it to each individual satellite to deal with their own listings. We’ll get 

into the right way to do that a little later, but for now, there’s a key pitfall we need to avoid, 

which is spreading the administration of these listings across several accounts. Instead, 

you need to upload (or claim, if the location is already listed) all of your locations from a 

single, centralized account.

There are several reasons you need a central account for multiple listings. For one thing, 

you want to make sure that you don’t run into problems down the line if you’re dealing with 

turnover or transitions. One account means that you won’t lose access to a particular 

location’s listing if someone changes job titles, and it lets you streamline the transition 

process. If a key piece of information changes, you need to be able to update all of that info 

at once, not chase people around to make sure a key phone number or URL is up-to-date.

Google and Facebook have bulk 

uploading features to make that 

easier, allowing you to put all of your 

info into a spreadsheet and then 

generate listings from document. 

Yelp also has this functionality, but 

only if you’re paying for a premium 

account. You get a lot more than just 

bulk uploads for your money, so it’s 

worth considering if the other 

features, like embedding a call to 

action or removing a competitor’s 

ads from your page, appeal to you. 
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For Google, getting all your locations on a single account means that all of the data feeds 

into AdWords, which is useful in and of itself. It also lets you do broader keyword research 

to help you re�ne your content strategy. For Yelp, all of your listings will feed into their 

Business Analytics dashboard to help you identify key trends over time and track 

engagement. For Facebook, you can use Locations to do similar things.

Once you have gotten through the work of getting each location’s listing established 

online, it’s important to remember that you need to spend some time thinking about 

how to individualize them.

Some shared brand imagery is certainly useful, but keep in mind that you’re mainly 

catering to a mobile audience trying to �gure out where to go so pictures from each 

individual location are crucial. You also want to make sure you cover any speci�c 

quirks of each satellite: hours, entrance location, accessibility, etc. This also helps 

each listing feel more personal and less corporate, which is always a good thing.

TAKE THE TIME TO 
INDIVIDUALIZE EACH LISTING

One thing to be careful of if you’re in a bigger company is making sure that you’re 

looking at reviews that are actually in your line of business. A large company may 

have several branches, of�ces and outlets. It can useful to not have all of these 

reviews lumped together, but it also means that you need to be careful that you’re 

looking at the right information when you sit down to respond to reviews.

MAKE SURE YOU’RE LOOKING 
AT THE RIGHT REVIEWS
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WHO SHOULD MANAGE
EACH LOCATION’S PROFILE

The main job of handling multiple 

listings for your business isn’t simply 

getting them online. It’s doing the hard 

work of actually managing the 

account—speci�cally, responding to 

reviews and being the voice of your 

business. There are several factors you 

need to consider when deciding who 

should take the lead. On the one hand, 

you need to make sure that your 

business’s brand, voice, and values are 

consistent in everything you do. On the 

other, each location is going to have its 

own individual quirks and, especially with reviews, you want to make sure that whoever 

is responding has some knowledge of the people and processes involved. Basically, it 

can be tricky to �gure out where account management should live, whether it’s in the 

hands of marketing, management, customer service, or even human resources.

Different companies are going to have different answers to developing a framework for 

managing multiple listings, but there are some guiding principles here that will remain 

the same. Voice and tone are key ingredients for your brand’s identity and image online 

and that certainly extends to how you handle reviews. That means you need to establish 

clarity for anyone who touches your online reviews: guidelines, training, and a clear 

chain of command if something needs to be escalated. There need to be consistent 

standards for brand voice, how customers are addressed, response time, type and 

quality of remedy and follow-up. You want to have consistency across your locations, or 

you’ll create a situation where a customer walks into location Y and says, “Well, when I 

went to location X, they told me this.”
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Many companies deploy a hybrid structure to try to come at this problem from all angles. 

There will be someone who “owns” each location’s account, but also a set of standards for 

when to pass a particular issue off to another person or department. It’s important to make 

sure this person can identify when something is out of their scope and get someone with 

more knowledge or authority involved.

What’s more, customer service and marketing should each have someone with access to 

your business’s accounts because managing reviews is really a little of both. You need to 

identify the root issue of a customer’s problem and �nd a way to take responsibility and 

remedy that in a meaningful way. At the same time, all of this is happening in the public 

eye so it’s important to consider how it will look to the next user who is looking up reviews 

of your business. That could mean that customer service drafts something and runs it by 

someone in marketing, or that marketing asks customer service what’s doable before 

actually writing the response. 

However; you want to �t online review management into your business operations model 

is �ne, you just need to realize it has a broader scope than it might seem at �rst glance and 

strategize accordingly.
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MANAGING ONLINE REVIEWS ON
6 OF THE MOST IMPORTANT PLATFORMS

Managing your company’s online 

reviews is clearly important, but you 

need to use your resources as 

economically as possible.

This means knowing which platforms 

deserve your attention the 

most. What follows are the six 

of the most important platforms. 

Spend your time on all of these at 

first and, over time, it should 

become obvious which ones are 

most relevant to your company. 

As you probably already know, a lot of people depend on 

Yelp to help with their buying decisions. In fact, 145 million 

visitors visit Yelp every single month. So, yes, it’s important 

that you manage your online reviews on this site.

The �rst thing to do is make sure your account is updated. Among other things, this means 

providing up-to-date, �attering images of your business. Include any social media 

platforms you’re on, as well.

This will be a reoccurring theme for all these platforms, but should you ever receive a 

negative review, you need to respond. No matter what, do not �ght �re with �re. Remain 

polite, explain what happened in your words, offer an apology, and, if applicable, tell the 

reviewer how you’re addressing the situations so the issue doesn’t occur again. 

1
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In many ways, Google is similar to Yelp in that you need to 

keep a close eye on customer feedback and do your best to 

make amends when they’re negative.

Google is also very open to removing inappropriate reviews so be sure to exercise this 

option whenever possible.

Remember, too, that Google pulls information from other sites. Search for your company’s 

name – and any common variations of it – and you’ll see which sites it relies on the most. 

Focus on improving your online reviews on those sites and you’ll see positive results.

2

Speaking of companies Google depends on, you should 

de�nitely focus on what’s being said about your business 

on Facebook.

The big advantage you have with Facebook is that people return to the site constantly. On 

average, users spend 35 minutes on it a day.

This is important, because it means your response to a negative review can open a 

dialogue. The person who left it will see your explanation, so as long as it’s polite and 

sincere, you have a very real chance to turn things around.

Better still, anyone who chimes in or reacts to the comments will see your responses as 

they roll in, as well.

3

Managing your online reviews on G2 Crowd is exceptionally 

easy. After all, the site is literally designed to help companies 

in the software market analyze the feedback they receive.

More than that, G2 will provide you with insights about your business’ name recognition, 

which marketing efforts are paying off the most, and what kinds of conversations involve 

your company.

3
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If negative reviews arrive, you can take the standard approach of responding to them and 

trying to rectify whatever problem led to it. This is always a good idea, but it’s especially 

powerful on G2 Crowd considering that more than 37,000 people visit this site every night 

speci�cally to look for software. It’s a niche site that caters to a speci�c industry. People go 

beyond just seeing how many stars a company received, so de�nitely spend time politely 

giving your side of the story when a bad review comes in.

Furthermore, it’s never a bad idea to invest in some PR, but it will be even more helpful if 

you’re trying to do well on G2 Crowd. This site pulls from millions of web pages, blog posts, 

and social media platforms. It’s constantly mining the opinions of the software industry’s 

in�uencers, so make sure they’re saying nice things about your business.

Make sure you actually claim your business on Angie’s 

list, so you’re able to manage your account and respond 

to reviews.

That said, it is notoriously dif�cult to get reviews removed from Angie’s List. If you can’t 

prove it was fraudulent, your best bet is to speak with the customer so they contact 

Angie’s List to remove it. 

Keep in mind that not claiming your company won’t keep reviews from getting posted, either.

5

Glassdoor is a little different than other review sites 

because it’s meant for employees to post anonymously 

about what it’s like to work at your business. Instead of 

customer service, responding to reviews on Glassdoor 

should be looked at as a combination of marketing and human resources. This platform 

is all about transparency, so nobody will buy your responses if you continually deny 

that the reasons for a negative review exist. Like any other review, you need to be 

honest, genuine, and ready to take action.

6
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Ignoring poor reviews doesn’t make them go away, but it’s also important to have a sense 

of what the scale is like on Glassdoor. Zappos, a company generally considered to be a 

great place to work, still only has 3.9 stars out of 5. The average company score on 

Glassdoor is 3.2, and the “best places to work” awards generally go to businesses that are 

around 4 to 4.7 stars.

Glassdoor reviews de�nitely affect the way your company is perceived, but the most 

important thing to keep in mind is that it’s a great opportunity to collect candid feedback 

that will help you make big improvements to company culture or processes that can boost 

ef�ciency and swing morale. Your employees are the experts in their job, so you should 

really want to know if they have feedback they haven’t found a way to give you through 

more formal channels.

Glassdoor has put together its own helpful guide for dealing with negative reviews. If 

you’ve done all your homework and there are some negative reviews that just won’t go 

away, there’s also an option to use advertising to push them down on your page.

Now that you better understand how these different 

platforms work, it’s time to begin tracking your reviews.

While you may not always be successful at getting 

them removed, tracking your company’s online reviews 

will give you insight into what you need to change to 

earn better feedback. 

It will also tell you which platforms are the most 

popular among your customers, which should help 

re�ne your buyer personas – and, thus, your marketing 

and customer service.

THE IMPORTANCE OF
TRACKING REVIEWS
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This will be much easier to do if you utilize a platform designed speci�cally for tracking 

online reviews, especially if you choose one that will assist your company with other 

important forms of reputation management.

It won’t take you long to realize that there are countless platforms for tracking and 

managing online reviews on the market. 

The following 6 are among the most popular, and will meet 
most organizations needs and requirements.

BirdEye is a SaaS platform that reimagines customer 

feedback is used to acquire and retain connected 

customers by closing the loop between business 

reputation and customer experience, it captures real-time 

customer feedback, ratings and sentiment across every 

channel -- review sites, social media, and surveys

6 PLATFORMS FOR TRACKING
AND MANAGING REVIEWS 

1
http://www.birdeye.com



http://www.trustpilot.com
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Podium helps your business get more customer reviews, 

manage customer feedback, customer interaction, and 

online review management from one software.
2

http://www.podium.com

Constantly monitor reviews from Google, Facebook, 

TripAdvisor and over 80 other review sources. Request 

additional customer feedback. Track location performance 

and more.

4
https://www.reviewtrackers.com

Automate multi-channel review acquisition campaigns 

via email, text message and print.

Optimize review volume on Google, Facebook and the industry-speci�c review sites 

that matter to you. Protect your reputation with a system that proactively catches 

unhappy customers for of�ine recovery.

5
https://www.grade.us/home

Having a local business is hard, getting great reviews is 

harder - we make it easy.

Attract new customers and grow your business with great reviews and enhanced SEO.

Identify happy customers and encourage them to write positive reviews for your 

business. Create custom campaigns to ask your customers for feedback and thank them 

for their business.

6
http://www.broadly.com

Automate a review collection process seamlessly into 

your customer journey.

Build trust on a platform for both businesses and customers. Showcase your reputation 

where it matters. Amplify your presence across all channels including search, social, 

paid, and of�ine media.

3
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If your company’s budget is tight right now, you 

can also use an Excel spreadsheet to manage your 

online reviews.

Obviously, this will take a little more work, depend-

ing on how many you regularly receive, but it’s far 

from impossible.

Create one tab for all reviews and then add others 

for each speci�c site you’re monitoring. 

It can be that simple.

As time goes on, you can turn these into charts, to see if your positive reviews are trending 

up or down.

For the “Action Taken” row, keep it simple. “Explained” is good enough to describe that you 

offered your side of the story. “Private” is good enough to describe that you reached out 

privately to the customer. For the response, what, if any, action the customer took.

On the main tab, provide monthly breakdowns for each platform so you can see how you’re 

doing at a glance.

It’s as simple as that!

BONUS:
USING A SPREADSHEET 

DATE
POSITIVE
OR NEGATIVE

ACTION
TAKEN RESPONSE01 02 03 04

On the site-speci�c tabs, you’ll include three columns:
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You now have a better understanding of how online reviews affect your 

business. You know how to garner positive ones and what to do about 

the negative ones. You even have options for leveraging top platforms 

to help track your reviews and build a better reputation.

The only thing left to do is to treat the management of online reviews as 

a true priority in your organization. 

Managing online reviews is a big job and there are several decisions 

you need to make to ensure that everything goes smoothly. A 

management and training structure that helps your team respond 

thoughtfully to feedback while also keeping in mind your company’s 

broader brand image is key to being authentic on these platforms. 

SUMMARY

Search
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