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Let us introduce 
ourselves...

First...

We are YONDER founders, James Donald and  
Letitia Stevenson. 

Established in 2018, upon a vision to bring leading 
edge technology to help businesses work smarter, not 
harder to gain more bookings and clients, YONDER is 
revolutionising sales and customer service.

And, now... we’re bringing you our very own 
Customer Feedback Handbook written by not only 
yours truely – but contributed to, by industry experts.

JAMES DONALD
Founder/Director
Yonder

LETITIA STEVENSON
Founder/Director
Yonder

https://www.yonderhq.com/


Gathering customer feedback and measuring 
Net Promoter Score are no longer tools 
exclusive to corporations — they’re quickly 
becoming a key part of customer operations 
for all businesses. 

While collating this handbook, we interviewed 
small, medium and large businesses who 
are all gathering customer feedback with 
one common purpose — having data to 
determine if they’re delivering great customer 
experiences, with the knowledge that 
nurturing raving customers is the best way 
of sustaining and growing business.
Continuous improvement is just that, it’s 
continuous. We’ve designed the content in 
this handbook to grow with you — whether 
you’re new to customer feedback or you’re 
wanting to improve how you gather, analyze 

Foreword
We have designed  
the content in this 
handbook to grow 

with you...

and act on it, this handbook will be your 
go-to source to refer back to when bringing 
your customers to the heart of how you do 
business.  

We hope that this collection of best practices 
helps you lift your customer experience, staff 
performance and ultimately helps grow your 
business.  

If you don’t already have a reputation 
management plan, create one today.



For businesses 
big and small

TOURISM

Attractions, Activity Providers, 
Accommodation, Shuttles  
and more

PERSONAL SERVICES

Hair, Beauty, Skin 
and more 

PROFESSIONAL SERVICES

Legal, Accountants  
and more

TRADES

Construction, Plumbers, 
Electricians and more

AGENCIES

Marketing, Digital 
and more 



THE BASICS

 → How to measure customer happiness.
 → What’s the difference between a survey,  

feedback, testimonials and online reviews?
 → Are feedback surveys classified as 

marketing communications? 
 → How do feedback surveys fit into an overall 

communication strategy, without customers 
feeling like you’re over-communicating or 
‘spamming’ them?

 → Why monitor online review sites? 
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GATHERING FEEDBACK

 → How to create a customer feedback survey that 
doesn’t suck.

 → The top 5 questions you should be asking to get 
useful feedback.

 → There’s more customer feedback around you 
than you realise, ignore at your peril.

 → How to extract business value from customer 
reviews, no matter what they rate you.

ACTING ON FEEDBACK

 → Should you respond to online reviews, and why?
 → Our formula for tackling negative feedback.
 → How to use customer feedback to get better 

performance from your staff.



ANALYZE AND IMPROVE

 → How business improvement can’t work without 
customer feedback.

 → Why do reviews even matter? How social proof 
changes customer behaviour.

 → How does your NPS stack up against your 
competitors?

 → How to make sense from text feedback to make data-
driven business decisions.

 → Why relying on online reviews organically, and not 
gathering direct feedback, is a failed strategy.

 → How you should be reporting on feedback to 
management.

SHOWCASE AND GROW CUSTOMER BASE

 → How to get more reviews on public review sites.
 → What effect do ratings have on Google rankings?
 → How to use reviews on your website to improve 

conversion. 
 → Tourism specific: How important is Tripadvisor 

compared with Google? What should you steer  
your customers towards?
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The 
Customer 
Feedback 
Loop
The process that underpins the content in this 
handbook, is the Yonder Framework for reputation 
management. We know there are lots of different 
frameworks out there, but ours is different. 

Our step-by-step reputation management process 
is designed specifically for:

 → Businesses who are providing a service and 
getting online reviews, and; 

 → Businesses who rely heavily on word of mouth 
marketing and are looking for tactics to amplify it.

GATHER FEEDBACK 

→ Ask directly.
→ Record what  
your team hear.
→ Monitor all  
online sources.

ACT ON FEEDBACK

→ Promptly listen & 
acknowledge.
→ Celebrate good 
feedback with your 
team.

ANALYZE & IMPROVE

→ Discover themes and 
opportunities to improve. 
→ Share with your team 
& others who can help 
implement changes.

AMPLIFY REVIEWS

→ Use your raving 
reviews to grow  
your business.



The 
Basics



First 
things 
first...
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Firstly, we’ll cover The Basics and the 
why — why make the effort (albeit very 
low effort) to gather feedback?

First things first, let’s cover the fundamentals of 
customer feedback and the key terms and tools for 
you to familiarise yourself with.

 → How to measure customer happiness

 → What’s the difference between a survey, feedback, 
testimonials and online reviews?

 → Are feedback surveys classified as marketing 
communications? 

 → How do feedback surveys fit into an overall 
communication strategy, without customers feeling 
like you’re over-communicating or ‘spamming’ them?

 → Why monitor online review sites? 
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NET PROMOTER SCORE (NPS)

The NPS system was created by Bain and Company 
(a global consultancy) and is based on asking your 
customers one simple question:  

How to measure  
customer happiness.

This question will help you to evaluate if you’ve done a 
good enough job to get word of mouth recommendations, 
which is a key way to attract new customers.

Customers can answer by choosing a number from 0 
(not likely) to 10 (likely). Anyone that scores you 0-6 is a 
‘detractor’, 7-8 a ‘passive’ and 9-10 are ‘promoters’. 

NPS is then calculated by subtracting the percentage 
of detractors from the percentage of promoters. An 
NPS between 0 - 30 is considered good, over 50 is 
considered excellent and above  
80 is world-class. 

For comparison, Telco companies typically sit at around 
0 or in the negatives, which means they’ve got more 
detractors than promoters... *insert ‘surprised’ gasp here.*

‘How likely are you to recommend us to your 
friends and family?’. 



CUSTOMER SATISFACTION (CSAT)

CSAT is short for Customer Satisfaction, which is a 
commonly-used key performance indicator used to 
track how satisfied customers are with your products 
and/or services.

CSAT is measured by one or more variations of the 
following question, which usually appears at the end 
of a customer feedback survey: “How would you rate 
your overall satisfaction with the [goods/service] you 
received?”

Respondents can answer using the  
following 1 to 5 scale:

1. Very unsatisfied
2. Unsatisfied
3. Neutral
4. Satisfied
5. Very satisfied

CSAT is then calculated by taking the ratio of satisfied 
customers over the total i.e. Number of satisfied 
customers (those who selected 4 or 5) / Number of 
survey responses x 100 = % of satisfied customers.
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REVIEW STAR RATING

Most customers are pretty used to providing 
feedback with a star rating along with a review. 
It involves choosing from one star (poor) to five 
stars (excellent).  It doesn’t provide a whole lot of 
information on its own, as people have different 
opinions of what ‘excellent’ means to them. 



A survey is a method of gathering information from people, 
by asking them a series of questions.

Feedback is helpful information and thoughts provided to 
you from customers, about your product or service.

Testimonials are curated statements from customers that 
endorse your business and support your credibility. They 
are gathered, owned and managed internally by your 
business.  

Online Reviews are written by your customers based on 
their experience with your business. They are collected 
and managed by third parties (such as Yonder or Google), 
without the business being involved in the process.

What’s the difference between a 
survey, feedback, testimonials 
and online reviews?
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Learning about your customers’ experience is an 
essential part of delivering a service, which is why it’s not 
considered ‘marketing’, and opt-in is not required, i.e. you 
don’t need to ask permission before sending a survey to 
them.  However, if the communication you’re sending them 
has promotional content included in it, such as offers, then 
opt-in is required.

Are feedback surveys classified 
as marketing communications? 



We often get asked if you should send a post-service email 
and a customer feedback email?  

Our experience shows that the more call to actions you try to 
cram into an email, the less likely you are to get responses 
to any of them. If the goal of your email is to gather as much 
feedback as possible, focus on just that, and design the 
email in a way that will help you achieve that objective as 
best possible.  

So yes, you can send multiple emails with different 
objectives, but timing is everything! We advise sending a 
customer survey within a few days of completion of services, 
no later, before people forget or lose interest. For tourism 
businesses, the evening of departure seems to get the best 
results because it’s fresh in the customer’s mind and it’s at a 
time of day they’re in a position to respond. Make sure you 
set up your surveys and marketing communications to go out 
at different times to avoid clashes.

How do feedback surveys fit 
into an overall communication 
strategy, without customers feeling 
like you’re over-communicating or 
‘spamming’ them?
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Customer feedback helps you understand what your 
businesses strengths and weaknesses are, and how 
customers perceive you. 

Online reviews are a form of customer feedback that are 
collected and managed by third-party review sites. If you’re 
not actively monitoring online review sites, you’re missing 
out on valuable insights, and if you’re getting negative 
reviews that you’re not aware of and are not responding to, 
this can be hugely detrimental to your business.  

Not only does monitoring online review sites give you a full 
picture of what your customers are thinking and feeling, but 
it’ll also help you determine which channels are giving you 
the best word of mouth marketing.

We know it can be pretty time-consuming monitoring 
online reviews, especially given there are so many sites 
that customers can post reviews on, but it doesn’t have 
to be. With software like Yonder, you can easily pull all 
your feedback into one place, and track all of your online 
reviews with a click of a button.

Why monitor online review sites?



Gathering 
Feedback



Now
it’s
time...
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So we’ve covered the why, now it’s time to look at 
the how. How do you gather feedback from your 
customers that will provide you with rich data to 
improve and grow your business? 

 → How to create a customer feedback survey that 
doesn’t suck.

 → The top 5 questions you should be asking to get 
useful feedback.

 → There’s more customer feedback around you than 
you realise, ignore at your peril.

 → How to extract business value from customer 
reviews, no matter what they rate you.



You know those surveys that you get from businesses that 
have WAY too many questions and end up taking an hour 
to complete even though they said it would take 5-10 
minutes of your time? Don’t be that business. How many 
customers have the time to complete a survey like that? 
Any businesses sending these kinds of surveys should 
expect a low response rate.  

If completing a customer feedback survey for a business 
feels like a bit of a chore, the customer will simply avoid 
giving feedback at all. Responding to a survey doesn’t 
have to be a cumbersome task, there are easy ways 
to get the nuggets of gold you need from a significant 
proportion of your customers.

The best surveys are achieving 45% response rates. 
That’s a lot of feedback to use to help improve. How are 
you doing?

Asking for feedback is a delicate art. Well-designed 
surveys are an opportunity to engage customers and 
enhance your brand. But poorly designed surveys are 
ignored, or worse, reflect badly on your organisation.

ARTICLE: 

How to create a customer feedback 
survey that doesn’t suck.
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You can craft surveys that seize interest, get responded to, and 
garner quality feedback. 

Here’s how we do it at Yonder — the anatomy of a high 
performing customer survey: 

 → Ask the first question in your email 

Make it super easy for customers to start a survey by embedding 
the first question within the email using buttons. Our analysis 
shows a 30-40% completion rate by including buttons to respond 
within the email, compared to a 1-5% completion rate by instead 
providing a link that directs customers to external website to 
complete the survey.

When you send people to a link that then requires them to log in 
or enter personal information then you are straight away turning 
off a large proportion of your survey participants.
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 → Say why you’re asking and what you’ll do with their 
response

Explain why you’re asking, what you’ll do with the feedback, 
and that you read all feedback received. Show the customer 
you care, and their voice is valued. If you don’t, some 
customers will assume it’s just for management dashboards, 
and will possibly never be read or acted upon, so won’t see 
the point in providing their thoughts.

 → Keep it short and sweet

Ask fewer, but stronger questions that will provide you with 
the information you need for better business decisions. It’s 
also important to be upfront with how long the survey will take 
customers to complete. If you deceive customers about the 
time and effort involved in a survey, most will either give up 
halfway through or stop caring about their responses. 

Writing tip: Less is more! Emails between 75 and 100 
words achieve the highest response rates.



 → Be personal, seek connection, not transaction

Make sure your survey sounds like it was written by a 
human - because it was. Nobody wants to feel like they’re 
sharing their thoughts with a robot. Humanising your survey 
and showcasing your business personality will make it more 
engaging, and you’ll be more likely to receive personalized 
responses. Avoid jargon, speak in plain English.  
This will make you much more approachable and will lead to 
better quality responses. 

Sincere personal invitations increase the likelihood of a reply. 
Social psychologists call this the reciprocity principle.

Writing tip: Tighten greetings and delete apologetic 
openers. (“I hope you don’t mind me emailing…” They 
do mind, now you’ve put the idea in their head!)

 → Maximise feedback by using button options and don’t 
make responses ‘required’ 

We know the best quality feedback is open text responses, 
but those take time for people to write, and time is precious. 
People are much more likely to respond to options 
presented to them, therefore you’ll get the best outcomes 
using a mixture of buttons (eg. single choice, multichoice, 
ratings) as well as free-text responses. Make sure free-text 
responses are not ‘required’ to move to the next question. 
Respect the person providing feedback by allowing them  
to skip questions.

A HANDBOOK   How exceptional businesses use customer feedback to grow Gathering feedback

 → Know your customer

Connect your survey to your booking system or CRM 
and save your customers time by not asking them for 
information you already have. Remove the guesswork 
and know exactly which customer responded and all 
relevant details such as the booking, appointment, or 
event that it was related to. 

http://newsletterlink.superhuman.com/ls/click?upn=Jqr5SEMS-2FMMuJZDugEULnTf6LccB32qZVDXUxtKZmDpLr3iSL-2BVr7SbPjNttW8YJKJ-2FwqamiuOV5S5LZ15ipDQ6XpmevYiAbHX-2Blv1LKYOI-3DjyJn_EkRkegmYzM7dalXjFusseg8WpcdlsuG1t1aPW-2Fn33yYmNtdDvF8REfV0Q4j9Ml2QcptjCQD-2FVtaHly5dXdB0a1Nyuvyy8DWLcq0lgZoV6QKUbdqjA6s-2BejZOv5Z1TweV2gwf-2FeA-2ByTV58lO0xGeJ2XMFPxLcQDAXFnW1sEmQYSpbM44aIk9myPmyFDtWRagrywEbMsU8WBffgjdJ6Oz29yLIOdGxcMIBugpTvsq-2BPjy68YlDdPjHeDoz7dobBstvPWPMRJA-2BFXNFAZicARompsUMOM5O-2FnpcCrY8D3YMGG-2FaYfqTrV4vggDPwwA05FV-2BlAmWHqdFEFVs5Re-2FQIMR7W-2F0NKCHJnrmosbahS9Is13OeUdsMTsnTiEsQDD4gtzjgerxY55nCRVaUBjVRkv9p9EGJrX-2BeUBVeuzSOI0SsyzLXS5mgZxinCabUqV1znpSbYpwvLUzgacctyyMn7tCjJ4FkSWNnMsu4UNSEWB-2FFkI-3D


How do you ask for feedback that gives you information 
you can actually use and act on, instead of just “it was 
nice”? While it’s tempting to ask loads of questions, we 
believe customer feedback surveys should be quick and 
simple to complete, and having a long list of questions 
will deter people from even starting to provide feedback.

So, what’s our approach to getting the most useful 
feedback? Here are our top 5 questions: 

 → How likely are you to recommend us to friends and 
colleagues? 

This is the classic Net Promoter Score question, and 
for businesses that provide a service and rely on word 
of mouth for acquiring new customers, it’s a question 
that gets to the heart of it — are you delighting your 
customers enough that they’re recommending you to 
their family and friends?

ARTICLE: 

The top 5 questions  
you should be asking to get  
useful feedback. 
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 → Is there anything specific we can do to improve your 
experience?

Even if customers rate you highly, they may still have thoughts on 
how you could do better. This question teases that critique out 
of them. We phrase the question carefully, as you’re looking for 
ideas of improvements you can act on, not emotional reasons of 
what went wrong.

 → We’re considering [feature or service X], would you be 
interested in using it?

Use customer validation to support business decisions or new 
ideas. When we speak to customers and chat about internal 
projects that have failed, very often it’s because they didn’t get 
sufficient input from their customers or ask if it’s something that 
they even wanted.

If you’re looking to remove something or change what you’re 
doing, you could rephrase the question: “How valuable was the 
[feature or service] you used?”



 → How easy was it to book with us?  

Given only a fraction of enquiries turn to customers, we 
want to find out how people felt about the process. This 
question can provide insights that help you improve 
your processes and convert more people. Obviously, it’s 
better to learn from the enquiries that didn’t convert but 
asking your customers is the next best option.

You can reword the question to match your customer 
acquisition process, such as: “How easy was it to 
arrange a consultation with us?”

 → When you were choosing to use our services, how 
did you hear about us?

In case you haven’t already asked at intake, this is your 
last opportunity to gather structured information to 
validate your marketing efforts.  Ensure you provide 
multiple choices as more often than not they’ve seen 
your brand several times before deciding to do business 
with you, and each of those have been valuable in 
influencing the customer.  

We know word of mouth is an incredibly common driver 
of customer acquisition, so try and drill deeper to learn 
where your super referrers are.  
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We met a customer who would literally ask for 
the name of the person or business who referred, 
which enabled them to build a quick picture of who 
was referring people to their business. With that 
information, they were able to thank the referrers, or 
give them gifts depending on the value they brought 
the business.



ONLINE REVIEWS

There are a plethora of websites gathering reviews 
about your business, and since they don’t need your 
permission to do so, it’ll be happening without you 
knowing.  A good way to find out where your customers 
are sharing their thoughts about you is to search online 
for your business name, as review sites tend to rank 
high. For example, “[your business name] reviews”.

DIRECT FEEDBACK VIA SURVEYS

Some people prefer sharing their thoughts this way 
as opposed to giving in-person feedback, as it’s less 
confrontational and they’ll feel more comfortable sharing 
negative feedback and constructive criticism. Direct 
surveys generally have a good response rate too — 
Yonder customers typically experience 34-45%  
of customers sharing feedback through them. 

ARTICLE: 

There’s more customer feedback 
around you than you realise, ignore 
at your peril.
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VERBAL FEEDBACK

Another type of direct feedback that is sometimes 
forgotten is verbal feedback, often given to places with 
a reception desk or checkout counter. It can be heard 
by staff either face to face, by phone or email. This is 
often where the gold is, but since it’s not in a structured 
format, and it needs to manually be recorded or noted 
down somewhere, it’s easily missed or forgotten. A 
manager of a holiday park was describing the situation 
of complaints about wifi given to staff at the front desk. 
However, they struggled to recollect how complaints 
they’d received, or maybe their memory was skewed 
by one particularly disgruntled customer. Therefore, 
capturing this feedback can be a significant way to 
complete your picture of overall feedback and business 
performance.

OTHERS:

We know some businesses using alternative methods 
to gather feedback, in part due to client preferences but 
also because they’ve been in a situation that’s allowed 
them to get insights and information from their customers

 → Paper forms.

 → Tablets/stations.

 → Staff placed around a location to survey customers 
during service or experience.



Feedback is the 
breakfast of

— Brian Halligan, CEO of HubSpot

champions.



Different customers provide different types of feedback. 

We break down the types of ratings, and how to design 
situations to get useful feedback from them. 

5-STAR CUSTOMERS

Positive feedback provides a great feel-good factor and 
reminds you of what you do well. EasyHike, with an NPS 
of 90 (95% customers give a 5-star rating), says the 
raving reviews they receive serve as reminders of what’s 
valued most by their customers and reinforces what they 
should continue doing.

But if your 5-star reviewers already think you’re doing 
a perfect job and providing unparalleled customer 
experiences, can they help you continuously improve and 
stay ahead of the competition? They sure can! 

You can use the fact that they’re highly engaged 
customers and big fans of your business to your 
advantage, by asking for their ideas about what more  

ARTICLE: 

How to extract business value from 
customer reviews, no matter what 
they rate you.
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you could do to provide an even better experience.  
You might just receive a gem of inspiration that’ll help  
you maintain your competitive advantage.

4 STAR AND 3-STAR CUSTOMERS

These customers neither loved nor hated their 
experience.  Many cultures withhold a perfect score 
for truly exceptional experiences. So what’s stopping 
them from loving it? Their feedback could be the key to 
developing new product lines and a whole set of new 
happy customers. You might find there are a few extra 
touches needed to deliver an exceptional experience, or 
there may be business processes that need improving to 
ensure the quality of their experience is consistent. For 
example, an accountant that we spoke to described a 
situation where a customer felt in the dark simply because 
the team forgot to add them to an automated email 
sequence due to the unconventional way the customer 
had come through to the business.

Looking at their feedback comments, asking additional 
questions about what could be improved, and following 
up with a phone call to learn more can help you pinpoint 
opportunities for improvement. Map out and understand 
their entire customer journey to figure out which 
touchpoints need improving, as it could be as simple as a 
channel or step in the journey that was missed or fell short.
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2 AND 1-STAR CUSTOMERS

When it comes to your 1 and 2-star customers, your 
first step is analysing their feedback to determine what 
(if anything) went wrong. Contrary to popular belief the 
customer is not always right, and sometimes their ‘bad 
experience’ is not something that you ever had any 
control over. 

Likely, they’re just in the wrong demographic for your 
business, meaning you’re probably never going to be 
able to please them (no matter how hard you try). In 
this instance, we suggest taking their feedback with 
a grain of salt and using it to define who aren’t your 
target customers. You can then add information into your 
marketing and sales process to try and help these types 
of customers navigate away from your services. While it 
may sound counterintuitive to turn away revenue, it could 
be a small gain compared to a large loss caused by the 
negative word of mouth they may create. 



Acting on 
Feedback



Now
it’s
time...
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What  
to do 
with it...

You’ve gathered all this valuable customer feedback 
about your business, now what do you do with it?
 

 → Should you respond to online reviews, and why?

 → Our formula for tackling negative feedback

 → How to use customer feedback to get better 
performance from your staff



It’s one thing to gather reviews, but it’s almost equally as 
important to respond to them. Yes, it can be time-consuming 
to go through multiple online review sites to respond to all your 
reviews, so it’s pretty tempting to only respond to the negative 
commentary and defend yourself against criticism. 

However, responding to all of your reviews (good and bad) can 
build trust with your customers, which is why you should be 
doing so.

Online reviews are extremely influential, and with 80 of online 
users found in research* to be significantly influenced by 
reviews, it doesn’t look great when there are a whole bunch of 
reviews that haven’t been acknowledged. Prospective customers 
need to see that you care about all of your customers and are 
not just defending your business against the bad reviews that 
have been left. Instead of only being reactive, be proactive and 
show appreciation for the customers that have taken the  
time to leave you a good review too, people notice this when 
researching!

ARTICLE: 

Should you respond to online 
reviews, and why?
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Regardless of the tone of the reviews, customers are 
taking time to share their thoughts about their  
experience with your business, and responding to the 
reviews shows that you are engaged and are listening  
to your customers. 

With templates and a quick copy and paste, it shouldn’t 
be a burden to respond. Having all reviews in one place 
instead of heading to multiple online review sites also 
speeds things up, which is something you can do easily 
within Yonder. We integrate with Google My Business and 
more reviews sites — coming soon. 

Don’t leave your customer reviews on ‘read’, respond! 

*Data sourced from “Decision Support Systems Journal, vol 113, Sept 2018”  
[https://www.sciencedirect.com/science/article/pii/S0167923618300861]

https://www.sciencedirect.com/science/article/pii/S0167923618300861


Let’s face it, unfortunately, all of your customers aren’t 
going to be happy all of the time — receiving negative 
feedback is inevitable and part and parcel of running a 
business, but it’s still a hard pill to swallow. 

However, it’s not all doom and gloom. Negative feedback 
can provide you with valuable insights into what’s not 
working well in your business, and responding to it can allow 
you to reinforce your business values, which can positively 
impact your business. 

ARTICLE: 

Our formula for tackling 
negative feedback.

A HANDBOOK   How exceptional businesses use customer feedback to grow Acting on feedback

From experience, we believe there’s a solid four-step 
approach to dealing with and responding to negative 
feedback:

1. Acknowledge promptly.

You should always respond to negative feedback, even if 
you don’t particularly agree with it. Negative feedback is 
like a snowball rolling down a hill. The longer you leave 
it, the bigger it gets, and it picks up momentum along 
the way. A lot of the time the customer just wants to feel 
heard. Be sympathetic and understanding, even if you’re 
not convinced you’ve done something wrong.

“Thanks for taking the time to share your 
thoughts with us. We’re sorry to hear that 
you’ve had a bad experience.” 

“We pride ourselves on providing the best 
experience for our customers, so we’re 
disappointed we missed the mark in this 
instance.”

2. Highlight your business values and usual service 
expectations.

It’s likely that their bad experience does not accurately 
reflect the ‘norm’. Use it as a marketing opportunity to 
reinforce the level of service you would normally expect 
your customers to receive. Remind them that you’re not 
always bad, you just haven’t got it right this time.
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3. Keep it short and sweet.

Avoid getting into too much detail or waffling in your response. 
This has the potential to aggravate the situation even more and 
can cause the conversation to spiral. Aim for 3-4 sentences max 
when replying to negative feedback. 

4. Take it offline, fast.

If an unhappy customer is sharing negative feedback publicly, 
you’re going to want to take the conversation offline pretty 
quickly. If there’s a way for them to privately share their contact 
details with you, ask them for a phone number so that you can 
follow up with them directly, or give them a number that they can 
contact you on instead.

Even though this method is tried and true, unfortunately, it’s not 
always going to be 100% effective. Despite all efforts, there will 
be instances where customers remain unhappy no matter what 
you do and there’s nothing that will change their mind. Don’t let 
it get you down though, using this formula means you’ve given it 
your best go at putting a not-so-great customer experience, right.

“We’d like to find out more about your experience, 
could you please send us your contact details in a 
private message so that we can look into this for 
you? / If you’d like to discuss this further, please 
contact me at [phone number/email].”
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Delivering great customer experiences is a team effort, and 
is rarely the work of just one person, but sometimes, many 
of the people involved work behind the scenes in non-
customer facing roles, and don’t hear or see what clients 
experienced. For example, the gardener at a holiday park 
doesn’t necessarily hear feedback about how immaculate 
the gardens are and a junior team member may not hear a 
client’s thoughts on their contribution to a project or piece 
of work. The best way to connect your staff with business 
outcomes is by connecting them with what customers 
think, the good and the bad. 

 → Reward your team for positive feedback and reviews

We know of some organisations who shout a box of beers 
or a voucher for any mentions of staff names in reviews. This 
does two things — ties staff performance to a business goal 
by providing a customer experience which they want to rave 
about online, and incentivises staff to encourage customers 
to share reviews and feedback.

ARTICLE: 

How to use customer feedback 
to get better performance from 
your staff.

 → Use feedback in performance reviews

Your staff are likely dealing with customers out of your 
sight. “Until I started gathering customer feedback I didn’t 
have a lot of data on staff performance when I’m not in the 
salon. Now, customer feedback is a key part of monthly 
performance reviews, reviewing what worked well and 
what needs improvement.” says Jaqueline McFayden, 
director of Cleaver & Rouge Hair and Makeup Salon. 

 → Be transparent

“We are very transparent with the entire team about what 
feedback we get and how we deal with it. We don’t often 
get negative feedback, but by regularly sharing how we 
deal with feedback, both positive and negative, means if 
someone in our team finds themselves in that situation with 
a customer in the future they have an understanding of how 
we expect to deal with it then and there, and some tools to 
address it” — Daniel Fleming, King and Queen hotel suites 

 → Don’t delay sharing

Feedback means the most when it’s current and relevant 
so you can tie it back to the event that gave rise to the 
feedback. Maybe there are actually two sides to the story? 
Can you remember situations where you gave feedback 
and just couldn’t remember what it relates to? The easy 
solution to this is to share feedback within days, not weeks 
or months.



Analyze & 
Improve



How to
use it...

A HANDBOOK   How exceptional businesses use customer feedback to grow Analyze and improve

Analysing your customer feedback and using it to 
improve your business is:

 → How business improvement can’t work without 
customer feedback.

 → Why do reviews even matter? How social proof 
changes customer behaviour.

 → How does your NPS stack up against your 
competitors?

 → How to make sense from text feedback to make 
data-driven business decisions .

 → Why relying on online reviews organically, and not 
gathering direct feedback, is a failed strategy.

 → How you should be reporting on feedback to 
management.
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If you’re not using customer feedback to help improve what 
you do, how is your business surviving? Collecting customer 
feedback is essential to business growth — loyal customers 
grow a business faster than any sales or marketing methods.  
If you’re not already gathering feedback, start today.

If we don’t know what’s right, we can’t do more of it. If we 
don’t know what’s wrong, we can’t do less of it. Basically, 
without customer feedback, we’re destined to fail. Are your 
customers recommending you to their family and friends? 
Why are you losing customers? Is there anything you could 
have done differently before it was too late?

For most businesses, word of mouth is the biggest and 
strongest form of marketing and it doesn’t cost anything. 
The more satisfied your customers are, the more likely 
they are to promote you. On the other hand, if customers 
are unhappy with an aspect of your service, and you’re not 
aware of it, you’ve got a silent customer acquisition killer, 
without even knowing it exists. 

ARTICLE: 

How business improvement can’t 
work without customer feedback.

“We all need people who will give us feedback. 
That’s how we improve.” 

— Bill Gates

Feedback provides data in three different ways:

 → Highlights problems, and affirms what you’re doing 
well.

 → Provides solutions you may not åhave thought of

 → Validation of the size of a problem or value of 
solving it. e.g.  Is it just one customer with a 
problem or many? That’s information that will help 
you prioritise what, if any, changes you need to 
make.

“I think it’s very important to have a feedback 
loop, where you’re constantly thinking about 
what you’ve done and how you could be  
doing it better.”

— Elon Musk



Here’s a handful of examples of how customer feedback 
has been used by businesses, ultimately helping to 
provide a customer experience that people rave about:

 → Changed the way they communicate cancellation of 
tours due to weather.

 → Rewarding staff for providing an outstanding guest 
experience.

 → Fixed equipment, which the business didn’t know  
wasn’t working well.

The world is constantly changing. What you’re doing today 
is not necessarily going to deliver the same value in the 
future. This is not just customer behaviour changes but  
also demographics maturing. 

Brian Halligan, CEO of HubSpot (who was recently  
voted as a top CEO in America) said it best: 
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“Feedback is the breakfast of champions.”

— Brian Halligan
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ARTICLE: 

Why do reviews even matter?  
How social proof changes  
customer behaviour.

Social proof is a phenomenon that shows people are more 
likely to take action if they see that others have already 
done so. Using social proof can help drive sales and create 
a tribe of happy customers. That’s why social proof apps and 
widgets showing reviews and testimonials are some of the 
best tools for conversion rate optimization.

“Social proof” in marketing is a recent term and can be 
attributed to the advancement in technology, availability of 
the internet and more specifically online review sites. Social 
conformity has always existed and been studied as early as 
the 1930s by Professor Sherif and later in 1951 by Solomon 
Asch. Asche was successful even back then at proving 
that people will conform to the masses because they want 
to fit in with the group (normative influence) and because 
they believe the group is better informed than they are 
(informational influence).

Let’s consider social proof in action - You’re walking down 
the street and you get hungry. You have two choices; 
one restaurant is full and one is empty. Which one do you 
choose?  The reason you’re tempted to visit the restaurant 

with people in it instead of an empty one is because you 
assume the empty restaurant isn’t as good. After all, if they 
served good food, people would be there, right?

That’s social proof in action. Even if the empty restaurants 
have better food and service, because there are more 
people in the other ones, the assumption is they’re better.

Transfer this to the digital age where people jump on Yelp, 
Trip Advisor or other online review websites to check the 
restaurant reviews before even leaving their house. What 
they see on those reviews creates the same feelings as 
if they had walked past the restaurants and seen one 
empty and one full.

So why are online reviews now more powerful than ever? 
The internet is flooded with paid advertising, a review, 
however, is more powerful than an advertisement because 
reviewers are not seen as financially invested in your 
purchase. They are seen as independent and completely 
unbiased. You may question this unbiased assumption but 
the power of social proof and conformity helps people to 
overcome this doubt and follow the masses.

If you are not using social proof on your website then you 
are missing out on influencing up to 93% of your website 
visitors. 
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ARTICLE: 

How does your NPS stack up against 
your competitors?

Bain & Co, the creators of the Net Promoter Score system, 
suggest that an NPS above 0 is ‘good’, above 20 is considered 
‘favourable’, above 50 is excellent, and above 80 is world-class. 
The higher your NPS is, the more likely it is that your customer 
referrals will convert into new leads, which generates more 
revenue for your company.

With that in mind, as a rule, you should aim for an average NPS 
of 30 or higher, to have confidence that your customers are 
more loyal than not.

 → What’s the average NPS per industry?

 → Tourism experience - 65

 → Accommodation - 40

 → Digital marketing agency -  57

 → Professional services - 56

 → Healthcare - 38

Data sourced from Yonder, Retently, Qualtrics
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 → What factors affect NPS benchmarks?

NICHE COMPETITION

If you operate in a niche market, you’re likely providing a 
service that meets the exact needs of your customers.

CUSTOMER TOLERANCE

...Or how much their day to day depends on it. The easiest 
way to increase the tolerance level for your company is 
to transform the customer experience by providing more 
customer touchpoints, greater transparency, and easier 
accessibility. 

EXPECTATION LEVEL

Tourism experiences, such as skydiving, are a standout 
when it comes to NPS scores. When we discussed this with 
sky diving operators they described that their experiences 
are often ‘once in a lifetime’ opportunities, and because 
of this, their customers have no reference or expectations,  
making it easy to rave about afterwards. 

In comparison, internet providers and banks are commonly 
at the bottom of NPS industry scores, in large part because 
their customers have strong expectations of service level, 
meaning it’s difficult to exceed yet very easy to not to meet.

REGIONS & DEMOGRAPHICS

In the United States, they have a more positive outlook on 
experiences meaning it’s far more common to see higher 
NPS scores. British people tend towards being more neutral 
in their outlook, while Asian countries tend to be even more 
conservative. Australia and New Zealand are generally 
positive, however, reserve perfect scores (10/10) for truly 
exceptional experiences.
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ARTICLE: 

How to make sense from text 
feedback to make data-driven 
business decisions.

Let’s be honest, text feedback is a bit of a minefield to read 
through and draw themes out of, let alone turn into a metric. 
For that reason alone, many businesses revert to asking lots 
of rating and multi-choice questions to enable responses to 
be turned into a metric. The problem with this is the richest 
insights typically come from customers sharing their feelings 
via written responses. We believe it’s also the best user 
experience — keep a survey short and sweet by asking for 
just a rating and text feedback.

Taking a holistic view of text feedback is incredibly 
insightful. For example, a holiday park heard some customers 
complaining about the quality of the Wifi.  These sort of 
intermittent problems are notoriously difficult to test — Was 
it just a one-off? Or was there a genuine long term problem 
affecting many customers? How long has it been going on?  
Did spending $1,000’s to fix it end up resolving the issue?

You could wade through hundreds or thousands of text 
feedback to find out, but who has time for that? Unless you 
hire a summer student once a year. 

Using modern text analysis methods makes it possible 
to make sense of your data quickly — quantify it, discover 
themes, understand the sentiment (positive or negative), 
and trend it. 

This area of computation has rapidly changed with the 
evolution of natural language processing, as part of 
Artificial Intelligence. This goes far beyond a word cloud, 
which may miss out on groups of similar words like “price”, 
“prices” and “pricing”. Natural language processing 
involves stripping a word down and aggregating words 
based on that comparison. In addition, key phrases may 
be useful, e.g. “marine park” or “customer service” rather 
than each word treated independently.  

Finally, AI models are trained to detect sentiment, such as 
positive, negative or neutral. This helps detect negative 
comments which might have been wrapped up in an 
overall positive rating. 



The next step is grouping similar words into ‘text topics’. This 
can be done automatically by using AI algorithms, although a 
large data set (10,000+ words) is required, and it doesn’t work 
particularly well when multiple topics are described within short 
feedback, which happens a lot in reality.

The best text feedback methods involve your input to group 
words of interest, and then let algorithms automatically sort 
and categorize the rest. With this, you can now make sensible 
counts of mentions and monitor trends of those mentions.  

Suddenly you’ve got a metric you can report on, get alerts on 
such as an increase of negative mentions relating to Wifi. An 
example of this is analysing feedback to find data to support 
a business decision. In fact, a tourism customer of ours has 
justified a significant investment in a new product based largely 
on the validation from words of customers.

So, ready to ditch your spreadsheets, summer student, and 
start using your text feedback in real-time to make data-driven 
decisions, automatically?  Give Yonder a go.
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ARTICLE: 

Why relying on online reviews 
organically, and not gathering direct 
feedback, is a failed strategy.

How many online reviews are you getting per month? 2? 
10? 50? But how many customers have you had through 
your doors in a month? Yonder’s research shows that ~1% 
of customers leave a review of their experience online 
unprompted. This metric does vary slightly based on industry 
and location, but it’s fair to say only a small proportion of 
your customers will leave you a review off their own back.

That doesn’t mean only 1% liked your service enough to 
spend time sharing a review, rather, 1% are in the habit of 
posting reviews online and they either loved or disliked their 
experience enough to spend their time doing so. When was 
the last time, if at all, that you shared a review online? The 
vast majority of people prefer not to post publicly, but when 
asked directly they’re more than happy to provide feedback.  
In fact, Yonder’s experience finds on average between 40% 
and 50% of customers sent one of Yonder’s intelligent and 
simple email surveys, will respond.

Suddenly, that’s a massive increase in the amount of 
feedback you’ve received, potentially up to 40x more 
feedback than you would have received by just relying on 
them to post on online review sites.  That’s a lot of data 
that can be used to help improve your business! 

GET MORE ONLINE REVIEWS  

Once you’ve got the attention of the customers providing 
direct feedback, if you provide a link for them to share 
their review (along with a copy button so they don’t have 
to re-type their awesome feedback), then you can expect 
10% of respondents to post on an online review site. 
Many Yonder customers doing this have seen a bump in 
monthly online reviews by 5x! 

Massive! 
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ARTICLE: 

How you should be reporting on 
feedback to management.

A simple guide of KPIs you should track as a team, and 
what you escalate to management:

NET PROMOTER SCORE

 → Overall sources.

 → Per source - Direct and each online review site.  
You can convert star ratings into NPS by:  

(number of 5 stars / total reviews)
÷
(number of 3 + 2 + 1 stars / total reviews) 

This metric nicely summarises the net word of mouth 
recommendations your business is likely to achieve as a 
result of the services provided.

TOTAL STAR RATING 

 → Number of reviews on online review sites.

 → Where do you stand amongst your competition and 
your goals.

REVIEWS PER SOURCE

 → Number of new reviews this month, per source.  

 → How is it trending to beat your competition?

NEGATIVE FEEDBACK

 → Negative feedback that’s been responded to.

 → By addressing customer concerns you may 
be able to limit the negative consequences of 
negative word of mouth.  You can also get more 
information and learn from the customer what 
needs to improve.

STAR RATING 

 → Star rating of products and tours, or amongst 
organizations.  

 → Are there any outliers for positive and negative 
performance? This may help identify improvement 
areas. Be aware average ratings may be hiding 
your true performance and opportunities to 
improve.



Amplify 
Reviews.



Now
it’s
time...

Amplify reviewsA HANDBOOK   How exceptional businesses use customer feedback to grow

How you 
can do it...

Your existing customers are the pathway to your most 
effective marketing method. Don’t believe it? Here are  
the facts: 
 

 → It costs 5x to 25x more money to acquire a new 
customer than keep existing ones happy

 → The #1 most common source of new leads are referrals

 → Highly engaged customers buy 90% more often and 
spend 60% more per transaction.

 → Returning customers, or customer loyalty, is what grows 
a business.

It all starts with gathering customer feedback to learn what 
you need to do better, what works well and what you need 
to do more of. This section explores how you can do it.

 → How to get more reviews on public review sites

 → What effect do ratings have on Google rankings?

 → How to use reviews on your website to improve 
conversion 

 → Tourism specific: How important is Tripadvisor compared 
with Google?  What should you steer your customers 
towards?



ARTICLE: 

How to get more reviews on public 
review sites.
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Did you know that online reviews influence the purchase 
decisions of 80% of consumers*? Pretty impressive, right? 
When customers research your business, they read what 
previous customers have said online, and decide whether 
they’ll engage with your business, treating the reviews 
like personal recommendations from friends or family 
members. As mentioned in this handbook already, social 
proof and word of mouth are super powerful, so how do 
you get more of your customers sharing their thoughts 
publicly? 

Ask and you shall receive (most of the time)

The best way to get more online reviews for your business 
is to ask your customers to leave them. If you don’t ask, 
likely, you’ll only get around 1-2% of customers leaving 
reviews, which will be a mix of glowing reviews (yay!) or 
negative reviews from disgruntled customers (eek!). Not 
all customers will leave reviews (even if you ask them) 
because they don’t want to share their thoughts publicly, 
however, you’re guaranteed to get a lot more of your 
customers leaving reviews if you ask than you would if 
you didn’t ask at all. 

When asking your customers to leave an online review, 
it’s also important to make it as easy as possible for them 
to do so. Often a business will include a link in a post-visit 
email, but the uptake of this method is generally pretty 
low because the link gets lost amongst the rest of the 
message, and it’s too much effort for the customer to 
leave a review. 

Yonder helped Easyhike increase their Google reviews 
by 500% in one month by using our survey tool to 
identify their most enthusiastic promoters and making 
it frictionless for them to leave an online review. For 
comparison, Easyhike was receiving 2 to 3 Google 
reviews per month (average figure based on Summer 
2019-20 results) and since using Yonder, they received 15 
Google reviews in February ‘21 alone. 

How? Yonder sends a beautiful survey directly to the 
customer, with rating buttons embedded directly in the 
email - making it super quick and easy for customers to 
share feedback. We then ask customers who rate you 
5 stars to post on their preferred online review site and 
make it easier still by giving them a copy button to share 
their comments from the survey. 

*Data sourced from “Decision Support Systems Journal, vol 113, Sept 2018”  
[https://www.sciencedirect.com/science/article/pii/S0167923618300861]

https://www.sciencedirect.com/science/article/pii/S0167923618300861


ARTICLE: 

What effect do ratings have on  
Google rankings?
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Google Reviews can help improve search rankings and 
general SEO efforts. Although there are many factors 
involved in search rankings (over 200, in fact), online 
customer reviews send a strong signal to search engines 
that communicates expertise, authority, and trust.

Google is even starting to automatically filter out local 
businesses with less than a 4-star rating.



ARTICLE: 

How to use reviews on your website 
to improve conversion.
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Fact: Showing reviews or testimonials on your website improves 
conversion. How? Showcasing the opinions of your customers 
is more convincing than any statement your company can make, 
and can help you build trust. According to the Medill Spiegel 
Research Center (SRC), the purchase likelihood for a product with 
five reviews is 270% greater than the purchase likelihood of a 
product with no reviews.

Here’s our formula for placing reviews on your website 
to improve conversion:

LOCATION, LOCATION, LOCATION

You need to have social proof in multiple locations  
throughout your website.

 → Homepage

 → Show towards the bottom of the webpage, after all 
of your content that describes what you do and why 
you do it. This means reviews are a credible source 
to support your claims on the webpage.  

 → Show an overall rating, which helps communicate 
you are consistently receiving 5-star reviews.

 → Show your latest 5-star reviews — recent reviews 
show you’ve not just handpicked reviews you want 
to show the customer.

 → Product or service pages

 → Show towards the bottom of the webpage, after all 
of your content about your product or service. This 
means reviews are a credible source to support 
your claims on the webpage.  



 → Only show the reviews for that specific product/experience, 
to ensure relevancy.

 → Show the most recent 5-star reviews.

 → Paid traffic landing pages

They’ve clicked on something because they like the sound 
of what they read, use social proof to help convince them to 
continue looking around your website or convert.

WHAT INFORMATION TO SHOW?

 → Use as much information about the person as possible, 
to build credibility.  This includes full name, home region, 
avatar image.  Avoid anonymous reviewers, it may even 
damage credibility by not showing to be transparent.  

 → Date of the review, to show they’re recent and therefore 
relevant.

 → Information about which product or service it relates to, to 
provide context.

 → Name of the third-party source that gathered the review, 
such as Google or Yonder, which brings credibility; 
this shows customers that the review has come from a 
legitimate source and isn’t a fake one your team have 
written up. 
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OTHER TIPS:

 → Ensure you’re optimised for mobile devices.  If using 
swipe gestures in a carousel make sure it’s obvious.

 → Use a live feed of reviews to avoid the need to 
manually update, one of Yonders’ many features.



ARTICLE: 

Tourism specific: How important is 
Tripadvisor compared with Google?  
What should you steer your 
customers towards?
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The power of Tripadvisor is rapidly diminishing. Google, on 
the other hand, is stronger than ever, consistently being 
used by travellers in NZ and Australia as THE place to share 
online reviews. In fact, 70% of people, when given a choice, 
decide to share reviews on Google, 15% on TripAdvisor and 
15% on Facebook Recommendations*.

Tripadvisor is still a powerful platform that can help you get 
bookings, but Google reviews is taking the crown as the 
most influential decision-making tool for most customers.  

Getting 5-star Google reviews from customers is also 
helping businesses boost their search presence. The more 
5-star reviews you have, the higher relevance Google will 
give your web page in search results. 

*This split is measured when given only three options of Google, 
Tripadvisor and Facebook reviews.

 → A quick look at movements Google has made in 
tourism in the last few years:

The Google Travels website was launched in 
2019, pulling together flights, hotels and vacation 
packages, as well as a variety of trip-planning tools 
and recommendations, all on one page. The features 
are also available in Google Search and Google 
Maps, making Google Maps more of a super-app for 
travel, dining, events, spa appointments, and more. 
On top of that, Google can often proactively ask 
people for a review when it has seen your phone has 
visited a certain business.

When your customers search for “things to do”, 
Google provides everything they need to know, from 
pricing to FAQ’s to reviews, right at their fingertips.  

“Our algorithms might decide that a business 
that’s farther away from your location is more 
likely to have what you’re looking for than a 
business that’s closer and therefore rank it 
higher in local results.”

— Google

Google says: 



 → Are you doing everything you can to build the best 
Google profile?

It’s important to make sure that your Google My Business 
details and business hours are always up to date and correct. 
Set up FAQs and share a link to your Google reviews page 
with your customers to make it easy for them to review — 
Yonder can help any business automate this.

Yonder can also help you save time when it comes to 
monitoring and responding to your online reviews, which is 
something Google highly recommends doing: “When you reply 
to reviews, it shows that you value your customers and their 
feedback. High-quality, positive reviews from your customers 
can improve your business visibility and increase the likelihood 
that a shopper will visit your location.” 
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And, 
that’s  
a wrap...



Start turning 
customer  
feedback...

...into customer 
acquisition 
opportunities.

TRY YONDER

https://www.yonderhq.com/products/reviews


How exceptional businesses use  
customer feedback to grow.

A HANDBOOK

Brought to you by

Whether you’re new to customer feedback or you’re wanting 
to improve how you gather, analyze and act on it, this 
handbook will be your go-to. 

While collating this handbook, we interviewed small, medium 
and large businesses - all leaders of businesses providing 
a service. Our goal of the handbook is to help you have the 
knowledge and tools to deliver great customer experiences, 
knowing that nurturing raving customers is the best way of 
sustaining and growing business.


