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“DO NOT LEAVE 
YOUR REPUTATION 

TO CHANCE OR 
GOSSIP; IT IS YOUR 
LIFE’S ARTWORK, 

AND YOU MUST 
CRAFT IT, HONE 

IT, AND DISPLAY IT 
WITH THE CARE OF 

AN ARTIST.” 

R O B E R T  G R E E N E



I once had a client, way back when I was a 
Marketing Consultant. We’ll call her Valerie. 
Some background on this person; Valerie was 
never the most popular girl in high school. In 
college, she didn’t get out or party much, but 
absorbed herself in understanding her culture 
and learning to succeed. However, when she 
left her safe but uninspiring corporate job 
and launched her own business, everything 
changed. Valerie and her work suddenly 
became a hot topic.

INTRODUCTION

Quickly, without much time to prepare, Valerie 
discovered the social internet, what some 
would consider the most profound shift in 
human communication since Gutenberg’s 
printing press. She became acutely aware of 
Yelp, Facebook, Google Reviews, TripAdvisor, 
and a vast and thorny landscape of niche 
message boards and online communities. 
Her brand and reputation, she realized, were 
subject to the judgment of the crowd, and her 
customers placed more trust in their peers 
than in Valerie’s marketing. Public opinion had 
become decentralized, and panic set in as 
Valerie realized that she could not control the 
conversation about her.

At the same time, she was thrilled at the new 
opportunities she sensed. She could relate 
with her customers directly and make her 
business more powerful. Previous generations 
never had these tools, and she resolved to 
make the most of them.
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The internet can make or break a business, so learning to manage your 
online reputation isn’t just good marketing sense — it’s essential. Online 
reputation management demands time, goodwill, a proactive approach, 
and a deep understanding of the new landscape.

We can teach you a process for managing your reputation online. With 
the right tweaks and personalization, it will work for almost any business 
or client. But part two is the doing. You must engage and think three 
steps ahead to discover potential challenges and opportunities before 
they arise and slip outside your grasp.

Valerie hadn’t written much since she turned in her final college essays, 
but she knew it was wise to start a blog for her business. Her life 
experiences bestowed on her a unique and powerful voice, and she 
knew her own work better than anyone else. Business blogging can lead 
to a 55 percent increase in website traffic. Practice creating solid, useful 
content that ranks well in search engines, and you can counter those 
who may speak on your brand without your authority.

Large web platforms run on complex algorithms. Their owners guard 
these formulas like secret recipes, but it is important to work with the 
grain of these sites as best you can. For example, Yelp hides certain 
reviews it deems, for mysterious reasons, unreliable. One of Valerie’s 
best customers posted a glowing review to Yelp, but, since the customer 
was not a regular Yelper, her words were banished outside the view of 
most users. Valerie sent the customer a gracious Tweet with a link to 
the review and mentioned it on her official blog, casting some light on a 
helpful recommendation. 

Valerie had never wanted to be a celebrity and was camera-shy, but 
she knew a lot about her niche and was eager to share. She recorded 
a few short video tutorials and uploaded them to YouTube, taking care 
to make them look smooth and professional with readily available 
editing tools. She found this a wonderful way to build trust — potential 
customers could actually see Valerie, and they associated her with the 
important information they had learned. When they thought about her 
areas of expertise, they thought about Valerie and her business.

Statistics show that online reviews skew more positive than negative. 
However, even the tightest-run operation is bound to receive some 
criticism at some point, so you must have plans and protocols in place 
to make these situations better, not worse. This world spins quickly, so 
the time to get started is now.
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“YOU CAN’T BUILD  
A REPUTATION  

ON WHAT YOU ARE 
GOING TO DO.”  

H E N R Y  F O R D



Confidence may be the main thing, but it isn’t 
the only thing. We have a word for people 
who truly do not care what other participating 
members of society think of them and their 
work – we call them sociopaths. 

Valerie could only hope to please some of 
the people some of the time, and she made 
her best effort to do so as consistently as she 
could. As a student of capitalism, she took 
her customers’ opinions and feedback quite 
seriously. She never believed that she had the 
monopoly on insight.

People will continue to spend more and more 
time online, and they will use the immense 
power of the internet to make their consumer 
decisions. Many of Valerie’s customers were 
tourists from other parts of the country. Before 
arriving in town, they had never heard of Valerie 
or her business. They discovered it through 
nearly effortless searches that brought them a 
wealth of information. They liked what they saw, 
so they got in touch.

LISTEN, 
LEARN, 
IMPROVE

SECTION 1
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Confidence may be the main thing, but it isn’t 
the only thing. We have a word for people 
who truly do not care what other participating 
members of society think of them and their 
work – we call them sociopaths. 

Valerie could only hope to please some of 
the people some of the time, and she made 
her best effort to do so as consistently as she 
could. As a student of capitalism, she took 
her customers’ opinions and feedback quite 
seriously. She never believed that she had the 
monopoly on insight.

People will continue to spend 
more and more time online, 
and they will use the immense 
power of the internet to make 
their consumer decisions. 

Many of Valerie’s customers were tourists from 
other parts of the country. Before arriving in 
town, they had never heard of Valerie or her 
business. They discovered it through nearly 
effortless searches that brought them a wealth 
of information. They liked what they saw, so 
they got in touch.

Valerie’s YouTube videos were testaments to 
her confidence. But it is not necessary to have 
courage or credibility to broadcast an opinion to 
the masses. Anyone with an internet connection 
and something to say can now find an audience.

The influence of professional critics has declined. 
Bloggers, Yelp power-users, and other prolific 
online pundits have arisen to take their place. 
The rules are changing, and it is important to 
understand them as they continuously evolve. 
Google is the most influential search engine 
in the world. With its leverage, entering the 

review market was an obvious choice. To that 
end, it acquired Zagat, an outfit with a long and 
respected track record, so that it could place 
well-written and reliable criticism near the top 
of its results. While some of Google’s math 
may not appear to make sense, it wants good 
content to rise. You can help.

Valerie didn’t have the budget to buy out Zagat, 
but she understood the basics of search-engine 
optimization (SEO) and paid close attention 
to frequent changes in Google’s algorithm. In 
so doing, she made sure that her own web 
properties ranked well for searchers who were 
probably interested in what she had to offer.

Yet, still, her customers had a lot of power over 
her rank. The more reviews they posted and the 
more helpful their feedback was deemed to be, 
the more attention Valerie’s business received.

Valerie trusted the market to point out things 
she was doing well and things she could 
improve. Her customers had no incentive 
to lie to her or sugar-coat their experiences, 
and their outside perspectives proved quite 
useful. Comments from customers reveal their 
perspectives, their expectations, and their needs. 
If skillfully interpreted, they can help a business 
succeed and make customers’ lives better.

No one wants to be average, and everyone 
has the potential to improve. By encouraging 
customer feedback through surveys and 
community participation, you can always find 
new areas in which to transition from okay or 
good to exceptional.

People appreciate us if we appreciate them. 
Even if you have temporarily let down a 
customer, you can pay attention and rectify the 
problem to foster loyalty and repeat business. 
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Keep courting your established customers even after they have paid 
their tabs – it is more important and effective than ever to do so.

When customers see that you are paying attention to their concerns 
and making visible improvements, they will be more likely to 
recommend your work to their peers. Their peers will have their own 
suggestions, and you can keep growing your business until it exceeds 
any expectations you may have had when you started.

Pay attention to every stage and facet of the overall customer 
experience. If you place more value on certain elements than others, 
you can trust that your customers will notice flaws and untapped 
potential in the areas you have ignored.

Why Feedback Is So Important
Valerie had heard a lot about “Big Data” and was intimidated – it 
sounded so technical! What “Big Data” means for you is that it is easier 
than ever to measure and quantify customer experience. Whereas 
“reputation” was once a vague and ever-changing aura, new tools and 
tactics can precisely establish where you stand, what your strengths are, 
and how you can improve.

If your competitor plans to increase her customer base by 15% this 
year, and your goal is to “be awesome,” whom do you think is more likely 
to succeed? Set SMART goals: Specific, Measurable, Attainable, Relevant, 
and Time-bound. If your customer satisfaction scores have been 
hovering in the 80s, aim for 90% in the next six months.

This sounds like a lot of work, and it is. Fortunately, some reputation 
management can be automated. Tools such as Google Alerts and 
Hootsuite can be used to collect feedback, referrals and testimonials. 
Create a system that keeps you abreast of as much incoming data as 
you can collect. Work not harder, but SMARTer.

Getting Specific With Feedback
Valerie was never a confrontational person – she might have even 
called herself “shy” at one time. But when faced with the new realities 
of business and the internet, she had to adopt a diverse array of 
social and organizational skills. She needed to know not just when to 
communicate, but why, how, and what specific goals she needed to 
accomplish by communicating.

GET ORGANIZED

Create a centralized 

database and keep all 

your feedback there. 

And remember that if 

you spend all day poring 

over spreadsheets, it is 

like reading bodybuilding 

forums without hitting 

the gym. All the Big 

Data in the world is 

simply an overwhelming 

distraction unless you 

know how to interpret 

it and use it to your 

advantage. The actions 

you take in response to 

feedback is what makes  

it so useful.

BE FLEXIBLE

Be prepared to make 

immediate adjustments 

if needed. Observe 

patterns over time 

– when your review 

scores and web traffic 

spike, does it result 

in increased revenue? 

Get everyone on your 

team involved with the 

process. A tiny insight, if 

properly nurtured, can 

develop into a powerful 

plan of action. 



Rather than simply aspiring to be better person, she could now 
understand her customers’ specific concerns and what the most 
effective response should be. Rather than simply telling her team to do 
its best, she could encourage them to achieve a customer satisfaction 
score of 95% in key areas.

As Valerie learned to use customer feedback to her advantage, her 
business grew and she staffed up. This meant getting even more specific 
in her goals. The right feedback needed to reach the right representative, 
and that person needed her oversight on how to handle it.

As a newly minted blogger and videographer, Valerie was able to let 
her customers know about the changes she was making, how she was 
improving her products, and that, yes, she was paying close attention to 
their concerns. When they responded positively, she encouraged them 
to post positive and detailed reviews through various channels and 
collected enough information to follow up with them as needed.

When you use 
tools such as 
surveys and Google 
Analytics, you will 
notice patterns 
emerge. If the same 
complaints and 
behavior repeat 
themselves over 
time, you may 
want to make big 
changes in the 
relevant areas.
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The Golden Rule
When listening to customer feedback, always be the “adult” in the 
situation. Not all negative feedback is useful, but much of it is. Sometimes, 
the more upsetting and critical it is, the better opportunities it provides. 
Negative feedback represents not failure, but a fresh chance to grow.

Emotionally charged reviews get noticed. They can create a snowball 
effect. If you approach an angry customer without getting angry yourself 
and remain persistently sympathetic and helpful, you can turn this to 
your advantage. For every customer who shares a bad experience, there 
are many more who don’t know anything about you but will discover 
your digital trail. You can’t satisfy everyone, but if you make your best 
effort and know what you’re doing, people will notice.

Handling negative feedback is much easier if you have a process in 
place. Respond quickly, personally, and appropriately. Create a policy for 
responding to negative reviews and assign one person to act as a public 
face. When you respond quickly, the conversation is happening “to your 
face,” not “behind your back.” This can dramatically brighten the tone.

Take a proactive stance. Show that you 
understand. Explain how you plan to improve.

Sometimes, it can be useful to engage customers privately and offer 
discounts or refunds. Some of your best interactions will still occur one-
on-one, away from the crowd that might not understand everything that 
is happening. Online reviews can almost never be erased entirely, but 
they can give you a starting place to make things better. If you correct 
your mistakes, rise to expectations, and treat customers with respect, 
they may even update their reviews, improve your score, and leave a 
record of your goodwill. Prepare some well-written response templates 
you can customize as needed. Not every customer will cooperate with 
you as you’d like, but you should at least take responsibility for your 
part in the conversation. When customers know there are real people 
behind your logo, you have begun to build trust.

Don’t let anyone abuse that trust. If online critics attempt to shake you 
down for favors or persist to the point of harassment, know when to 
move on. Appreciate what you and your team are doing right, and respect 
your own time. It’s a balancing act you can learn through knowledge and 
experience. (You’re already acquiring some of that knowledge right now.)

ALWAYS ON TIME

The internet never 

sleeps. While you can’t 

be “on” all the time, you 

must adapt to its rapid 

pace and handle all 

concerns as quickly as 

possible. Think before 

you react, and react 

thoughtfully, but do so 

as soon as you can help.

If you haven’t started 

collecting customer 

feedback, start now. 

Feedback is critical in 

knowing if you’re doing 

the business right and 

how you can do it better 

than before and better 

than the competition. 

No matter how long 

you’ve been in business, 

you must engage in new 

ways all the time.



“EVERYTHING 
WILL BE OKAY 
IN THE END. IF 
IT’S NOT OKAY, 
THE IT’S NOT 

THE END.”   

E D  S H E E R A N



In college, Valerie had a small, close circle of friends. Her new career required 
her to grow thicker skin and become more public. Still, in order to show her 
best face to the world, she kept a trusted group of employees, partners, and 
associates whom she knew would always tell her the truth about herself and 
wanted to help her improve. 

As her business grew, Valerie hired a representative with internet savvy and 
well-honed people skills. Handling customer feedback online became this 
person’s specific responsibility. Although Valerie provided oversight and set the 
tone in harmony with her overall brand, she could now delegate this significant 
responsibility and know it would be handled responsibly in her absence.

WE’RE IN THIS 
TOGETHER 

SECTION 2
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Of course, feedback should be the business of 
everyone on the team, especially when it’s good. 
Receiving feedback can inspire your employees 
to work harder. 69% of employees say that they 
put forth more effort when they are appreciated 
and recognized. When an employee makes 
a customer smile, make sure that employee 
leaves work happy as well.

You may consider using a tool which analyzes 
feedback such as ReviewTrackers, which can 
identify staff mentions and trending topics, 
giving your employees constant and visible 
reminder on what matters to the customers.

Give your employees opportunities to grow 
through mastery, membership, and meaning. 
Dedicated employees continually seek avenues 
to develop their skills and increase their 
knowledge. They identify with a community of 
like-minded people working toward a worthy 
objective. They want to see the impact of their 
work and know that their contribution matters. 
When employees know that learning, training, 
and paying attention leads to positive feedback, 
they stay engaged. When they see the impact 
of their work through the comments of happy 
customers, they stay involved. Their work 
becomes a way to express their best qualities.

1. The notice board. If a 
member of the team receives 
a compliment, you or the 
team leader can fill out a 
customer compliment card 
and pin it to a public board, 
along with announcements, 
photos, and other important 
stuff. This fosters a culture of 
positivity.

Put the notice board in 
an area that is easy for 
everyone to see, such as 
the staff canteen or the 
break room. Employees will 
take pride in the positive 
feedback they receive and be 
inspired by their co-workers’ 
achievements.

If one or two employees 
consistently outperform the 
others, it may be wiser to 
keep some of your gratitude 
private. You want friendly 
competition, not bitter rivalry.

2. A big screen. Flat screen 
TVs can serve as high-tech 
notice boards. This medium 
is easier to update, more 
impressive to look at, and 
an excellent motivational 
tool. Who has never secretly 
wanted to be on television?

3. Monday-morning 
meetings. If you have 
regular all-staff meetings 
scheduled, lead off or close 

with a few “wins” to remind 
your team what it can 
accomplish when it treats 
customers well.

4. A letter from the boss. 
A congratulatory letter or card 
from a boss or CEO can drive 
home a positive impression. 
Good service at any level 
deserves proper recognition. 
A real letter (especially a 
handwritten one) has more 
impact than a quick email.

5. The company intranet. 
If you have a Slack channel 
or Facebook group, make 
sure positive feedback 
shows up there.

Valerie and her social media manager experimented with 
several methods for disseminating feedback in-house.
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Reinforce Positive Behavior With 
Positive Feedback

Dealing with poor performance is necessary, but dealing with good 
performance is equally important. Establish a process for relaying 
customer feedback to members of your team.

1. Converse with a purpose. Don’t just pat high-
performing employees on the back. Schedule the 
date, time, and venue for a one-on-one meeting, 
and set an agenda. An organized meeting signals 
importance, and keeping your team involved is 
important to your organization!

2. Describe the what and the why. If an 
employee performs poorly or receives negative 
feedback, you dig into the details and find out how 
things can be done better the next time. When 
giving positive feedback, be just as precise. Know 
exactly what’s going on, good and bad, and let your 
team know that you know. Explain what worked and 
why it matters.

3. Ask questions. None of us knows as much as 
all of us. Listen to your employees and find out how 
they approach customers and leave them happy.

An employee may have stumbled upon a novel solution for a problem 
that will crop up again in the future. Find out how. Keep track of these 
insights.

4. Be patient and listen actively. There is no need to hurry these 
sessions — they are important enough to take seriously. Take the 
time to listen. Be prepared to answer any question that the employee 
might have for you — if you don’t know, be willing to learn. Not only 
will you get employee insight, but it will also strengthen your working 
relationships.

5. Share the love. The main purpose of these meetings is to give 
positive feedback. Conclude on a high note. Express your confidence in 
continued success. Customer feedback can enrich your company culture.



Using Feedback to Improve Your 
Employee Training Process

On-the-job training is an ongoing process. You can make customer 
feedback part of a system that keeps your employees evolving and your 
business competitive. Recurring customer concerns should be used to 
train employees both new and established. Every employee should be 
able to answer your business’s frequently asked questions at least as 
well as your website does.

Now that you receive customer feedback in real time, pass it along 
to your employees as efficiently as you can. Steady guidance and 
encouragement are more effective than a few plaudits over drinks at the 
end of the year. As your employees learn the importance of customer 
feedback, they will naturally become more observant. When they are 
rewarded for positive reviews or upticks in customer satisfaction, they 
will repeat effective behaviors. 

Specificity matters. If an employee requires a week to solve a customer’s 
problem and receives negative feedback halfway through, he should 
know that he did pay proper attention to detail but may want to become 
more efficient. With quantified feedback and goals, employees will know 
as they work how close they are to achieving excellence. Even employees 
with diverse and shifting responsibilities, such as those in small startups, 
will develop a sense of what works and what doesn’t. If the result of a 
new project doesn’t quite measure up with your company’s standards, 
they will know how to fix it before seeking your approval.

FEEDBACK AS  
A  REWARD

Many businesses give 

gifts and cash bonuses 

to high performers. 

But a social reward, a 

point of personal pride, 

can improve employee 

performance  

just as well, if not more. 

With a well-oiled system  

for sharing feedback, it  

needn’t wait until the 

holiday season.

Sincere, accurate praise 

and recognition makes 

employees feel good 

about themselves and 

the work that they 

are doing. It lets your 

employees know that 

you appreciate their 

efforts. Recognizing 

good performance is 

quick and inexpensive, 

and it goes a long way. It 

can also provide a much-

needed sense of stability 

in an unpredictable 

business climate.



Even if you run your own business, you aren’t really the boss of your team. 
Your customers are the bosses. There are many useful systems that 
can provide your employees with direct customer feedback. Any system 
should be consistent, measurable, and actionable. Real-time feedback lets 
your employees measure their daily performance and make adjustments 
before bad habits develop. It will also remind them of the humanity they 
share with the customers, to understand outside perspectives in detail.

Net Promoter Score is one such tool. At its heart, it’s a quick and simple 
survey that lets you see how customers feel about your business and 
how likely they are to recommend it to others. It lets you know, in brief, 
where you stand.

Along with Net Promoter Score, Valerie used Hively to measure loyalty 
to her brand over time. She experimented with several different tools to 
track repeated business and other metrics that were important in her 
niche. If you don’t know what tools are most effective for gathering and 
measuring your own feedback, don’t be afraid to ask for help — every 
case is a bit different.

Using Feedback To Measure Performance

Net Promoter Score 

uses a 1-10 scale. 

Scores of 9 and 10 are 

considered excellent, 

while 6 and below 

indicate opportunities 

for improvement. If 

you want to know what 

prompted these ratings, 

you can send follow up 

questionnaires and ask 

what you can do to earn 

higher scores.



“THERE IS NO 
FAILURE. ONLY 

FEEDBACK.”    

R O B E R T  A L L E N



To compliment her blog and videos, Valerie set up a monthly email newsletter 
sent to her most loyal customers, including special perks and deals. Her 
customer feedback revealed that a handful of customers considered her prices 
too high. Curious to learn more, she reached out to one of these customers the 
old-fashioned way  — she picked up the phone. As it happened, that customer 
was not subscribed to Valerie’s newsletter and did not know it was available. 
After signing up, the customer took full advantage of the exclusive discounts, got 
a much better deal, and told friends about this first-class treatment.

FOLLOW UP 
AND RELAY 
IMPROVEMENTS

SECTION 3
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Consider all customer feedback 
holistically. Then, get into 
specifics. Follow up. Sometimes, 
a personal phone call is more 
fitting than an email or a Tweet. 
If you contact a dissatisfied 
customer directly, it gives you 
the power to clear the air. 
Survey answers are just the 
surface  — follow up personally, 
and you may discover that a 
particular situation is easier to 
correct than you had feared. At 
the least, you will almost always 
learn something new.

Act on the feedback that you 
received. You probably don’t 
have the power to improve all 
elements of your business at 
once, but if you pay attention 
to measuring tools such as 
Google Analytics, you can pick 
three or four key trends and 
focus on those. If most of your 
customers are missing out on 
special deals, you can promote 
your newsletter.

When you have made 
improvements to your product 
or service, let your customers 
know that the upgrade was 
a result of their suggestions 
and feedback. Your customers 
want you to listen, but they’re 
happier when you take action.

Marketing, Meet  
Customer Support

Before the widespread adoption of the internet, in the heyday 
of traditional advertising and marketing, the communication 
paradigm was different. It was one-to-many. One ad agency could 
broadcast your message to millions. The paradigm has since 
shifted to one-to-one and many-to-many. Success depends not 
as much on an internally crafted image and much more on how 
you interact with individuals and communities online, in real time.

Now, marketers must work with and learn from those in 
customer support. Your customer support representatives 
are the first people your customers turn to after a purchase. 
Now, because of the internet and particularly social media, it is 
these interactions that are broadcast to millions. Your customer 
support system and your marketing message are one. When you 
mix customer support and social media, you create opportunities 
to grow your business and reputation that didn’t exist before.

Twitter, Facebook, and Yelp are not like billboards or television 
networks. They are two-way channels of communication. If 
you post promotions, expect to get a feedback or questions. 
Your audience is no longer passive, but active. Your customer 
support team must be there to interact with your customers 
and act as your advocates. Seasoned marketers and well-
traveled customer service reps must pool their wisdom and 
learn from each other.
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Customer support representatives need not be experts 
on every detail of your operations, but they should at least 
have some response templates to work with. And it is more 
important than ever that they know how to best communicate 
with your customers. To wit, they must:

1. Be relatable. Even scripts and auto-replies must sound like 
actual conversation. They must be friendly and balance casual 
chat with deliberate professionalism.

2. Stay positive. If what you’re doing isn’t working, do 
something else. If a shipment is delayed, let the customer know 
that it will be delivered as soon as possible and do what you can 
to expedite it. Focus not on problems, but on solutions. Every 
dissatisfied customer wants to be satisfied. Every complaint is a 
challenge that can help your business grow.

3. Don’t rush. Customers reach out to you because they are 
invested. Treat them not as distractions, but with patience and 
respect. Their concerns are worth your time.

4. Know how to close. This doesn’t mean “closing the sale,” 
but rather wrapping up the conversation in a way that leaves 
the customer happier. Be prepared to keep working with a 
customer until you’ve cleared up all problems to the best of 
your ability. As customers, we often hear, “Is there anything else 
I can do for you today?” It works!

5. Help customers help themselves. Information should 
always be readily available to your customers even if your 
support team isn’t. From your web copy to your video tutorials 
and beyond, all your outward-facing communication should be 
as friendly and thorough as possible.

6. Bring in the team. These efforts must not be the sole 
province of customer service representatives  — they are 
crucial to the health of the entire company. Everyone should 
know about the issues and concerns of the customers, since 
the internet already does. Put your whole team on support. 
Everyone is interdependent, and customer interactions foster a 
sense of empathy and community.

CLOSE THE  
FEEDBACK LOOP

Feedback is only useful if it leads 

to action. However small the 

issue may seem, follow up as 

completely as your resources 

allow. When you stick with your 

customers until you can close 

their feedback loops and leave 

them satisfied, your customers 

will stick with you.

If a customer wants to speak 

directly with management, be 

prepared to make that happen. 

If feedback is positive, consider 

having management send 

personal thanks; if not, a sincere 

and helpful apology from the top 

may help set things right. Remain 

open to future communication 

and stay with the process, 

knowing that more loops may 

open in the future. 

If you can close feedback loops 

effectively, you can expect to gain 

significant ROI through customer 

loyalty, repeat purchases, and 

steadily improving employee 

performance. It requires 

commitment, tenacity, and an 

open mind, but you will see the 

results for yourself. If you can get 

more of the right customers to 

participate in the process, then 

your business will grow in the 

right direction. 
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Get Real About SEO
As Valerie dug into the intricacies of the various 
platforms she used to promote her business, she 
discovered untapped opportunities for improved 
reputation management and even better SEO.

If you draft a stock response 
to customer comments, each 
word, each sentence, and each 
paragraph is an opportunity. 

You can comfort one aggrieved customer and 
encourage future business at the same time. 
Certain questions will emerge again and again, 
and you can solve many customer problems 
before they become your problems.

Watch for patterns in your web traffic. Study the 
top revenue-generating keywords in your niche. 
Familiarize yourself with the top review websites 
and social platforms that appear on the first page 
of your search results. Your own site should be 
among them, and they should all be properties 
you can influence and thoroughly understand.

Use your keywords carefully and prioritize 
the most powerful channels. Every answered 
question can be a lead, every lead can be a 
conversion, and every conversion can be a 
referral. Court the largest and most important 
communities.

Don’t forget to upsell! 
The power of the internet is not a zero-sum 
game. The more power your customers have, 
the more opportunities you can gain.

Valerie updates her products and services every 
year. Two years ago, she received a positive 
review on an old model, but did not hear from 
that customer again. Because the customer 
took the trouble to say something nice, 
however, Valerie was able to reach out and let 
it be known that a new, improved version was 
available. That customer was thrilled to get the 
latest enhancements.

Keep in mind that you are not online to 
advertise in the traditional sense, but to be part 
of a conversation and a community. Of course, 
that doesn’t mean you can’t share juicy insider 
details and whet your customers’ appetites for 
the products and services they love.
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By the time your customers come in contact 
with you, they have probably formed an 
impression. They could be influenced by your 
marketing initiatives, by reviews they have read, 
or by your search-engine ranking. Regardless, 
they have certain expectations.

Using the new tools of the internet, you can 
more clearly understand these expectations 
and be prepared to meet customer needs.

Before the internet, people congregated in large 
cities, where it was easy to keep secrets and 
hide. Now, the world is more like a small village. 
Everyone knows everyone else’s business, 
including yours. You can’t run away from your 
reputation or get out of sync with your own 
spin. The internet can be dangerous, but in risk, 
there is always opportunity.

Using the new tools of the 
internet, you can more clearly 
understand these expectations 
and be prepared to meet 
customer needs.

Meet The Need

Customer needs vary, but certain approaches 
are like an old pair of jeans or a little black dress  
— they never go out of style. 

1. Iterate and develop new products and 
services based on customer feedback.  
Manage your reputation and take your public 
reviews into account. Also, take time to contact 
a small group of customers each month and ask 
about their experience with their purchases.

2. Pay close attention and listen. Not 
all customers can articulate what they want. 
Sometimes, they don’t know what they want 
until it’s in front of them. Use your expertise and 
creativity to surprise and delight.

3. Set expectations. A satisfied customer is 
one whose expectations have been met. From 
the outset, describe what you do and who you 
are in detail. Keep your promises and correct 
your errata. 

4. Exceed expectations. Your goal is not 
just to meet customer expectations but to 
exceed them. If you never stop thinking of 
ways to improve, they will occur to you as you 
interact with customers in real time. When 
that happens, your customers remember the 
experience, come back to you, refer you to 
friends, and leave a positive review online. 

5. Get ahead of the story. If you know 
there will be a delay or a problem, reach out to 
customers before you receive complaints. They 
will respect your honesty and you will create the 
impression that you are in control of the process.



“EIGHTY PERCENT 
OF SUCCESS IS 
SHOWING UP”    

W O O D Y  A L L E N



the best disinfectant. The more her customers 
engaged with her business, the more she 
engaged with them. They more they said, the 
more she learned.

Valerie collected and measured her feedback. As 
she built a mutual bond of respect with her cus-
tomers, she discovered that feedback could moti-
vate and delight her own team as well. She made 
a lot of money, and she made a lot of people 
happy-- more than she could have in the past.

If you feel overwhelmed by the intricacies of 
this new world, take heart. There are many, 
many tools available for you to experiment 
with, and there are real experts you can ask for 
help. Whatever you do, open your mind and get 
involved today.

Every day she spent operating her business, 
Valerie learned that there was always more that 
she didn’t know. But she was excited to meet 
the new challenges of the internet and the 
evolving business landscape.

She received lots and lots of feedback through 
many different channels. Some of it was critical 
and even harsh, but she learned that sunlight is 

CONCLUSION
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IMPROVE YOUR 
REVIEWS

START YOUR FREE TRIAL

Collect reviews from your happiest customers. Use data to glean 
insights to improve your business. All in one easy-to-use dashboard. 

Learn more about ReviewTrackers or request a demo. 


