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Today, everybody carries a real-time, “online 
review machine” (a.k.a., a cell phone) in
their pocket. 

With just a few clicks, each of us has the power to 
affect how a company, product or service is per-
ceived by the buying public.

Scary? You bet it is. 

Never before have business owners been so ex-
posed to the whims and opinions of their custom-
ers.

That’s the bad news.

Like it or not, online reviews are here. 
And they are here to stay. 

The good news is that turning online reviews to 
your advantage  can have a tremendously positive 
impact on your ability to drive traffic, leads and 
sales to your business.

That’s what this ebook is all about. 

Over the next few pages, I’ll share five recommen-
dations to make the online review machine work 
in your favor.

Todd Bairstow
Co-Founder
Keyword Connects
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Embrace Online Reviews
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Let’s start with the one observation I’ve had for 
years:  home improvement business owners and 
managers are deathly afraid of online reviews.

But they shouldn’t be. 

I know that’s easy for me to say. But it’s the truth. Why?  
Because everyone gets bad reviews. Everybody. Let’s 
face it, your clients, consumers and homeowners, are 
almost impossible to please. No matter how good 
your work is. And no matter how cheaply you do it. 

Now, take that attitude online. Anyone with the 
slightest complaint now has a public forum to instant-
ly share their frustrations – real or imaginary – about 
your company.

That’s just the way it is.  And you’re not going to 
stop it. 

I understand how difficult that can be to accept.  As 
a business owner or manager, you are a trouble-
shooter by nature – and therefore eager to “fix” every 
complaint.  But the bad reviews you get aren’t what 
matters.  It’s your overall mix of positive and negative 
reviews. You have to ask yourself: are you getting 
enough good reviews to offset the bad ones?

Remember, homeowners rarely take the position 
that they will only hire companies that have ALL 
good reviews – since almost no one has 100% pos-
itive reviews. They are simply trying to mitigate the 
perceived risk that goes along with hiring a home 
improvement company. 

What homeowners look for is significantly more good 
reviews than bad … not perfection. 

Second, you should consider that online reviews – 
both good and bad – play an important role in how 
Google, Yelp and other search engines rank a busi-
ness. Yes, even bad reviews can help with your search 
rank.  Google considers reviews a signal that you and 
your business are taking part in your local community 
and are actively doing business.

Unlike national brands that may have millions of site 
visits per month, a local window replacement firm (for 
example) may receive just hundreds. 

Absent this high traffic, the search engines use the 
number of reviews to gauge activity and relevancy. 
Lots of reviews, of all types, can significantly improve 
your search rankings.

Finally, keep in mind that your ideal customer of today 
– the above-average income, 50+ year old homeown-
er – is not nearly as involved in online reviews as is the 
next generation.

As the next wave grows up – the ones who’ve had a 
cell phone in their pocket since middle school – on-
line reviews will take on even greater importance.

So, put your concern over bad online reviews behind 
you. They happen. Your real task is to win the game 
by getting lots of good online reviews, not obsessing 
over a few bad ones.
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Get Good Reviews
for Your Business
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If you’ve had a bad experience as a customer or 
employee, online reviews are a natural choice for 
venting and (at least psychologically) evening 
the score.

But it’s incredibly important that you don’t focus your 
energy on the negative reviews.  You’ll see much 
better results – and ultimately feel better – by putting 
your resources into generating positive reviews.

Unfortunately, getting good reviews isn’t easy.  Pos-
itive reviews happen much less frequently unless 
homeowners are prompted to give them.  

It’s common practice to follow up on every job by 
asking happy customers for referrals to friends or rel-
atives who could benefit from your services. It’s at this 
stage where you need to ask customers to go online 
and leave a good review for your business. 

Your sales team needs to incorporate this request 
into their post-sale process. I know, it’s impossible to 
get sales people to do anything that doesn’t directly 
reward them. But this is worth it. You can even 
encourage good reviews by sending a gift card to 
customers to thank them for their business.

You can also take other steps.  Making a follow-up 
phone call? Ask them to go to Yelp or Google to leave 
a review.

Sending an email? Include a link that takes customers 
DIRECTLY to your review page.

Sending a direct mail follow-up survey? Ask again and 
tell customers exactly, step by step, how and where to 
leave a review.

The point is, you need to make it super easy and you 
have to ask directly and repeatedly. Don’t assume 
your happy customers are going to go public. Make it 
easy for them to do so, and in a positive way.

Remember, the goal is not so much getting long re-
views as it is getting lots and lots of positive reviews…
of any kind. That’s how you’ll offset the negative ones 
that will inevitably come your way.

(Note that there are services, such as Signpost, which 
will automate the process of post-installation fol-
low-up for you, taking satisfied customers immediate-
ly and directly to a review site.)
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Get Reviewed in
the Right Places
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When it comes to online reviews that matter, there’s 
Google (#1) and Yelp (#2). Then there’s everybody else. 

Google is first for obvious reasons. It’s a behemoth 
and reviews here count for a lot in terms of visibility. 
Plus, as mentioned earlier, Google reviews can have 
a huge impact on your rankings. So, it’s important to 
get lots of them. 

If you’re going to devote energy and resources to 
online reviews, Google should be your first priority.
As a first step, Google your own business and see 
what comes up. You’ll want to make sure that Goo-
gle lists your business and that all the information is 
correct. (If not, go to Google My Business to set this up 
and make changes as needed.)

This is very, very important. As a number of people 
who worked at Google have told me, “everything 
about your clients’  Web sites starts with their My 
Business Listing.”

Yelp is “category-based,” and also a popular starting 
point for home improvement and remodeling cus-
tomers. Go there next and make sure your listing 
information is accurate. Here as well, if you’re not 
already listed, you can do so at the Yelp Business page.

Then there’s everybody else, including Yahoo, Bing 
and even the Yellow Pages. Don’t waste your time 
with any of these. They have such a small share of the 
market that it’s not worth any investment of time or 
money (despite what your ad agency or a local review 
listing company may tell you about, “needing to be 
everywhere”). 

What about Angie’s List … aren’t their users very 
engaged?  

Yes, and they are also “high intention” users, meaning 
they go there ready to make a decision. The problem 
is that only a few percent of homeowners actually use 
this service. So while of course it’s good to have strong 
reviews here, it will have little material impact on your 
business either way.

The bottom line is that you want to focus on Google 
and Yelp. This is where to send your happy customers, 
and these are the reviews worthy of your time and 
attention. 
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Deal With Bad
Reviews Effectively
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Bad reviews sting. But don’t let wounded pride drive 
your actions. The goal is to deal with these as best you 
can. (Hint: it does not involve arguing.)

So begin by expecting to hear from the crazies … 
homeowners who make things up, distort the facts, 
blow things out of proportion, etc. You may even have 
competitors who pose as unhappy customers, just to 
take a swing at your business.  

Unfortunately, that’s part of the game you are 
playing. You can’t demand proof; you can’t contact 
Google or Yelp and have the review removed; you 
can’t sue anybody.

There’s no winning the argument … there’s just 
mitigating the cost of a bad review.

The key is to respond quickly and respectfully. 
Don’t argue facts or opinion. Simply post a response  
something like, “We sincerely hope we can rectify 
this. We have thousands of happy customers; please 
call us.” 

What’s important is that you demonstrate to others 
who read the reviews that you are responsive and 
that you care what is being said online. It sends a 
strong, positive signal about your company. 

Second, and as mentioned before, your primary 
defense is to push the bad reviews down from the 
top. 95% of people never go to page two on a search 
and 75% don’t even scroll. If you have a constant 
stream of good reviews coming in, the bad ones will 
fall out of view.

Overall, try to keep things in perspective. The people 
reading reviews are far along in their buying process 
and close to the point of making a decision. As long as 
you’ve got lots of good reviews, you’ll overwhelm the 
bad ones. 
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Monitor Your
Reputation Closely
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Search for your company name on Google and Yelp – 
not just by checking your business listing there; do an 
actual search from the search box.

Monitor social media, especially Facebook, where 
homeowners sometimes leave bad reviews. You 
should have control over that page, but you don’t 
want to let bad reviews remain front and center. 

You don’t need to spend hours and hours, but you 
must be vigilant and you must do this regularly (at 
least monthly), to know what is being said and to 
respond quickly.

I also recommend setting up a Google Alert for your 
business. This is a free service that lets you create a 
standing Google search on any term(s). Put your 
business name in here and you’ll be notified 
whenever something new appears.

One more thing. Make it somebody’s job within 
your company to be in charge of monitoring your 
reputation online. 

You don’t leave payroll in the hands of  “whoever has 
some time to get it done,” and you shouldn’t do that 
with online monitoring either. This is now an essential 
part of your business and it needs to be somebody’s 
explicit responsibility.  (Perhaps offer this task to a 
smart millenial on your staff?)

Better yet, do it yourself. No one cares about your 
company as much as you do. And understanding 
what the world is saying about you online will not just 
help your online presence, but also influence how 
you view your overall marketing efforts and compa-
ny-wide performance. It only takes a few key strokes 
and a few clicks to see how the world is reacting to 
you online.
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I n
C o n c l u s i o n

With each passing day, a larger proportion of your 
target customers are both writing online reviews 
and relying on them in making buying decisions. 

You may not like it, but it doesn’t matter. Online 
reviews are here to stay.

Ignore this, and you leave your business open to 
all kinds of bad things happening.

Master this tool, and you will direct a flood of new, 
qualified, ready-to-buy homeowners to your door.
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