
Basil R. Besh MD

Surgery of the Hand, 
Wrist, and Elbow

Fremont, California



 I have an online reputation.

 I care about my online reputation.

 My online reputation is vital to the success 
and future of my practice.

 No other disclosures.



 What is online 
reputation 
management?

 Why is it important?

 What can you and can’t 
you do about your 
online reputation?







Instagram





 Ways we 
control.

 Ways we can’t 
control.

 Ways we can 
influence.



 Your Website 
(content and SEO)

 Mainstream media 

 Interviews

 Publications

 Blogs

 Social Media

 Facebook, Twitter, 
LinkedIn (your sites)



 Other people’s 
accounts

 Twitter

 Facebook

 Instagram



 Consumer generated media (online reviews)

 Generic

 Yelp

 Angie’s List

 Healthcare specific

 RateMD

 Healthgrades

 Vitals



 1999 – RateItAll.com, Deja.com, and 
Epinions.com

 By January 2000, 1,146,201 reviews

 Doctors not reviewed until 2004 RateMD.com

 April 2004 – 320 ratings

 June 2007 – 534,999 ratings

 2008 Healthgrades.com and Vitals.com launch

 Today 11.6 million people visit the two sites 
each month





50% increase year to year!















 Give patients an easy 
pathway to communicate 
dissatisfaction.

 Signage in waiting room.

 Email link on website

 Satisfaction surveys



 Don’t ignore upset 
patients.

 Staff training for 
customer service.

 Recognition and 
management of upset 
patient.















 Read all the 
reviews, including 
the good ones.

 Look for red flags.

 Look for 
opportunities for 
improvement.



Update NPI data!









 Don’t rush

 Verify

 Investigate

 Reach out

 Be factual

 Ask nicely



Look inward!



 Stay factual.
 Stay polite.
 Don’t get into an 

argument.
 Be sincere, 

transparent and 
consistent.

 Don’t violate 
privacy rights.



 “The doctor 
seemed rushed.”

 “As one of the few 
specialists in town, 
we pride ourselves 
in serving as many 
of as our patients 
as possible.”



 Encourage 
satisfied 
patients to post 
positive 
reviews.

 Dilutes negative 
reviews.

 Pushes them 
down the list.



 Avoid good reviews 
being deleted.

 Don’t have patients 
leave reviews from your 
office computers

 IP addresses and 
cookies will lead to 
deleted reviews.

 Have them use mobile 
devices or email link to 
patients.



 Complex 
proprietary 
algorithm.

 Attempts to 
prevent fake 
reviews.

 Make it work 
for you.

 Cut and paste to 
your website!





 You are ONLINE!

 Your online reputation matters.

 You have some “influence” over it.





 Not a good idea.

 Sacrifices good will and positive public image 
for the practice

 Unenforceable.











 Includes patient 
satisfaction

 Imperfect 
methodology

 Government-
sanctioned increase in 
spending and 
mortality.









 Short answer is probably not.

 Communications Decency Act of 1996 prevents 
suing the site.

 Dr. Tuli v. Fotour or Dr. Gesquiere v. Puttman


