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1. Main subjects covered
How online PR can be used proactively and reactively by organisations to spread positive messages and counteract negativity. 

2. Companies in attendance

· E-consultancy

· immediate future

· Market Sentinel

· Net-A-Porter

· Neutralize

· NTL

· Prudential

· Signet

· TradeDoubler 

3. Summary of Key Points

· It is still a major battle to get traditional PR companies interested in online PR even though it represents an excellent opportunity for companies to get their message out there. 

· There is often a major dislocation between what is being said about a company online and what is happening offline. 

· United States is still ahead but citizen journalism, podcasting, RSS, wikis, blogs and search engine optimisation are all becoming increasingly common in the UK.

· Citizen Journalism involves citizens playing an active role in collecting, reporting and disseminating news and information.

· RSS is an XML-based format for content distribution which can be an effective way of advertising new information.

· Wiki allows users to create and edit website content.

· Podcasting - making files available online so they can be automatically downloaded by listeners.

· A blog, short for weblog, is a personal journal published on the internet. 

· Search engine optimisation - making websites and content search-engine friendly. SEO continues to gain ground, reflecting the fact that Search is the 2nd most popular internet activity after email. Also known as natural search or organic search.

· From a proactive messaging point of view, it is increasingly important for companies to have a high profile on major search engines. Competitors and detractors will take the high ground if you do not. 

· Links to other authoritative websites and the feeding of well-written press releases with prominent key words to Google News are good ways of raising visibility & promoting message. 

· At the same time it is important to understand what prospective customers are typing into Google so you can optimise accordingly.

· A lot of companies need help understand where the value is in terms of the content within their websites.

· It is important to clarify who you want to influence (e.g. trade bodies, customers, suppliers) and then adopt SEO strategies accordingly.

· Understand what your competitors are doing online.
· From a reactive point of view, online PR can be crucial for minimising damage caused by brand terrorists/dissatisfied customers. Is it worth commenting when your brand is being attacked on line, for example when one disgruntled customer is getting disproportionately high Google visibility? Usually, it is worth commenting although the tone and tactics need to be carefully thought about to avoid compounding the problem. ‘Counter blogs’ can be a good way to redress the balance. It is important to respond to positive as well as negative comment about your brand/product/services.

· Bloggers need to be treated like journalists. It has got to the point where blog readership can far outstrip traditional media readership (e.g. trade press)

· There are automated and manual ways of tracking what is said about your brand (see links below).

· B2B: make sure that online PR is co-ordinated with offline activity. (e.g. target offline journalists with exclusives but make sure that online PR is ready to run quickly after publication).

· Press offices need to be RSS friendly.

4. Useful links:
How To Implement Successful SEO (white paper):
http://www.e-consultancy.com/knowledge/whitepapers/90291/how-to-implement-successful-search-engine-optimisation.html?keywords=SEO 

E-consultancy interview with RSS expert Rok Hrastnik:
http://www.e-consultancy.com/newsfeatures/newsletter/2117/interview-with-rok-hrastnik-about-the-joys-of-rss.html#21506 

E-consultancy interview with SEO expert Alan Webb:
http://www.e-consultancy.com/newsfeatures/newsletter/2206/interview-with-alan-webb-on-search-engine-optimisation-seo.html#22489 

immediate future – PR for the digital industry

http://www.immediatefuture.co.uk/ 

Market Sentinel website: provides live feeds to help companies monitor criticisms; helps create and maintain a corporate blog 

http://www.marketsentinel.com/ 

Neutralize (*\*) – search engine marketing agency with SEO/online PR expertise

SEO PR service: http://www.neutralize.com/internet_marketing_services/online_pr.htm 

Teoma –  search engine which enables you to find similar/like-minded websites… “Instead of ranking results based upon the sites with the most links leading to them, Teoma analyzes the Web as it is organically organized.” 

http://www.teoma.com/
Technorati – “What are people talking about right now?”
http://www.technorati.com/ 

Blogpulse – “Search the Blogosphere”

http://www.blogpulse.com/ 

Google Blog Search
http://www.search.blogger.com/  

Alexa   - can give you a sense of website traffic and usage.

http://www.alexa.com/ 

Previous Roundtable - Roundtable Output – July, 2004 

http://www.e-consultancy.com/publications/online-pr/ 

5. About E-consultancy

http://www.e-consultancy.com/about/
E-consultancy is the UK’s leading online publisher of best practice internet marketing reports, research and how-to guides. It also publishes buyer’s guides and has a directory of 100,000+ third party internet marketing white papers.

Since moving to a paid-content model in 2003 E-consultancy has amassed thousands of paying subscribers, more than 30,000 registered users and 135,000 unique users sessions per month. Its weekly newsletter is sent to 18,000 users. Subscribers pay from £99 per year to access the exclusive and highly practical content, which helps internet marketers get the most out of their websites.

E-consultancy has around 70 events lined up for 2005, including roundtables and monthly ‘Supplier Showcases’, where six suppliers pitch to an audience of up to 100 pre-qualified buyers in a Central London venue. E-consultancy also provides a range of in-house training programmes, such as seminars and workshops.
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