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Disclosure

The author of this report, David White is Managing Director of 
Weboptimiser which provides Internet Marketing services including 
SEO (search engine optimisation), PPC (pay per click), Social Media,  
PR and reputation management services. 

Weboptimiser appears at the top of search engines as a result of our 
SEO, PPC, Social Media and PR activity. All the ideas and thoughts 
within this document are real and factual. 

However the world changes and these ideas may not stay current 
and this document will not automatically update. Please verify your 
assumptions by talking with David White, the author of this document 
on +44 207 953 8304 he is UK based, yet is often in the US.

We charge for our services in three ways. On an hourly basis, on a 
results basis and we selectively enter into joint venture partnerships.

We have an affiliation with GKIC of Chicago and we hold an an 
agreement with GKIC to represent them in London. None of this 
document, its contents or services we offer relate to GKIC.

We are not shareholders or representatives of Google, Facebook, 
Twitter or LinkedIn although we have the unique experience of working 
with these organisations since their foundation. Weboptimiser Group 
Ltd is a privately held organisation. David White is the only active 
registered Director and Shareholder. 

https://plus.google.com/u/0/104094338160478147747/
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Introduction

For most business is measured in the aggregate, success or failure in 
terms of total sales, total profits, total market share, market presence. 
The big things. Yet the results are all made up of and are the result of 
little things, individual transactions. Each typically the result of a hard 
won battle, one after another in the field of e-commerce and online 
sales,  marketing and PR.

Our experience as individuals is in the detail. We are often asked 
about SEO and clients generally want a detailed action plan rather than 
to know all the ins and outs. What follows is the genesis of an action 
plan that delivers on SEO as well as Pay Per Click and Social Media.

By definition what follows is not a tailored solution although it 
follows a path that actually happened at a client meeting. It leads to a 
particular solution that was right for them. I have had to leave out their 
name and their industry for reasons of confidentiality. This particular 
meeting took a day and comprised a workshop, an on site tour and 
introductions to a group of people all of whom were active within the 
management team.

It was a fun day and at times a little uncomfortable as we spoke about 
things that were not normally spoken about. In particular how 
everyday activities could be used in their marketing. Being a highly 
compliant company, they were not used to being open. They thought 
some of my ideas were heretic. They described me as being Salvador 
Dali, someone who was known to see elephants in everything. 
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I could see elephants where they saw closed doors. Big Ideas, like 
elephants, are noticeable they tend to make a lot of noise and consume 
a lot of space. I could have been accused of seeing pink elephants, but at 
the time, everyone in the meeting, I assure you, were stone cold sober 
and we stayed that way.

To me elephants represent big ideas. Sometimes not the best idea, 
sometimes the worst idea, but a big idea nevertheless. It has been my 
habit to hunt them. If they are a major problems in our room, behind 
closed doors, they will be major problems for potential clients. Equally if 
the elephant in the room is a good one, then we want to get that too. 
Both ways we want to control it, tame it and use it to our advantage. 
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I created a picture that doubles as a self parody to amplify the point. 
It’s a picture of me you would not ordinarily see. I used it to power some 
social media posts, for an SEO article, it appeared in a video and I even 
ran a pay per click campaign to drive traffic. 

Why? well it’s not something you see every day. People like and react 
to self parody, it is a form of comedy, not to everyones taste, but it is a 
way of using an exclusive asset, me, in our marketing. Because it is me, 
a real live person it is real, authentic and difficult to copy. Who would 
want to be me? 

For those who consider it daring I earn some respect. For some it 
makes no difference either way and some it leaves them wondering why 
and wanting more. For the majority, but not all, it works.
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For me it attracted conversation and from there I know 
recommendations and client gigs will occur. For the business that I 
represent it looks different, for some it’s very attractive. The rest 
probably have no need, will not notice and will never hire me anyway. 

They are probably people I would not get along with and will not 
enjoy working with, yes they exist, and no, I am not for everyone.

The reality that I am trying to convey is that one casual comment in 
a meeting can easily became a point of major difference. I probably took 
it a step farther than most would because it I know how this works. This 
is the kind of thing I do every day, I take a simple, throw away comment 
and amplify it.

In this age of personal branding we each have the ability to publish. 
In the process of creating an opportunity born of a passing comment I 
know I should try and find a picture to represent it. Pictures get a lot of 
attention, they paint a thousand words. Pinterest and Facebook thrive 
because of them. 

In this case as the comparison was made with Salvadore Dali, I 
attempted to merge a picture of him and I. I know for some it will just 
look weird and for those who have no idea who Salvadore Dali is, I will 
just look like a guy with a long moustache. Both ways my commentary 
will now stand out a lot more as I have an associated picture. Although 
his estate might complain of my butchery, as he has long passed, it is 
doubtful that will amount to any real backlash. For reasons of safety in 
terms of copyright theft I took the picture from Wikipedia, where are 
pictures are covered by the creative commons license.
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So, by way of introduction I have used an exaggerated idea centered 
on me, to make the point that the slightest piece of information, or in 
this case, comment can be used to power your PR and amplify your 
presence in an interesting and for some, entertaining way.

You don’t have to follow my example. In this case I wanted to show 
you that I am passionate about the content of this report, and that 
these are more than just fanciful ideas. I know that they work and I use 
them for myself and as a practicing, leading service provider. These 
ideas can form the basis of a marketing plan. 

I would love to hear from you of how you make something of the 
things that you take for granted everyday. Your thoughts, used 
carefully should result in the lowest cost and most interesting form of 
promotion available to you. Thoughts are now assets.

That’s what I call: Guerrilla marketing with a capital G!

You could learn how to deploy everyday comments, ideas and your 
passion to attract more clients. You could use them to harness both 
online and offline media for your business. We are not limited to just 
online here.

At Weboptimiser we are often measured on big picture results. In 
Search marketing in overall page one positions (For SEO) and, or 
financially on overall Return On Investment (For PPC). In social media 
we are measured in awareness generated and engagement produced. 
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When certain levels are achieved the expectation is for results to 
continue to rise. We have found that there are, in practice, ceilings. 
Also, not all results are equal, or even have value in being measured.

With nearly twenty years experience we have a lot to call upon with 
thousands of projects personally undertaken. There are a couple of 
common denominators, of which this report attempts to deal with.

First, what are the little things that we can do that can make a big 
difference and second: once we hit market saturation or maximise 
market share (as we often do) what can we do next? 

There is a third area worthy of consideration that includes what to 
do when our hands are tied. Often for a range of reasons, budget, inter 
departmental politics, compliance and, or legal limitations limit 
opportunity. There is only so much we can do. 

In all three scenarios what can you do?

Usually it is a case of reversal to re-evaluating processes in place. 
The view being well, if this is the maximum of what can reasonably be 
achieved, what can we do with what we have. How can we increase the 
monetisation or value of the exposure and leads generated to the 
benefit of the business, its clients and management satisfaction? After 
all, even though our hands are tied, we still need to pull in the big bucks.

This particular report is about a way that integrates well with all of 
the above. The ideas in this report show you to get more coverage in an 
otherwise saturated market. It identifies areas that most fail on and it 
targets the improvement of individual transaction value.
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For this reason this is going to be time well spent for webmasters, 
marketing professionals and business owners that care about the way 
their business works and how it can be improved to the bottom line and 
the aggregate. Follow the ideas described and you will get more number 
one positions, higher return on investment and more social media 
engagement. 

The team at Weboptimiser came up with the concept of tribes some 
time back. We realised that groups of people act like herds. When some 
people swing in one direction, others will follow.

For us, it is not as simple as that. As our name implies, we employ 
specific techniques for Weboptimiser  clients. The techniques described 
in this report can be applied to website visitor management, can be 
embodied as online techniques and employed within SEO, PPC and 
Social Media.

For existing clients this is a glimpse under the hood. There is 
information that can be gleaned from these pages that should improve 
client performance, it is not possible for Weboptimiser to do everything. 

Some parts of the ideas we employ need to be transferred into 
operating procedures client side. This report is one of the ways that we 
over deliver on expectations and help you adjust your marketing 
processes to take advantage of these new opportunities.
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For new clients, friends, potential fans and followers, you will see 
what we do. Ideally you should identify ways that you can adapt and 
employ the ideas for your business. This is our way of giving you results 
in advance.

I hope, more than anything that your online presence really works 
well for you. It is for nearly everyone your shop window, you are on 
display, this is the part where you are seen first and for most of you this 
is where you make the difference, this is your front line. Let’s keep it 
weboptimised.
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Reputation Marketing

New, Reputation Marketing  is the process of building a 5-Star 
reputation online with the objective of attracting new customers and 
keeping the old.

In the recent past Reputation Management has been all the rage, 
taken on as a defensive antidote. The difference is that Reputation 
Marketing is a positive force. Reputation Management deals with dark 
forces that are already out there, that have already surfaced and by its 
very nature, is therefore too late and needs a lot of force to be effective, 
sometimes inviting a counter attack by the offended. Reputation 
Management does not always leave a sweet taste, yet Reputation 
Marketing is, by definition, sweet in the first place.

Reputation Marketing as a marketing process is so very effective, as 
it is based on what you really do and who you really are, as distinct 
from defending yourself from past mistakes. Reputation Marketing also 
overcomes outrageous claim marketing the kind of thing put out by 
short sighted, fast acting, unthinking, new market entrants.

Reputation Marketing is an alternative to methods that orientate 
around the ‘Big Idea’ that can be hyped and made to look super 
attractive, although are considered brash, or ‘american’ by many.
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You can avoid the normal big, hyperbolic claim architecture designed 
to grab the headlines. You do not have to assist in the erosion of your 
industry resulting from the bi product of ‘Big Idea’ marketing. 

You and your true peers feel sorry for the unwitting customers who 
are attracted by the kind of Venus Flytrap that Big Ideas often result in. 
The Big Idea behind Reputation Marketing Effective means you can 
build on your naturally ethical and successful positioning.

 That proves that not all Big Ideas are bad, it is the hyperbolic 
marketing that often comes with them that can be. If your business is 
built up around a Big Idea, then Reputation Marketing can work 
wonders in taking you away from this unsightly and often distasteful 
phenomenon. One wonders if it puts off more than it attracts?

Indeed reputation marketing is a key differential to those that use it. 
It not only supports the quality side of an industry, it demonstrates you 
uphold the right way to do business in your industry through ethical 
methods. You can lead consumers away from the inevitable conclusion 
that price is the only differentiator and toward spending more money 
as a result of their new found understanding of what you do.
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How Reputation Marketing Fits Into The Sales 
Process

I originally heard world famous copywriter and business man, 
Drayton Bird, now UK based, say “you must first make friends with 
people - before you try to sell to them”.

Very often I see clients who go straight for the jugular and focus on 
placing their sales or booking engine front and foremost, often this 
approach demands ‘registration’ or that the consumer ‘submits’. 

Whereas the savvy marketer might ask the consumer to ‘continue’ 
and offer a process that is designed to delight, surprise and most 
importantly honour the person.

This resonates well with another world famous businessman and 
copywriter, Joe Sugarman whom I have also had the pleasure of 
meeting who says your copy should work like a slippery slide, that your 
consumer should read, want to read on and find themselves at the 
bottom of the slide looking to go around again and again.
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Online Triggers

In Joe’s very expensive, sought after and limited edition book 
“Triggers” (all three elements are purpose driven to build on his 
reputation).  There are three Triggers that stand out that help define 
the core elements of Reputation Marketing : 

1: Authority - Are You An Expert In Your Field?
2: Proof - Can You Do What You Say You Can Do?
3: Scarcity - Wanting What You Can’t Always Get
 
These three triggers are key to the self fulfillment and continue to re-

ignite reputation marketing long after you state your case for the first 
time. For instance, once authority is established it is difficult to take 
away. Yes it is possible to get caught out doing something that you 
should not at any time, but if authority is already established it 
becomes increasing likely that you would be given the benefit of the 
doubt. 

It is often easier to seek forgiveness than permission if you have 
already built up some respect through the foundation of authority. Not 
necessarily for a bad reason. For instance Omaha Steaks are well 
known for selling steaks. As a result it is easy and by its customers 
considered convenient for them to sell other meat products and related 
condiments that have no relationship with beef.
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Proof needs to be available, testable and checkable in as many 
formats as possible, more on this later. Proof works best when there is 
an indisputable preponderance of it. Most people have it but for some 
reason do not necessarily bring it out. For instance many clients I know 
have won awards. Proof of their core qualities. These awards are often 
found buried or not included within their website at all.

Testimonials are rarely to be found on most people’s websites. We 
have been reviewing websites for years and we now measure fifteen 
points. It is a rare event for a site to score in all areas, let alone score 
more than 75%. Bring awards and testimonials to the front page of a 
site and they could increase the chances of attraction by nearly 14%.

In my book, no offer is an offer is there is not a scarcity element in its 
promotion. While stocks last is a simple example. Sites should always 
have a promotion shown, especially in retail, but surprisingly to most it 
would seem in B2B and consulting services too. Considered by many to 
be too ‘brash’ however, without an offer and without scarcity why 
should your visitor buy now? If people are left to their own devices 
people prefer to do nothing than actually take action. A business owner 
needs potential buyers to take action, it is the only way to get a 
customer, so why not make it worth their while to do so now, 
immediately. 

Do not pass GO! Collect £200! The commands are embodied in 
probably the world’s most pervasive board game and it perpetuates the 
excitement of the game. It beggers belief that this simple, most effective 
motivation technique is simply missed by most business today.
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Proof Is The Most Important And Opportunistic 
Trigger

As Sugarman puts it “Even if you are a millionaire, you want to know 
that you are not being taken advantage of”… An opportunistic trigger as 
the key proof online in the current environment is ‘social proof’ and 
this has the benefit of both ensuring the truth is out there and 
simultaneously creates a lead generating asset that will communicate 
your key tenets to the widest possible online audience.

Indeed Social Proof is possibly the most important buying trigger to 
employ. Social Proof is one of the newest and biggest pillars that 
underpin SEO. Social Proof is measurable across Social Media and 
across ‘Star’ systems that are in use on Amazon and now millions of 
other websites where consumers rate products and services. 

The ‘Star’ system is a reflection of how previous customers view your 
company, your services and your products. Google is increasingly 
ranking company websites based on social proof. Those that record 
according to Star systems rank with them too - and you would want to 
be found at the top.

Reputation Marketing supports external SEO as it generally 
generates quality links that point to your site. 

The Star system is one way. Press Release distribution another. Press 
Releases by definition have to be newsworthy. To be respected and 
valued they have to be submitted via quality ‘wires’ that themselves 
have a reputation to manage. 
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As a result the ‘wires’ quality check the content to make sure each 
release is newsworthy. An expensive examination perhaps, yet 
valuable in presenting to the world that your site and your business is 
indeed an authority, as it has news to publish. 

Google picks up on news, it has it’s own news service and the news 
naturally contains links for further reading. These links though fewer, 
count for more. As not everyone is able to lead their industry forward, 
let alone have new developments to publish as news.
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The Importance Of Everyday Reputation

Consumers rely on search engines such as Google, to filter out 
companies with ‘perceived’ poor reputations I.e. If you were not in 
Google, if you were not on the first page, then Google’s quality score 
does not rate you and your business is not worthy.

Of course this may not be true. Sometimes, and increasing less so, 
the best companies are missed out. The best companies have not all 
perceive the need to be found, they believe that reputation alone will 
ensure that they are sought out by customers.

Once, on a retainer, I was flown to the world headquarters of an 
international luxury brand in Paris. After many months of waiting and 
a few false starts I finally met the CEO at the top of a very old castled 
tower in one of the worlds most exclusive, high rent streets. Internally 
it was authentically medieval. The CEO was wearing a very fetching, 
sleek, one piece, all leather cat suit. I was on a James Bond movie set.  
She purred “We do not want to be found, we want people to seek us out”.  
I was all eyes and gobsmacked. Wonderful.

This type of wrong thinking has enabled newly found, less capitalised 
businesses to take leaps and bounds over long established brands with 
established reputations. It happened here, I was not able to to persuade 
her out of her set view. Indeed I was dealt with swiftly and grateful to 
have been paid for the many months of waiting around. They gave me a 
ton of other brands to work on.
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That was a memorable event, a craziness to which I have relayed 
many times. They have a new CEO and are now found throughout the 
web with ease. Their product and pricing has not changed. I presume 
they sell more.
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It’s Your Reputation And Theirs

Reputation Marketing works both ways. By enabling people to vote, 
by putting information out there that consumers can comment on, it is 
quickly found that many consumers like to vote. They want to be seen, 
they rate and comment as it adds to their reputation in showing that 
they are active and concerned for others. They like and love to let 
others know of the good things in life, to steer their friends towards 
good outcomes as well as away from the bad.

Furthermore they like to be incentified, collect points, win prizes

Indeed reputation marketing allows you to position your customer as 
the hero, the ideal marketing proposition. It’s such a new subject area 
that even Google is only just catching on. When Google Places changed 
to Google+ it put the reviewer as well as the reviewed into the driving 
seat. When you are signed into Google+ you can see friends appear as 
liking certain sites in the search engine results page as this screenshot 
shows:
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Reputation Management Is No Longer Effective

Reputation marketing is in contrast to reputation management 
which is defensive and at best a vague strategy. In contrast reputation 
marketing is a proactive approach based on your authentic self, not 
made up, or fabricated to fill a space.  

Reputation Marketing delivers a better understanding to customers 
of what you do, it gives Weboptimiser more positive things to do with 
your online presence and to marketing your business.

Reputation management is a defensive activity, often undertaken 
when it’s too late, after the event. You might not think you have to 
manage your reputation until negative reviews appear, for some that 
timing has already been too late. 

I have some clients come to me after the event. Including when sites 
are taken out of Google as sites are often over optimised. Often poor 
quality, high volume link farms have been employed. The situation is so 
common it has a name: Google slap and it happens to Pay Per Click 
clients as well as those focussed on SEO. 
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When your site is ‘slapped’, it is not too late, but it is often an 
expensive solution to an avoidable problem. As the process of recovery 
requires an evidence based process delivered to Google on a piecemeal 
basis. Each stage cannot be rushed as we are looking for manual 
intervention by Google search engineers who consider over 
optimisation a nuisance and that the perpetrators deserves removal for 
already having wasted their time and to having attempted to 
manipulate the result using obvious, visible, user unfriendly, untrue 
techniques. At the heart of the problem is trust and losing trust with 
Google can often mean removal from its index.

Reputation marketing is a process that deserves to be put out there 
and delivered ahead of time. The process offers short term returns as 
well as providing a ring fence around the farm. 

Reputation marketing is truth and fact based, it provides a greater 
online presence through the dissemination of fact, positive stories, 
specific case studies, proof of customer satisfaction. The goodness is in 
the opportunity and time taken to describe more applications of your 
product or service and the benefits to the local community and in many 
cases humanity itself. 

Logic follows that only someone who was passionate about, who 
really knew, cared and had the best interests of clients in mind would 
actually lead the market by publishing such information. Therefore this 
kind of content is worthy of inclusion within the top ranks of search 
engines.
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Competitive Positioning And The Opportunity

Today, most businesses are only one review away from having a bad 
reputation. Today, very few websites even feature social proof on their 
home pages. There are few that offer testimonials and fewer still that 
publish any actual news. Tickers from other sites in some cases, but 
real news of itself, rarely. 

Its a shocking state of affairs that Testimonials and often anything 
that relates to customer interests are completely absent from the front 
pages of many sites. Yet the medium, your website, is the first thing 
consumers, clients and customers check, it is the fastest part of your 
business that can be delivered, especially via mobile. It is therefore the 
easiest thing to consume and can be provided at the lowest cost. It is the 
most instant route to market. 

The home page is the very first thing customers see yet far too many 
business owners fail to show the most powerful buying trigger. Not only 
that but our research has shown that most do not actually describe 
their product very well, most do not feature clients at all and most 
simply show themselves up as being cheap and inadequate, hardly the 
best selling position. 

We think that we have described a powerful remedy to all those that 
think they deserve more respect from their customers and who would 
like more sales. The process is one and the same: Reputation Marketing 
fixes a lot. Not only that, but the information you need, the expertise 
and the assets required for implementation are already around you. 
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The costs associated with this strategy are simply in inviting 
someone to help you with the organisation of the materials you already 
have and the knowledge of how to push the resulting information out to 
the wider market. The results increase opportunity through deal flow 
delivering return on investment, in a way that your competitors can’t 
copy or duplicate, in a way that remains wholly yours as it is all about 
the perfect you.

It is interesting to note that the particular strategy of Reputation 
Marketing largely revolves around your existing business, as a result 
your competitors will not have what you have, they will not have the 
specific case studies, the same product range, knowledge and expertise. 

As well as range your competitors will probably not have the depth, 
neither will they know the customer language. Finally your voice will be 
different too. Your voice and your experience add up to a unique 
positioning that cannot by definition be simply copied. 
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What You Could And Should Do With Reputation 
Marketing

We know that consumers will search for reviews. Why not collect 
them together and simply offer them directly to your consumers, 
providing another service to them, one that satisfies what they are 
looking for. You will save them the time of looking and show yourself in 
the best light simultaneously.

The explosion of Social Media platforms over recent years 
demonstrates that trust has become the issue. Consumers demand to 
know what other people think before they use or choose a service 
provider or product supplier. Consumers increasingly want to 
understand you before they commit to making a purchase. The only 
real way to do this is to change the language or your site using 
reputation marketing as the key. 

Reputation Marketing helps SEO, it enables the creation of more 
content for your site. In addition external review content tends to 
legitimately point to your site usually via a hyperlink, something that 
you want, but also it is be by definition the source will be keyword rich 
and more importantly, in context. This means that there are a wide 
range of legitimate and socially acceptable factors heading in your 
favour that when read by a casual reader will most likely come to a 
similar conclusion.
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At last, established companies have a way of using their word of 
‘mouse’ as effectively as those who use word of ‘mouth’. 

Fact is, that it will be those who want to build their reputation who 
will move the fastest. Those who consider that they already have a good 
reputation will lose again. Potential complacency will no doubt, again 
lead to devastating loss for those that are left unaware or who do not 
take action.
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Reputation Marketing Changes The Language In 
Your Favour

There are three areas that Reputation Marketing Changes the 
language, 

1:  Taking a proactive approach that is the key difference towards 
reputation marketing (proactive), rather than reputation management 
(reactive)

2: Offering products vs. Offering solutions. i.e. Case studies tend to 
refer to specific application areas (what it does) rather than simply 
technical specifications (what it is).

3: Similarly content is about how we can change your business, 
rather than what we do.
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Reputation Marketing Touches Every Aspect Of 
Your Business

The term ‘Google It’ is now an established term and is proof of 
Googles reputation. Often, from whatever media you hear of a brand or 
a solution to your problem the very first thing you will do is go and 
Google it. It is for this reason that having a URL formed of keywords is a 
good idea, as people search in their billions using key words search with 
and a visual match is likely to trigger an action in your favour. 

Google is very familiar with this phenomenon and applies extra 
scrutiny on sites that employ sites that use Keywords in their domain 
names. Google refers to these sites as those that use Exact Match 
Domains (EMD’s). 

For EMD sites reputation marketing is a key strategy as it seeks to 
authenticate a businesses activity through the delivery of third party 
endorsement. Endorsement comes through reviews, but also via 
‘conversations’ or references within social media. Google knows that 
EMD’s can be and are often manipulated. It is one of the ways that 
Google determines quality score on so many levels. It can calculate for 
your site and against it, depending on how reputation marketing is 
implemented. 

Indeed you may consider that you have to work harder and harder 
and spend more and more money to keep up with Google, to create 
content just to please. 

Not with this strategy. 
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The more content you create is certainly useful to Google, but the 
overall strategy is to satisfy consumers and by building out this 
information as a practice, you encourage feedback from clients and 
make product application discoveries that you can then publicise and 
promote to attract more and more clients. Each time you discover, 
celebrate and promote new applications of your product or service you 
widen the market, you increase your marketing asset base and your 
overall collateral is employed in the targeted and necessarily 
persuasive activity of new business development.

So whether people hear of you in conversation, hear of you because 
of a radio comment or research your business area based on a TV or 
news report, you will be found in Google. When found consumers will 
see that you are current, liked and nice people to do business with. You 
will look like someone who is genuinely engaged with the market place. 
People are more likely to enquire as a result. 

You can increase inquiries by increasing the number of ways for 
potential clients to interact. For many the simple of act of placing your 
telephone number on a visible part of your website will increase deal 
flow. All this is enabled through increased openness.
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Are You A Valued Supplier? Or Another Guy Out 
For A Buck?

When people find you they are more likely to discover quickly that 
you are open, friendly, transparent and willing to share what you know, 
rather than the type of business that is clandestine, preserving special 
‘secrets’ and dark in culture and approach. 

People expect you to offer solutions, they expect you to look like you 
could help them. They acknowledge that they are different and that 
only a rare, careful supplier is likely to be in a position to help them, 
even though you may know that you can easily solve their issue.

The process of reputation marketing eliminates the gap and brings 
you closer together with potential clients. Demonstrating that you 
know of and have an understanding of customer issues shows that you 
are an in depth supplier of your stock in trade, that you are an artisan, 
that you have a depth of knowledge that’s rare and difficult to find.
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Increase Your Reputation And Your Prices

Often suppliers start by asking clients what is their budget, as a 
result they position themselves at the wrong end of the equation. If on 
the other hand you position yourself with clients knowing the price of 
your product or service, then you are in a much better position to grow 
your business through salesmanship based on an ethical approach, 
rather one that uses well known and by most considered, sleazy: switch 
selling and cloak and dagger techniques.

Reputation marketing can lead you to the higher grounds of higher 
price and better, more appropriate service delivery. Reputation 
marketing positioning naturally affords you better opportunity to 
articulate your strategies and solutions. It means that potential 
customers will give you their ear and take the time to listen to your 
responses and not be left with the lowest common choice denominator - 
price.

Ultimately this creates a win win solution. You can deliver the 
product and services required to bring about the outcome that clients 
want and expect. You get paid, perhaps for more service delivered. The 
client then rewards you further with feedback that you can use in your 
ongoing marketing endeavours, making the costs and ease of sale lower 
and faster.
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What Does A Reputation Marketing Strategy Look 
Like?

It starts with your assets and processes. What materials do you 
already have in place. What sectors do they cover? How ‘local’ is your 
business, how can it be further localised. 

There are more questions that you can ask, what processes lend 
themselves to producing referrals and testimonials? Do systems exist? 
Do you have a follow up process after a service is delivered, sale made 
or transaction completed? Do your staff or trainers seek out satisfied 
referrals after the event?

In practice this has led to day long facilitated workshops that 
provide real insights into your business. A facilitated day uncovers 
information most do not realise are there. Insights are often found at 
every turn through a process of questions and answers, as I like to put 
it, looking at your business through different lenses. It’s a process we 
have perfected when looking for Pay Per Click advertising 
opportunities. Often the most effective outcome is the least tangible, the 
least obvious, yet in practice we find it produces the highest return.

In most cases, in practice, we add referral strategy processes to our 
clients businesses. Do you have a referral program in place, has it 
become a built in process within your business? Weboptimiser has 14 
potential referral tracking and generating processes that can easily be 
employed by most business, that will produce almost instant results. 
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Do you keep a paper trail of your referrals and testimonials? Do you 
keep a simple folder? If asked, can you prove that you ever worked with 
certain clients and that the individuals said what was said? Are you 
certain that testimonials are not made up? Could you write the 
testimonial and ask your client to sign agreement to it?

It is important that your testimonials say the right things. We don’t 
really want testimonials to simply say you are nice people to do 
business with. While that is certainly nice, it is not very useful, it is at 
the very least of what people expect. You can imagine, no one expects to 
deal with a nasty supplier, if you appear to be one, that is a very fast 
way to lose clients and make sure you don’t get any more.

Even people who do read testimonials, you will keep them reading 
and engaged of what they are reading is appropriate and engaging. 
Those testimonials that simply say you are nice to do business with 
have little impact and encourage potential clients to skip the rest, 
rendering the referrals that you have unread and useless. Like a good 
sales pitch, you should organise the delivery of your testimonials in the 
order that you think would be really useful to your readers.

It is vital that you manage testimonials to make sure you cover all 
the areas that clients seek to cover. Is it easy? or difficult? does it 
require special knowledge? or is it something learned? acquired? or 
transferred? 

Generally you should brainstorm the kind of problems that you know 
other customers have had. You should ask the clients who supply 
referrals to include the problems that they had that you have overcome 
for them.
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How A PR Campaign Can Build Your Reputation

Normally PR can mean public relations, press relations or a press 
release. We think that this entire document, SEO, PPC and Social Media 
relates to Public Relations, and that Press Relations has specific 
resonance to sales.

A PR campaign is a simple way to demonstrate authority, one of the 
three keys to building your reputation online. By publishing news you 
attract incoming links from high level qualified sources and better still 
you encourage third parties to write about you. 

Other benefits include the addition of original new and changing 
content for your site. An exclusive newsfeed should feature on your site 
that is full of your exclusive news features. This is great for search 
engines, but most importantly will help your business stand apart from 
others in the eyes of visitors too. Visitors can glean extra insights into 
your business and get a closer understanding through this process. 

Press relations require some form of relationship with the press 
themselves. This is the domain of certain specialists who seem to sit in 
position somewhere between the client and journalists. Ultimately a 
journalist may ask for certain information to be supplied in order to 
satisfy an editorial requirement.

We have found that we can ask editorial teams for their editorial 
schedules and as a result proactively produce articles in advance of 
their deadline. We are then able to offer content directly to journalists 
when complete. 
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On occasion Journalists may take our contribution, the best outcome. 
At other times the content is distributed by ‘wire’ as a Press Release in 
the certain knowledge that our targeted topic will be in the public 
domain via monitored media, that will often give extra value to our 
timely release of information.

Both are good for clients and delivers extra value. There can be no 
guarantee that stories will be picked up. Yet by putting out related news 
stories we are able to supply a service based on real market intelligence 
and work ahead of the curve, with the possibility of making the news, 
running with the trends and putting our clients in the limelight rather 
than simply trailing behind the trends.

Our process is augmented via site monitoring, published magazine 
subscriptions and through news alerts. Your press relations and press 
release activity needs to start with something newsworthy. 

Topics that are considered to be newsworthy include: a result, a 
change, a discovery, an announcement, an interesting idea, an event, an 
important date or a special appearance. The list can be longer. 

A press release based on your thoughts, or your commentary is not 
considered particularly newsworthy unless you are actually considered 
newsworthy by the press. In which case our recommendation is for you 
to respond in writing by leaving comments against published content. 
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You should take advice when commenting publicly as your comment 
may cause you to be newsworthy and damage your reputation if not 
expertly managed. Your personal profile can be linked back to your 
website which can be considered a very useful link if commentary is 
made at a respected website. This is not an activity that should be 
outsourced lightly.
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About The Reputation Marketing Institute

Set up by David White, The Reputation Marketing Institute is an 
open organisation whose mission is to encourage the overall 
improvement of websites for sales and marketing purposes.

 It embodies the Weboptimiser Value Index, the WVI, which is a 
measurement of 15 factors and compares and contrasts the resulting 
value with other sites that exist in a similar sector.

Weboptimiser is open to changing the factors that are measured and 
has been measuring sites against similar factors for nearly fifteen years 
and as a result has compiled an index and experience of making 
aligned, but subjective assessment for years. The results have never 
been challenged, and are of course open to interpretation.

The results of the Index are free for those who register for a free web 
assessment at https://www.weboptimiser.com/special-offers/
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About David White

David White is the original Rocket Scientist. He worked on missile 
guidance during his apprenticeship and was found hand coding 
microprocessors in the early days.

In his twenties he founded Saga Systems which designed and 
distributed keyboard and peripheral products in the early days of the 
the computer industry. He went on to supply PC’s and install networks. 

In 1996 he founded Weboptimiser with the primary objective of 
improving the way that websites worked. He founded the company 
before Weboptimisation became known as being synonymous with 
Search Engine Marketing and as you may have come to realise his 
business is a lot more than that, focussing more on conversion, 
persuasion and sales metrics and processes.

In 1998 he published the first White Paper on Search Engine 
Marketing. This was when Hotmail and Altavista were all the rage. He 
likes to joke that he formed the company 8BG. That’s eight years before 
Googles IPO.

During the first 10 years of the company David was very hands on 
with the business. He worked successfully on projects for the Chartered 
Institute of Marketing, Marriott, Sony, Disney and IBM amongst others. 
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In 2002 he chaired the IAB UK Search Council and in 2003 he did 
the same for the IAB Europe. In both cases he was the only independent 
ever do so. Since and before it was chaired by IAB employees or Search 
Engine executives. During his time he set standards for best practice 
and defined ethical optimisation.

In 2005 he published case studies that proved that cross media 
optimisation was more effective than online optimisation alone.

In 2006 he started working on the business instead of in the 
business following the appointment of a full time CEO. During this time 
the business simplified its processes, streamlined its services and 
reduced headcount while increasing profitability.

In 2009 he was invited to contribute to his first book published in 
2010 called The Relationship Age with Mari Smith which became and 
Amazon best seller. Since then he has contributed to five others, four 
are currently published and all have become best sellers.

He has contributed to Amazon Best Sellers: New Masters Of Internet 
Marketing and lately to Marketing Miracles with Dan Kennedy. All 
published originally in the US. He has received two awards, been 
featured in US TV programs and USA Today.

In Europe he has appeared on SKY News and the Nick Ferrari show 
on LBC. He has been featured in the Guardian, Marketing Week and 
within Fresh Business Thinking.
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 At the end of 2012 he contributed to Hit Me, published by Harriman 
House, a mainstream UK publisher. Meanwhile David has written 5 
other reports of which this is the sixth.

As a result of this success, he felt encouraged to continue writing and 
completed Internet Marketing: Conversations With Explorers in 2012. 
It chronicles the success of former clients and partners. Preview 
chapters are still available for download on Weboptimiser.com
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About Weboptimiser

Pioneers of the Vision and Terminology of Cross Media Marketing
Unique Methodology: Visibility, Functionality, Loyalty and Economy
Proven Results and Return On Investment for Clients
UK, European and Global Campaign Experience

Customer Achievements
	 The Chartered Institute Of Marketing achieved 1100% 

	 	 Return On Investment
	 Marriott International increased revenue by 32% without 

	 	 increasing budget
	 Royal Festival Hall increased bookings by 25%
	 The Mortgage Lender achieved twice as many applications at 

	 	 half the cost

Weboptimiser Services
• Search Engine Marketing 
• Social Media Marketing
• Pay Per Click
• Search Engine Optimisation
• Facebook (Paid advertising, Like Building)
• Twitter (Follower Building)
• Youtube Partner (Video Making)
• Linkedin (Group Management)
• Information Marketing (The next big thing)
• Training (Free Monthly Meetings)
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What Weboptimiser Can Do For You
• Search Engine Friendly News Feeds, Site and Email Content
• Visitor Friendly Site Design and Build
• Search Engine Friendly Content Management
• Usability
• Monetisation
• Web Analytics
• Tracking and Reporting

How Weboptimiser can help
• Identify Markets and opportunities
• Collect Competitive Intelligence
• Segment and profile target audiences
• Allocate Budgets to give best return on investment
• Develop more effective marketing creatives
• Test market campaigns before roll out
• Maximise response and optimise fulfilment path
• Enhance, Protect and Create brand integrity and assets
• Create PR strategy
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