In my decade-plus of scaling B2B SaaS startups, I’ve seen million-dollar deals die in the final stages because a prospect Googled
the brand name and found a scathing, outdated, or misleading search result. When that happens, the panic sets in. Stakeholders
start asking for "the internet to be erased."

Let’s be clear: You cannot erase the internet. Anyone promising you a clean sweep of your digital history is selling you a fantasy
that usually ends in a Google penalty or a reputation disaster. Professional Online Reputation Management (ORM) is not about
deletion; it is about suppression—the art of displacing negative, rrelevant, or damaging search results with high-quality, truthful,
and authoritative content.

To do this effectively, you must understand that ORM is not a separate discipline from SEO—it is a specialized application of it.
Let’s dive into what suppression actually entails and how it functions as a strategic lever for your brand.

Defining the ORM Triad: Monitoring, Removal, and Suppression

Before we touch a strategy, we must define the scope. ORM is a triad. If you ignore one, the others fail.

* Monitoring: You cannot fix what you do not track. This isn't just a Google Alert. It requires enterprise-grade rank
tracking. To get started, I need to know your exact target queries and the specific location settings used in your tracking—
because a search result in London isn’t the same as one in San Francisco.

¢ Removal: This is the legal and procedural arm. It involves DMCA takedowns, reporting policy violations on review
platforms, or contacting publishers to correct factual errors. It is rare, strictly governed by legal compliance, and must be
documented with a paper trail for every single outreach attempt.

e Suppression: This is the SEO heavy lifting. It is the process of using rank outranking strategies to move negative
content from Page 1 to Page 2 (or beyond), where search volume—and visibility—drops offa cliff.

The Mechanics: How Suppression Works with SEO

Suppression works by changing the composition of the SERP (Search Engine Results Page). Google’s algorithm prioritizes
authority, relevance, and freshness. When you have a negative result appearing for your brand query, it is usually because that
result currently holds the highest "authority score" for that specific intent.

To suppress it, you need to publish positive assets that the algorithm views as more relevant or trustworthy than the negative
result.

1. On-Page Optimization of Owned Assets

If you own the domains (e.g., your website, a microsite, a LinkedIn profile, a Medium publication), you have direct control. You
must optimize these to ensure they satisfy the intent of the searcher. If the negative result is a review, your response must be an
authoritative page that addresses those pain points with facts, case studies, or whitepapers that outperform the critical content.

2. The Rank Outranking Strategy

You aren't just creating content; you are creating content that is intentionally designed to outrank the target URL. This involves:

¢ Technical SEO audits of your owned properties to ensure crawlability and indexation.
¢ Backlink acquisition (white-hat only) directed toward your "positives" to boost their Domain Authority (DA).
* Internal linking structures that signal to Google which assets are the most important for brand-related queries.



Transparency: Defining the Scope

One of my biggest pet peeves in this industry is vague deliverables. Phrases like "we will push down negatives" are a red flag.
Professional ORM requires a strict scope of work.

Scope Category In-Scope Out-of-Scope Target Queries Brand name, key executive names, branded "scam/review" modifiers.
Generic industry keywords (unless explicitly agreed). URL Targets Specific URLs verified by date-stamped screenshots and
SERP context. "The whole internet," generic gossip sites with no ranking weight. Compliance Truthful content creation, legal
takedowns, platform arbitration. Fake reviews, bot-driven clicks, link farms (these are deal-breakers).

Compliance Boundaries and Risk Controls

I have sat in meetings with legal counsel where the desire to "fix" a problem nearly led to a defamation lawsuit. Do not—under any
circumstances—engage in "black hat" ORM. Buying fake reviews or deploying bot traffic to manipulate search results will
eventually be discovered by Google’s SpamBrain algorithms. When it is, your site will be Click for info de-indexed, and that is a
crisis you cannot recover from.

Compliance Checklist:

1. Always keep a paper trail of platform requests and legal correspondence.

2. Use only authentic, verified review platforms. If you have a legitimate issue with a review, follow the platform’s dispute
resolution process to the letter.

3. Never incentivize positive reviews in a way that violates FTC or CMA guidelines.

Realistic Timelines and Measurable Milestones

If someone promises you that a negative result will disappear in "30 days," they are lying. SEO is a long-tail game. Your timeline
depends entirely on the domain authority of the negative site and the quality of your positive assets.

Typical Milestones by Content Type

* Owned Social Profiles (LinkedIn/Twitter/Crunchbase): 2—4 weeks. These usually rank quickly due to high domain
authority.

* Press Releases/News Articles: 4-8 weeks. These require indexing and gaining traction through legitimate distribution.

* Long-form Content/Case Studies: 3—6 months. These require building authority through backlinks and user engagement
to move up the SERP rankings.
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Milestones should be tracked via position shifts in your tracking software. I require a methodology that accounts for cache
updates and personalization. If you show me a screenshot, it must include the date, the specific query context, and the tool used.
Without that, it’s just a graphic, not proof of progress.

Final Thoughts

Suppression isn't about hiding the truth; it's about making sure your brand’s actual value proposition is the loudest voice in the
room. When you focus on building genuine, high-authority content, you don't just solve a reputation crisis—you build a more
resilient brand that can withstand future scrutiny.

Stop looking for shortcuts. Start building a better search narrative.
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