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Some Numbers

® Consumers have never had more power to
Influence brand perceptions and buyer
behaviour

User reviews are read most frequently by 55% of
American online shoppers.

Source: eMarketer User-Generated Content and E-Commerce Report

“Seven out of ten online buyers check at least four
reviews before spending their money.” eMarketer -
Feb 15, 2008
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How Not to Do It — Spirit Airlines

“So, instead of losing $5 on a customer who has every right to be
angry, I'll write this blog post and tell all my traveling buddies to add
Spirit Airlines to their growing list of airlines to avoid. If Google works
their magic like they usually do, at least one of the 4,931 daily
searches for "Spirit Airlines" will turn up this result and save
someone the headache (and hopefully end up costing Spirit Airlines
$6 or more).”

“Do Not Fly Spirit Airlines” - Alex Rudloff’s blog - 4th August, 2007
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Digging a Hole - Spirit Airlines

“Please respond, Pasquale, but we owe him nothing as far as I'm
concerned. Let him tell the world how bad we are. He's never flown
us before anyway and will be back when we save him a penny.”

- Ben Baldanza, Spirit Airlines CEO

® Initial post kick-started a flood of negative comments, sustained by
a negative response from the Airline’s CEO: “Ben Baldanza from
Spirit Encourages Awful Customer Service..”

® Alex’s Blog is still on the first page of Google results for “Spirit
Airlines” (as of March 2008)
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The Road to Online Engagement

® Begin by looking internally
@ [s there a better way?

® Develop a Social Media Policy for your business
— Who posts?
— What kind of posts?
— How frequently?

— Comments?

@ KPI
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SEO via blogs: Softly, Softly

® Blogging takes commitment

— Don’t promise the world and deliver an atlas

® Be involved with the community

— Engage with bloggers
— Read

— Comment

@® Build a strong network

— Trackbacks
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SEO via blogs: Own an Issue

® Think like a marketer

@® Plan carefully

— Select keywords to “own”
@® Take time to focus on metadata, tagging

@® Self-promotion via aggregation
— Digg, del.icio.us, Reddit, etc.
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SEO via blogs — Be Natural

® Research

Use the language of your customers, not your
marketing department

® The people writing = The people searching

@® Use of natural, customer-focused language will
help yield higher results in search engine
rankings
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How to Interest a Blogger

® Bloggers write about what interests them

® Not professional journalists

@® Not as dependent on ‘news’ — an issue could still
be of interest a couple of weeks after it breaks
and has ‘come and gone’ in mainstream media

® Ask permission to interact — recognise blogging
IS a hobby, not a profession (for most!)
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Trust Comes From Relationships

@® People don't have relationships with brands —
they have relationships with people

@® Your approach must be
— Believable
— Honest
— Genuine
— Authentic
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The Blog Mindset

® AIM — Audience / Incentive / Message

@ Start from the ground up
— Media releases

— Multimedia content

® Understand your audience

— Journalism skills



The Gobbledygook Manifesto

Volume Analysis: Gobbledygook Business Terms

Zource: Factiva Insight (Morth Armerican Press Wires)
Period; 01 Jan 2006 - 30 Sep 2006
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AWI Case Study

® Range of brands across the globe

® Communications challenges across offices and
timezones

® Response: The Yarn
@® Provide direct interaction with staff
® Encourage feedback

® Facilitate discussion



But what if it all goes pear-

shaped?

HILLZNOWLTON




HILLZKNOWLTON
Reversing Fortunes

® Bad news travels fast
— Media conditioning

— Scandal!

® Good news takes time

— Removing bad publicity from Google’s top ranks is a
slow process

— Generate fresh, quality content, promote it and walit...
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The “No Follow” Trap

@® nofollow Iinstructs bots not to follow hyperlinks

® Can be used to exclude a page from search
engine results

@® Backlash from community — bloggers are
leading a campaign against it

® User beware!
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The Checklist

@® Consider your strategy and look before you leap
@ Start small

® Plan ahead — is an online engagement really
what you need?

® Develop a formal Social Media Policy
@® Be genuine

® Be prompt



Know Your
Audience and be
Genuine



Thanks!

moverington@ hillandknowlton.com.au
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