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1. Why I should care

2. What it is

3. AFC case study

4. Q&A

Online Reputation 
Management for Healthcare
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Reviews materially influence behavior

92%
Of Internet users read 
product reviews, and 89% 
of people say that reviews 
influence their purchasing 
decisions

(eTailing Group)

79%
of consumers 
trust online 
reviews as much 
as word of mouth

(Consumer RS)

5-9%
A difference of one 
“star” in rating can 
lead to a 5-9% 
difference in 
revenue

(Harvard Business Review)
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Patients Use Online Reviews to Research 
Their Healthcare Providers

61% 
of patients surveyed use online
reviews to find a doctor

Source: “5 Steps to 5 Stars: How to Get Great Online Patient 
Reviews”

77% 
of online health seekers began 
their search online
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What People See 

When Looking up a Hospital
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“ Recency matters. 
90% of the reviews 
that patients see, 

were created in the 
last 6 months.

“

Reputation.com Customer Benchmark Survey, 2016
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What people see

When Searching for a Hospital

Reputation is 
prominently 
displayed 
whether you 
ask for it 
or not

Big or 
Small 
Dot?

Visible 
listing?
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The perception of your 
business starts with the online 

reputation of every location 
where you deliver care.
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Why Every Healthcare Provider Should Care

Ratings stand between your 

marketing efforts and revenue from 

new patient admissions

PPC

Social

RevenueRatings 9%
increase in revenue expected 

from a 1-star increase
(Harvard Business Review)

Marketing Spend
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Benefits of Successful Reputation 
Management

Sizeable volume

Recent

5-Star reviews

On major sites

Strong and positive  
presence online Search     

Rank Referrals

Employee 
MoraleSales

Quality 
of ServiceRevenue
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Our Healthcare Customers Prove It
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Management for Healthcare
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3 Steps for a Winning Online Reputation
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 Survey patients early & often

 Gain insights to improve

 Respond to feedback with care

PHASE 2

RAISE THE BAR
Improve by uncovering and addressing 

emerging issues

PHASE 3

ACCELERATE GROWTH
Help your locations grow local 
advocacy and drive revenue

 Empower physicians & practices

 Engage community with useful content

 Promote great reviews and stories

PHASE 1

CLOSE THE GAP
Align online reputation with actual 

patient experience

 Monitor reviews

 Solicit 3rd party reviews

 Audit business listings

PATIENT EXPERIENCE
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Phase 1: Close the Gap

Before

Metric Before After Change

Review Volume/Month 36 153 +420%

Proportion Positive 42% 81% +193%

Average Star Rating 1.8 3.8 +211%

After
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Phase 2: Raise the Bar

Turn patient feedback into action

Respond 
professionally to 
each review
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Phase 3: Accelerate Growth

Build advocacy right from the 
practice

Share and boost patient stories

Promote reviews across channels
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AFC Case Study Outline

American Family Care background

The challenge 

The plan

The results

Local implementation
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American Family Care Background

150+
Urgent Care 
Facilities

92
Franchise & 

67
Corporate 
Locations

25+ 
States

30+
Years in 
Business
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AFC Online Reputation Issues

▪ Few management responses on Yelp & Google

▪ Program variability across 90 independent franchise 
locations

▪ Lack of awareness, understanding, and action
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National Program

▪ Reputation.com system implementation

▪ Including visibility for management

▪ National consulting resource

▪ Regular system-wide training

▪ Sharing peer success stories

▪ Recognition for outstanding locations
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Broad Results

▪ Increased review volume

▪ Increased owner responses & improved tone

▪ Increased revenue for active locations
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Local Case Study: Cherry Creek Denver

Background
▪ 40-50% of patients driven through 

internet

▪ Dissatisfied with average rating and 
negative reviews

Unsuccessful incentive programs
▪ Gift cards to patients who left positive reviews

▪ Bonus packages to managers

Owners Darius & Shay Kerman
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Cherry Creek’s Local Implementation

Immediately and simply reward 
teams for positive reviews

Each 5 star Yelp review = free 
lunch or gift card

▪ Set dollar amount $125

▪ Used to buy lunch for the team responsible

▪ Gift card to individuals that are specifically 
mentioned

The AFC Urgent Care Denver Team
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Cherry Creek Denver Results

▪ 4.2★ average from 255 total reviews

▪ 4.0★ average from 130 Yelp reviews

▪ 30% increase in patients & revenue
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11

2

Another Local Success: Phoenixville, PA

1

2

3
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Your reputation is prominently displayed 
on mobile1

Online Reputation needs to be managed at 
every healthcare location2

Your reputation stands between your 
marketing spend and revenue3

Follow 3 steps: Close the Gap, Raise 
the Bar, Accelerate Growth

4

American Family Care: Successful ORM lies 
in strong organizational buy-in5

5 Key Takeaways
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2. What it is
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Online Reputation 
Management for Healthcare
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Questions and Answers

Please continue to use the chat feature to 
submit your questions.

We will answer as many questions 
as we can.
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Get in Touch

www.reputation.com/business

healthcare@reputation.com

@Reputation_com

facebook.com/reputation.com




