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Marketing Automation in 
2018: A Beginner’s Guide 

Phillip Reinhardt 

 The phrase marketing automation is everywhere but it has a 
scary connotation. Many marketing professionals are afraid of 
automation, either because they think it’s a lot of work, or they 
don’t fully understand it. In 2018, however, marketing 
automation is more important than ever before. To make it 
easier for you, we’ve put together a handy beginner’s guide that 
explains exactly what marketing automation is, why it matters, 
and how you can get started. 

 

What is Marketing Automation? 

Marketing automation is actually quite simple. You’re going to 
develop processes and implement software that automates 
some of your most common marketing tasks. This includes a 
variety of pieces from your marketing mix like social media 
posts, emails, and much more. 

 

One fear that many marketing professionals hold is that 
automation will render their jobs less valuable or, even worse, 
unnecessary. This couldn’t be further from the truth. The goal of 
marketing automation is free your time up so that you can be 
even more productive. When implemented properly, a good 
marketing automation strategy makes your team more valuable 
than ever before. 5 



Why Does Marketing Automation Matter? 

We’ve already discussed the fact that marketing automation 
makes your job easier. But it also drives results. Take a look at 
some of these incredible statistics Where Should I Begin 
Automating My Marketing? 

 

As you look for opportunities to automate your marketing, think 
of your most important communications tools. Where would it 
be useful for you to engage easier with your audience? Here are 
three of the most common areas for marketing automation, 
some ideas to get you started, and some handy marketing 
automation tools: gathered about the effectiveness of 
marketing automation: 

• Marketing professionals in the B2B segment believe that the 
single most important benefit of marketing automation is 
that it generates higher quality leads at a quicker rate. 

• Email automation software generates, on average, twice as 
many leads than standard email blast software does. 

• In aggregate, companies are now spending more money on 
marketing technology than they are on advertising. 

 

 It’s clear that there are proven benefits to marketing 
automation and that companies are buying into these strategies 
completely. Let’s help you move forward by examining the key 
components of a successful marketing automation strategy. 
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Where Should I Begin Automating My Marketing? 
As you look for opportunities to automate your marketing, think 
of your most important communications tools. Where would it 
be useful for you to engage easier with your audience? Here are 
three of the most common areas for marketing automation, 
some ideas to get you started, and some handy marketing 
automation tools: 
 
Social Media 
Schedule posts well ahead of time, build automated responses 
to common inquiries and messages, comb the platform 
automatically for mentions or interesting trends that you can 
capitalize on. 
Popular social media automation 
tools: Algora Pulse, HootSuite, Buffer. 
 
Email 
Develop nurturing campaigns for new subscribers, build out a 
full suite of automated responses based on keywords, create 
emails to be sent in conjunction with actions on other platforms 
(such as abandoning a shopping cart on your online store). 
Popular email automation 
tools: Customer.io, MailChimp, Constant Contact. 
 
Text Messaging 
Much like email you can develop nurturing campaigns, 
automate responses, or send out messages based on an action 
trigger. You should also develop keyword responses to make it 
easy for people to get the answer that they’re looking for. 
Popular text messaging automation 
tools: Delivra, ProTexting, Dotmailer. 
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About the Author 

Phillip has a diverse portfolio of marketing and advertising 
experience having spent most of his career developing 
integrated and long-term growth marketing strategies on both 
the Client and Agency side. Phillip graduated from the University 
of Maryland, College Park with academic honors and a degree 
citation from UMD's Hinman CEOs honors program and has 
worked with household names like Starbucks, Ford, Visa, USA 
Network and more.  Phillip is the managing partner of  PBJ 
Marketing and can be reached via there website: 
pbjmarketing.com 
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Do you know what impact 
you're having on your 
organisation's culture? 

Fiona Robertson 

 You have a team member who has behaved unethically and you 
decide to end their employment as a result. If your people think 
you made that decision because the person was behaving 
unethically, it is likely to have a significantly positive impact on 
your organisation's culture. If they think it's because you didn't 
like the person, it is likely to have a significantly negative impact 
on your organisation's culture. 
Everything you say and do and every decision you make is 
constantly being interpreted by your people (no pressure). What 
you do and say matters hugely of course, but how they interpret 
it matters far more because they'll act upon their interpretation, 
not your intention. If you don't know how they're interpreting 
what you say and do, how can you know what impact you're 
having on your culture? 
 

If you don't know how they're interpreting what you say 
and do, how can you know what impact you're having on 

your culture? 
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This is not a matter of self-awareness. You might have had years 
of 360 degree feedback, leadership development courses and 
coaching and have a very clear idea of the way your personal 
style impacts others. You might be working diligently on course-
correcting your most challenging behaviours and building on 
your most helpful ones. But even if you did a 360 every six 
months, it won't tell you how your people have interpreted 
what you've said and what decisions you've made during that 
period. Not even an engagement survey will tell you that, 
because those surveys never ask your people questions like: 
When the boss sacked person x, why did you think that was? 
What did you think of that decision? Why? 

 

Imagine how lovely it would be to have someone tell you every 
quarter: When you did x, your people thought y. That way, if 
their interpretation was different from your intention, you have 
some choices. You can choose to let sleeping dogs lie and leave 
the misinterpretation as it is - it will inform your next decision. 
You can choose to authentically explain why you made the 
decision you made back then in the hope they'll understand 
your intention and believe it. Or you can choose to change your 
decision and explain why you're doing so. It will obviously 
depend on the original reason for the decision and the situation 
you're in at the time. But if you don't know what they thought, 
you are simply flying blind, crossing your fingers that they know 
what you intended and are giving you the benefit of the doubt. 
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If you don't know what they thought, you are simply flying 
blind. 

 

And unfortunately just having told your people why you were 
making a decision at the time doesn't mean they'll believe what 
is said. It's not only a matter of trust, it's also a matter of 
context. A wise ex-colleague of mine from my marketing days, 
Peter Cudlipp, was fond of saying: "If you want someone to 
think you're funny, you don't tell them you're funny, you tell 
them a joke." His point was that your people have brains that 
interpret what you say and decide what they think about it, 
which means your intended message is often not the same as 
their interpreted message. Marketers have long since wished 
that they could simply inject their intended messages directly 
into the thoughts of their target audiences, but sadly (or 
happily), there's a person's brain in between. And obviously if 
they received some version of the message that your recently 
departed team member left 'to spend more time with his or her 
family', they didn't believe that. Does anyone? That's the 
equivalent of saying "I'm funny" and expecting them to believe 
it. 
 
"If you want someone to think you're funny, you don't tell 

them you're funny, you tell them a joke. They decide if 
you're funny.“ 

 

After many years of gathering employee feedback, running 
engagement surveys and qualitative and quantitative market 
research, I think the best way to gather this kind of feedback is 
through some form of regular - perhaps quarterly - informal 
focus groups, and, ideally, with someone running them who is 
not part of your organisation's 'system'. 11 



That helps participants to believe that the moderator has no 
agenda other than to take the accurate pulse of sentiment so 
they'll be more likely to speak frankly about what they think. 
And an outsider will have less to lose if they need to give 
difficult feedback to senior leaders. 
 
Although an outsider is usually the best option, in certain 
cultures a trusted internal advisor can be just as effective. What 
matters most is making sure you gather the feedback and 
making sure the senior leaders get to hear it - in as unvarnished 
a condition as possible. 
 
Without it, your impact on the culture of your organisation is a 
constant coin-toss. You can't be deliberate about the culture you 
want to create and you can't ensure you're nudging it in the 
right direction to support the execution of your strategy. 

 
About the Author 
Fiona is a culture change advisor focused on helping senior 
executives and business owners create the culture they need 
to accelerate the execution of their business strategy. Over 
the last 25 years Fiona has worked with, and consulted to, a 
wide range of blue-chip organisations in Australia and 
internationally.  Fiona has a particular interest in the 
intersection of strategy, culture, leadership and brand, and 
ensuring they all reinforce each other.  You can reach Fiona by 
email on fiona@fionarobertson.com.au or contact her by 
phone on +61-(0)408-393-262. 
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Simple social media tips for 
SMEs 

Samantha Kelly 

 
Social media is the easiest way to ‘meet your customers face to 
face’ online and yet many Irish businesses are not involved and 
are not meeting their customers’ expectations. 

 

Customer engagement and building relationships are the most 
important aspect of social media marketing, especially on 
Twitter. However, lots of companies are not doing this. 

 

Be social don’t “hard sell” 

 

Social media is ‘social’, it’s not about the hard sell. The secret to 
success is to build up relationships with others so that they 
spread the word about your products and services. 

 

Is your company engaging with an audience on social media? Do 
you know who your followers are? Keep in mind, people will 
always remember how you made them feel on social media, so 
be nice, be courteous and be helpful. 
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First steps 

So, how should you start? The first step is to find out where 
your customers are hanging out. Are they on Facebook, Twitter, 
Instagram or LinkedIn? 

 

If they are teenagers, for example, they will be on Instagram and 
Snapchat. Aspiring brides, interested in beauty products or 
wedding ideas, are most likely on Pinterest and Instagram. Most 
professionals and people aged 35 + are most likely to be on 
Linkedin and Twitter. Facebook varies but you can target the 
right people with Facebook ads. 

 

Who, what where? 

The trick is to find out – who is your target customer? What are 
they talking about, who are they influenced by, what radio 
stations do they listen to? Is it RTÉ Radio One or Spin FM? 

 

Once you have established who your customers are, ask people 
of that age group what social media channels they use. 

 

Ask friends, nieces, nephews, anyone in your immediate circle, 
or do a simple survey using your email contacts. 

 

Ask customers when they come into your shop what social 
media platforms they use. Perhaps give them an incentive to 
enter a draw to win one of your products?  

14 



Encourage your staff to ask clients about their favourite social 
media sites when they are dealing with them. Most customers 
will be happy to chat with you about this topic. 
 
Follow and be followed 
So why do we need followers? Followers are a potential army of 
advocates for your business. If customers like your service or 
product, they will happily recommend you to others. 
 
For example, if you put up a post on social media that interests 
them, they will most likely share the post or comment on it. This 
drives engagement and other followers in their network will see 
their tweets and see them engaging with you. People, in 
general, are quite nosey so want to take a look at what others 
are saying and how you respond. It’s like word of mouth online. 
 
Find communities that support SMEs - Twitter chats are a great 
way to build relationships 
#womensinspire - Tuesdays 10-11pm on Twitter. You can also 
join the Women’s Inspire Network for a small fee of 20 per 
month and learn about all of the platforms and how to create 
images, sales training etc... see womensinspirenetwork.com 
 
#Louthchat Tuesdays 8-9pm 
#Belfasthour Thursday 9-10pm 
#irishweddingchat - Monday 10-11pm 
#irishhealthhour - Sunday 8-9pm 
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So how do you get sales? 

I've asked a few bigger companies how they are getting on and 
they say 'Ah we just use it for complaints' ....well this is just 
madness! Why wait until someone is complaining in public 
about your business? Why not build relationships and advocates 
for your brand so if people search for you on Twitter, people can 
see the good stuff too? 

 

About the Author 
Samantha has been named in the top 100 digital influencers 
on many global lists and has built up a following of over 45k 
from engaging and interacting with people on Twitter. In 
addition to being an expert in connecting people with 
influences to increase sales and brand awareness, Samantha 
is also the founder of Womensinspirenetwork.com; an online 
global network for Female Entrepreneurs.  You can find out 
more about Samantha and Women’s Inspire Network at: 
https://www.womensinspirenetwork.com/membership 
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How to use HR Analytics to 
Demonstrate the 

Relationship between 
Employee Engagement and 

Company Performance 
Erin Marsden 

 
If a company focuses on its people first, profits will follow. 
There's a direct relationship between engagement, 
development, retention and profitability. How can this theory 
be proven? HR Analytics. 

 

You manage what you measure. HR Analytics enable 
professionals to quantify results and demonstrate trends 
required for accurate workforce planning. There are many data 
points to choose from but the question becomes, what data 
points should we collect in HR that best demonstrate impact on 
the business. Examples of data points might be; engagement 
scores, time to hire, cost per hire, turnover, personnel expense 
and training compliance. Next step is to determine, how these 
data points relate to growth, sales and profitability. 
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Using engagement as an example, Financial News, March 2001, 
as cited by Accord Management Systems (2004), reveals that 
disengaged employees are more likely to cost their organization. 
According to the report, Employees who are disengaged: 

• Miss an average of 3.5 more days per year 

• Are less productive 

• Cost the US economy $292 to $355 billion per year 

 

When employees become disengaged, they leave the business 
putting a strain on the remaining employees, causing them to 
become disengaged and leave the business. It's a cycle that 
costs the company to incur further unexpected expenses to 
accommodate an increase in demand for immediate talent, 
increased leave of absence claims, reduction in productivity - all 
eventually taking it's toll on profitability. 

 

Consider the cost of turnover in four categories: 

• Cost of hiring 

• Cost of on-boarding and training 

• Cost of learning and development 

• Cost of time to fill/replace the unfilled role 

 

• Now, calculate the cost of turnover using the following 
formula: 

• (Hiring + On-boarding/Training + Learning/Development + 
Unfilled Role) x (# of employees x annual turnover %) = 
Annual Cost of Turnover 
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As an example, if you are a 1000 person company with 20% 
annual turnover, and you spend $10k per person on hiring, $5k 
each on training and development, and lose $30k of 
productivity opportunity cost on average when refilling a role, 
then your annual cost of turnover would be about $10 million. 
 
Reducing this by just 20%, for example, would immediately yield 
$2 million in value not taking into account the cultural and 
morale drain by losing great employees and the impact this has 
on the brand. 
 
As HR professionals, we can use this data to action plan, in 
partnership with operations, and address systemic gaps. Some 
factors to consider when developing an action plan to address 
engagement issues are: 
 
• Hire Right - determine core competencies for critical roles 

and plan accordingly for peak periods through workforce 
planning. 

• On-boarding - work with our partners in operations to 
ensure that new hires get off to a good start, employees 
have clear expectations and all necessary tools to do their 
jobs. 

• Training and Development - provide relevant and timely 
training so employees have the tools and knowledge 
necessary to be successful in their roles. 

• Top performer programs - identify and engage top 
performers providing them with accelerated training and 
development opportunities. 

• Recognition - increase engagement by providing both 
financial and non-financial rewards for top performance. 

• Two-way Communication - ensure that employees have a 
comfortable and open avenue to communicate with the 
business. 
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• Leadership - Secure executive sponsorship and commitment 
for a people first mandate by establishing clear mission, 
vision and values across the organization. 

• Build a strong Culture - Promote a strong work culture 
where goals and values are aligned across all work sections 
and check the pulse often through regular conversations 
with employees in addition to engagement surveys. 

 

When HR demonstrates how investing in their people can have 
a positive impact on business profitability, the business is 
encouraged because executives can see how a people first 
mandate has a direct, positive affect on the bottom line. 

 

About the Author 
Erin is the Talent Acceleration Manager at JYSK and is an award 
winning Talent Development Executive with an extensive 
background in developing strategic talent strategies aligning 
performance management, succession planning, talent 
management, total rewards and compensation; for large and 
complex organizations. Erin’s accomplishments include winning the 
2017 Canadian HR Award for the Most Innovative use of HR 
Technology. 20 



5 Truths About Social Media 
Kerman Kasad 

 Social media has become a powerful communication and 
marketing tool for any business. Social Media is used to build, 
grow and nurture relationships. Also to gain customers, engage 
with them, and feel the pulse of the market. 

 

Yet even in 2018 many businesses are struggling (38% uncertain 
and 18% disagree) to demonstrate and measure the impact of 
their social media investments. 

 

If you do a search on “how to sell on social media” be it a book, 
music, consumer products you will find tonnes of material on 
the net. You will find a laundry list of ‘Things You Should Do’. But 
here’s the catch, social media doesn’t work like that, and neither 
does marketing. It’s not just  about how many tasks you can tick 
off from your to-do list. 

 

When you begin,  your primary social media objective should 
be  ‘how best to  contribute to your company’s business goals 
and outcomes’. This should define your social strategy and 
execution.    

 

That’s why compelling content, messages and interactions and 
social media mix matter, but  mean little if your objectives are 
muddled. 
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Going back to basics might be relevant. While doing so don't be 
surprised you may discover that the need of the hour is a 
“strategic do-over”. Philip Kotler famously said, “You should 
never go to battle before you’ve won the war on paper.” 
However, we may be inadvertently doing just that, jumping on 
the social bandwagon without a clear strategy. 

 

So here are five truths about social media based on my 
experience. 

 

First, In the early days, social was an add-on to  existing media 
plans. Then to demonstrate ROI we worked backwards to 
connect social strategy to our marketing, communications, and 
business strategy. Well, that was and is a mistake. 

 

Today it is a common approach to take a channel such as 
Facebook, Twitter, or LinkedIn, and then set goals for raising 
their numbers of likes, comments, and shares. On the surface it 
makes sense; however, this will entrap you in a social media–
only perspective. How are we to value how much is that like, 
comment, or shares actually worth to our business? Unless we 
connect our social media actions and outcome to broader 
business goals from the beginning, ROI can be vague, and social 
media becomes an end unto itself. 

 

Define your social goals that are aligned with business goals. It 
will be easier to measure and demonstrate ROI. 
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The second, companies are not creating optimal platform mix 
and/or are limiting their presence to the most popular social 
media channels, most common being Facebook, Twitter, and 
YouTube. Successful outcome is dependent upon designing a 
balanced multichannel social media strategy. 

 

Yet only two-thirds of the Fortune 500 are using Facebook, 66% 
are using YouTube, under half are on Instagram 45%, and just 
over one-third, 36% have corporate blogs. 

 

Align and start building your social media strategy with your 
company’s business objective, it should contribute to the 
bottom line. After which follow it by categorizing target market, 
social media platforms, tools, and metrics. Avoid the temptation 
of merely setting goals for higher follower or engagement 
metrics in your current social media accounts. 

 

There can be diverse business objectives from increasing sales, 
customer engagement and conversations, generating leads, or 
improving and/or raising awareness, employee attraction, 
create employer brand. 

 

To be clear your objectives should not be social media focused, 
such as ‘first three months, we should grow our number of 
followers and increase engagement on Twitter by posting a five 
to six times a week.’ That’s an approach, a method, not a clear 
goal.  
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An objective could be “Increase awareness of product X, brand Y 
by 10% in the mid-market segment within six 
months.” Hootsuite suggests that real business goals often come 
from business conversations, brand awareness, and customer 
experience. 

 

Undertake a thorough due diligence to choose your platforms 
carefully- where you should and shouldn’t be on. Keep in mind 
achieving ROI requires a combination of intelligent channel mix 
that aligns with your company’s business strategy. To improve 
ROI you may be required to shut down existing social accounts 
that aren't aligned with business objectives or not best suited to 
reach your audience. You may also be required to decrease 
social action to focus on posts and platform of more 
substance. Buffer Social, for example, got better results by 
posting less, not more, on Facebook. 

 

After determining your objective and choosing the platforms, 
content creations should be third on your list. Create content 
that is authentic, your constituents should value it. Remember 
people are overwhelmed by information. Hence, it is essential 
to create content that is engaging with a clear message that can 
make a connection with your customers. Content should help 
your customer solve a problem, deliver a timely message, and 
avoid posting self-promotional content and too many hard 
marketing messages. 
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Storytelling is an effective means to cut through the 
noise. Stories always evoke emotion tend to perform better 
than sales messages. People have always been fascinated by 
influential storytellers because stories are not just mere words; 
they are transformative, engaging, and stir the imagination. 
Great stories are both personal, emotional and relevant. Stories 
bring people together, build connection, and create context. 
Create content that matters. 

 

 Fourth, not engaging in social conservations adequately- be it 
suggestions, complaints or questions regarding you is the 
common mistake. Remember customers are talking about you 
online all the time, whether you want them to, like it or not. 
Listening and responding quickly and appropriately will avoid 
negative ramifications. Sprout Social has found that brands reply 
to only one in 10 social messages that require a response. 
Customers expect (and rightly so) you to respond and speak 
with them. If no one is listening, responding or acknowledging 
customer posts, customers assume you don't care. 

 

Taking too long to respond, or not respond at all, the situation 
can turn into a public bashing spree. Besides, it is a huge missed 
opportunity. Sharing from my experience, replies to even 
negative comments can improve your brand perception and 
soften down a customer grievance (to an extent). Besides, you 
can reach new customers, receive customer feedback,, and 
increase the possibility of return-customer. Today social media 
has become an essential tool of customer service department. 
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Always remember, social conversations are also two-way 
medium. 

 

The fifth challenge I have seen companies grappling with is 
getting the right analytic tool for monitoring social programs. It 
can make the difference between the success or failure of your 
social media presence and investment. Having the right tools in 
place to manage your social media efforts is vital. Chose a tool 
that integrate social media across functions, as it has 
increasingly become strategic to many areas of the business. 
Select a tool that has the capability of bringing together 
multidisciplinary social teams across department silos. There are 
several social media analytics software options available. 

 

Right tools will immensely bring overall efficiency in execution 
and management of your social programs. It will identify and 
track the metrics that have set out, enable you to quantify the 
returns on your social media investment. 

 

While you may not directly connect every social action to a 
business objective, such as an in-store sale. However, you can 
get a reasonable estimation for say brand awareness, stir 
negative feedback into a positive conversation, drive traffic to 
specific web pages of your all-important campaigns by social. 
Analytics can undoubtedly help you get these numbers. 

 

Once you have demonstrated connecting social action to 
business objectives, vanity metrics such as likes and followers 
become more meaningful. 
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Concluding. Most of us are learning to align social media 
programs with business goals, it is work-in-progress. Hence, it is 
essential to step back from time-to-time to examine if your 
social and business goals are indeed aligned. 

 

Demonstrating ROI becomes straightforward with a clear plan 
for meeting business objectives and it is a lot easier to prove 
ROI when you have a clear plan for achieving the business’s 
goals and avoid social media becoming an end unto itself. 

 

About the Author 
Kerman is the Senior Vice President of Bospar and is an 
experienced global communications expert who is known for 
crafting communications that remain as indelible images in the 
minds of stakeholders. He designs communication strategies that 
drive brand and product awareness and have a direct impact on 
increasing the customer base and revenues. Kerman has 
expertise in  Messaging & Positioning, Brand Awareness, Public 
Relations, Content Marketing, Story-Creation, Customer and 
Partner Communications, Internal Communications, 
Spokesperson Development, Social Media, Analyst Relations, 
Crisis Communications, and Client Relationship Management.  
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SEO VS SMM: 7 Steps to 
Successful Use of SEO and 

SMM 
Suzette Cotto 

 

When a business looks at marketing spend, what's more 
important for digital growth, SEO or Social Media Marketing? 
 
Perhaps you've paid close attention to how organic (non-paid) 
SEO works and have a handle on using it. It's a known fact that 
higher search results lead to more traffic, which leads to higher 
advertising revenue. Google keeps changing the rules to whose 
content it will show to their search engine users. It's maddening. 
 
Social media, on the other hand, is driven by engagement. You 
need to have an emotional pulse on what people care about-- 
enough to make them spread your brand's message. Likes, 
shares, and comments are the by-products of an ongoing 
engaging conversation. Those virtual interactions can result in 

real-life customers and help keep them. 
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Digital Growth Tactics 
Digital growth is not about manipulating tools like search engine 
optimization and social media. It's about using them to reach 
customers. It's your job to create a sustainable relationship off 
of those platforms. 
 
Instead, consider what questions potential customers may have 
about, say, a specific type of product you sell. Let's say it's 
cheese. Win traffic by answering popular questions about 
cheese on your website. We've seen clients earn hundreds of 
thousands of dollars of free (organic) search engine marketing 
by creating and owning valuable content. In your case, perhaps 
a viral fondue recipe. Fondue, after all, is social cheese - a 
community of cheese lovers around one pot of melted 
goodness. Google wants to reward that value, so if you build 
something that actually helps the end user, you will-- over time-
- climb the ranks on search engine results pages. And it will be 
more than worth what it cost to create that content. 

 
 

 

 

The bottom line is that no one tool will 
help you thrive. Google and Facebook 

can help. Email lists, apps, and member 
communities can, too, and they're even 

better because you control them in a 
way you'll never control giant 

platforms. Any great business must 
build an ecosystem that routinely 

engages its customers and that should 
be your main focus. 
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For SEO, how are people discovering you? What questions 
would they ask Google that could lead them to you? You want 
to own the search words "best cheese in Texas." Yes, you could 
go to Google Adwords and spend money on that search term. 
Buying your way into SEO popularity can be expensive. (And 
most consumers ignore obvious ads.). 

I'm not suggesting that social media and SEO 
aren't important. They are. Dependency on 
any platform you can't control is dangerous. 

Lots of likes on your Facebook business page does not equate 
to ROI. Because algorithms are in play, it's difficult to track 
revenue that comes about as a result of an ad spend on a social 
channel. You can, however, go to Google Analytics and view 
referral traffic from Facebook to your website, and that is traffic 
you could monetize. Again, constantly changing algorithms 
leaves business owners second-guessing how to reach target 
audiences using social media. Very few small businesses can 
afford an in-house business analyst who has mastered the 
complexities of social media algorithms that determine who 
gets to see your posts. Recently, favor has waned for businesses 
advertising on Facebook in lieu of personal commentary as the 
social giant tries to regain the "personal" appeal of their 
channel. 
 
If It's to Be, It's Up to Me 
Let's consider your company's marketing needs. What is going 
to help with customer acquisition and retention?  
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What is the cost? ROI, SEO and social media are effective 
components of an acquisition strategy and social media can also 
help with retention. Rather than thinking about which is better, 
think about how you can use each to support your core 
business. 
 
Spending money on Google AdWords and Facebook Ads doesn't 
guarantee results. Do your SEO/SMM due diligence up front and 
follow these seven steps to better results: 
 
1. Write about what people care about. You can see 

what is trending online and tie that into your 
product or service. Take your cheese product. Retail 
cheese sellers will be on Twitter, Pinterest or 
Instagram. Go there and see what is trending. If you 
are a wholesale distributor of cheese, you'll want to 
be on LinkedIn. You might see chatter about non-
GMO food products. You can join the conversation 
about how your product is non-GMO compliant or 
for B2B businesses, how  non-GMO products are 
affecting consumer behavior. You can even create a 
hash-tag or use an existing hashtag to enter others 
conversations. 

 
2.     Follow known search engine rules by doing a little 
     SEO homework. Moz is a SaaS company that offers 
     a plethora of SEO tools that includes keyword    
     research, link building, site audits, and page     
     optimization insights in order to help companies 
     have a better view of the position they have on 
     search engines and how to improve their ranking. 
     They have a great learning  center and their basic 
      beginners tools are free.       
      https://moz.com/learn/seo 
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3.   Find companies that you admire who offer the same 
   or similar products or services as yours and discover 
   what their content looks like. Large companies    
   spend tremendous amounts of money on marketing 
   insight. Following them helps you know what is    
   relevant and worth writing and talking about. Find 
   active conversation and jump in on it to experience 
   in real-time what consumers or the industry are 
   talking about. 

 

4.   If you didn't program your website and outsourced 
   to develop it, make sure the developer followed 
   basic SEO rules. Images need "alt tags". Be sure   
   keywords are considered in paragraphs. Header tags 
   are important. Websites now need an SSL certificate 
   which offers added security to your site with    
   encryption of certain information. There is a    
   WordPress tool available at Yoast.com that is a widely 
   used SEO tool by developers. You can ask your    
   developer to install the tool and be sure that your 
   pages are crawled cleanly by the search engines. 

 

5.   Link Building is another way to find organic    
   SEO. The number of backlinks a website has is a 
   good indicator of its popularity or importance with 
   search engines. It is easy to get a higher ranking 
   using backlinks. When someone references your 
   site in a curated post from your website and links 
   back to it, your content earns search engine   
   credibility and rank. 
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6.   Google My Business. Your business does need to 
   have a Google My Business listing. If you have   
   solicitors calling you to do this, you're paying for 
   something that is free. If you are a local business 
   with a storefront, it's even more important to have 
   this listing. Other search engines like Yahoo, MSN and 
   Bing offer these listings as well. Be sure your business 
   address, phone number and website can be found 
   with a business listing. 

 

7.   Make sure your clients have the opportunity to 
   leave a Google review. Find a way to ask for a review 
   as part of your "check-out" process. Service    
   employees need a process to do this. Your clients 
   need a frictionless way to leave positive feedback. 5 
   Star Google reviews are worth their weight in gold. 
   Don't waste an opportunity. 

 
Business owners don't need to be website developers to take 
advantage of ROI that SEO and SMM provide. The most 
important thing is to educate yourself on are the seven areas 
above: content quality, relevant content, following basic SEO 
rules, keeping a finger on your industry pulse, back-linking 
opportunities, search engine business listings, and reputation 
management. You want to know enough about digital 
marketing to be able to make decisions about how to budget 
your ad dollars, and when to hire an expert. 
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Digital Marketing Best 
Practice Guidelines 

Elizabeth (Lizzie) Jaray 

 
For those small businesses yet to really dip their toes into the 
world of digital marketing, here’s some basic best practice 
principles to help you kick off on the right foot. 

 

Running your own business is hard work. And for those of us 
that are not ‘digital natives’ the thought of spending time 
learning, understanding and then activating a strong digital 
marketing strategy is pretty daunting. But, your business mentor 
says you have to do it, the bank advisor says you have to do it, 
your competitors are doing it and you know it makes sense 
right? 

 
Why do digital marketing? 

There’s no question that investing in digital marketing is a vital 
part of growing your business. Why? More people are online – 
there are now 4.1b internet users worldwide[1](that’s almost 
half the world’s population), and we are spending a LOT more 
time connected to the internet – the average person spends 6 
hours a day[2]! 
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Not only are we spending more time ‘connected’ but how we 
are accessing the internet is changing rapidly. Your brand is now 
more likely to be found via a mobile phone than a laptop, 
desktop or even tablet and your customer will be more 
attracted by video content than by text. 

 

And guess what, the noise is loud and the competition for 
eyeballs with a short attention span is intense. To get noticed by 
your customer, you will need to be doing more than just having 
a website and a few flyers. 

 

So, what is digital marketing? 

This is a huge topic and we won’t do it justice in this article so 
let’s just put it simply. 

 Digital marketing is the term used to 
describe all your marketing efforts 

that are online as opposed to offline 
(traditional marketing). 

Connecting with your customer, at the right time, in the right 
place means by default that you must be engaging with them 
online. 
A quick comparison of some digital marketing versus traditional 
marketing examples are shown below. What we do know is that 
both online and offline marketing efforts are interlinked and 
support each other. One does not exist without the other – 
simply because, as consumers, we are living in both worlds. 
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Digital Marketing Tools. 
Website | Social media marketing & advertising -Twitter, 
Facebook, Instagram, WeChat | Email marketing | SEO | 
YouTube | Blog posts | Online PR/Influencer marketing | Affiliate 
Marketing | Online advertising 
 
Traditional Marketing Tools 
Your shop/showroom | TV | Print media | Radio | Billboards | 
PR | Direct Mail | Event Marketing 
For more information on all marketing channels and their 
metrics see our article ‘Marketing Toolbox and Measures’. 
 
SMEs and Digital Marketing – too hard basket? 
For small businesses, engaging in a digital marketing strategy is a 
different ball game than for large corporates. 
 
Firstly, it’s likely that there is no-one in the business who has 
the digital marketing expertise to own the process and to do it 
well. The lack of digital marketing know-how, like, which tactics 
to employ, how much budget to allocate, what results to expect, 
and how to measure them, is complicated for the untrained.  
 
Secondly, so many of the day to day tasks of getting your 
product or service to the customer means that allocating time 
to any marketing efforts is often the last thing to get done. 
 
Third, digital marketing costs money, granted it can be lower 
and more effectively measured than traditional marketing, 
however a budget commitment is required nonetheless. 
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Enter the Digital Marketing Agency. 
Recruiting the experts to help develop the right strategy for your 
business is smart. With an internal commitment to investing in 
digital marketing, and with the support of a good digital 
marketing agency, you will be on the right track. 
 
In our experience, there are some basic digital marketing 
principles to learn that, without becoming the expert yourself, 
will really help the overall chance of long term success. 
 
Digital marketing best practice. 
 
1.      Be customer centric 
 
Put your customer front and centre and make sure that 
everything you are doing has their best interests in mind. For 
example, don’t run a Facebook campaign if your target audience 
doesn’t use Facebook. Sounds simple but its amazing how many 
businesses think they should be on Facebook because everyone 
else is, or someone advised them to be. 
 
Consider the touch points (where consumers are finding you) – 
most people move online and offline seamlessly and are often 
on both platforms simultaneously. This means that you need to 
make sure your messages are consistent across the platforms 
and that you are reaching your target consumer. 
 
2.      Goal setting, stay focused 
 
Be very clear on what you want to achieve with your digital 
marketing strategy. This will also change over time. 
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Driving traffic to your website, gaining social media followers, 
building brand awareness, receiving reviews, sales conversion… 
each of these will require a different set of digital marketing 
strategies and not all can be done effectively at the same time. 

 

3.      Avoid oversimplification 

 

The devil is most certainly in the detail and the detail needs 
attention. Digital marketing is not a ‘set and forget’ process and 
this is a good thing. Results can be measured, analysed and 
adapted to make sure the investment goes further and you can 
kick some goals. Don’t fall into the trap of thinking, that if we 
have a good looking website, leads and sales will follow. 

 
For example, if the goal is to drive website conversion, make 
sure that the conversion path in your website is optimised. 
Large companies have programmatic buying to optimise their 
ROI on digital advertising. Smaller companies need to learn from 
this and may need support from a digital marketer to manually 
optimise the campaigns. Also, different artwork, for example, is 
required for different media channels and different stages of the 
buying process (eg re-marketing).  

 

4.      Ask the tough questions 

 

Death by acronym is still a serious illness. Ever seen a report 
with CPC, CPM, PPC, CPT, bounce rates, conversion stats that 
makes you feel uneasy?  
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Too often digital reports are overlooked by business owners 
simply because they don’t understand what they are reading. 
Ask the hard questions like ‘so what’, ‘what does that mean’, ‘is 
this helping me achieve my goal’, ‘what should we change or do 
next’? 
 
 
5.      Be Aware of the complexity and the speed of change 
 
Online platforms are changing rapidly. AdWords costs are 
increasing, Google changes the way it works regularly and is 
becoming increasingly splintered – Google Review for example 
is more important now to improve rankings. This means that 
your digital marketing efforts need to adapt quickly to be 
effective. 
 
The digital marketer needs to be on the ball with digital channel 
developments that will impact the effectiveness of the 
marketing activities in the future. 
 
6.      Choosing the right help 
 
The number of digital marketing agencies to choose from is now 
many. Take the time to review your options, get 
recommendations, understand how they work, their overall 
marketing expertise (not just media buying or technical/IT) and 
the fit with your company goals and ambitions. It is common 
that some agencies only report on selected metrics that make 
them ‘look good’. Knowing what metrics to ask for will alleviate 
this. Objectivity is critical. 
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Pulling it all together 

• So, our advice is - make the commitment to digital 
marketing but be smart about it. 

• Don’t ignore or avoid it – the benefits outweigh the 
potential pitfalls. 

• Get the right team around you – internal (company-wide 
commitment to digital marketing will be key) and external (a 
good fit, objectivity, and expertise). 

• Set goals, be customer centric. 

• Be aware of the detail and complexity – the ‘set and forget’ 
method won’t work. 

• Pulse check – how are we going, what’s working, what needs 
to change – in plain language 

 

Good luck! 

 

About the Author 
Elizabeth is an accomplished senior level marketing and sales 
executive who has worked across Australia and New Zealand.  
She has experience in many industries including Pharmaceuticals, 
FMCG – Dairy, Wine, Health & Beauty, Household care, 
Government and has also provided expert consulting services. 
Elizabeth can be reached at Marketing Minds NZ through their 
website: http://www.marketingminds.co.nz/ 
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Franchisees or Franchisors: 
Who Manages Social Media 

Accounts? 
Nancy Estep - Critchett 

When it comes to maintaining an online presence, franchise 
development experts are split: 

Should the franchisor or the franchisee maintain franchise social 
media accounts? 

 

On the surface, it feels like a question of responsibility. A good 
social media strategy takes considerable work and as a result, 
both sides of a franchise partnership may seem eager to hand 
off the responsibility to the other. 

 

But the real reason why franchisors should consider who owns 
franchise social media accounts has little to do with the 
workload. 

 

In fact, the real question lying underneath “who manages social 
media” is: 

Does a localized approach to social media help 
or hurt the franchise brand? 
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Admittedly, it’s a complicated question.  

 

On the one hand, it’s virtually impossible for franchisors to keep 
a pulse on all of their locations. And without monitoring, your 
franchise social media channels can end up looking off-brand! 

 

But corporate-managed social accounts come with there own 
set of disadvantages, too.  According to Blue Corona, as many as 
8 out of 10 local consumers research small businesses online 
before visiting them or making a purchase.  But even smaller 
franchisors can’t maintain engagement with local audiences in 
every market. 

 

As a result, local franchises potentially miss out on big 
opportunities for new business when franchise social media 
accounts are managed by franchisors. 

 

From a business perspective, franchise social media needs to 
exist at the local level. 

 

Taylor Hulyksmith explains why over on The Re:Group Blog: 

“If all went as planned, launching a local social media program 
would mean franchisees (zees) would have direct access to their 
customers. They’d have the opportunity to share real-time, 
location-specific content on community, team members, 
products and promotions, keeping them happy and your system 
in the black.  
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If your zees stayed the course, brand accessibility would be at an 
all-time high as customers began to associate local social media 
pages as an alternate (or even primary) means of 
communication with your brand through social commenting, 
tweeting or messaging.” 
 
Of course, as Taylor points out in her post, those are some 
pretty big “ifs.” 
 
Franchisees are strapped for time and money. Sure, everyone 
knows marketing is important, but social media marketing 
doesn’t always yield the most immediate ROI. And when you’ve 
got a business to run with a full-time staff and inventory and 
books to balance, “maintaining brand integrity” on Twitter or 
Instagram might not feel like a top priority. 
 
Which is why there needs to be a happy medium. 
 

Franchisors need to set up their franchisees for 
success with social media marketing. But it’s 
the franchisee’s responsibility to make sure 
their channels align with brand standards. 
 

Here’s how to make it happen: 
 

How Franchisors Can Maintain Brand Integrity 
with Localized Franchise Social Media 
 
 

 
1. Make social media marketing part of new franchisee 

onboarding (and beyond). 
 

Look, we all know that new franchisee training programs are 
already packed to the gills with information. 
 45 

https://databox.com/social-media-roi


And I’m sure the last thing you (or your franchisees) want is one 
more three-hour-long seminar tacked onto your already-too-
long onboarding session. 

 

But, that’s not what I’m suggesting. The good news is that you 
should have the fundamentals of social media marketing 
already built into the foundation of your training program. 

 

Instilling the brand standards, culture, and values are all key 
parts of your existing franchisee training. And they all play key 
roles in social media marketing, too. 

 

So rather than building out a whole session dedicated to 
franchise social media, integrate social strategy and best 
practices into every element of your new franchisee training. 
That could include using social media for: 

 
• Hiring. Educate franchisees on how social tools like Twitter, 

Facebook, and LinkedIn can help generate new candidates 
for open positions on the franchisee’s team. 

 
• Marketing. Getting the word out about a new business is 

obviously an important first step in a franchisee’s success. 
Work with your new owners to show them value that comes 
from engaging with their local audience on social media. 
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• Customer service. Reacting promptly to positive and negative 
reviews on Google, Yelp, and other social review sites can 
make a world of difference in your reputation and customer 
experience. As I noted in a previous blog post, real-time 
communication is the latest trend in the franchise world. 
Make sure that’s a key focus of any customer service training 
your new franchisees go through. 
 

Of course, franchise social media training doesn’t stop after the 
onboarding session. 
 
As Gary Occhiogrosso from Franchise Growth Solutions explains 
on the FGS blog: 
“Supplying ongoing training that places resources within reach 
of the franchisee is not only vital at the onboarding phase but 
throughout the lifecycle of the business relationship...Initial and 
ongoing training should support the idea that following the 
system is the most important aspect leading to the success of 
the business. This approach puts franchisees in a better position 
to make sound decisions concerning the business with little 
outside assistance and with little room to “‘reinvent the wheel.’” 
 
In other words — like every other aspect of your franchisee’s 
business plan, social media marketing should be systematic and 
predictable. Which leads to the next point… 
 
2. Give franchisees all the content they need to succeed. 
 
Everything. 
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From their profile photo, to the banner image they use on 
Twitter and Facebook, all the way to the bio they include on 
their LinkedIn Company Page. 
 
The more you offer, the more universal the brand experience 
will be for customers. But your franchisees will appreciate it, 
too: the more you share, the less work they need to do to get 
up and running on social channels. 
 
But it’s not just the materials to get started that you should 
share — franchisors should continually share new content (in 
the form of a weekly newsletter) that franchisees can push out 
through their social accounts. 
 
That could mean blog posts, podcasts, articles, case studies, 
white papers...you name it. But it also could be strategies and 
best practices for engaging with a local audience. 
 
Sharing content is another way franchisors can maintain quality 
control. But that doesn’t mean you’ll be able to just share 
content and then walk away… 
 
3. Make social media part of you franchise auditing procedure. 
Most franchisors have a clear-cut plan for how (and when) they 
audit their franchises. 
 
And while that might include a basic scan of social media today, 
it’s important to really make your franchisees’ social strategy a 
serious component of your audit. That means sitting down and 
reviewing the quality and consistency of the content franchisees 
share in addition to their engagement with local customers. 
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Doing so ensures you can keep up with each franchisee’s 
representation of your brand and fix any problems as they arise. 

 

Conclusion 

Social media marketing is a key part of any business that 
admittedly gets a bit complicated within the framework of a 
franchise organization. 

 

But it’s the franchisor’s responsibility to maintain their brand 
integrity and give the franchisees all the tools they need to get 
the most from a localized social media presence. 

 

What does your company do to help franchisees on social 
media? Do you include social strategies in your onboarding? 
What about your audits? 

 About the Author 
Nancy has more than twenty years of experience as a business 
advisor and executive recruiter in the franchising 
industry.  Nancy was the first employee at one of the most 
widely recognized firms specializing in franchising in the 1990’s, 
Franstaff Inc. There she gained first-hand experience in sourcing 
and recruiting for a wide range of industries and brands. She 
managed the companywide research function and then moved 
into Partnership followed by ownership in 2003.  Nancy is the 
Founder of Source First Incorporated, a Sarasota, Florida based 
business specializing in franchise sales and consulting and 
Founder of Franchise Resales LLC, a service company 
specializing in reselling franchises. You can reach Nancy at: 
nancy@bluerocksearch.com 
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Looking to build a winning 
brand? 

Shubhra Sinha 
 

There are zillions of brands in the world – some that are known 
to many, many that are known to few – and still many more that 
never get to be known. When an organization is formed, that’s 
when the journey of moving from anonymity to being in the 
limelight begins. A strategic and aligned branding exercise is 
what acts as an enabler in this journey. The size of the company 
does not always determine the stature of the brand – a well-
executed branding exercise can build a brand out of nowhere – 
one that has a unique character, has its own voice and connects 
emotionally with its stakeholders.  

 

Few years back, I embarked on a journey to build a B2B brand 
from scratch, in a space that’s niche and often misinterpreted. 
As I started looking past the numerous challenges and 
roadblocks, there emerged immense opportunities – all leading 
to the final goal of building a winning brand. Opportunities of 
course did not just emerge out of nowhere – there were enough 
trials and errors and there were lessons that came out of it. The 
key is to always think beyond the obvious, and to consistently 
innovate. 
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Here are broadly the steps that one can undertake as they begin 
their brand building exercise. 

 

 

1.    Who are you? Critical to know – your identity, your story, 
what makes you different – these are important to be answered 
right in the beginning. Create your brand bible – one that you 
and all stakeholders have constant access to. And make sure you 
keep reminding everyone to use it! In the brand building 
journey, it only harms if everyone is telling a different story! 

 

2.    Who’s your buyer? Next is to understand the industry 
nuances well, and of course the customer pulse. Spend enough 
time with the delivery functions, attend as many meetings – 
learn the language, the business, and everything that makes it. 
Word of caution - as you build this ecosystem understanding, 
the journey might start to look tougher. But don’t let the clutter 
deter you – just observe and absorb and then remove the noise. 

 

3.    Time to set-up your GOAL! With the understanding that you 
would have built about your company and the ecosystem, it’s 
time to set up some realistic goals. What do you want to achieve 
in 6 months’ time and after a year – it’s important to be clear on 
this and get a sign-off from the stakeholders to avoid any 
expectation mismatch. 
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4.    Plan it up! Now with the goal clarity, it time to build the 
plan. Get an understanding of the rough budgets you would 
have to move in this journey and accordingly get your priorities 
in place – it’s simple, you cannot do it all at once. Look at what 
needs to be addressed first and plan your investments 
accordingly. Also align it with your short-term and long-term 
goals. When building a brand, it’s best to start with a 6-months 
working plan, instead of a year-long plan. The initial phase will 
bring in enough hitches and learning – that you will then be able 
to apply for your long-term plans. 

 

5.    Start rolling! Find the start point and just start rolling. This is 
going to be tough – with so much to be done, this start point is 
not easy to find. But logically, start with the hygiene stuff and 
then build it up one by one. When starting from scratch, get in 
place your logo, your identity book, mission/ vision statements, 
value structure, brand guidelines, website, employee 
communication engine etc. All these requirements will vary 
based on what your organization’s ultimate goals and of course 
the level of preparedness. 

 

6.    Don’t forget to measure! This is tough – but it will help you 
in the journey. Whatever baby steps you start with, define 
success metrics (qualitative/ quantitative) for those and 
measure the performance. Measurement is not just about 
linking it up with sales and revenue contribution – depending 
upon the landscape, that may not happen in the first year at all 
or even in two years. Think beyond those and stay persistent. 
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While these steps above are logical, there are multiple obstacles 
that come in the way that take you away from your defined 
route. 

Branding is an important exercise 
and that needs to be understood 

and accepted by key stakeholders. 
It is not a support function that 
works on the sidelines doing its 

own thing – never works that way. 
It is not just important, but 

mandatory to involve leadership in 
the brand building exercise – their 

time, attention and inputs are 
critical. 

Here are few things that will help in your course.   

 

 Don’t negotiate on the hygiene, ever. There are certain 
things that are important to have, whether they result in an 
immediate benefit or not – brand guideline, messaging 
document, corporate profile, mission-vision statements etc. 
Establish their importance and get them in place. No 
questions asked. 
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Treat content with respect. There is enough for everyone to 
read on the internet. If you are putting up more stuff, make sure 
it’s worth getting eyeballs. 

 

Pay due attention to brand look and imagery. And start aligning 
your brand building exercise with your brand imagery right from 
the beginning. While it’s important to pay attention to what you 
are saying, the packaging and how you are being seen is equally 
important (if not more). 

 

Find alternate routes. Not having enough budget does not 
mean you cannot achieve what you have set out for. Search 
engine is your friend – Google enough to find ways and means 
of doing more with less. There are freewares for every possible 
thing – just look for it and you won’t be disappointed. Think out 
of the box and innovate – there are many ways to do the same 
thing – see what works best for you. 

 

Build your team steadily. It’s important to find people who 
understand the vision and demonstrate the same passion. You 
need steady partners in this journey and not frequent movers. 

 

With all above, be okay to fail. It’s fine. 
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Brand building is like nurturing a baby 
– like every child, every brand is 

different. Their personality evolves as 
they grow – their character starts 

building up. You need to be constantly 
involved in each phase. It’s also a lot of 
fun and brings in immense gratification 

when you observe your brand 
establishing its presence in the industry 

and becoming a name that people 
recognize and resonate with. 

Finally, believe what you do! 

Would love to know about experiences of fellow brand creators 
and managers - let's start a conversation right here! 
 

About the Author 
Shubhra is an award winning marketing and communications 
professional who specialises in building winning brands.  Working 
in both the B2B and B2C space, Shubhra has a wealth of 
experience developing, leading and executing the entire spectrum 
of external and internal communication strategies of 
organizations while working with business stakeholders to 
consistently refresh the corporate messages, service definition 
and positioning. Shubhra has led her team to win Denave’s Stellar 
Team Award, has won the 2018 Indian Brand Conventions award 
for the most innovative internal communications and employee 
engagement campaign and featured in Reputation Today’s Top 30 
Corporate Communications Teams.  Currently Shubhra is the 
General Manager – Marketing Communication, at Denave in 
India.   
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Online Reputation for 
Attorneys: Defending Your 

Online Image 
Janine Friberg 

 
An attorney is meant to be a close, trusted ally—someone on 
whom the client can count to deliver the best possible legal 
outcomes, and to always put client needs first. Of course, 
finding such a trustworthy and reliable ally can seem daunting. 
Today, the simplest approach is to do a little online research, 
seeking a local attorney with a reputation for integrity and 
prestige. 

 

There’s a clear implication here for lawyers: What people read 
about you online matters deeply. Your online reputation could 
spell the difference an influx of new clients, or a new 
client drought. 

 

The question is, what can lawyers do to ensure the Web 
portrays them as consummate professionals—as deeply credible 
and proficient? Here are a few practical tips for ensuring a 
stalwart online reputation. 
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Be Aware of What People Are Saying 

First and foremost, gain some awareness of where your online 
reputation stands. Google your own name, and the name of 
your firm, to see what comes up. Be especially aware of review 
sites, which go a long way toward setting your online image. 
Develop a habit of checking in on your online reviews regularly; 
the last thing you want is to have a bunch of bad reviews that 
you’re not even aware of! 

 

Ask for Good Reviews 

A sterling online reputation demands social proof; prospective 
clients want to see that other individuals have hired you and 
had a positive experience. One way you can develop that social 
proof is to actually ask for feedback. Send an email to your most 
loyal clients and simply explain to them how much their 
feedback means. Make sure you provide them with links to any 
relevant review sites. 

 

Address Negative Reviews 

If you see any bad reviews, that can be demoralizing—but you 
can turn it into an opportunity to show some real customer 
service. Apologize for any poor experiences and ask how you 
can make things right. Remember that most people just want 
their complaints to be acknowledged, so just extending some 
goodwill toward them can make a world of difference. They may 
even remove the offending review. 
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Use Positive Reviews 

As positive reviews come in, make sure you leverage them to 
their full effect. Link to your reviews from your firm’s website. 
Also ask for permission to reprint positive reviews, perhaps 
starting a “Testimonials” section of your site. 

 

Exhibit Thought Leadership 

Another important way to build a strong online reputation is to 
promote your own thought leadership. When people Google 
your name, make sure they find content that highlights your 
professional expertise. Blogs, press releases, and even posts on 
LinkedIn Pulse can provide you with this search engine fodder. 

 

Ensure a Professional Web Presence 

It should go without saying that having a strong website 
is crucial to your online image. Spend some time reviewing your 
site today, and simply ensuring that it puts your best foot 
forward. Does it have a clean, contemporary design? Does it 
load quickly? Is it easy to navigate and to access desired 
information? 

 
Get Help with Your Online Reputation 
The bottom line: People only hire attorneys they feel they 
can trust—and that’s something they determine largely based 
on Google searches. Make sure your search engine results are 
wholly positive. 
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