[image: image1.jpg]






Blogging 101
Purpose

The purpose of this class is to understand the emerging phenomenon of blogging and how it can be used in our strategic PR programs.
What is a blog?
Blog (Web log) – Online diary/journal providing commentary/reaction/perspective on current events or particular interests.

Who blogs?

# of Internet users worldwide: 945 Million

Percentage of Internet users who read blogs: 11%

Mid 2004: 4.1 million blogs

2003: 100,000

Projected: 10 million by end of 2004

Corporate/Celebrity bloggers: Microsoft (1,000 employees), Sun Microsystems (40 employees), IBM, Cisco Systems (100+ employees), Google, Macromedia, Groove Networks, Mark Cuban, John Kerry, George W. Bush

Why read blogs?

· You get a direct line into the thinking of important people in the field, like Jonathan Schwartz or Tim Bray (Sun), Miguel de Icaza or Nat Friedman (Novell), Bob Sutor or Alan Brown (IBM), Don Box or Robert Scoble (Microsoft), Adam Bosworth (Google), Dan Gillmor (San Jose Mercury News), Jon Udell (Infoworld), Steve Gillmor, Dave Winer, Doc Searls, and many others. It's unfiltered and in their own words. This may mean typos and or unedited ramblings, but also an up-to-the-minute take, in their own words.

· Reading from a news aggregator like many blogs is a much quicker and more effective way of reading news—similar to RSS feed tools.  Throughout the day you can enter one interface and pick up on news/features from outlets like Network World, NY Times, CNet, and the Washington Post on topics that you’re interested in. This beats having to visit multiple Web sites on a daily or weekly/monthly basis searching for updated and applicable content.   

· The group mind knows things that one mind can't. One blog post can bring up to thousands of different opinions and facts together in one place. That sort of group aggregate information assembly is very difficult if not impossible for one person, but trivial for the blogging world.

· Bottom line: Blogs are changing the way we/companies/the media communicate.  It is a dynamic shift and something that must be harnessed and understood.

Why would Microsoft or Sun or Cisco blog?

During his keynote address to more than 100 CEOs at Microsoft’s Annual CEO Summit in May, Bill Gates was talking about technology advances that can help achieve business goals when he referred to the phenomenon of blogging as “very interesting.”
Case Study 1:

Kathy Rittweger, CEO of Blinkx, was on what she thought was just a normal trip to the offices of Business 2.0 magazine to show the editor her new search software.  Om Malik, one of the journalists in the meeting, was so impressed he immediately wrote about it on his blog.

Rittweger confesses she was disappointed when Malik called to say he’d covered the product on his blog because she didn’t view it as a viable medium.  However, within a couple of hours Blinkx was being mentioned on thousands of sites and had venture capitalists calling every hour.  The blog ended up making the company so popular they had to bring their launch forward from autumn to June.   

Who is one of the most covered celebrities by the media today?  Britney Spears.

Interestingly enough, a Google News search between July 2 and August 2 produced the following results:

3,470 online news articles mentioned blogs.

2, 820 online news articles mentioned Britney Spears.
Should We Do It?

Why are corporations/PR hesitant about blogs?

1) Question the wisdom of allowing staff to comment without PR control when dialogue could undermine corporate image.

2) Legal or regulatory issues.

3) Simply overwhelming.  Who has the time to research and formulate a plan?

Web logs are viral; they’re word-of-mouth networks.  According to market research, more than 60% of people report obtaining information through the grapevine (word-of-mouth).  There is a new media ecosystem evolving with the emergence of blogs that requires careful monitoring and action.  The following steps are suggested:

1) Learn how news spreads online.

2) Use tools for monitoring blogs.

3) Identify the most influential and vocal bloggers among your target audience.

4) Study technologies for reaching influencers.

5) Become part of the conversation by launching a blog.

Why are blogs important?

1) Easy to publish

2) Discoverable (blogs tend to rank higher in Google than other Web content)

3) Social

4) Every post has perma-linking

5) RSS syndicated

Two types of corporate blogs:

1) Blogging within the corporation.

a. K-Logs (Knowledge logs) – Capture organizational knowledge

b. P-Logs – Facilitate project management

c. CI-Logs – Mechanism for collection, assessment, and dissemination of competitive intelligence.

2) Blogging directed at outside readers.

a. Bridge between vendor and customers/stakeholders reporting on developments or engaging interest in a brand/products.

Benefits of corporate blogs:

1) Valuable market research and feedback crucial to strategy can be derived from posts by clients/customers.

2) Active participation by media can drive external relationships to new levels.

3) Opportunity to float ideas by community without high expense or extracurricular staffing.

Where to Begin

Case Study 2:

Craig's List Dances to the Blog-Press Release Tango

I've written in the past about how companies can use press releases and blogs in tandem. Craig's List today showed just how this is done. Ebay purchased a 25% stake in the company today. The press release covers the 5W's succinctly. Craig's List founder Craig Newmark used his Weblog, however, to go into much richer detail on the "why's" behind the deal. The result? The media pull information from both sources.

www.internetnews.com/ent-news/article.php/3394841 

Step 1: Listen

Blog Search Tools

www.technorati.com
www.feedster.com
www.blogdigger.com
www.daypop.com
www.pubsub.com
Type a client’s name into a search on Technorati, www.technorati.com, (a Web log search tool) to determine prevalence in the blogosphere and you may be amazed by the results.  
Step 2: Reach Out

Engage bloggers in an informal conversation through email or by commenting on their blog.  Do not ‘pitch’ them.  Show them that you’re listening and your genuinely interested in their thoughts.

Step 3: Participate

Become part of the conversation.  Put your company at ‘eye level’ by launching blogs championed by real people.  Carefully post thoughtful comments on influential blogs.

Helpful tips for getting started:

1) Start with a short, explicit plan of what you want to accomplish with blogs.

2) Identify the right publishers (employees).

3) Find a Weblog template that can be branded with the company logo.

4) Provide each blog publisher with a set of Weblogging standards/guidelines.

5) Find a way to track content and topics in blogs across the corporation.

6) Give your key people their own voice and power.

7) Periodically check-in with the publishing process.

8) Allow Weblogs to have a distinct voice and use it to strengthen the brand.

10 Rules for corporate blogs

1) Be authentic

2) Be an umatched resource

3) Once you start, don’t stop

4) Keep it relevant

5) Measure your effectiveness

6) Monitor other blogs

7) Trust your employees

8) Use blogs for knowledge management

9) Use to enhance employee/customer collaboration

10) Develop an organizational content strategy now.

Tips for blogging

1) You have to have a dedicated staff willing to blog.

2) Write relevant/intriguing information.

3) Build audience for your blog via viral marketing to ‘mavens’ and ‘connectors.’  Post on popular blogs and reference your company’s new blog.  Suggest controversial topics or compelling ideas that may stimulate debate until ‘mavens’ and ‘connectors’ visit the blog.  Develop a link-rich blog where you can list relevant sites and blogs.

Tips for pitching bloggers

Pitching to bloggers (or any journalist) requires a short, smart, striking email. Nobody wants to get a pitch that everyone and his dog has also received. And no journalist wants to be sold.

 

1) Address the blogger by his/her name, or just say “hi.” Never say “dear editor” or “dear sir/madam.” 

2) Carefully read the blogs to become acquainted with the bloggers’ interests.  Unlike beat reporters at typical news outlets, bloggers are extremely idiosyncratic in choice of subject matter and slant.

3) Let the blogger know you’ve at least looked at their site/publication and see if you can find something to praise. 

4) Don’t send a canned PR-speak pitch. Bloggers aim to provide a personal view of the news. They write in conversational style as an antidote to traditional media. 

5) Be completely open and honest about why you are contacting them, disclosing your organizational affiliation. Do not ask bloggers to link to your client's site or latest press release.

6) You can ask a blogger to feature a spokesman opinion on a subject or have them link to a published story/item they might consider featuring.

7) Explain why the topic is of interest and why this person is an expert worth knowing. Don’t be cute.

8) Reporters and bloggers follow headlines. Explain how the idea or person you are pitching ties into a current news item or trend.

Resources

Blogging Journalists 
Adam Gaffin, Network World, http://napps.nwfusion.com/compendium/
Brian Chin, Seattle Post-Intelligencer, http://blog.seattlepi.nwsource.com/buzz/
Business 2.0, http://business2.blogs.com/business2blog/
Chad Dickerson, InfoWorld, http://weblog.infoworld.com/dickerson/
CNet Missing Links, http://news.com.com/2060-12_3-6441.html?tag=ne.extra
Dallas Morning News, www.DallasNews.com/opinion/blog
Dan Gillmor, San Jose Mercury News, http://weblog.siliconvalley.com/column/dangillmor/
Doc Searls, Linux Journal, http://doc.weblogs.com/
Doug Clifton, The Plain Dealer, www.cleveland.com/weblogs/
Ellen Messmer, Network World, http://www.nwfusion.com/topics/security.html
Fast Company, http://blog.fastcompany.com/
Glenn Fleishman, http://glennf.com/gmblog/
Glenn Reynolds, MSNBC and Tech Central contributor, www.instapundit.com/
Heather Clancy, CRN, www.crn.com/weblogs/thebuzz/blog.jhtml?id=18842814
Hiawatha Bray, Boston Globe, http://www.monitortan.com/
Jeremy Wagstaff, Dow Jones Contributor, www.loosewire.typepad.com/blog/
John Dvorak, PC Magazine, Computer Shopper, http://www.dvorak.org/blog/
Jon Udell, InfoWorld, http://weblog.infoworld.com/udell/
Jupiter Media, http://weblogs.jupitermedia.com/meckler/
Larry Magid, CBS Radio, http://www.pcanswer.com/larryblog/
Larry Seltzer, eWEEK, http://blog.ziffdavis.com/seltzer
Mary Jo Foley, Microsoft Watch, http://www.microsoft-watch.com/
Mike Wendland, Detroit Free Press, NBC-TV News, http://mikesejournal.com/staticfiles/about.php
New York Times, http://nytimes.blogspace.com/
Peter Lewis, Fortune, http://www.fortune.com/fortune/ontech/
Sean Gallagher, eWEEK, http://blog.ziffdavis.com/gallagher
Seattle Post-Intelligencer, http://blog.seattlepi.nwsource.com/microsoft/
Smart Computing, http://www.smartcomputing.com/weblogarchive.asp?guid=F763ECE9EF6C4E818709BC175153AD34&startdate=8/8/2004&arc=1
Steve Gillmor, eWEEK, http://blog.ziffdavis.com/gillmor
Walt Mossberg, Wall Street Journal, http://ptech.wsj.com/archive.html
Wired, http://blog.wired.com/sterling/
Blogging Analysts

Amy Wohl, Wohl Associates, http://amywohl.weblogger.com/
Burton Group, http://www.burtongroup.com/weblogs/jamielewis/
Gartner, http://weblog.gartner.com/weblog/weblogIndex.php
Jupiter Research, http://weblogs.jupiterresearch.com/
META Group Article: META Group, “Social Computing: Getting Ahead of the Blog,” http://techupdate.zdnet.com/techupdate/stories/main/Social_Computing.html
PR Blogs

Micro Persuasion, http://steverubel.typepad.com/micropersuasion/
Corporate Engagement, http://trevorcook.typepad.com/weblog/
Corporate PR, http://ringblog.typepad.com/corporatepr/
Media Guerilla: A Look Inside Tech PR, http://mmanuel.typepad.com/media_guerrilla/
PR Machine, http://prmachine.blogspot.com/
PR Opinions, http://www.natterjackpr.com/
Strategic Public Relations, http://prblog.typepad.com/
Blogging in the Headlines

BtoB, “Creating Community,” http://www.btobonline.com/printwindow.cms?articleId=21796&pageType=article
Business 2.0, “Have Blog, Will Market,” http://www.business2.com/b2/web/articles/0,17863,703479,00.html
BusinessWeek, “Blogging With The Boss's Blessing,” http://www.businessweek.com/magazine/content/04_26/b3889107.htm
CIO, “Blogging for Fun and Profit,” http://www.cio.com.au/index.php/id;1920544343;fp;16;fpid;0)

CIO Insight, “Expert Voice: John Patrick on Weblogs,” http://www.cioinsight.com/print_article/0,3668,a=112811,00.asp
Fast Company, “It's a Blog World After All,” http://www.fastcompany.com/magazine/81/blog.html
IDG News, “Sun blogs show uncensored public face,” http://www.itworld.com/Tech/4535/040607sunblogs/
Internet News, “IT Heavies Lifting Dollars for Blogs,” http://www.internetnews.com/ec-news/article.php/3385741
LA Times, “No Disputing It: Blogs Are Major Players,” http://www.latimes.com/news/politics/2004/la-na-blog12sep12,1,5835034.story?coll=la-politics-pointers
Online Journalism Review, “Dear Bloggers: Media Discover Promotional Potential of Blogosphere,” http://ojr.org/ojr/business/1091660781.php
PR Tactics, “Turning Blogs into Useful Communications Tools,” http://ringblog.typepad.com/corporatepr/e_albrycht_blog_article_in_prsa_tactics.pdf
PR Week, “News Analysis: PR can't shun the blog revolution,” http://www.prweek.com/thisweek/index.cfm?ID=217373&site=1
PR Week, “PR bloggers push forth the medium,” http://www.prweek.com/news/news_story_free.cfm?ID=213395&site=3
Reuters, “Blogging and Business Moving Mainstream,” http://www.reuters.com/newsArticle.jhtml?type=internetNews&storyID=5802203
San Jose Mercury News, “Companies Turn to Blogs to Track Buzz,” http://www.mercurynews.com/mld/mercurynews/business/9607132.htm
The Economist, “Blogging goes to work,” http://www.economist.com/printedition/displayStory.cfm?Story_id=2477025
The Holmes Report, “It’s Time to Take Blogs Seriously—and Maybe to Develop One of Your Own,” http://steverubel.typepad.com/micropersuasion/2004/07/paul_holmes_pr_.html
WebProNews, “Blogging for PR,” http://www.webpronews.com/insiderreports/marketinginsider/wpn-50-20041012BloggingForPR.html
Wall Street Journal, “Blogs Help You Cope With Data Overload -- If You Manage Them,” http://ptech.wsj.com/archive/ptech-20040708.html
Blogging Policies

Sun Policy on Public Discourse

http://www.tbray.org/ongoing/When/200x/2004/05/02/Policy
Groove Networks Personal Website and Weblog Guidelines

http://www.ozzie.net/blog/2002/08/24.html
The Corporate Weblog Manifesto (Robert Scoble at Microsoft)

http://radio.weblogs.com/0001011/2003/02/26.html#a2357
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