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Glasgow's Most 'Talked About' Restaurants*

Rank Profile Name Likes
Talking 

About 

Rank         

Verses 13/04

Engage-

ment

1 Buddy's Bar Diner Grill 10137 1825 +19 18.0%

2 Hard Rock Cafe Glasgow 56191 1632 -1 2.9%

3 Bread Meats Bread 9071 1110 +5 12.2%

4 Wild Cabaret 11473 986 -1 8.6%

5 The Corinthian Club 11929 811 No Change 6.8%

6 Òran Mór 8223 776 No Change 9.4%

7 Ox and Finch 3026 735 -5 24.3%

8 Hillhead Bookclub 12460 608 +4 4.9%

9 TriBeCa Cafe Glasgow 12878 519 +9 4.0%

10 Bunker 10904 444 +4 4.1%

11 Di Maggio's 3500 404 +11 11.5%

12 The Counting House 2318 383 -2 16.5%

13 Blythswood Square Hotel  Bar  

Restaurant and Spa
10951 383 -4 3.5%

14 Amore Ristorante e Pizzeria 2166 366 +11 16.9%

15 Viva Brazil Glasgow 6710 365 -4 5.4%

16 Chaophraya & Palm Sugar Lounge 

Glasgow
1513 352 +11 23.3%

17 BOTECO DO BRASIL 11649 345 -4 3.0%

o, there they are, having made the most of 

the hospitality and awaiting their receipt. 

They have an opportunity to reflect on what 

they liked best from their visit. 

They are in a positive frame of mind and are 

probably at their most predisposed to say some 

kind words in relation to their experience and... 

Then they leave. Happy, delighted even... and 

highly unlikely to make any deliberate effort to 

share their story (... unless you upset them!  Then 

they will tell absolutely everyone and post it up 

everywhere online!) 

So why does that happen? 

There are a number of possible reasons why so 

few people leave positive reviews: 

• They just don’t feel strongly enough to 

          make public comment or they are too shy 

• They don’t, as a rule leave reviews, good or  

          bad. 

• They don’t know how to leave a review... 

Although the most likely reason is... 

• Nobody asked them to! 

Is it rude or improper to ask, or are we simply 

too shy to make the request? 

Ask anyone in the trade and they will likely say 

that flat out asking for a review somehow seems 

wrong, a bit off.  They might also struggle to tell 

you why. 

On closer examination, the real reason that 

asking for reviews can feel a bit awkward is that 

it is, in fact asking, quite a lot from someone that 

we have just met! 

First they need to navigate to the appropriate 

site, recall log in details and log in, choose a 

preferred rating and then work out what they will 

say and then leave their comment or more 

detailed review. Finally, they need to log out and 

close the browser.   Whew! 

So, is it worth the risk? 

Asking for a review may seem a little cheeky or 

brash and it carries the risk of causing 

embarrassment or offence if the request is 

refused.  Clearly, the reward of a good review 

needs to be balanced with the potentially high 

cost of getting the request wrong. 

...and yet, so many people are all too happy 

writing these sort of reviews and really get a 

kick out of sharing their experiences and 

opinions. This is so frustrating! 

So why don’t we ask more often? 

The real reason we hesitate to ask is that it’s 

simply too risky.  We don’t really know how our 

customers feel before we ask the question.  We 

can’t anticipate how they might respond. We’re 

worried that things might go badly! 

If we knew for certain that the person we were 

about to request a review from was likely to 

respond positively, we would ask every time! 

How to overcome the risk of refusal. 

The trick is to engage and pre-qualify customers 

before asking for a review.  This takes a bit of 

interpersonal skill, finesse even.  But talking with 

customers and ‘warming them up’ to the idea 

before popping the question definitely works.    

You might not want to delegate the task to just 

anyone though! Another drawback of this 

approach is that it is personally time consuming. 

Or you could use simple technology to help... 

see the next page...

S 

Reputation Marketing Case Study 

 
Sector:  Restaurant 
 
Location:  Edinburgh 
 
Review Site:  Tripadvisor.co.uk 
 
No. of reviews:  + 160% 
 
Average rating:  + 0.5 Stars 
 
Time taken:  2 weeks   
 
Method:  Mobile Reputation Web App 
 
Cost:  30 day free trial Try it out: bitly.com/2Tell 

Background: 
 
This client is a long established and well regarded Edinburgh restaurant that enjoyed a high rank in 
tripadvisor.co.uk until they ran a ‘Deal of the day’ type promotion through a well known daily deals 
website. 
 
On top of the revenue cost, the drop in client quality also proved expensive to the restaurant’s 
formerly excellent online reputation.  They were left in a position where they needed to repair their 
good standing as quickly as possible. 
 
Their existing rate of organic reviews on tripadvisor.co.uk would have eventually repaired the damage.  
The problem was that it would take a long time to repair the big hit they had taken and they would 
look bad for a long time.  They needed a quicker solution. 
 
So, they decided to try the Mobile Reputation Web App and use it to encourage a larger proportion of 
their happy customers to post tripadvisor.co.uk reviews.    

 

Outcome: 
 
 Using the App, the client has significantly accelerated the rate of genuine customer reviews being 

posted on tripadvisor.co.uk.   

 They have had no bad reviews and their average star rating (out of 5) has been raised like-for-like 
by 0.5 stars.   

 This means that they are already well on the way to not only repairing but potentially improving 
upon their once excellent online reputation.  

 They feel that the results from their free trial were more than worth the small investment of £99 
(set up fee) and the monthly hosting fee of £15. 

 They have recommended the Mobile Reputation Web App to their sister restaurant in Glasgow.  

 

* Based on Facebook Fan Page Activity

All restaurant details sourced via Facebook Search "restaurant glasgow"  Listings are of self-identified restaurants.
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18 Hutchesons Glasgow 833 339 +23 40.7%

19 Metropolitan Cocktail Bar & 

Restaurant
3570 315 -3 8.8%

20 Meat bar 5529 291 -3 5.3%

21 Arta Glasgow 3267 282 +5 8.6%

22 All Bar One Glasgow 330 276 -1 83.6%

23 TriBeCa Glasgow South 3992 259 -8 6.5%

24 Pappys Smokehoose at harleys 2493 246 +5 9.9%

25 Grosvenor Cafe 6183 243 +10 3.9%

26 Cafe Andaluz Glasgow City Centre 1648 236 +8 14.3%

27 Barolo Grill Glasgow 978 224 +13 22.9%

28 Ubiquitous Chip 3687 220 -9 6.0%

29 La Vita Pizzeria 1273 212 +1 16.7%

30 Burger Meats Bun 4321 207 -4 4.8%

31 Las Iguanas Glasgow 41 Tony Macaroni Byres Road

32 Sloans Bar & Restaurant 42 Cafe Creme Glasgow

33 Cocktail & Burger 43 Bella Napoli

34 The Merchant 44 The Steam Wheeler

35 Zizzi Glasgow Royal Exchange 45 Rogano

36 Jacker De Viande 46 La Lanterna Glasgow

37 Shish Mahal 47 The Butchershop Bar and Grill

38 Crystal Palace 48 Khublai Khans Glasgow

39 Queen Margaret Union 49 Brian Maule

40 Anaya Glasgow 50 Cail Bruich Restaurants

Did this free report  inform or entertain you?  Please click to share 

o, there they are, having made the most of 

the hospitality and awaiting their receipt. 

They have an opportunity to reflect on what 

they liked best from their visit. 

They are in a positive frame of mind and are 

probably at their most predisposed to say some 

kind words in relation to their experience and... 

Then they leave. Happy, delighted even... and 

highly unlikely to make any deliberate effort to 

share their story (... unless you upset them!  Then 

they will tell absolutely everyone and post it up 

everywhere online!) 

So why does that happen? 

There are a number of possible reasons why so 

few people leave positive reviews: 

• They just don’t feel strongly enough to 

          make public comment or they are too shy 

• They don’t, as a rule leave reviews, good or  

          bad. 

• They don’t know how to leave a review... 

Although the most likely reason is... 

• Nobody asked them to! 

Is it rude or improper to ask, or are we simply 

too shy to make the request? 

Ask anyone in the trade and they will likely say 

that flat out asking for a review somehow seems 

wrong, a bit off.  They might also struggle to tell 

you why. 

On closer examination, the real reason that 

asking for reviews can feel a bit awkward is that 

it is, in fact asking, quite a lot from someone that 

we have just met! 

First they need to navigate to the appropriate 

site, recall log in details and log in, choose a 

preferred rating and then work out what they will 

say and then leave their comment or more 

detailed review. Finally, they need to log out and 

close the browser.   Whew! 

So, is it worth the risk? 

Asking for a review may seem a little cheeky or 

brash and it carries the risk of causing 

embarrassment or offence if the request is 

refused.  Clearly, the reward of a good review 

needs to be balanced with the potentially high 

cost of getting the request wrong. 

...and yet, so many people are all too happy 

writing these sort of reviews and really get a 

kick out of sharing their experiences and 

opinions. This is so frustrating! 

So why don’t we ask more often? 

The real reason we hesitate to ask is that it’s 

simply too risky.  We don’t really know how our 

customers feel before we ask the question.  We 

can’t anticipate how they might respond. We’re 

worried that things might go badly! 

If we knew for certain that the person we were 

about to request a review from was likely to 

respond positively, we would ask every time! 

How to overcome the risk of refusal. 

The trick is to engage and pre-qualify customers 

before asking for a review.  This takes a bit of 

interpersonal skill, finesse even.  But talking with 

customers and ‘warming them up’ to the idea 

before popping the question definitely works.    

You might not want to delegate the task to just 

anyone though! Another drawback of this 

approach is that it is personally time consuming. 

Or you could use simple technology to help... 
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Location:  Edinburgh 
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Time taken:  2 weeks   
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tripadvisor.co.uk until they ran a ‘Deal of the day’ type promotion through a well known daily deals 
website. 
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Outcome: 
 
 Using the App, the client has significantly accelerated the rate of genuine customer reviews being 
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upon their once excellent online reputation.  

 They feel that the results from their free trial were more than worth the small investment of £99 
(set up fee) and the monthly hosting fee of £15. 
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the hospitality and awaiting their receipt. 
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They are in a positive frame of mind and are 

probably at their most predisposed to say some 

kind words in relation to their experience and... 

Then they leave. Happy, delighted even... and 

highly unlikely to make any deliberate effort to 

share their story (... unless you upset them!  Then 

they will tell absolutely everyone and post it up 

everywhere online!) 

So why does that happen? 

There are a number of possible reasons why so 

few people leave positive reviews: 

• They just don’t feel strongly enough to 

          make public comment or they are too shy 

• They don’t, as a rule leave reviews, good or  

          bad. 

• They don’t know how to leave a review... 

Although the most likely reason is... 

• Nobody asked them to! 

Is it rude or improper to ask, or are we simply 

too shy to make the request? 

Ask anyone in the trade and they will likely say 

that flat out asking for a review somehow seems 

wrong, a bit off.  They might also struggle to tell 

you why. 

On closer examination, the real reason that 

asking for reviews can feel a bit awkward is that 

it is, in fact asking, quite a lot from someone that 

we have just met! 

First they need to navigate to the appropriate 

site, recall log in details and log in, choose a 

preferred rating and then work out what they will 

say and then leave their comment or more 

detailed review. Finally, they need to log out and 

close the browser.   Whew! 

So, is it worth the risk? 

Asking for a review may seem a little cheeky or 

brash and it carries the risk of causing 

embarrassment or offence if the request is 

refused.  Clearly, the reward of a good review 

needs to be balanced with the potentially high 

cost of getting the request wrong. 

...and yet, so many people are all too happy 

writing these sort of reviews and really get a 

kick out of sharing their experiences and 

opinions. This is so frustrating! 

So why don’t we ask more often? 

The real reason we hesitate to ask is that it’s 

simply too risky.  We don’t really know how our 

customers feel before we ask the question.  We 

can’t anticipate how they might respond. We’re 

worried that things might go badly! 

If we knew for certain that the person we were 

about to request a review from was likely to 

respond positively, we would ask every time! 

How to overcome the risk of refusal. 

The trick is to engage and pre-qualify customers 

before asking for a review.  This takes a bit of 

interpersonal skill, finesse even.  But talking with 

customers and ‘warming them up’ to the idea 

before popping the question definitely works.    

You might not want to delegate the task to just 

anyone though! Another drawback of this 

approach is that it is personally time consuming. 

Or you could use simple technology to help... 

see the next page...
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Reputation Marketing Case Study 

 
Sector:  Restaurant 
 
Location:  Edinburgh 
 
Review Site:  Tripadvisor.co.uk 
 
No. of reviews:  + 160% 
 
Average rating:  + 0.5 Stars 
 
Time taken:  2 weeks   
 
Method:  Mobile Reputation Web App 
 
Cost:  30 day free trial Try it out: bitly.com/2Tell 

Background: 
 
This client is a long established and well regarded Edinburgh restaurant that enjoyed a high rank in 
tripadvisor.co.uk until they ran a ‘Deal of the day’ type promotion through a well known daily deals 
website. 
 
On top of the revenue cost, the drop in client quality also proved expensive to the restaurant’s 
formerly excellent online reputation.  They were left in a position where they needed to repair their 
good standing as quickly as possible. 
 
Their existing rate of organic reviews on tripadvisor.co.uk would have eventually repaired the damage.  
The problem was that it would take a long time to repair the big hit they had taken and they would 
look bad for a long time.  They needed a quicker solution. 
 
So, they decided to try the Mobile Reputation Web App and use it to encourage a larger proportion of 
their happy customers to post tripadvisor.co.uk reviews.    

 

Outcome: 
 
 Using the App, the client has significantly accelerated the rate of genuine customer reviews being 

posted on tripadvisor.co.uk.   

 They have had no bad reviews and their average star rating (out of 5) has been raised like-for-like 
by 0.5 stars.   

 This means that they are already well on the way to not only repairing but potentially improving 
upon their once excellent online reputation.  

 They feel that the results from their free trial were more than worth the small investment of £99 
(set up fee) and the monthly hosting fee of £15. 

 They have recommended the Mobile Reputation Web App to their sister restaurant in Glasgow.  
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Sector:  Restaurant 
 

Location:  Edinburgh 
 

Review Site:  Tripadvisor.co.uk 
 

No. of reviews:  + 160% 
 

Average rating:  + 0.5 Stars 
 

Time taken:  2 weeks   
 

Method:  Mobile Reputation Web App 
 

Cost:  30 day free trial 
 

Try it out: bitly.com/2Tell 
 
Background: 
  

This client is a long established and well regarded Edinburgh restaurant that enjoyed a high rank 
in tripadvisor.co.uk until they ran a ‘Deal of the day’ type promotion through a well known daily 
deals website. 
  
On top of the revenue cost, the drop in client quality also proved expensive to the restaurant’s 
formerly excellent online reputation.  They were left in a position where they needed to repair 
their good standing as quickly as possible. 
  
Their existing rate of organic reviews on tripadvisor.co.uk would have eventually repaired the 
damage.  The problem was that it would take a long time to repair the big hit they had taken.  
They would end up looking  bad for a long time.  They needed a quicker solution. 
  
So, they decided to try the Mobile Reputation Web App and use it to encourage a larger 
proportion of their happy customers to post tripadvisor.co.uk reviews.    
  
Outcome: 
 

Using the App, the client has significantly accelerated the rate of genuine customer reviews 
being posted on tripadvisor.co.uk.   
 

They have had no bad reviews and their average star rating (out of 5) has been raised like-for-
like by 0.5 stars...   clearly their online reputation is being repaired and in a way that is 
controlled by the restaurant manager. 
   

They feel that the results from their free trial were more than worth the small investment to 
keep using the Web App after the trial.  They paid £99 (set up fee**) and app hosting costs at less 
than £3.50 per week. 
 

They have since recommended the Mobile Reputation Web App to their sister restaurant in 
Glasgow.  
 

**Pre-launch special pricing 

* Based on Facebook Fan Page Activity

All restaurant details sourced via Facebook Search "restaurant glasgow"  Listings are of self-identified restaurants.

© 2014 Customer Flow Mobile

Prepared by: Scott Henderson

Contact: 07768 781 026

http://customerflowmobile.com/
http://www.customerflowmobile.com/index.php?shrlnk=hx6eri04rk
http://www.customerflowmobile.com/index.php?shrlnk=dbyxuh1h5ts


or visit www.CustomerFlowMobile.com/rev1 
(using your phone)  

"Want more 4 and 5 star reviews?" 
"Need fewer 1 and 2 star reviews?" 

A simple 3-step system solves this... 

Then, you get this... 

To claim your  

FREE TRIAL  

Call Scott today:  

07768 781 026 
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They have an opportunity to reflect on what 

they liked best from their visit. 

They are in a positive frame of mind and are 

probably at their most predisposed to say some 

kind words in relation to their experience and... 

Then they leave. Happy, delighted even... and 

highly unlikely to make any deliberate effort to 

share their story (... unless you upset them!  Then 

they will tell absolutely everyone and post it up 

everywhere online!) 

So why does that happen? 

There are a number of possible reasons why so 
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• They just don’t feel strongly enough to 

          make public comment or they are too shy 

• They don’t, as a rule leave reviews, good or  

          bad. 

• They don’t know how to leave a review... 

Although the most likely reason is... 

• Nobody asked them to! 

Is it rude or improper to ask, or are we simply 

too shy to make the request? 

Ask anyone in the trade and they will likely say 

that flat out asking for a review somehow seems 

wrong, a bit off.  They might also struggle to tell 

you why. 

On closer examination, the real reason that 
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it is, in fact asking, quite a lot from someone that 

we have just met! 
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site, recall log in details and log in, choose a 

preferred rating and then work out what they will 

say and then leave their comment or more 
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close the browser.   Whew! 

So, is it worth the risk? 
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brash and it carries the risk of causing 
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needs to be balanced with the potentially high 
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If we knew for certain that the person we were 
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respond positively, we would ask every time! 

How to overcome the risk of refusal. 

The trick is to engage and pre-qualify customers 

before asking for a review.  This takes a bit of 

interpersonal skill, finesse even.  But talking with 

customers and ‘warming them up’ to the idea 

before popping the question definitely works.    

You might not want to delegate the task to just 

anyone though! Another drawback of this 

approach is that it is personally time consuming. 

Or you could use simple technology to help... 

see the next page...

S 

Reputation Marketing Case Study 

 
Sector:  Restaurant 
 
Location:  Edinburgh 
 
Review Site:  Tripadvisor.co.uk 
 
No. of reviews:  + 160% 
 
Average rating:  + 0.5 Stars 
 
Time taken:  2 weeks   
 
Method:  Mobile Reputation Web App 
 
Cost:  30 day free trial Try it out: bitly.com/2Tell 

Background: 
 
This client is a long established and well regarded Edinburgh restaurant that enjoyed a high rank in 
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