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INTRODUCTION

Most professional firms do excellent work and still have fewer reviews than the competitor
down the street. The difference is rarely the quality of the work. It is whether asking for a
review is a system or a favor someone remembers to do.

Reviews matter for three reasons. Prospects read them before they call. Google uses them
when it decides which firms to show in local results. And Al tools that answer “who should |
hire" questions read them to describe your firm.

The evidence that ratings move behavior is solid. A Harvard Business School study of
restaurants in Seattle found that each extra star on Yelp was linked to a 5 to 9 percent rise in
revenue for independent businesses (Luca, Harvard Business School Working Paper 12-
016). Different industry, same lesson: the rating moves the decision. And perfect is not the
goal. Northwestern University's Spiegel Research Center found that purchase likelihood
peaks for ratings between 4.0 and 4.7 stars and then falls as ratings approach a perfect 5.0,
because buyers start to doubt them (How Online Reviews Influence Sales, 2017).

This guide shows a professional firm how to ask for reviews, respond to them, and stay
inside the rules that apply to regulated work.

This guide is general information for professional firms, current as of October 2026. It is not
legal, compliance, or ethics advice. Confidentiality and advertising rules differ by profession
and by state; confirm your review process and any public reply with your own counsel,
ethics hotline, or compliance officer.

THE RULES FIRST

Three sets of rules shape every review program. Break them and you can lose reviews, lose
your profile, or face penalties.

Google’s review policy

e Ask every client, not just the happy ones. Google prohibits “selectively soliciting
positive reviews.” Sending the request only to clients you expect to be pleased, or
sending unhappy clients to a private feedback form while happy ones go to Google, is
called review gating, and it is not allowed.

e Do not discourage negative reviews.
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* Noincentives. Do not offer discounts, gifts, or entries into a drawing in exchange for
a review.

* No reviews from staff, family, or anyone with a conflict of interest. Do not review
competitors either.

The FTC rule on consumer reviews

The Federal Trade Commission’s rule on consumer reviews and testimonials, 16 CFR Part
465, took effect on October 21, 2024. It bans:

o fake reviews, including reviews written by Al or by people who never used your
services

e paying for or rewarding reviews that express a particular sentiment
e undisclosed reviews by owners, employees, or their relatives

e review suppression, such as threats or false accusations used to get a review
removed

Civil penalties can reach tens of thousands of dollars per violation.

Your profession’s confidentiality rules

This is the rule most review guides leave out, and it is the one that hurts regulated firms
most.

* Law firms. A lawyer may not reveal information about a client’s matter, and that
includes confirming that the reviewer is a client. The American Bar Association’s
Formal Opinion 496 (2021) says a negative review alone does not justify disclosing
confidential information, and suggests that a lawyer may decline to respond, ask the
host to remove a review that breaks its rules, or post a short invitation to discuss the
matter privately. Your state bar’s confidentiality rule applies too (in Florida, Rule 4-1.6).

¢ Medical and dental practices. Under HIPAA, even confirming that someone is a
patient can be a disclosure of protected health information. The U.S. Department of
Health and Human Services has settled with dental practices that revealed patient
details while replying to reviews, including Elite Dental Associates in 2019 and New
Vision Dental in 2022.

e Wealth and financial firms. Never mention accounts, holdings, or performance. If you
are an SEC-registered adviser, using reviews or ratings in your own marketing falls
under the SEC Marketing Rule (Rule 206(4)-1), so check with compliance before you
feature them.
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* Real estate and other firms. Keep replies about your service, never about a client’s
transaction, finances, or family.

The safe default for every regulated firm: never confirm or deny that the reviewer is a
client, and never mention any detail of their matter, even in a thank-you.

ASKING FOR REVIEWS

When to ask

Ask every client at the same point in your process, the moment the work is finished and the
value is fresh. Pick one trigger per type of work:

e Law firm: when the matter closes or the documents are signed

e Medical or dental practice: after the visit, by text or email, never in the exam room
o Wealth office: after the annual review meeting

» Real estate: after closing

e Other firms: when the project or engagement is delivered

Because the trigger is the same for everyone, you are asking every client, which is exactly
what Google requires.

How to ask

Send one short message by text and one by email, with your direct review link, and one
reminder a few days later. Then stop. Make it easy: one tap to the review form.

Find your link: in your Business Profile, choose "Ask for reviews" to copy a short link that
opens the review form directly.

Request template (text or email):

"Hi [first name], thank you for trusting [Firm Name]. If you have a minute, would you share
your experience in a Google review? It helps other people find the right help. [review link]
Thank you, [your name]”

Reminder template:

“Hi [first name], a quick reminder in case the link got buried: [review link]. If you'd rather not,
no problem at all. Thank you again.”
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Rules for regulated firms:

e Do not ask clients to describe their case, diagnosis, treatment, or finances in the
review.

* Do not suggest what to write or how many stars to give.

e Do not ask through a public channel, such as tagging the client on social media.

Make it a habit, not a favor

» Assign one person to own the review process.

e Put the request into your normal close-out steps, so it goes out automatically when a
matter or visit is marked complete.

* Look at the numbers once a month: requests sent, reviews received, average rating.
You can thank and recognize staff for great service. Do not pay staff bonuses tied to the

number of reviews or the star rating, because that pressure is how gating and fake reviews
start.

RESPONDING TO REVIEWS

The basics

e Respond within a day or two. Make a reply part of the weekly routine.
o Keep it short, warm, and general.
e Sign it with a name and role, so it reads like a person.

* For regulated firms, never confirm the reviewer is a client and never mention their
matter.

Positive reviews

Professional-firm template:

“Thank you for taking the time to leave this review. We're glad to hear it, and we appreciate
you recommending [Firm Name]. [Your name], [role]”
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Notice what is missing: no “it was a pleasure working on your case,” no “we're glad your
treatment went well.” Those confirm a relationship.

Neutral or mixed reviews

“Thank you for the feedback. We take every comment seriously and are always working to
improve. If you'd like to talk about your experience, please call our office at [phone] and ask
for [name]. [Your name], [role]”

Negative reviews

Wait at least an hour before you reply. Then:
1. Do not argue the facts in public. Even if the review is wrong, correcting it usually
means revealing information you are not allowed to share.

2. Use the short, private invitation:

“"We're sorry to read this. Our professional obligations prevent us from discussing any matter
publicly, but we'd welcome the chance to talk. Please call our office at [phone] and ask for
[name]. [Your namel], [role]”

3. Follow up privately if you can identify the person through your own records, and try
to resolve the concern.

4. Escalate any review that mentions a complaint to a regulator, a threat of legal action,
or a possible conflict to the managing partner or compliance officer before anyone
replies.

Never automate replies. Templates are a starting point for a person to adapt, not something
to post unread.
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Fake, abusive, or off-topic reviews

You can report a review to Google if it breaks Google's content policy, for example if it is
spam, comes from someone who was never a client, contains hate speech, or reveals
private information. Use the "Report review" option, and keep a record of the date and the
reason.

Do not threaten the reviewer, offer anything in exchange for removing a review, or make
false claims to get it taken down. Under the FTC rule, those are forms of review suppression.
If a review is defamatory, speak to counsel rather than replying.

YOUR ROUTINE AND FIRST 30 DAYS

Every week: confirm a request went out for every matter or visit that closed, reply to every
new review, and flag any that need escalation.

Every month: count requests, reviews, and your average rating; share the month's patterns
with the team; adjust templates if a new kind of review keeps appearing. Once a quarter,
walk the process through with your compliance officer or ethics counsel.

Week 1: choose who owns reviews, get your review link, and write your request, reminder,
and three reply templates (approved by counsel or compliance if you are regulated).

Week 2: set the trigger for each type of work, start asking every client who reaches it, and
turn on email alerts for new reviews.

Week 3: reply to every review that has come in, using the approved templates.

Week 4: check the numbers, adjust the timing if few people respond, and put the weekly
routine on the calendar for good.
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AFTER YOU FINISH READING

From the founder.

A note on what to do with what you just read.

The firms with the strongest reviews are rarely the ones with the happiest clients. They are
the ones that ask every client, at the same moment, in the same plain words, and never skip
it when the week gets busy.

Start with the one change that makes that true: pick your trigger and put the request in your
close-out steps. Everything else in this guide gets easier once the ask stops depending on
someone's memory.

WHEN REVIEWS DEPEND ON SOMEONE REMEMBERING

The ask ShOllld never depend on memory.

Everything in this guide works best as a system: one trigger, every client, the
same approved words, and a reply routine nobody has to think about. That is
what we build in the Reputation Engine Lab, in your own account, in one
afternoon, with the compliance line for your profession in every message.
Reply to the email this came in, or book a call.

Brandon Aday, Aday Interactive, Inc.
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