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Search Engine Reputation Management

Search Engine Reputation Management

Reputation management, is the process of tracking an entity's actions and other entities' opinions about those
actions; reporting on those actions and opinions; and reacting to that report creating a feedback loop. All entities
involved are generally people, but that need not always be the case. Other examples of entities include animals,
businesses, or even locations or materials. The tracking and reporting may range from word-of-mouth to statistical

analysis of thousands of data points.

Reputation management has come into wide use with the advent of widespread computing. This is evidenced by a
front page story in the Washington Post. (2] featuring several online reputation management firms. Reputation
management systems use various predefined criteria for processing complex data to report reputation. However,
these systems only facilitate and automate the process of determining trustworthiness. This process is central to all
kinds of human interaction, including interpersonal relationships, international diplomacy, stock markets,
communication through marketing and public relations and sports. Reputation management is also a professional
communications practice — a specialization within the public relations industry. Reputation management ensures that
the information about an individual, business or organization is accessible to the public online as well as through

traditional outlets and is accurate, up-to-date and authentic. (3]

Real-world communities

Small town

The classic example of reputation management is the small town. Population is small and interactions between
members frequent; most interactions are face-to-face and positively identified -- that is, there is no question who said
or did what. Reputation accrues not only throughout one's lifetime, but is passed down to one's offspring; one's

individual reputation depends both on one's own actions and one's inherited reputation.

There are generally few formal mechanisms to manage this implicit reputation. Implicit Reputation is the
accumulated reputation one gets in a small town from previous actions. The town diner and barber shop serve as
forums for exchange of gossip, in which community members' reputations are discussed (implicit reputation), often
in frank terms. Outstanding members may receive small, symbolic awards or titles, but these are mere confirmations

of general knowledge.

There is exceedingly little deviation from community norms in a small town. This may be seen as either good or bad;
there is little crime, but also little room for dissent or change. The small-town model scales poorly; it depends on

each member having enough experience of a large number of other members, and this is only possible up to a point.

Big city
The large metropolitan area is at the other end of the spectrum from the small rural town. Community members

come and go daily, and most members are only personally acquainted with a small fraction of the whole. Implicit

reputation management continues to work within subcommunities, but for the city as a whole, it cannot.

Big cities have developed a large array of formal reputation management methods. Some apply only to

subcommunities, such as, say, an association of local dentists. There are four methods (among others) which apply

quite generally to the entire population: elections, appointments, the criminal justice system, and racial or ethnic

prejudice.

» The city is governed in part by elected officials -- persons who are given special powers by popular vote at regular
intervals. Campaigns are often well-financed efforts to force a positive image of a candidate's reputation upon the
electorate; television is often decisive. Elected officials are primarily concerned with preserving this good

reputation, which concern dictates their every public action. Failure to preserve a good reputation, not to mention
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failure to avoid a bad one, is often cause for removal from office, sometimes prematurely. Candidates and
officials frequently concentrate on damaging the reputations of their opponents.

* Appointed officials are not elected; they are granted special powers, usually by elected officials, without public
deliberation. Persons wishing to be appointed to office also campaign to increase their perceived reputation, but
the audience is much smaller. Effective actions and demonstrated merit are often important factors in gaining a
positive reputation, but the definition of this merit is made by the elected, appointing officials, who tend to
evaluate merit as it applies to them, personally. Thus persons who work hard to increase an elected official's
reputation increase their own, at least in their patron's eyes. Some appointees have no other qualification beyond
the fact that they may be depended on at all times to support their patrons.

* The stresses of big city life lead to much crime, which demands punishment, on several grounds. The severity of
this punishment and of the efforts of the system to inflict it upon a community member depends in no small part
on that individual's prior experiences within the system. Elaborate records are kept of every infraction, even of the
suspicion of infractions, and these records are consulted before any decision is made, no matter how trivial. Great
effort is expended to positively identify members—driver's licenses and fingerprints, for example—and any use
of an alias is carefully recorded. Some small punishments are meted out informally, but most punishments,
especially severe ones, are given only after a long, detailed, and formal process: a trial, which must result in a
conviction, or finding of guilt, before a punishment is ordered.

Although it is sometimes said that serving one's punishment is sufficient penalty for the commission of a
crime, in truth the damage to one's reputation may be the greater penalty -- damage both within the system
itself and within other systems of urban reputation management, such as that of elections to office. Between
the explicit punishment and the damage to one's reputation, the total effect of a conviction in the criminal
justice system so damages a person's ability to lead a normal life that the process, at least ostensibly, is
meticulous in determining guilt or lack thereof. In case of "reasonable" doubt, a suspected malefactor is freed

-- though the mere fact of the trial is recorded, and affects his future reputation.

* The ordinary citizen, meeting a stranger, another citizen unknown to the first, is rarely concerned that the second
may be an official, elected or otherwise; even so, he may be aware of the relative failure of reputation
management in this regard. He does not have easy access to the database of the criminal justice system, and
portions are not publicly available at all. Lacking other means, he often turns to the mock-system of racial or
ethnic prejudice. This attempts to extend the small-town model to large communities by grouping individuals who
look alike, dress alike, or talk alike. One reputation serves for all. Each individual is free to compose his personal

measure of a group's reputation, and actions of strangers raise or lower that reputation for all group members.

The high incidence of crime, the proverbial incompetence of officials, and constant wars between rival,
self-identified groups speaks poorly of all systems of urban reputation management. Together, they do not function
as well as that of the small town, with no formal system at all.

Profession

Reputation management is also a professional communications practice - a specialization within the public relations
industry. It ensures that the information about an individual, business, or organization is accessible to the public
online as well as through traditional outlets and is accurate, up-to-date, and authentic. Reputation strategy is
competitive strategy. Reputation initiatives drive stakeholder perceptions, which drive the likelihood of eliciting
supportive behaviors and fuel business results. Leveraging reputation allows individuals or businesses to build
advantage in the marketplace and reduce risk exposure. You manage a reputation by building a 'reputation platform'’
and by carrying out 'reputing programs'. Reputing aligns identity (what a company is), communication (what a
company says), and action (what a company does). Reputing is designed to build and reinforce trusting relationships

between companies and their stakeholders. 4
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Reputation management is a process that integrates business strategy, marketing, branding, organizational
engagement, and communications. Through this integration, the organization creates "a formal reputation risk plan"
that allows it to identify where and how it creates perceived value with each stakeholder and where there are gaps.
The process manages reputation cross-functionally and at all "touch points". The research that is done focuses on key
reputation metrics. Activities performed by individual or organization which attempt to maintain or create a certain
frame of mind regarding themselves in the public eye. Reputation management is the process of identifying what
other people are saying or feeling about a person or a business; and taking steps to ensure that the general consensus
is in line with your goals. Many people and organizations use various forms of social media to monitor their

reputation.[s]

Online communities

eBay

eBay is an online marketplace, a forum for the exchange of goods. The feedback system on eBay asks each user to
post his opinion (positive or negative) on the person with whom he transacted. Every place a user's system handle
("ID") is displayed, his feedback is displayed with it.

Since having primarily positive feedback will improve a user's reputation and therefore make other users more
comfortable in dealing with him, users are encouraged to behave in acceptable ways—that is, by dealing squarely

with other users, both as buyers and as sellers.

Most users are extremely averse to negative feedback and will go to great lengths to avoid it. There is even such a
thing as feedback blackmail, in which a party to a transaction threatens negative feedback to gain an unfair
concession. The fear of getting negative feedback is so great that many users automatically leave positive feedback,
with strongly worded comments, in hopes of getting the same in return. Thus, research has shown that a very large
number (greater than 98%) of all transactions result in positive feedback. Academic researchers have called the

entire eBay system into question based on these results.

The main result of the eBay reputation management system is that buyers and sellers are generally honest. There are

abuses, but not to the extent that there might be in a completely open or unregulated marketplace.[(’]

Everything2

Everything2 is a general knowledge base. E2 manages both user and article reputation strongly; one might say it is
central to the project's paradigm. Users submit articles, called "writeups", that are published immediately. For each
article, each user may cast one vote, positive or negative. Voting is anonymous and each vote cast is final. The
article keeps track of its total of positive and negative votes (and the resulting score), all of which can be seen by the
submitting user and any user who has already cast their vote on that particular article. Articles with strong positive
scores may also be featured on the site's main page, propelling them to even higher scores. Articles with low or

negative scores are deleted, hopefully to make way for better articles.

Users themselves are explicitly ranked, using a complicated "level" system 7 loosely based on number of articles
submitted (and not deleted) and the overall average article score. Users of higher levels gain various privileges, the
first being the ability to cast votes; any user may submit an article, but only users who have a minimum number of

"good" articles may vote.

E2's system has a number of detrimental effects. Many new users leave the site after their first article gets multiple
negative votes, and is sometimes then also deleted, all without any explanation required. Even experienced users
hesitate to submit less than perfect articles since negative votes cannot be retracted. There are also more direct
rewards for users submitting new articles than for revising and improving their existing ones. Finally, many users
focus heavily on their position in the hierarchy and pander for positive votes. Fiction and amusing essay-style

articles tend dominate over long, difficult, boring, less well-written, or controversial ones. Excellent contributions



http://en.wikipedia.org/w/index.php?title=EBay
http://en.wikipedia.org/w/index.php?title=Feedback
http://en.wikipedia.org/w/index.php?title=Reputation
http://en.wikipedia.org/w/index.php?title=Everything2
http://www.everything2.com/index.pl?node=Voting%2FExperience%20System

Search Engine Reputation Management

are still rewarded, but so are merely decent ones and the difference in reward is not proportional to the additional
effort.

Slashdot

Slashdot contains little original content, instead revolving around short reviews of content exterior to the site.
"Karma" is Slashdot's name for reputation management. "Moderators" are able to vote on both reviews themselves
and comments on those reviews in a system not too dissimilar from E2's. In a novel twist, votes are not merely "+1
point" or "-1 point"; moderators also attach one of a list of predefined labels, such as Flamebait or Informative. This

change was made in June 2002 to help prevent some users from taking karma too seriously.[8]

Score is displayed next to each comment. Additionally, any user may set a personal preference to exclude the display
of comments with low scores. Users acquire "karma" based, among other things, on the scores of their comments,
and karma affects a user's powers. Almost any user may become a moderator, although this status is temporary; thus
the average user is not able to vote on any comment. Once a moderator uses up his votes, he returns to the status of

ordinary user.

Slashdot has become extremely popular and well-read; used as a verb, it refers to the fact that a website mentioned in
Slashdot is often overwhelmed with visitors. There is frequent criticism of Slashdot, on many grounds; the karma
system is intentionally not transparent and trolling is quite common. Anonymous cowards are permitted and range

freely, as do sock puppets.

Nonetheless, Slashdot's karma system may account for at least part of its endurance and popularity.

Meatball Wiki

Meatball is a wiki devoted to discussion of online communities, including wikis themselves. Its membership is not
large. Meatball permits anonymous users, but relegates them to an inferior status: "If you choose not to introduce

yourself, it's assumed you aren't here to participate in exchanging help, but just to 'hang out." [9]

While anonymous posters are tolerated, pseudonymous users are not. Thus online handles are supposed to mirror
users' real names — their names in the outside world, on their birth certificates. The control on this is not rigorous —
users are not required to fax in their passports in order to verify their identities — but the convention is supposed to be

generally followed; at least it is not openly mocked.

Thus identified, Meatball's users' reputations are managed much as they are in the small town. That is, there is little
formal management, but every user carries in his head his own "score", according to his own rating system, based on
his personal evaluation of a given other user's character. This implicit reputation system is, of course, a part of every

online community in which handles or names of any kind are used; but in Meatball, it is the whole.

Despite (or because of?) this lack of formal method, Meatball has discussed the problems of reputation management

extensively. We will not attempt to link to every relevant page, but one might begin to explore that discussion here
[10]
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Wikipedia

Wikipedia is an encyclopedia-content wiki; it includes a very wide range of topics, and exclusion of almost any topic
is disputed. There is a large number of community members. Anonymous users are welcomed, and most users are
pseudonymous, though many do use real names. As in many online communities, some users are sock puppets,

although these are discouraged.

Wikipedia, like Meatball or the small town, has no formal method for managing reputation. Barnstars may be
awarded for merit, but any user may make such an award. There is a hierarchy of privileges, such as in Slashdot or
Everything2. As in most wikis, there is an elaborate history feature, which may be explored by any user to determine
which contributions were made by which users. Any user may examine a list of another user's contributions. Edits
may be discussed in a variety of forums, but there is no particular grading or rating system, either for edits or

community members.

Search Engine Reputation Management

Search Engine Reputation Management (or SERM) tactics are often employed by companies and increasingly by
individuals who seek to proactively shield their brands or reputations from damaging content brought to light
through search engine queries. Some use these same tactics reactively, in attempts to minimize damage inflicted by

inflammatory (or "flame") websites (and weblogs) launched by consumers and, as some believe, competitors.

Given the increasing popularity and development of search engines, these tactics have become more important than
ever. Consumer generated media (like blogs) has amplified the public's voice, making points of view - good or bad -

easily expressed.[] ! This is further explained in this front page article in the Washington Post. (

Search Engine Reputation Management strategies include Search engine optimization (SEO) and Online Content
Management. Because search engines are dynamic and in constant states of change and revision, it is essential that
results are constantly monitored. This is one of the big differences between SEO and online reputation management.
SEO involves making technological and content changes to a website in order to make it more friendly for search
engines. Online reputation management is about controlling what information users will see when they search for

information about a company or person.[m

Social networking giant Facebook has been known to practice this form of reputation management. When they
released their Polls service in Spring 2007, the popular blog TechCrunch found that it could not use competitors'
names in Polls. Due largely to TechCrunch's authority in Google's algorithms, its post ranked for Facebook polls. A
Facebook rep joined the comments, explained the situation and that the bugs in the old code had been updated so that

it was now possible.[m

Also until social sites like Facebook allow Google to fully spider their site then they won't really have a massive
effect on reputation management results in the search engine. The only way to take advantage of such site is to make

sure you make your pages public.

It is suggested that if a company website has a negative result directly below it then up to 70% of surfers will click
on the negative result first rather than the company website. It is important for a company to ensure that its website
gets close to the top of search results for terms relevant to its business. In one study, a number one search result

attracted 50,000 monthly visitors. The number 5 result only attracted 6,000 visitors in the same time period.
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Semantic Web

Semantic Web

The Semantic Web is a collaborative movement led by the World Wide Web Consortium (W3C) (1 that promotes
common formats for data on the World Wide Web. By encouraging the inclusion of semantic content in web pages,

the Semantic Web aims at converting the current web of unstructured documents into a "web of data". It builds on
the W3C's Resource Description Framework (RDF).[Z]

According to the W3C, "The Semantic Web provides a common framework that allows data to be shared and reused

L . . . 2
across application, enterprise, and community boundaries."!

The term was coined by Tim Berners-Lee,m the inventor of the World Wide Web and director of the World Wide
Web Consortium ("W3C"), which oversees the development of proposed Semantic Web standards. He defines the

Semantic Web as "a web of data that can be processed directly and indirectly by machines."

While its critics have questioned its feasibility, proponents argue that applications in industry, biology and human
sciences research have already proven the validity of the original concept.[4]

History

The concept of the Semantic Network Model was coined in the early sixties by the cognitive scientist Allan M.

[SIOITNBIBT o o form

Collins, linguist M. Ross Quillian and psychologist Elizabeth F. Loftus in various publications,
to represent semantically structured knowledge. It extends the network of hyperlinked human-readable web pages by
inserting machine-readable metadata about pages and how they are related to each other, enabling automated agents
to access the Web more intelligently and perform tasks on behalf of users. The term was coined by Tim
Berners—Lee,[g] the inventor of the World Wide Web and director of the World Wide Web Consortium ("W3C"),
which oversees the development of proposed Semantic Web standards. He defines the Semantic Web as "a web of

data that can be processed directly and indirectly by machines."

Many of the technologies proposed by the W3C already existed before they were positioned under the W3C
umbrella. These are used in various contexts, particularly those dealing with information that encompasses a limited
and defined domain, and where sharing data is a common necessity, such as scientific research or data exchange

among businesses. In addition, other technologies with similar goals have emerged, such as microformats.

Purpose

The main purpose of the Semantic Web is driving the evolution of the current Web by enabling users to find, share,
and combine information more easily. Humans are capable of using the Web to carry out tasks such as finding the
Irish word for "folder", reserving a library book, and searching for the lowest price for a DVD. However, machines
cannot accomplish all of these tasks without human direction, because web pages are designed to be read by people,
not machines. The semantic web is a vision of information that can be readily interpreted by machines, so machines

can perform more of the tedious work involved in finding, combining, and acting upon information on the web.

The Semantic Web, as originally envisioned, is a system that enables machines to "understand" and respond to
complex human requests based on their meaning. Such an "understanding" requires that the relevant information

sources is semantically structured, a challenging task.

Tim Berners-Lee originally expressed the vision of the Semantic Web as follows:! ¥

I have a dream for the Web [in which computers] become capable of analyzing all the data on the Web — the
content, links, and transactions between people and computers. A ‘Semantic Web’, which should make this
possible, has yet to emerge, but when it does, the day-to-day mechanisms of trade, bureaucracy and our daily
lives will be handled by machines talking to machines. The ‘intelligent agents’ people have touted for ages will

finally materialize.
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Semantic Web

The Semantic Web is regarded as an integrator across different content, information applications and systems. It has

applications in publishing, blogging, and many other areas.

Often the terms "semantics", "metadata", "ontologies" and "Semantic Web" are used inconsistently. In particular,
these terms are used as everyday terminology by researchers and practitioners, spanning a vast landscape of different
fields, technologies, concepts and application areas. Furthermore, there is confusion with regard to the current status
of the enabling technologies envisioned to realize the Semantic Web. In a paper presented by Gerber, Barnard and

[

Van der Merwe!'!! the Semantic Web landscape is charted and a brief summary of related terms and enabling

technologies is presented. The architectural model proposed by Tim Berners-Lee is used as basis to present a status

model that reflects current and emerging technologies.“z]

Limitations of HTML

Many files on a typical computer can be loosely divided into human readable documents and machine readable data.
Documents like mail messages, reports, and brochures are read by humans. Data, like calendars, addressbooks,
playlists, and spreadsheets are presented using an application program which lets them be viewed, searched and

combined in different ways.

Currently, the World Wide Web is based mainly on documents written in Hypertext Markup Language (HTML), a
markup convention that is used for coding a body of text interspersed with multimedia objects such as images and
interactive forms. Metadata tags provide a method by which computers can categorise the content of web pages, for

example:

<meta name="keywords" content="computing, computer studies, computer">
<meta name="description" content="Cheap widgets for sale">

<meta name="author" content="John Doe">

With HTML and a tool to render it (perhaps web browser software, perhaps another user agent), one can create and
present a page that lists items for sale. The HTML of this catalog page can make simple, document-level assertions
such as "this document's title is 'Widget Superstore', but there is no capability within the HTML itself to assert
unambiguously that, for example, item number X586172 is an Acme Gizmo with a retail price of €199, or that it is a
consumer product. Rather, HTML can only say that the span of text "X586172" is something that should be
positioned near "Acme Gizmo" and "€199", etc. There is no way to say "this is a catalog" or even to establish that
"Acme Gizmo" is a kind of title or that "€199" is a price. There is also no way to express that these pieces of

information are bound together in describing a discrete item, distinct from other items perhaps listed on the page.

Semantic HTML refers to the traditional HTML practice of markup following intention, rather than specifying
layout details directly. For example, the use of <em> denoting "emphasis" rather than <i>,
which specifies italics. Layout details are left up to the Dbrowser, in
combination with Cascading Style Sheets. But this practice falls short of

specifying the semantics of objects such as items for sale or prices.

Microformats represent unofficial attempts to extend HTML syntax to create machine-readable semantic markup

about objects such as retail stores and items for sale.
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Semantic Web solutions

The Semantic Web takes the solution further. It involves publishing in languages specifically designed for data:
Resource Description Framework (RDF), Web Ontology Language (OWL), and Extensible Markup Language
(XML). HTML describes documents and the links between them. RDF, OWL, and XML, by contrast, can describe

arbitrary things such as people, meetings, or airplane parts.

These technologies are combined in order to provide descriptions that supplement or replace the content of Web
documents. Thus, content may manifest itself as descriptive data stored in Web-accessible databases,[m or as
markup within documents (particularly, in Extensible HTML (XHTML) interspersed with XML, or, more often,
purely in XML, with layout or rendering cues stored separately). The machine-readable descriptions enable content
managers to add meaning to the content, i.e., to describe the structure of the knowledge we have about that content.
In this way, a machine can process knowledge itself, instead of text, using processes similar to human deductive
reasoning and inference, thereby obtaining more meaningful results and helping computers to perform automated

information gathering and research.

An example of a tag that would be used in a non-semantic web page:

<item>cat</item>

Encoding similar information in a semantic web page might look like this:

<item rdf:about="http://dbpedia.org/resource/Cat">Cat</item>

Tim Berners-Lee calls the resulting network of Linked Data the Giant Global Graph, in contrast to the HTML-based
World Wide Web. Berners-Lee posits that if the past was document sharing, the future is data sharing. His answer to
the question of "how" provides three points of instruction. One, a URL should point to the data. Two, anyone

accessing the URL should get data back. Three, relationships in the data should point to additional URLs with data.

Web 3.0

Tim Berners-Lee has described the semantic web as a component of 'Web 3,014

People keep asking what Web 3.0 is. I think maybe when you've got an overlay of scalable vector graphics —
everything rippling and folding and looking misty — on Web 2.0 and access to a semantic Web integrated

across a huge space of data, you'll have access to an unbelievable data resource..."
— Tim Berners-Lee, 2006

"Semantic Web" is sometimes used as a synonym for "Web 3.0", though each term's definition varies.

Examples

When we talk about the Semantic Web, we speak about many "howto’s" which are often incomprehensible because
the required notions of linguistics are very often ignored by most people. Thus, we rather imagine how emergence of

the Semantic Web looks in the future.

Meta-Wiki

The sites of Wiki type soar. Their administrations and their objectives can be very different. These wikis are more
and more specialized. But most of wikis limit the search engines to index them because these search engines
decrease the wikis' efficiency and record pages which are obsolete, by definition, outside the wiki (perpetual update).
Meta- search-engines are going to aggregate the obtained result by requesting individually at each of these wikis.

The wikis become silos of available data for consultation by people and machines through access points (triplestore).
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Semantic detectives & Semantic identity

The young bloggers are now on the labour market. The companies do not ask any longer for the judicial file of a new
employee. To have information, the companies appeal in a systematic way to engines which are going to interrogate
all the sites which reference and index the accessible information on the Web. The differentiation between search
engines is going to concern the capacity to respond at requests where the sense is going to take more and more
importance (evolution of the requests with keywords towards the semantic requests). There will be three types of
person: the unknown, the "without splash" and the others. The others will have to erase in a systematic way the
information which could carry disadvantages and which will be more and more accessible. It will be the same

engines of semantic search which also charge this service.

Profile Privacy/Consumer/Public

The Web's children became parents. They use tools which can limit the access and the spreading of the information
by their children. So, the parents can see at any time the web's logs of their children but they also have a net which is
going to filter their "private" identity before it is broadcasted on the network. For example, a third-part trus