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1. Why Google Reviews Are the Only Reviews

That Matter

Automotive retail has a simple truth: Google is where buyers make decisions.

Before a customer visits your showroom, they search Google. Before they book

a service, they check your Google rating. Before they choose between you and

the dealership down the road, they compare star ratings on Google Maps.

Every other review platform — Trustpilot, Facebook, Autotrader, Feefo — is

competing for second place. Google reviews drive local search visibility (SEO),

directly influence click-through rates in Google Maps and Search, and carry

more consumer trust than any other platform because they cannot be curated

or filtered by the business.

93%
of consumers say online reviews influence their purchasing decisions

(BrightLocal)

This is why DOXA was built Google-first. Not Google-plus-everything-else.

Google first, because that is where the revenue impact is concentrated.

2. The Five Principles of a Sustainable Review

Strategy

Principle 1: Volume beats perfection

A 4.5-star rating from 400 reviews is dramatically more powerful than a 5.0-

star rating from 12 reviews. Consumers trust volume. Google's algorithm

rewards recency and frequency. Your goal is not a perfect score — it is a

genuine, high-volume, consistently fresh stream of reviews that reflects the

reality of your customer experience.
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Principle 2: Every customer, every transaction

The most common mistake dealer groups make is selective review solicitation

— only asking for reviews after positive interactions, or only from sales

customers, or only during "good months." This creates two problems: it

suppresses your review volume (you are leaving hundreds of potential reviews

on the table), and under the DMCCA it is now a compliance risk. The correct

approach is systematic: every customer, every transaction, one invitation.

Principle 3: Speed of response matters more than

perfection of response

Google's algorithm factors in business response rate and response time. A

dealership that responds to every review within 24 hours — even with a simple,

genuine thank-you — will outperform a dealership that crafts perfect responses

once a month. Consistency and speed signal to both Google and to prospective

customers that you are actively engaged.

Principle 4: Negative reviews are operational intelligence,

not PR crises

A 1-star review that says "waited 3 hours for a service with no communication"

is not a reputation problem. It is an operational signal. The dealerships that

treat negative reviews as free consulting — identifying process failures,

communication gaps, and training needs — outperform those that treat them

as fires to extinguish.

Principle 5: Compliance is your competitive advantage

With the CMA investigating Autotrader and Feefo, the era of sentiment routing

and review suppression is over. Dealer groups that have built their star ratings

on compliant, genuine review processes are now in the strongest position.

Those that relied on tools that filtered negativity are exposed. Compliance is

not a constraint — it is a moat.

3. The Review Request Workflow

The ideal review request workflow is simple, automated, and equal for every

customer:
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Step Action Timing

1 Transaction completed (sale, service, handover) Day 0

2 Automated message sent to customer (SMS or email) Day 1–2

3 Customer clicks: happy face or sad face
Customer-

initiated

4a Happy → Directed to Google review page Immediate

4b
Sad → Two equal options: public review OR private

contact
Immediate

5
No follow-up. No chasing. One message per

transaction.
—

DMCCA compliance note: The sad-face path must offer a public review

option with equal prominence to the happy-face path. If the unhappy

customer's only option is a private feedback form, that is sentiment

routing and is illegal under the DMCCA. 

4. Response Strategy: Templates by Star Rating

5-Star Reviews

Thank the customer by name. Reference the specific department or service.

Keep it genuine and brief. Do not use this as a sales opportunity.

Example: "Thank you, [Name]. We're delighted the team in [department]

looked after you well. We appreciate you taking the time to share your

experience."

4-Star Reviews

Thank the customer. Acknowledge the slightly-less-than-perfect score without

being defensive. Invite them to share what could have been better.
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Example: "Thank you for your feedback, [Name]. We're glad you had a positive

experience overall — if there's anything we could have done differently, we'd

welcome the chance to hear more. Please feel free to contact us at [email]."

3-Star Reviews

This is the critical zone. A 3-star review signals a customer who was not

dissatisfied enough to complain but not satisfied enough to recommend.

Respond quickly, acknowledge the mixed experience, and take the

conversation offline.

1–2 Star Reviews

Respond within 24 hours. Acknowledge the issue without being defensive. Do

not argue or explain publicly. Take it offline immediately. The goal is not to win

the argument — it is to show prospective customers reading the review that

you take feedback seriously and act on it.

Example: "Thank you for sharing this, [Name]. We're sorry your experience

didn't meet the standard we set for ourselves. Our [title] would like to speak

with you directly to understand what happened and put it right. Please contact

us at [email/phone] at your convenience."

DOXA tip: DOXA's AI-Suggested Responses generate draft responses for

every review, matched to the star rating and review content. Your team

approves or edits before posting — ensuring consistent, timely

engagement at scale without losing the human touch. 

5. Measuring What Matters

Most review management tools report activity metrics: invites sent, reviews

gained, response rate. These are necessary but insufficient. The metrics that

matter to a dealer principal are commercial:

Metric What It Tells You Target

Google star rating Your public reputation score
4.4+ (competitive

threshold)
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Review velocity
How many new reviews per week/

month
Consistent, not spiky

Response rate % of reviews responded to 100%

Response time Average hours to respond <24 hours

Negative review

themes
Recurring operational issues

Declining quarter-on-

quarter

Review-to-lead

attribution

Customers who cited reviews in

their purchase decision
Track and report

Local search

impressions

GBP visibility driven by review

activity

Growing month-on-

month

6. The Group-Level Challenge

For dealer groups operating multiple locations, the challenge multiplies. Each

location has its own Google Business Profile, its own star rating, its own review

velocity, and its own operational issues. Without a centralised platform, the

group MD or marketing director has no visibility into which locations are

performing and which are quietly accumulating unanswered 1-star reviews.

DOXA solves this with location-by-location and group-level dashboards. Every

location's review performance is visible in one view, with status indicators

(Active, Low, Dormant), trend data, and priority alerts for locations that need

attention.

7. Common Mistakes to Avoid

Mistake Why It's a Problem What to Do Instead

Only asking happy

customers for reviews

Suppresses volume +

DMCCA risk

Ask every customer,

every time

Sending multiple follow-up

reminders

Annoys customers +

DMCCA risk

One message per

transaction
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Ignoring negative reviews
Signals indifference to

prospects
Respond within 24 hours

Arguing publicly with

reviewers

Makes you look

defensive

Acknowledge, apologise,

take offline

Offering incentives for

reviews
Illegal under DMCCA

Ask genuinely, accept

the result

Relying on Autotrader/

Feefo reviews only

CMA investigation + not

Google-first

Build your Google review

presence

Manual, inconsistent

review processes
Unsustainable at scale

Automate with a

compliant platform

8. The DOXA Difference

DOXA is the only automotive-specialist review management platform with

documented legal compliance under the DMCCA (Taylor Wessing LLP,

December 2025). It was built for dealer groups who need Google-first review

management, AI-powered sentiment analysis, location-by-location visibility,

and reporting that speaks the language of revenue — not just activity.

Results from DOXA customers:

15× average increase in Google review volume

98% reduction in public negative feedback

95%+ annual customer retention rate

Based on 10 years of data across 100+ dealership locations 

9. Next Steps

If you want to see how DOXA can transform your dealer group's Google review

strategy, we offer a free, no-obligation demo using real automotive data. We

will show you your competitors' ratings, your own review performance, and

exactly what the platform looks like for a group of your size.
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Email: sales@doxa.co

Phone: +353 1 908 1570

Web: doxa.co
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