
Take control of your 
reputation.
Don't let negative online content affect your
professional and personal life.



Who
are we?

Part 1



A wholly owned subsidiary of Reputation.com, Reputation Defender LLC provides online reputation and digital 
privacy solutions for individuals and businesses. We believe that everyone has the right to be empowered ensuring 
that accurate information appears prominently in search results, or helping businesses put their best foot forward in
online reviews and social media. Reputation Defender provides these solutions and more to our clients.

We are backed by respected Silicon Valley venture capital firms, including Twitter investors Kleiner Perkins 

Caulfield and Byers, Bessemer Venture Partners, Jafco Ventures, and the Floodgate Fund. The World Economic 
Forum has named us both a Global Growth Company and a Tech Pioneer, 
distinctions reserved for high-growth, cutting-edge companies with the potential to become
driving forces for  economic and social change.
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is the leader in the online reputation 
management and digital privacy space. 
Founded in 2006, we pioneered the 
industry—and we remain the largest, 
most trusted company within it.
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Over 1. 6 million  customers

Serving  in  over 20 countries     

Holder of over 20 reputation 
management patents

First in the space with a decade  of  research, offering  
proven  and effective  solutions



Why is 
reputation
management
important?

Part 2



Online Reputation Management (ORM) is  a  rapidly  expanding  field, with more people 
looking to manage their image all the time. The internet is largely unregulated and, even when it is 
possible to have content removed from a website, people will be able to share information far 
faster than it can be taken down. This is why ORM is becoming more popular all the time. Any 
person or company who might be researched via Google or social media needs to get up to date 
with ORM, and make sure their public image is well taken care of.  
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Key stats

Reputation and Risk Members report 
reputational risk as both their number one 
‘keep me awake at night issue’ and a high 
concern for their executive management and 
board. 

Business  
related

81% of firms view reputation as their most 
valuable asset.

74% of consumers claim they will not engage 
with a business that has negative information 
online.

More than 80% of reputation damage risks 
come from a mismatch between the buzz and 
the reality.

Reputation risk is the greatest risk facing 
companies, with as much as 75% of a 
company’s value based on reputation. 

92% of consumers conduct online research 
before deciding whether to purchase from a 
company.
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ORM

1. YOUR CONTENT
• Website
• Press releases
• Company blog
• Official social sites 
• Thought leadership

Defined by 
online 
content 

2. CUSTOMER CONTENT
• Social media
• Blogs
• Reviews 
• Forums
• Images, videos and audio

3.INTERESTED PARTIES CONTENT
• Press/Journalists
• Blogs
• Wikipedia
• Regularity bodies 
• Existing and previous employers/partners 
• Competitors 
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1. Your Content

United’s	Mistake
Got	political	

CEO	associated	brand	with	own	personal	views

Used	a	trusted	and	well-used	platform	

Starbucks	Twitter

Fallout
Divided	customers	

Overwhemly	negative	response	on	social	media	

#boycottstarbucks	hashtag	went	viral	
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2. Customer 
Content

United’s	Mistake
Broke	a	guitar

Ignored	complaints	for	9	months

Used	a	flimsy	technicality	to	justify	not	resolving	
the	issue

United	Airlines	YouTube

Fallout
Broke	a	guitar

Musician	Dave	Carroll	created	song/video

Video	went	viral,	over	12	million	views

United	stock	price	fell	10%	when	the	incident	
reached	the	news
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3. Third 
Party Content

Uber’s	mistake
Ignored	advice	form	TFL

Ignored	TFL	warning

Ignored	customers	

Uber	Regularity	Restrictions

Fallout
UK	boss	resigned

Loss	of	licence

Loss	of	income	

Mainstream	media	scrutiny



ORM

A. YOUR CONTENT
• Website
• Press releases
• Company blog
• Official social sites 
• Thought leadership

Defined by 
online 
content 

B. CUSTOMER CONTENT
• Social media
• Blogs
• Reviews 
• Forums
• Images, videos and audio

C.INTERESTED PARTIES CONTENT
• Press/Journalists
• Blogs
• Wikipedia
• Regularity bodies 
• Existing and previous employers/partners 
• Competitors 



"While	the	impulse	may	be	to	say	that	this	is	unfair,	one	of	the	
lessons	I've	learned	over	time	is	that	change	comes	from	self-
reflection.	So	it's	worth	examining	how	we	got	here. The	truth	is	
there	is	a	high	cost	to	a	bad	reputation”

(Dara Khorsowhahi CEO UBER)
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