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• How accurate is your online story? 

• Top 5 Drivers of Value 

• Top 5 online complaints 

• Responding effectively to online reviews 

• Leasing to current residents - give them 
something good to talk about 

• Simple standards and best practices to improve 
your online reputation 



Do you know what your 
community’s online story is? 



Rating/Review sites 
are often top 3 of 

search results 



The best place to 
hide a dead body: 
page 2 of Google 
search results. 



= 53M Visitors / 150K Annual Reviews 
  

= The number of info sources the 

average consumer checks before buying 
(Bazaarvoice.com 2013) 

= The rate of unique visitors to 

ApartmentRatings  
  



63.9% say reviews are most important when 

browsing through apartment listing websites 

36.4% check apartment listing websites 

every day when actively searching for an 
apartment 

Source: ApartmentRatings.com user survey – February 2013 



8 in 10 consumers trust online reviews as much 
as personal recommendations. 

Source: MarketingCharts.com, June 2013 

When looking at a rating/review for a 
specific apartment, which attributes are 
most important in your decision making 
criteria? 

Source: ApartmentRatings.com 

user survey – February 2013 

“Author” was 10th out of 10 with only 
19% ranking it Very Important 





Half of the top 10% 
trafficked 

management 
companies’ 

properties have a 
recommend score 

under 50% 

It’s not ALL about the 

“Recommend” Score 





RECENCY 
CONSISTENCY 



REPUTATION 
MANAGEMENT  



REPUTATION 
MANAGEMENT  



1. Prevention 

2. Recovery 

3. Solicitation 

4. Rejoice 

 



• Avoid as many issues 
from happening as 
humanly possible 

• Streamline current 
processes 

• Make it “easy” to be 
a resident 
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1. Sense of Community 

2. Appearance/Condition 
of Apartment 

3. Building Exterior 

4. Safety 

5. Responsive/Dependable 
Staff 

 
Source: SatisFacts and Ball 

State University, 2013 



Perception of Value for 
rent being paid 

Topic Average Overall Survey Average 

Prospect 3.73 4.41 

Resident 3.64 4.08 

Source: SatisFacts Index 2014 



1. Sense of Community 

2. Appearance/Condition 
of Apartment 

3. Building Exterior 

4. Safety 

5. Responsive/Dependable 
Staff 

 
Source: SatisFacts and Ball 

State University, 2013 



Highlight Value topics: 

• Web page 

• Facebook 

• Pinterest 

• Property Portal 

 



• Recover as swiftly 
and completely as 
humanly possible 

• Maintain 
professionalism 

• Every review 
deserves a response, 
not a reaction 



1. Maintenance 

2. Poor Communication 

3. Neighbor Issues 

4. Safety 

5. Rent/Deposits/Fees 

 

 

Source: ApartmentRatings.com 

user survey – February 2013 



• Announce resolutions 
• Water turned back on, washing machine #3 

repaired 

• Respond to every review 

 

Source: SatisFacts and Ball 

State University, 2013 



63% of all residents asked said “yes” 
they would be willing to post a positive review 

on a ratings and review website if asked by their 
management team. 

Less than 9% had ever been asked. 



• Property Portal 

• Follow-up emails 

• Verified Resident Program 

 







T = Timing 

Time is of the essence when 
responding to an online review 
• Establish an “expectation of response” 

• Example: all online reviews are 
responded to within 1 business day, 
the urgent/critical reviews before 
close of business. 

• Consistent responses to EVERY review 
received 

• Standard templates to start - customize 



Don’t be afraid to admit fault – 
honesty is the best policy 
• Apologize and offer a resolution 

• Example: Thank you so much for bringing the 
problem regarding the building lights to our 
attention.  We have scheduled our 
maintenance team to walk the community 
Wednesday night and make note of any 
lights that need to be replaced.  Those lights 
will be replaced Thursday before the office 
closes. 

• Do not MAKE EXCUSES 
• Flag any dishonest/inappropriate   

reviews 

H = Honesty 



H = Honesty 



Respond from the resident’s point 
of view 
• Eliminate the “corporate speak” (i.e., “it is 

our policy” or “according to your lease” 
• Example: Thank you for your feedback 

regarding your living experience and giving us 
the opportunity to improve our service based 
on your comments.  I’m sorry that we were 
unable to meet your needs regarding our slow 
response to your concerns and I assure you that 
proper training is being conducted so that we 
can provide consistent service to all of our 
residents. 

• Remember, other residents and future      
residents will be reading your responses. 

E = Empathy 



E = Empathy 

Phrases to use: 
• “I understand” 
• “I would” 
• “I’m sorry” 
• “I apologize” 
• Words of “shock” 

• “Oh my goodness” 
• “I can imagine” 



From tone to grammar, it’s not 
what you say but how you say it 
• Make sure your message comes across loud 

and clear 
• Example: I was delighted to see that you are 

enjoying living at Happy Oaks.  It was very 
positive to hear that you have found our office 
and maintenance teams to be helpful, 
professional and responsive to all of your needs.  
We set very high standards for our performance 
and please note that I have passed your 
comments along to the team.   

• Avoid the simple “thank you”.  Dig deep      
and leverage the positive! 

M = Message 



If you don’t respond, someone else 
will.  



Primacy and Recency Effects 

A strong opening and closing when responding to reviews 
is important: 
 
OPENING: 
“Oh my goodness!  I am so sorry to hear of the difficulties 
you experienced here as a resident”… 
 
CLOSING: 
“…We strive to make every resident here at Happy Oaks 
our top priority – thank you for bringing these oversights 
to our attention so that we may continue to improve the 
level of service for all of our residents.” 



Surprise Effect 

Include some information in your review that is considered 
“unique” in comparison to other community responses: 
 
We set very high standards for our performance, in fact 
just last week our average completion rate on service 
requests was less than 2 hours!  



Repetition Effect 

Make multiple mentions of what you want readers to 
remember: 
 

I agree, the service team here at Happy Oaks is top-notch.  

They have set a same-day completion goal for all service 

requests and have met that goal every day so far this 

week.  The team is constantly coming up with ways to 

out-perform themselves and it’s great to hear that 

residents such as yourself are enjoying worry-free living at 

Happy Oaks! 



False-Memory Effect 

The brain closes logical gaps in what it sees, hears or reads.  
Be very direct and comprehensive in your response: 
 
Since this is an anonymous posting it is difficult for me to 
address each issue in depth. It is always our hope that a 
resident with an issue will contact the office so that we 
can solve the problem directly.  Also, I am very sorry that 
you perceive me as a 'meanie'.  Unfortunately, sometimes, 
I do have to enforce the policies of the community and 
management.  As I said earlier; I would love the 
opportunity to talk about the problems that you have 
with me or the community…my door is always open. 



• Ratings and reviews are becoming more 
important to prospects and residents 

• Know what’s currently being said about 
your community  

• Accept that resident expectations have 
changed and be willing to meet today’s 
needs 

• Create and foster content that truly 
represents your community’s character 



QUESTIONS  



Jen Piccotti 
jpiccotti@satisfacts.com 


