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Managing your online reputation

Introduction
Welcome to the Department of Tourism, Major Events, Small Business and the
Commonwealth Games - Small Business Webinar Series.
Our aim is to help you gain valuable knowledge and skills related to business reputation
management to assist you in creating a better business; or growing your existing
business.

Learning objectives
The desired learning objectives are for you to:
 understand the benefit of proactive business reputation management
 understand why you should monitor your online reputation
 determine what types of social media you should monitor online
 determine where you should monitor social media online
 learn how to set up automatic alerts which will notify you when your business is
mentioned online
 learn how to leverage and encourage positive comments, such as reviews
 identify the importance of responding to online reviews




monitor and analyse sentiment and other key metrics to get a better sense of
what is being said about your business online
understand the best practice process to deal with negative comments or
criticisms online.
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Section 1 – Managing your business reputation
Whether you have an online presence or not, your company’s reputation is one of the
most important tools you have to survive and thrive in today’s business environment. A
positive business reputation can be both an insurance policy should an issue arise and a
means for positive change.
A strong, credible business reputation is incredibly important in today’s online world,
where comments about interactions with your business can be splashed across the globe
in a tweet, blog post, email or Facebook update.
It does not matter if your business is selling its product or service over the internet or even
if you have an internet presence at all - your customers or competitors could be talking
about you online.
Effective management of your business’s online reputation is vital; as it is so easy for
someone to vilify your business on the internet without you having a clue that anything is
going on.

The Conversation Prism
Social networking and online communities are dynamic and constantly evolving. It seems
that as one network becomes popular, another one falls into obscurity. The following
image is The Conversation Prism, developed by Brian Solis and JESS3. It is a visual map
of the constantly shifting landscape of social networks and micro communities. As stated
by Solis, the conversation map is "a living, breathing representation of social media.”
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(The Conversation Prism: For a larger image visit: http://www.theconversationprism.com/)

You may recognise some of the logos within The Conversation Prism, however there may
be a lot that you don’t. The Prism is by no means a definite list, it changes and updates all
the time with new networks coming online and others losing popularity. However, these
are all places where people can potentially post about you, your business, your staff, and
your events and it could seem like a full time job to monitor it all.
For ongoing social media coverage, including articles on networks that are currently
popular and new networks up and coming, follow the commentary at www.mashable.com.
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Reputation management begins offline
The process of managing your online reputation begins well before a negative review or
comment is posted - it begins in the building of a positive reputation and identity offline.
Establishing and maintaining a positive reputation with your customers and staff is
essential as it can help you sell your products or services, recruit the best and brightest
staff and attract the most desirable business partners. Your reputation can also influence
how people deal with you directly and speak about your business to others, both in
response to positive and negative interactions. This means that should an issue arise,
your positive reputation may precede and influence perceptions or criticisms of your
business.

What makes a good reputation?
Building a positive business reputation takes focus and dedication. It is built over time
through an emphasis on consistently delivering on its promise to customers and
stakeholders. This means ensuring that you deliver your products and services in an
honest, reliable and timely way, so that your business becomes trusted by your
customers. It may require a review of work practices to ensure that all processes are
streamlined and can be actioned quickly, however, it is through a focus on these criteria
that a positive business reputation can be established and maintained.
The following diagram shows the four key factors that build a positive reputation:
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What makes a good reputation

Source: Fombrun, Charles J. (1996), Reputation: Realising Value from the Corporate Image, Harvard Business School
Press, Boston, MA.






Credibility is established through the customer or stakeholder’s perception of the
quality and reliability of the provided products and services.
Trustworthiness is built through attention to support and service.
A reputation for reliability is built through achieving defined and agreed standards
of quality.
A business can achieve a reputation for responsibility though a strong orientation
to service and values.

Proactive reputation management
In any business, internal or external unrest or unhappiness can affect the business. It is
also highly likely that, as the business owner or manager, there may be concerns that are
brewing that you are not aware of, such as problems related to staff morale or customer
perception of your business’s performance.

Perception surveys
Rather than allowing any negative perceptions to continue unnoticed or addressed, there
are proactive techniques available to elicit feedback and provide avenues for concerns to
be resolved early. One proactive technique is to conduct staff and customer research.
This can be done via the following:
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1. Ask your staff and customers to fill out a short survey to identify current
perspectives on how they view the business, its reputation, procedures,
performance, etc.
Questions you might ask could include:
Customers
- What do you think is the core business of [name of your business]?
- What do you think is our number one strength?
- How would you rate your experience with us? (Excellent, Good,
Average, Below Average, Poor)
- How could we improve your experience with us?
- When dealing with us, what is the most important factor? (timeliness,
reliability, customer service, quality of product/service)
- How would you rate our communication with you about new products
and services? (Excellent, Good, Average, Below Average, Poor)
- How would you like us to communicate with you about new products
and services? (email, mail, sms, Facebook, Twitter, Other social media)
Staff
-

What do you appreciate most about working for [name of your
business]?
What would make [name of your business] a better place to work?
How do you think our customers view our business?
How do you think our competitors view our business?
What can we do to improve our customers’ views of our business?
Do you have any other any additional comments/concerns?

Ensure that your employees understand that there will be no ramifications for being open
and honest. You won’t get the whole truth if people are concerned they might risk their job
or contract. If you do not have any staff, take the time to reflect on your business and
complete the questions yourself.
1. Compare the gaps between the findings of the surveys and how you want your
business and its reputation to be perceived. You can do this by:
a. Compile a list of the current perceptions provided to you by your customers and
staff through the questionnaires above.
b. Next, compile a list of the factors that need to be addressed to achieve your
business’s preferred future reputation objectives (e.g. improvements in internal
communication, marketing efforts, or service times).
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c. Look at the gaps between the two lists to identify and document what needs to
be changed to ensure you can meet your objectives.
2. Ensure that any procedures or performance concerns are reviewed and addressed
as a priority.
3. Develop or refine your business positioning to ensure it aligns with the desired
reputation.

Developing and maintaining your social media policy
A business’s staff are a crucial contributor to a business’s reputation. Not only do they
represent the business in the eyes of the customer but also the way they conduct
themselves is a reflection of the business.
The use of social media in the workplace may raise concerns for many employers. These
concerns may include the impact that the use and access to social media has on
productivity as well as the potential that negative comments made by employees will be
public.
Examples of this could include an employee making a comment that includes negative
remarks about the business or a disclosure of confidential information.
Many incidents stem from employees believing that what they post online or on social
media from their own devices or in their own time is a private conversation. The reality,
both in law and in practice, is that anything posted on social media is effectively published
for anyone to read, and can be widely distributed without the consent or knowledge of the
person who originally posted it. Posting information online is no different from publishing in
a newspaper. If an employee makes any comment about your business on a social media
site they are making a public comment.
It is important that your business implements a comprehensive social media policy that
outlines expectations for your employees using social media for both work purposes and
personal purposes. Without such a policy it would be difficult to discipline or dismiss an
employee for inappropriate use of social media, particularly when their actions have been
detrimental to your business.
Ensure that the policy is clear and easy to understand by all employees so that it is
actually implemented by them. Employees who understand the reasons behind the policy
and the possible ramifications for the business and themselves, if breached, will generally
accept the policy and self-moderate.
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It is also important to consider your social media policy as a ‘living’ document. Social
media, as well as the legal framework around it, is changing rapidly and your policy will
need to be frequently reviewed and revised.
Ensure that you share and discuss the policy with your employees and that it is accessible
to all employees at all times.

Your social media policy
Your social media policy should cover the use of social media for work purposes and
expectations for use of personal accounts outside of the workplace.
The key items to address regarding social media use for work purposes:
 WHO will be allowed to post – Only you? Certain staff? What if the usual person is
away?
 WHAT are they allowed to post? Random musings? Work related?
 WHEN are they allowed to post? – As often as they like? A few times a day?
Daily? Weekly?
 HOW are they allowed to post? Logged in to a certain person’s profile, via a
syndication tool (e.g. Hootsuite or ping.fm), as themselves?
 WHERE can they post to? Just Twitter? Facebook Page and Twitter? All
networks?
 What is the screening process? Free for all? None at all? Scheduled but
approved?
The key items to address regarding personal social media accounts:
 Inform your employees about your expectations on what that they can and cannot
say about your business on their personal pages.
 Consider restricting staff from identifying themselves as employees of your
business or referring to your business or customers unless you have authorised
them to do so
 Inform staff that any discrimination, harassment, defamation, bullying, will not be
tolerated, even if posted on a personal account
 Provide your staff with information about the importance of privacy settings
 Make it clear that personal accounts are not to be used to post on behalf of the
business.
 Have a clear policy regarding the posting of photographs from work functions. Will
you allow them to be posted or restrict them?
 Clear consequences for any breaches of the policy.
 Ensure that your policy is realistic and allows your employees to enjoy social media
to express themselves.
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Once you have considered all of this, prepare a formal social media policy to provide to all
employees. Fortunately there is a wealth of information out there on social media policies,
with many businesses publishing them online. It may help to look at a few of them as a
guide.
Examples of well-defined social media policies include:
 Telstra: http://www.telstra.com.au/abouttelstra/download/document/social-mediacompany-policy-final-150409.pdf?red=/at/m/d/smcpf150409pdf
 National Library of Australia: http://www.nla.gov.au/policy/social-media.html
 Public Relations Institute of Australia (PRIA):
http://www.pria.com.au/newsadvocacy/prias-social-media-policy
 Thomson Reuters: http://thomsonreuters.com/social-media-guidelines
It may also be advantageous to get some legal advice from specialists in social media
policy. To do this, contact the Law Society at www.qls.com.au.

Case study 1 – Linfox Australia
The following case study is an example on why having a social media policy is essential
for all businesses.
In 2011, Linfox Australia dismissed a long-term employee for serious misconduct after it
was discovered that he posted inappropriate comments on his personal Facebook
account. The posts contained comments of a racial and sexually inappropriate nature
towards a co-worker and manager at Linfox.
The employee’s privacy settings allowed public access, although the employee believed
that his account was set to private.
Linfox took the position that the Facebook comments, despite being posted on a personal
account, were serious misconduct, as the posts contained racial and sexually harassing
language and implied threats of violence. Linfox conducted an internal investigation and
subsequently dismissed the employee.
The employee, who had been with Linfox for 22 years, lodged an unfair dismissal claim,
on the basis that his dismissal was “harsh, unjust and unreasonable”. A Commissioner of
Fair Work Australia ruled that there was no valid reason for his dismissal and that his
dismissal was unfair. During the ruling, the Commissioner stated:
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At the time of [the employee’s] dismissal, Linfox did not have any policy relating to
the use of social media by its employees. Indeed, even by the time of the hearing,
it still did not have such a policy. The Business relies on its induction training and
relevant handbook … to ground its action against [the employee]. In the current
electronic age, this is not sufficient and many large companies have published
detailed social media policies and taken pains to acquaint their employees with
those policies.
Linfox was ordered to reinstate the employee and compensate him for lost wages for the
period of unemployment.
(Source:http://www.rigbycooke.com.au/skillsEDIT/clientuploads/94/The_Rise_of_EMisconduct_in_the_Workplace_1.pdf

This case study highlights the importance of having a comprehensive social media policy
to protect your business. It shows that, for a business it is imperative to not only have a
current and comprehensive social media policy in place but also to communicate the
policy and consequences of a breach.
)
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Section 2 – Understanding what is being said about
your business
Why you should have online monitoring
As mentioned in Section 1, it is likely that your customers, potential customers,
competitors and stakeholders are all searching for information about your business online.
With so many people using a smart phone on a day-to-day basis, commenting and posting
on social networks or posting to review sites about their experiences in a shop, a café, or
a hotel, business owners need to become aware of what is being said about their
business, good or bad, and develop strategies to manage it.
Word-of-mouth is arguably still the most powerful form of marketing, however, when
talking about the online environment it’s not just word-of-mouth, it’s ‘world-of-mouth’, with
anything that appears online having the potential to go out to the entire world. Nowadays,
in the digital age, it is even more important to be on top of what is being said because it
has the potential to go very far, very fast, and be very damaging.

The key reasons to monitor social media
Brand awareness and image
Your customers can now influence a much wider audience’s perception of your business
through online email, blogs and social media.

Sales opportunities
People constantly ask for recommendations from other users – are you marketing to the
right people, is there a space that you’ve missed, is there an opportunity that you hadn’t
identified?

Customer service and feedback
Platforms like Twitter and Facebook are hotbeds of discussion about service – and they
are simple and immediate. I’m not happy right now this minute so I’m going to vent on
Twitter!

Content analysis
Social Media is often the first place you’ll know whether your performance is hitting the
mark or not.
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Marketing campaigns/events analysis
Online monitoring allows you to track comments about your campaigns – are people
picking up your taglines, do they find your ads funny, interesting, irrelevant?
As a business owner you have three choices:
1. You can choose to ignore the fact that a lot of people are talking about you, your
brand, your products, your services online
2. You can be aware that people are talking about you, but choose to do nothing
about it
3. You can not only observe, but actually participate in the conversations and resume
some control of your brand online.

Word of mouth recommendations
It is important to not underestimate the influential power of word of mouth
recommendations and criticisms. A word of mouth recommendation is when a customer
tells someone else about their experience at a business, providing either positive, neutral
or negative feedback. This feedback then influences the listener’s decision regarding
whether or not to use that business.
People are more likely to trust a word of mouth recommendation from their friends and
family than a message presented to them as part of an advertising campaign. Previously
word of mouth recommendations occurred in direct face-to-face conversations, however
with the emergence of email, blogs and social media, these conversations are now
occurring globally via Facebook, Twitter and other popular platforms. It is now
commonplace for someone to take to Facebook or Twitter for recommendations on which
hotel to stay at in a certain city, which hairdresser or plumber to use, or thoughts on a
restaurant. This happens in the knowledge that the responses they get will be from friends
or people in their networks that they trust.
With the global reach of email, blogs and social media, word of mouth comments can be
both a blessing and a nightmare for a business depending on the nature of the comment
made. As can be seen in the Online Word of Mouth Model below, the reach of a word of
mouth comment online has the potential to grow very quickly when a post is liked or
receives a comment on Facebook, is forwarded via email, or is retweeted on Twitter. The
reach of the comment can grow and snowball from the commenter’s initial friends, to the
friends of the liker or retweeter, and so on.
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Online word of mouth model

The following case studies are examples of why companies need to take complaints and
their online response very seriously.

Case study 2 – Brisbane Restaurant
In 2008, a diner attended a restaurant, located in Brisbane’s northside and was
disappointed by the service and value for money. The following day, the diner emailed the
restaurant directly to provide feedback on her evening. In this email, the diner outlined her
thoughts and disappointment regarding their customer service, timeliness and overall
value for money. Unfortunately, rather than taking the feedback on board and politely
thanking the customer for taking the time to provide it, the restaurant replied with a blunt
one sentence reply that the diner found insulting.
Following receipt of the reply from the restaurant, the diner forwarded the email to her
friends, who also forwarded it their friends, etc. With hours of the diner initially forwarding
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the email to her friends, the email had spread around the globe, attracting the attention of
industry websites, The Courier-Mail, A Current Affair and Today Tonight.
The result of this was a public relations disaster for the restaurant, who received
significant criticism and backlash both online and through mainstream media. The
restaurant has since closed.

Case study 3 – Dave Carroll
Dave Carroll is an award winning singer-songwriter, professional speaker, author and
social media innovator from Halifax Canada.
In the spring of 2008, Dave’s band, Sons of Maxwell were travelling to Nebraska for a oneweek tour. Sitting on a United Airlines plane in Chicago, Dave witnessed his $3500 Taylor
guitar being thrown by United Airlines baggage handlers. He later discovered that his
guitar was severely damaged. United Airlines did not deny the damage occurred but for
nine months the various people Dave communicated with put the responsibility for dealing
with the damage on everyone other than themselves and finally said they would not do
anything to compensate him for his loss. So he promised the last person to say ‘No’ to him
about compensation that he would write and produce three songs about his experience
with United Airlines and make videos for each to be viewed online by anyone in the world.
The resulting YouTube music video called “United Breaks Guitars” became an instant viral
hit. The video was posted on July 6 2009. It amassed 150,000 views within one day, over
half a million hits by July 9, 5 million by mid-August 2009, and as of March 2013, is close
to 13 million views.
Numerous traditional media outlets covered the story (LA Times, USA Today, Chicago
Tribune), but it was YouTube, Twitter and blogs that fuelled the flame.
The result was a public relations humiliation for United Airlines. With the staggering
numbers of YouTube views and Twitter tweets, Dave Carroll's video did a lot to undermine
United Airlines' reputation and hurt its brand.

What you should be monitoring for
Once you have decided to begin monitoring social media, the first step is to consider what
you will monitor for. In order to have a comprehensive monitoring regime that will provide
you with relevant information and references, it is worth considering a number of search
subjects and keywords.
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Your business name
Do a search of your business name and see what comes up. Are you easy to find? What
is the first impression? Is your business reviewed in online forums or blogs? If it is, you
need to find out what they are saying; in fact anytime your business or products are
mentioned you should know.

Product and service names
Brand owners should be vigilant about the use of their brands by other social media users
and should look to prevent their trademarks losing distinctiveness and therefore legal
protection. There is also the potential for infringement of intellectual property rights and
defamation.
If you are a retailer that stocks a well-known brand, it is important to know what others are
saying about that brand or product. If there is an unfavourable shift towards that brand,
your business may be caught up as the criticisms snowball.

Your industry
This includes blogs, message boards, important players, consumer review sites and
anything else that is related to your industry. If you are in the tourism industry you should
monitor blogs, message boards, people, Councils, and State Governments related to
tourism. In that way you can find out about business opportunities, changes to legislation
and other issues that may affect your industry for the positive or the negative. Many times
the industry feedback that you can discover from the conversations at these ‘hang outs’
can really help you improve your product or service. It is also a way for you to interact with
potential and existing customers.

Your personal name
Through the process of monitoring you may find someone with your name who has
committed fraud or other crimes. If you have monitors and alerts set up at least you will
know of that person and be able to respond quickly if anyone suggests that it is you.

The names of key employees
What is said about your employees reflects on your business. If your key staff are being
talked about, you as a business owner or boss need to know about it.
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Your competitors
Monitoring your competitors is fundamental to staying ahead in the game. Track
everything related to your competitors including: business name, website links, products,
key employees, etc. This is great business intelligence. You can also monitor:
 when they are hiring
 when are they firing
 what new products or services are they releasing
 what events are they promoting - price points, URLs, promotions etc.

Case study 4 – Cable Television Company
One American cable TV company began monitoring online customer comments about
their service. When irate customers posted angry messages about their experience, many
customers were surprised when the cable company representative responded quickly
offering to resolve the problem and often their anger subsided. Many customers then
posted another comment about the positive experience.
This happy customer moment is what your business should want to replicate.

What and where should you monitor?
Online and social media takes many different forms including internet forums, weblogs,
social blogs, microblogging, social networks, podcasts, and videos, and there are more
appearing all the time. Most of us are aware of the common platforms, such as Facebook,
Twitter and LinkedIn, but there are a number of other places to be looking:
1. Social bookmarks
Social Bookmarking networks are a great way to find out what websites are
popular for particular topics. A social bookmarking website is a platform where
users share, organise, search, and manage bookmarks of web resources. The
resources themselves are not shared, merely bookmarks that reference them. If
you do not have a social bookmarking account you can still use the search
function.
Go to http://delicious.com/ and type in some keywords that are related to your
business/market to find out what some of the most popular websites are.
2. Blog posts and comments
Depending on how 'in-depth' you would like to take your social media monitoring
you can review blog posts and blog comments. Tapping into new industry groups,
associations and consumer advocacy groups, as well as niche bloggers, can be a
good way to dig deeper into conversations about brands, issues and trends.
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-

Go to Google and use the drop down panel on the left hand side to limit
your search results to blogs only.
Try searching for blogs that are related to your area of interest via
Technorati™ or BlogCatalog.

3. Industry specific review sites
There is a wide range of websites that allow users to post reviews of your business
online for other potential customers to read. These reviews can be either positive
or negative and can be a significant influencing factor for a potential customer
when deciding which business to use. Examples of these websites include
 Urbanspoon – restaurant and café reviews (www.urbanspoon.com)
 True Local – local and small business reviews (www.truelocal.com.au)
 Trip Advisor – accommodation reviews (www.tripadvisor.com.au)
 Google+ Local – local business reviews (www.google.com.au)

TRY IT! Mini-Activity 1
1.
2.
3.
4.

Think of your favourite restaurant.
Go to www.urbanspoon.com.au.
In the search section, enter the name of the restaurant.
Read the reviews and consider how you would respond to the comments.

TRY IT! Mini-Activity 2
1. Go to www.truelocal.com.au
2. In the search section, enter a search for a plumber in your local area.
3. Read the reviews and consider how you would respond to the comments.

TRY IT! Mini-Activity 3
1.
2.
3.
4.

Think about an Australian city or town you would like to visit for a holiday.
Go to www.tripadvisor.com.au
In the search section, enter the name of the town and select ‘Hotel’.
Read the reviews and consider how you would respond to the comments.

TRY IT! Mini-Activity 4
1.
2.
3.
4.

Think of your favourite coffee shop.
Go to www.google.com.au
In the search section, enter the name of the restaurant.
Read the reviews and consider how you would respond to the comments.
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Section 3 - Useful social media monitoring tools
It is not time-effective to have to log into multiple social media accounts and regularly
check on the conversations in that space. There are many tools available to help you
monitor your online brand and reputation without the need to spend a lot of time searching
on the internet. Naturally, these tools require some work to really make the most of what
they offer.
Presuming you are a small business owner and keen to experiment with the free ones
first, here is a list to get you started:
 Google Alerts
 HootSuite
 Facebook Insights



Social Mention

Google Alerts
Google Alerts are email updates of the latest relevant Google results based on your
queries. Google Alerts are useful to:
 learn where you, your employees or your business are cited or quoted
 keep current on a competitor or industry
 find when people link to your site
 discover new websites on a certain topic.
How does an Alert work? Go to the Google Alerts setup page at
http://www.google.com/alerts, where you can select your preferences to set up an alert.
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1. Enter a query that you're interested in, such as your name or brand.
2. Google Alerts checks regularly to see if there are new results for your query.
3. If there are new results, Google Alerts sends them to you in an email.
As you enter your query, you will notice that Google will show you a live example of the
results. It is recommended that you place your search into quotes, as this will immediately
define the correct matches. Google indexes billions of pages, so it is important to try and
narrow your search down to the most specific search possible or you will find yourself
receiving incorrect or irrelevant notification alerts.
Once you’re happy with the search results preview, fill in the four Google Alert
preferences:
 Result Type: It is recommended that you choose ‘everything’. This will provide
results from news, blogs, video, discussions and books.
 How Often: Choose from ‘as it happens’, ‘once a day’ or ‘once a week’. Please
note that if you choose ‘as it happens’ you will receive all related notifications as
they happen from various sources.
 How many: Choose from ‘only the best results’ or ‘all results’. If you choose ‘all
results’ it will show you everything including what may not be useful. If this sends
you too many alerts, choose ‘only the best result’ and Google will send only results
that Google deems to have some value/quality.
 Your email: Make sure it’s an email address you check regularly or it defeats the
purpose.
You will probably want to create more than one alert; especially if your business name
contains the word “and” or “&” or similar scenarios where your name could be misspelled,
etc. You can set up as many Google Alerts as you like and can always go back and edit
your alerts later if any of them send too many/too frequent results.
Google Alerts is a great way to help you track media coverage and mentions of your brand
on the web on news sites, in blogs, etc. There are some things Google Alerts will not
catch, but the vast majority will be found and you will be quickly informed.

HootSuite
HootSuite (http://hootsuite.com/) is arguably the most popular social media management
application with a range of options, settings and dynamic features to back its reputation.
You can monitor and post to several popular networks including Facebook personal
profiles and business Pages, Twitter, LinkedIn, Google+, Foursquare, MySpace and
others.
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HootSuite’s intuitive dashboard has several useful features. First, it is designed to make
collaborating and organisation easy. Second, it offers free analytics, including a built-in url
shortener, which tracks your tweeted links. HootSuite is extremely flexible to use. You can
add multiple accounts and multiple tabs for each one of them. Each tab gives you a
column for a home feed, mentions, direct messages and sent messages. There are
options for monitoring conversations, setting up different streams of feeds, tracking of
performance and scheduling of tweets. Other useful features include displaying a user’s
Klout score, which measures online influence, and a bookmarklet that allows you to tweet
about a page without leaving your current tab.

HootSuite also has both free and paid options, with the paid option providing integration
with Google Analytics and Facebook Insights. For information and pricing go to
http://hootsuite.com/plans.

Facebook Insights
Facebook Insights is a tool for those wanting to track user interaction on their Facebook
Fan Page.
The Facebook Insights dashboard will help to understand and analyse trends within user
growth and demographics, consumption of content and creation of content.
On the Insights dashboard you’ll see the ‘total number of likes’ (and whether this is
increasing or decreasing), the ‘number of friends of fans’ available (this is the potential
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number of people you can reach) and how many people are ‘actively talking’ about your
Page.
Metrics include:
 People Talking About This details the number of individuals who have posted
updates, links or other content related to your Page in the past week. So any time
someone references your Page in a status update, re-shares a link that you shared
on your Page, or something else like that that exposes you to their friends, this
number goes up.
 Weekly Total Reach tracks how many people have been exposed to the updates
shared by the people tracked by ‘People Talking About This’. It is a more complete
picture of how many people are being exposed to your brand on Facebook.
 Virality tracks the likelihood that people will share your content when it is posted,
based on past activity.

Facebook Insights also lets you easily access information like the demographics of the
people you are reaching, and even figure out what the trends in your performance have
been over a long period of time.
To access Facebook Insights, log in to your Facebook Page then click the Facebook logo
at the top of the site. That will direct you to your Page’s News Feed. Insights is one of the
applications listed in the panel to the left of the News Feed, with a purple icon.
For more information visit www.facebook.com/insights/
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Social Mention
Social Mention is a social media search and analysis platform that provides a quick
snapshot of what is being talked about regarding a particular topic. The platform allows
you to track and measure what people are saying about you, your business, a new
product, or a topic in real-time. Social Mention monitors 100+ social media platforms
directly including: Twitter, Facebook, FriendFeed, YouTube, Digg, Google etc.

Social mention provides a range
of useful information, including
the latest social media mentions
about a chosen topic and the
platform used. It also provides
data on comment sentiment,
keywords and reach.
For more information visit
http://www.socialmention.com
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Section 4 – Join the conversation online
Social media can be a very successful tool to push your brand message out there. But in
order to successfully do this, you first need to know what can and cannot be done in this
environment. Just as a lawyer would not be successful in a courtroom without knowledge
of proper procedure, so will a business fail if it is doesn’t understand how to conduct a
conversation online.
With that said, here are the ‘Rules of Engagement’:
 listen before you speak
 respect your audience
 remember common courtesy and manners.
The best way to begin using social media initially is to observe and learn as you develop
your strategy – don’t feel the need to saturate your followers with information that may not
be relevant. While social media enables great customer interactions, it is important to first
do some listening. Only once a business has spent time monitoring conversations about
the business, the industry, and their competitors – should they participate in a
conversation. This is the best way to get to know your customers, their likes and dislikes,
as well as their personal side.

Using social media monitoring to grow your business
In addition to fostering real communications and deeper relationships and loyalty online,
social media monitoring can also bring unexpected benefits. Through social media
monitoring you can
 Hear what your customers (and your potential customers, as well as competitors
and industry insiders) are saying about your brand.
 Analyse trends in your markets.
 Respond to it in a way that will drive sales and grow your business - perhaps by rebranding, changing service/product offerings, or refocusing targeted marketing
campaigns.

Tips for proactively using social media monitoring to grow your business:




Make someone in your business responsible for monitoring your business’s online
reputation. Get them to report on any comments, trends, etc, that could be useful
for your business.
Use customer or client testimonials. If a customer tells you how much they have
appreciated your service, ask them to write a review. Depending on your type of
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business, reviews can be posted on an industry specific review site and reposted
on your website and your Facebook Page. If you don’t already have testimonials,
make an effort to collect them in the future.
If you belong to industry-specific associations or groups, establish trust by
displaying those logos on your site.
If necessary, employ the services of social media professionals who manage
multiple accounts, are in touch with best practice and understand the online
environment.
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Section 5 – Managing reputation damage online
It doesn’t matter how well you run your business or how nice a person you are, at some
point someone is going to have a problem with you and they are going to let you know
about it.
When this happens you need to analyse the negative comment to determine exactly what
was said. As a general rule, if you receive a negative comment or review, don’t ignore or
delete it. The best way to address this comment is to deal with it as quickly as possible in
a professional and customer focused manner.
Use the below issue response form to review the negative comment and help you
understand the reasoning behind it and the best way for you to respond:

Social media response form
What is the complaint about?

_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________

Do they refer to a specific incident?

_______________________________________________________________

Did it happen to them or someone else?

_______________________________________________________________

What specifics are cited: Products? Services? People? Places? Times?

_______________________________________________________________
_______________________________________________________________
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Who is the person making the complaint?

_______________________________________________________________

Are they in your community?

_______________________________________________________________
What’s important to them?

_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________

What platform was the complaint made on ?

_______________________________________________________________

What are they really upset about: A bad experience? A bad response to that experience?
Something else?

_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________

Have they complained about this elsewhere? Has anyone else?

_______________________________________________________________
_______________________________________________________________
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Is this a new issue or an existing one?

_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________

Get as much information as you can, because, even if the tone of the comment was out of
line, if you break things down you’ll usually find some truth or lesson hidden within. And
that’s what you want to do – get to the root of the problem, and then deal with it.
If you decide to respond you’ll need to:
 Remain calm
The minute you show anger, defensiveness or emotion in your response, you will
lose control of the situation and risk losing the respect of others watching the
conversation. Remember always treat your customers and complainants with
politeness and respect.
 Don’t ignore it
Burying your head in the sand and pretending that the complaint or comment will
go away isn’t going to work. The best way to show your followers that you actually
care about the customer and their complaint is by addressing it as soon as
possible.
 Take it off line
If the complaint has come through social media, ask the person to direct message
you or email your business directly with further details of the issue so that you can
follow it up. Make sure you offer a business email address and not a personal
account.
 If you’re in the wrong, admit it
If the person has a legitimate complaint about something you or your business
handled badly – apologise for it and be sincere. To read some examples of how
some businesses have used social media for crisis management see:
http://www.socialmediaexaminer.com/how-to-use-social-media-for-crisismanagement/
 Ask how you can fix it
With the apologies issued, present a plan for remedying the situation. Let them
know that you’re going to follow up and solve the problem.
 Personally see it through the end
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This is important. People want a result and don't want to be told that something's
going happen and then nothing happens. Follow it through and use this as an
opportunity to show your dedication to excellent customer service.
Update people early and often
Whether it is something as small as a technical malfunction or something as
severe as a security breach, if the situation is happening in real time, continuously
update the public on the status of the situation. Twitter and Facebook are great
ways to release updates in real time, but use your best judgment about the best
way to get the word out to your affected audience.
Be transparent
Tell people what happened. If you don’t yet know what happened, say you are
looking into the root of the problem, and always apologise for any inconvenience it
may be causing the affected people. What people hate even more than a crisis is
when a business doesn’t take responsibility for it. Once the actual crisis is over,
write a case study about it explaining everything – what happened, how you
reacted, what you’re doing to make things better in the future, and how you plan to
keep it from happening again.
The best defence is a good offense
Sometimes there can be bad reviews. There can even be personal vendettas. So
when that happens, keep populating the web with positive information. Upload
stories detailing new products or business events. If you have something
newsworthy, see if the local newspaper would like to run a story on it. Gradually
over time, with a lot of positive online activity, you will be able to get those negative
posts onto page two and three of the search engines and they won’t have nearly
as big an impact on your business. It’s essential that you start feeding your best
self online before you’re brought down by just about anyone with a connection to
the Internet.
Don’t underestimate the power of social media
In today’s digital age, a powerful groundswell of activity on social media can
seriously impact a business, brand or business. Take social media and its
implications seriously and be a part of the conversation.

Remember:
 Getting more active online may seem scary at first but it could be the best thing
you’ve ever done for your business.
 Feedback is good (and consumers will talk regardless).
 Make someone at your office responsible for monitoring your companies online
reputation – get them to report on progress.
 Do you have client or customer testimonials? If you don’t already have those
testimonials, make an effort to collect them in the future.
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If you belong to industry-specific associations or groups, establish trust by
displaying those logos on your site.
If necessary, employ the services of social media professionals who manage
multiple accounts, are in touch with best practice and understand the online
environment.
Negative reviews offer a golden opportunity to show people that you CARE!

By communicating with customers through social media – by actually listening to their
comments and then responding in kind – companies can grow incredible goodwill and
impress upon their customers that they actually care about the issues people are talking
about.
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Appendix 1 – Resources
Monitoring tools:


Google Alerts: http://www.google.com/alerts



HootSuite: http://hootsuite.com/



Facebook Insights: www.facebook.com/insights/



Social Mention: http://www.socialmention.com



Delicious.com: http://delicious.com/

Popular industry specific review sites


Urbanspoon: www.urbanspoon.com



True Local: www.truelocal.com.au



Trip Advisor: www.tripadvisor.com.au



Google+ Local: www.google.com.au

Legal


Queensland Law Society: www.qls.com.au.

Australian social media sites


http://socialmediadaily.com.au/



http://www.socialmedianews.com.au/

General industry sites


http://www.socialmediaexaminer.com



Mashable.com



Techcrunch.com



Readwrite.com
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