
Is your brand really in Google's hands? 
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Your brand is what Google says it is.   

- Wired Magazine editor Chris Anderson 

If a company’s promises are hullabaloo, you go online to and tell everyone. And the good part is - 
whatever you say goes up as you say it, inconvenient truths and all. OK, great for consumers; but what 
does it mean for your brand?   
    

 

“It means that a customer’s direct experience of your brand isn’t the 
controlling factor anymore,” Paul Roetzer, President of PR20/20 told us. “No 
matter how professional you are, or what endorsements you post on your 
site, your brand is in the hands of anyone who can type.  

Pages and popularity 

“Here’s the reality,” Paul continued. “When consumers want to find 
something — information, products, services, brands — they search on 
Google, which controls more than 60% of the Internet search market. The 
pages that Google determine to be the most important and relevant to the 
keywords searched will then show up highest in the results.”  

      
See where this is going? Which pages change most often and are most often viewed? Which pages get 
listed on blogs and other instant posts and whizzed round the world in forwards? Not those of your 
company web site, right? And maybe not even your blog, which you might post weekly or less 
frequently. Pages that change most often are those posting user comments, which update at a dizzying 
pace these days. Those turn up as page one on search engine results – and research shows that most 
people don’t look further than the first page.  

So what does that mean for your brand? If someone searches your brand name, the top results are 
those on forum, blog and social media posts - material that’s entirely out of your control. The material 
may be someone’s fleeting irritation - which even the writer regrets an hour later; but it’s out there 
and turns up trumps on the search results. In August 2008, there were 7.5 billion searches: a big share 
of results was user-generated posts.”   

Run interference 

It’s difficult to control perception of your brand, Paul says. It’s best to run interference. Here are his 
suggestions.  

 

 

 

http://212.100.241.220/articles/detail.asp?ArticleNo=275
http://212.100.241.220/articles/detail.asp?ArticleNo=6173
http://212.100.241.220/articles/detail.asp?ArticleNo=980


Monitor 

 

Search your brand on various engines, consumer forums and blogs. 
Subscribe to and monitor RSS feeds from sites that might impact your 
brand.  

Keep track of what people say, where it appears, and how the tide is 
running. Look for patterns in the content. What’s the nature of the 
comment: promises, performance, customer service, attitude, reliability, 
delivery and logistics?   

Vary the pages you monitor. Note the characteristics of the new pages and track comments.  

Live the New Four Ps 

The mantra used to be Product, Price, Place and Promotion. Those factors remain part of the 
foundation, which now includes: Personas, Participation, Publishing and PageRank.  

Persona  

Buyer persona is what Procter & Gamble calls psychographic profiling. You 
profile archetype customers so well you can predict their behaviour. You 
know what words they’d choose, which political platforms they are likely to 
support, how they approach confusing, unfamiliar subjects and how they 
make decisions; you know what they find frightening and what they’d deem a 
welcome challenge.  

In addition, Paul Roetzer says, you also need a technographic profile. That 
is...What images appeal? Is this persona active in social media? Doe he blog? 
Has she joined a social network? Does he subscribe to RSS feeds, and if so, 
which ones? Where is she likely to comment on experience with brands? 
What would it take to calm her ruffled feathers?  

 
 

 

Participation  

 

React. Respond in the Comments section of blogs. Write to 
consumer forums.  

Take the initiative. Create a blog specifically for customer comments. 
Accept complaints and fix the problems.  

    

http://212.100.241.220/articles/detail.asp?ArticleNo=2283
http://212.100.241.220/articles/detail.asp?ArticleNo=2281
http://www.forrester.com/Groundswell/profile_tool.html


Publishing  

Publish pages that update regularly. Publish blogs, podcasts, videos, 
optimized press releases, case studies, white papers, eBooks and articles. 
And unlike traditional marketing, which costs a mint for space in print media 
or airtime on broadcast media, the social Web is overflowing with low-cost 
and free distribution channels that reach and influence consumers.  

 

 

 

Post ratings and reviews. Contribute to forum discussions. Join social networking 
sites like LinkedIn and Facebook. Connect with customers, peers, and influential 
people on miniblog sites like Twitter, MySpace and YouTube.  

And don’t let the names fool you: Twitter means big business when millions of 
customers are there.  

You are wise to design your publishing strategy in line with your target customers’ psychographic and 
technographic profiles. Your aim is to post content that earns links and improves your page rank on 
major search engines.  

PageRank  

Naturally you want your posts to turn up high on the first page right along 
with those who comment on your brand, so you need to follow the 
PageRank rules of authority and value.  

   
 

A bit more detail here on the technical side of things might be useful. PageRank is a numeric value (0-
10) assigned to Web pages. Google co-founder Larry Page, who developed the concept, thought that 
you could rank a site's popularity by counting the number of inbound links – those pointing to the 
site.  

So while Google says that 500 million variables calculate PageRank, experts say inbound links are key.  
 

A brand new opportunity for you  

There’s a positive, exciting side to open source publishing. With more chance than ever to see how 
customers experience your brand, there’s more opportunity than ever to delight your customers and 
exceed their expectations. It’s often said that a complaint is a gift, and that’s never been truer than it is 
today.  

Contact Paul Roetzer at PR20/20  
www.pr2020.com  
812 Huron Rd., Suite 260 
Cleveland, OH 44115 USA  
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