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Marketing

Practice managers and marketers want to know, 

should I buy the ads or not? Will Yelp ding my busi-

ness listing if I don’t? Can I be on Yelp without 

paying for ads? Do I have to be on Yelp, I don’t 

even really like them?

Here is our opinion about what you can say 

when Yelp calls. And they will call.

Real conversations with Yelp
Setting up or newly claiming your business’ 

Yelp profile is likely to result in Yelp picking up the 

phone to try and make a sale—masked by an offer 

to help or educate you about your options. They are 

persistent, and will likely try more than one time to 

earn a slice of your marketing budget.

When talking with a representative from Yelp,  

I learned that Yelp wants your business to treat them 

like a social network. They want you to engage with 

users, respond to reviews, and mark reviews as 

useful or not. Yelp software automatically filters 

reviews based on quality, reliability, and user-activity 

on Yelp. You read that correctly—user-activity. Yelp 

is more likely to show the reviews of users who are 

more active on Yelp than that of the infrequent visitor. 

This can be one of the most frustrating Yelp features 

because reviews are not shown in chronological 

order and some of your newest, and best reviews, 

could get filtered off the page. Slow and steady wins 

the race, and responding to reviewers who leave a 

positive review and asking them to become more 

active on Yelp so that their review shows more promi-

nently is a promising strategy.

How much should I care 
about Yelp?

Yelp is the largest non-Google business reviewer 

on the web. They’ve done an amazing job vetting 

reviews, making sure they are both real customers 

and recent reviews.

They rank very well in Google for most local 

services. If you have a local service where people 

are looking for reviews before becoming a patron 

of your business, they will be highly likely to end up 

on Yelp, and Yelp will even show up in the search 

engine results when they are searching your busi-

ness specifically.

You cannot afford to ignore Yelp or any other 

review engine!

Even if your practice is the most amazing 

customer-service-run business in America,  

you are likely to tick off a few customers from 

time-to-time. These ticked off people are 

passionately motivated to let the whole world 

know about how you’ve messed up, and now 

they have a platform. 

Having several poor reviews on Yelp or Google 

can severely impact your online presence for the 

worse. For example, your service topic keywords 

or branded name are searched and the first thing 

the searcher sees is your poor star ratings in Yelp 

or on Google. However, if you already had 10 good 

reviews, these few bad apple reviews will not affect 

your image and will likely be viewed by potential 

customers as an anomaly and not the norm.

Yelp has been aggressively 
pushing ad sales lately 
and many practices have 
received calls and emails 
from Yelp leaving them 
feeling a little unsure 
about how to proceed.

BY KIM KELLEY, FRBMA

To Yelp  
or Not to Yelp? 
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Should I pay for Yelp ads? 
You can’t ignore Yelp, but you don’t necessarily need to pay them 

either. You should only pay Yelp if you believe those clicks will bring you 

enough qualified leads to increase your profits. 

When marketing, you always need to figure out what is your best 

bang for your buck… sometimes Yelp is a good advertising option, 

sometimes it is not.

When it makes sense to pay for Yelp Ads

	 1. �You have a very competitive market and you have 4- or 5-star 

Yelp ratings. Paying will place you at the top of the results 

where people are not willing to scroll down pages to look at all  

10+ results.

	 2. ��Yelp ranks well for your keywords.

When it does not make sense to pay for Yelp Ads

	 1. You have terrible reviews.

	 2. �You have no reviews and/or you haven’t claimed your  

business profile.

	 3. �Yelp does not rank well for your keywords.

	 4. �Your business is not in a competitive market and/or there  

are few if any reviews on your competitors’ Yelp pages.

	 5. �You have 4-5 star reviews and your competitors in Yelp  

have poor or no reviews.

What you should do on Yelp, regardless
1. �Claim your Yelp account, keep information updated, add pictures—

make it look like you want to be found!

2. �Build your base of reviews before you tick someone off, or if you 

already have some poor reviews work on increasing your overall base 

of reviews to even out the opinions people have about your business.

3. �Get more reviews—ASK, ASK, ASK for reviews from all of your 

customers to keep the balance and to not be punished for pushing 

too many good reviews to your profile. Build into your customer 

service a system that asks for reviews. Happy customers don’t 

usually think to give you a review, but they may if you ask. You 

cannot reward any customer for giving you a good review—but you 

can ASK away!

4. �Monitor your Yelp reviews and respond appropriately to both good 

and poor reviews.  Give searchers a sense that you care about what 

people are saying and want to try to work with people to achieve a 

happy ending to their experience.

zKIM KELLEY, FRBMA,  
is the principal and creative director of Ali`i Marketing 
& Design. She has worked in marketing, advertising, 
graphic design, and social media for over 20 years. 
She is a Fellow of the RBMA and is the recipient of the 
Special Recognition Award for her work in rebranding 
the RBMA. Kim can be reached at (970) 800-3678 or 
kim@aliidesign.com. 
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The leading annual conference for radiology 
business professionals.

At this engaging four-day meeting in sunny San Diego, 
you’ll have opportunities to network with colleagues, 
further your knowledge, and have a little fun! Whether 
you are a new or seasoned industry professional, it’s 
an event you won’t want to miss!
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