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What we Will Cover 
 4 Pillars of Reputation Management 

 Branding and Assessing Your Current Online Presence  

 Creating Content and Distributing Press Releases 

 Review Sites including Yelp 

 Managing Issues and Response Charts 

 What is your current Reputation / Reputation Management 

 Responding to Issues 

 Next Steps 
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David Mitroff, Ph.D. 

David Mitroff, Ph.D. is a business 
consultant, marketing expert and keynote 
speaker who founded Piedmont Avenue 
Consulting (www.PiedmontAve.com), 
where he advises on leveraging new 
technology to create brand awareness, 
strengthen loyalty and streamline 
processes with proven results. 
 

510-761-5895 
 David@PiedmontAve.com 
 www.PiedmontAve.com 
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Right Now 
Grow Your Business 

•Focus: List of 10 Things You 
Can Control 

•Consistency: 3 Lunch 
Meetings per month x 12 
months = 36 Lunches 

•Top of Mind: Monthly 
Newsletter (now 1 a week) 

•The Event Effect: Events and 
Workshops (now virtual 
events) 

•Less 

Selective 

•Charge 

Less 

•More 

Selective 

•Charge 

More 

New Business Growth Cycle 
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4 Pillars of Reputation 
Management 

Assess – Identify – Build - 

Monitor  
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1. Assess Your Online 
Reputation 

• Start with simple searches 
– Your name  

– Company Name 

– Brand 

– Product 

– High Profile Employees 

– Handles and Usernames 

• Record results and determine if there are 
any problems 



2. Identify Potential Problems 

• If search results are not about you and 
your company 

• Results are not relevant or positive to your 
business needs 

• Negative comments and responses 

• Bad news coverage or false information 
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3. Build Your Reputation 

• Protect your name 
– Register your username and purchase all 

relevant domains as well as register on social 
networking sites 

• Set Privacy Settings 
– You can control whether your social network 

pages appear in search and what is on your 
page 
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4. Monitoring Your Reputation 

• Google Alerts to track results, news, blogs, 
video and groups 

• Twitter Search—makes it easy to search 
twitter for any mentions of a particular 
keyword phrase 

• Stay connected to coworkers, clients, 
business partners, etc. on networking 
sites.  

• Be accessible via email and social media 

• Respond to criticism 



What Should I Monitor? 
1.  Your Brand. Think about all its possible spellings/configurations. 

For example: Far and Away Bicycles, Far&Away, Bicycles, Bikes, etc. 
 

2.  Your competitors. Spot successful tactics being used by others in your 
industry (and the not-so-successful)  
 
For example: Does the pizzeria down the street tweet daily?  
Do the other consultants in your area  of expertise  have LinkedIn profiles? 
 

3.  Categories, topics, and keywords of your business.  
For example: Pets, Dog Day Care, Cat, Dog, Pet-sitting, Animals, Rescue, 
etc. 
 

4.  The experts and influencers in your business. 
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Popular Tools Used to Monitor, Manage,  
and for Content Ideas 

Popular time management and monitoring tools include: 

 
 Google Alerts 

 HootSuite 

 TweetDeck 

 RSS 
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Branding & Assessing Your Current Online 
Presence  

 
Social Media Ecosystem – 9 Key Areas 
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Tracking & Analysis 

 

 

The Key Benefit of Online Marketing is the 

ability to track and analyze results, then 

quickly iterate and adjust for optimal 

performance 
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1. Website & Blog  

2. Online Directories 

3. Review Sites 

4. Social Networks 

5. Micro Blogging 

6. Rich Media 

7. Mobile Apps 

8. Industry Specific 

9. Event Promotion 

 

9 Key Areas of Social Media 



Social Media Opportunities and 
Issues: 

 
 
 
 

  Member Retention Programs 

  Establishing trust & authenticity  

  Increased referrals 

  “Word of Mouth” advertising 

  Testimonials from satisfied customers 

  Immediate Feedback about products and services 

  Promotion to a larger audience 

  Market research 
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ExactTarget, "Subscribers, 
Fans and Followers: The 
collaborative Future." 
September 8, 2010 

Social Media Success 
for Business and Organizations 

• Test to learn what works! 
 

–  Set up specific engagement campaigns to track social media 
programs that drive to your website (Google analytics) 
 

–  How many have read your blog? 
 

–  Watch how many are clicking  
on the social media icons  
in your own emails. 
 

–  Encourage and track how many people are 

joining your list from social media. 
 
–  Monitor Twitter for mentions and retweets; 

reward those influencers. 
 



Content – What to Write? 

Download 
E-Book 

support 
a cause 

Event 
Invites 

hints + tips 
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What should I write about? 

• what you know that they don’t 
• what you have access to that they don’t 
• “original” isn’t required… just be interesting and relevant 

• Keep it short 
 

• Pictures are key, but keep 
them small 
 

• Videos get clicked 

• focus on a vertical or a project 

• write articles or find related 
resources on a single subject  

• come up with a weekly or 
monthly theme  
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What should I write about? 

• write down 3 things that you know that 
“they” don’t 

• write down 3 things that you have access 
to that they don’t 

• write down the top 3 questions you get 
from your audiences 

this is your starter content! 
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Repurpose and Reuse ALL Content 

Your audience will appreciate you 
repeating yourself!  
 
Why? How many people open 
EVERY email, read EVERY tweet, 
facebook posts etc...  
 
No one!  
 
The goal is to provide people with 
the information they need where and 
when they want it. 
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Press Releases 
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Press Release Platforms 

Submit paid and free 
press releases 
EINpresswire.com 
 
Service.prweb.com 
 
Newswire.com 
 
HelpAReporter.com - HARO 
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1. Grab attention with a good headline. Your headline should 
be as engaging as it is accurate. 

2. Get right to the point in the first paragraph. Every important 
point should be addressed in the first few sentences. The 
subsequent paragraphs should be for supporting 
information. 

3. Include hard numbers. If you're claiming a trend, you need 
proof to back it up. Quantify your argument and it will 
become much more compelling. 

4. Include quotes whenever possible. 
5. Include your contact information. 
6. One page is best -- and two is the maximum. 

 

How To Write a Press Release 
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RULE #1: Use the press release as a sales tool. The idea is to communicate a 
message to customers and prospects, through the vehicle of a print or online 
article, hopefully adding the authority and credibility of the publication, website 
and/or reporter to the message. 
RULE #2: Have a newsworthy story. To get your message communicated 
through the publication, you need to convince the reporter/editor that your message 
(or the story surrounding it) is newsworthy. So it's got to have appeal to the entire 
readership of the publication. 
RULE #3: Write it like a reporter would write it. If your press release looks and 
feels like a real article, reporters will often just file it as a story with minimal editing. 
Therefore, it's up to you to make sure that your press release looks and feels like a 
real article. No biz blab! 
RULE #4: Provide some good quotes. Even if your CEO is a complete idiot, don't 
make him sound like one by providing a quote that's a series of business clichÃ©s. 
Have him say something memorable and personal, if possible. 
RULE #5: Contact your top outlets personally. In addition to sending a press 
release, personally contact the reporters that you really want to cover the story. 
Send them something personal. You might even want to rewrite the press release 
to fit their beat. 

 

Getting Attention 



Review Sites 
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Review Sites 

Is your business listed on review sites? 

 considered reliable and a go-to for 
finding business/services 

 listing with correct and current 
business information 

 photos 

 directions 

 business hours 

 other information 

 

* if you’re not listed, someone else is! 
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Google Reviews 
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Yelp’s rating system works! 
“Yelp ratings affect both customer flows and  
                      the probability of booking a reservation” 

An extra half-star rating causes restaurants to sell out 19% points  

more frequently (from 30% to 49% of the time), and up to 27% more 

frequently when alternate information is more scarce. 

Yelp is a great source of info when researching a business you’re  
    unfamiliar with! 

For business, the best strategy to build a strong reputation and  

    take advantage of a great rating stars in the offline world with great    

customer service, allowing reviews to build on Yelp organically. 
 

@DavidMitroff 
Copyright Piedmont Avenue Consulting. All Rights Reserved. w ww.PiedmontAve.com 

http://www.PiedmontAve.com


Yelp - Negative Review or Trends 
Lots of negative reviews tell you 
what to avoid. However, a few 
negative reviews or fake looking 
reviews tell you the business or 
reviewer was just having a bad day 
or life… 
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Yelp - Read Between the Lines 



Yelp - We have made changes! 



Yelp - Thanks! For the Great Review! 



Responding to Issues 

Response Charts and Key 

Objectives 
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Social Media Response Charts 



Social Media Response Chart 



When Responding: 
 
o Be positive. Respond in a friendly, upbeat, yet professional 

tone. Correct mistakes politely. Do not argue, insult or blame 
others. 

o Be transparent. State your name and position with the 
business. This is your chance to personalize and humanize 
your business. 

o Be honest. Own up to problems and mistakes. Inform 
customers when and how you will improve the situation. 

o Be timely. Response times should be no longer than 24 
hours. 

o Be helpful. Point users to valuable information on your 
website or other approved websites. Follow up with users 
when new information is available. 



Next Steps 

Keep Learning 

& Improving 

Build Your Brand 

& Take Action 
Increase Brand  

Awareness 

■ Make adjustments to your 
Online Business (test and 
see what works) 

■ Work on increasing your 
brand awareness on Social 
Media and/or Press 
Releases 

Next 30 days 

■ Develop a more 
comprehensive plan based 
on your initial tracking and 
experiments in social 
media. 

■ Attend another webinar or 
workshop 

Next 60 days 

■ Come up with a plan to 
Monitor and Control Your 
Brand 

■ Respond to Reviews and 
have a response chart 

Today 

1 2 3 
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510-761-5895 
 David@PiedmontAve.com 
 
www.PiedmontAve.com 

Stay In Touch 
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twitter.com/DavidMitroff 

fb.com/PiedmontAve 

David@PiedmontAve.com 

linkedin.com/in/DavidMitroff 

510-761-5895  

David Mitroff, Ph.D. 

Questions 
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