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Behind the Scenes in the Blogosphere:
Advice From Established Bloggers

Blogs will make or break your business.  They have the power to disseminate information
and host global conversations on any topic.  Every publication from Business Week,
Forbes, and the Wall Street Journal to online white papers from Marqui
(www.marqui.com/blog) warns businesses that blogging is not an optional endeavor.
Those that donÕt will not survive.  With over 40 million conversations going on 24 hours
a day, the question becomes, how does a business enter and thrive in the blogosphere?

The answer to this question is that smart businesses will seek guidance from the experts.
The talented and generous bloggers in this study candidly offer thoughts and ideas on
how to succeed in the blogosphere, how to promote your blog and even what
characteristics they feel will make you a great blogger.  These innovators share their view
on how to get noticed in the online world.

The 74 bloggers included in this paper are some of the biggest and best in the business
(or the most successful independent blogs). The blogs in this study have been operating
an average of 2-3 years.   Seventy-three percent of these bloggers have been running their
weblogs for over a year, including 20% who have blogged for more than 3 years. Fifty
(68%) of the bloggers in this study have direct or indirect ties with a corporation or
business.   The independent blogs are some of the most established in the blog
community.  These are amazing statistics given that blogging began in 1998 and
corporate blogging is only a few years old.

Each of our 74 respondents listed key words that describe their blog.  We searched using
their keywords on Google to see which blogs appeared in the results.  Twenty-six of the
blogs in this study (36%) come up in the Google top ten using their key words search and
sixteen ranked 1st or 2nd.

This report is based on the most experienced, business savvy and respected bloggers who
are at the forefront of innovation in the blogosphere.  In this report, they talk about
everyday challenges of running a blog and how they deal with them.  Behind the Scenes
in the Blogosphere (www.umassd.edu/cmr) looks at the time it takes to run a blog,
feelings about a public policy for comments and how blogs tie into existing business
websites, products and promotions.  Take their advice on the best way to promote a blog
and hear about the next set of changes these blog leaders plan to make to stay competitive
in the blogosphere.

This report, like the blogospere itself, is based on conversation.  Through extensive
written comments, phone interviews and numerous online exchanges, rich data was
collected that provide statistics as well as a plethora of anecdotal information.  Those
researchers who are veterans of blogger studies know what I have now learned; bloggers
are generous, helpful, unselfish and friendly.  Discover what these experts have to say,
and move your business into the blogosphere.
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Two hundred and ninety-eight bloggers were contacted for this study using published
lists to locate business or corporate blogs.  Through the assistance of many of the early
participants who posted or linked to the survey, seventy-four bloggers provided
information for this report.  Many offered to be interviewed, and were.  Most provided
links to other articles or studies they felt would enhance this project.

In many ways the data in this study was blogger driven.  Respondents offered comments
on the wording of questions, suggestions for new questions and help in disseminating the
survey to be filled out.  The final version of the survey presented here is more personal
and revealing thanks to the bloggers who wanted the findings to be meaningful, useful
and unique in perspective.

This report contains chapters that incorporate the statistical findings, as well as quotes
from the bloggers  surveyed.  They provide a very real look at the human factor that is so
important in any blog.   Each chapter conveys the knowledge and experience of
successful bloggers with words of wisdom and caution.
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Chapter 1
 Blogosphere Truths

1.  Blogs Take Time and Commitment

Initially many of the bloggers in this study did not anticipate the time their blog
would take.  A good blog is one where posts are fresh and new posts are frequent.
Researching interesting new things to share with your audience takes time.   One blogger
noted, ÒThe worst blogs are those that are updated infrequently.Ó  He cautions others
with, ÒBe prepared to spend more time than you think.Ó

If your posts have to be vetted by legal or discussed with others in your
organization, there will be additional time demands on the blogger, and delays on
posting.  A business blogger in the study advised, ÒThe corporate communications team
needs to commit to rapid turnaround of items submitted for pre-posting.Ó

In this study, 49% of bloggers reported the time a blog takes as the major drawback to
running one.  Two-thirds of the bloggers report spending less than one hour a day on their
blog, while 31% spend 1-3 hours a day.  One blogger writes,  ÒLook on it as a learning
experience (you will get back as much as you give).  Once you start, donÕt stop.Ó
Another warns, ÒMake sure you have time and resources dedicated to supporting it.Ó

Some of the time commitment is due to bloggers spending more time posting.
Thirty-eight percent have increased the number of posts to their blog since they began.
Overall, bloggers feel that the time investment is worth it with 95% reporting their blogs
are successful.  Some measure success in links, some in income, some in self-satisfaction,
and some in the quality of human connections they have made.

2.  Blogs Must Be Part of A Plan

It is unlikely a successful business or a new venture would be lacking a business plan.  As
part of that plan, or in addition to it, most businesses and organizations developed
mission statements long ago.  Many have added customer service mission statements to
guide their customer service component. These plans and mission statements are created
to focus peoplesÕ efforts and capture the purpose of the organization and its relationship
to its customers.

One blog author was adamant about the need for a business plan for creating and running
a business blog.  ÒLike anything else in business, a blog requires a plan.  Without a plan,
the blog is going to fail within three months.  Period.Ó

Another adds, ÒCreate a business plan.  Since this is intended to make money, a full
business plan was created for it and we are still tweaking it a bit (you might say it is in
Beta right now).Ó

Bloggers decide on a focus for their site.  Surveyed bloggers say,
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ÒHave a purpose in mind and method for measuring success.  DonÕt do it just because
everyone else is.Ó

ÒDefine your audience and that will help in defining the voice and direction of your
blogÓ.

As a new communications tool, blogs are essential for communicating with your target
audience.   Blogging can help to mitigate problems as well.  One business blogger
offered:  ÒIn a company environment blogs can be used as a tactic to solve a number of
communications issues so donÕt blog just for the sake of having a blog.Ó

 Blogs can be internal, external or both.  They can be used in conjunction with websites,
or in some cases instead of them.  Blogs can be used to gather data, disseminate
information or both.  They can be official business blogs or can be affiliated or sponsored
by a business.  The purpose of the blog will determine who should post, how often, and
how the blog should be directed.

To maximize the potential of a blog, it must be viewed as part of the overall package
and voice of the organization.  If it is not part of an integrated strategy, it will lack focus
and a following.  The plan should also address policies on reader comments, directing
traffic to the blog from company websites, products and advertising.

In this study, 18% of blogs reported having a public policy regulating conversation on
their blog.  These policies range from the formal disclaimer and creative commons
license to the very informal directive on comment forms.  Policies are found on front
pages, FAQ section or in comment fields on blogs.

Fifty-eight percent of bloggers reported their company website directs visitors to their
blogs.  In all cases the link was on the company site home page.  Additionally, 39%
reported their company packaging, labeling or promotion directs people to the blog.

3.  A Blog is a Conversation

Author Robert Scoble (http://scobleizer.wordpress.com)  calls it Ònaked conversations.Ó
Early blogger Dave Winer (http://www.scripting.com) calls it Òcome-as-you-are
conversationsÓ.  Some marketers call blogs Ò2-way marketingÓ.  The point is the same in
all cases--- participation is essential in the blogosphere.  One respondent says, ÒDonÕt
start a blog unless you have people in your organization ready to post to it daily in an
open, friendly, and excited tone.  A blog is a conversation.  DonÕt open the line unless
youÕre ready to really talkÓ.

A blog is an invitation to debate, discuss and exchange.  It is what makes blogging
different than websites.   The responsive nature and human connection pull people in.
Consumers want to talk about products and services.  If they canÕt talk to the vendor or
the manufacturer, they will talk to others online.
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The plethora of articles being published on Web 2.0, speak to this new paradigm.  In the
first generation of online experiences, the web provided a vehicle for mostly one-way
communications.  Websites were static.  Many are not updated.  Email allows us to speak
to a certain designated person or group.  We now have the ability to go beyond this and
disseminate information in a more personal and timely way.

A survey respondent cautioned against blogging with a traditional mind-set: ÒDonÕt think
of a blog in terms of publishing metaphorsÑitÕs not a newsletter replacement.  Blogs are
a great communication tool.  But when you set one up to serve as a Òcorporate voiceÓ
itÕs as effective as spam.  Find human beings to blogÑdonÕt set up a blog and try to find
someone to manage it.  It will fail if you do.Ó

  It is important not to be afraid of giving up the mono-directed control that usually
characterizes an organization.   One respondent offers, ÒBlogs are conversation rather
than one-way speech.  Allowing that conversation actually strengthens your base.

Blogs, facilitated by increased access to the Internet, high-speed connections, RSS
feeds, a selection of easy to use blog software, and new blog search capabilities, now
allow businesses to speak to current and potential customers in real time.   Equally
important, consumers can talk back in real time.  Bloggers say, ÒItÕs a great way to get
closer to your users, customers and other critical stakeholders.Ó   ÒThere is no downside
to getting to know your customers on a more personal basis.Ó

ÒThe opportunities for businesses to test new ideas, discuss product lines, introduce
brands, or conduct online research are infinite.  The prerequisite for success however, is
that the business blog accepts the premise that the blog is a conversation, not a
monologue or an infomercial.Ó  This is what our seasoned business bloggers had to say
about the essence of a blog conversation: ÒThe Ô popularityÕ of your blog is directly
related to frequent posting, open and honest dialogues.Ó

4.  Transparency, Authenticity, and Focus are good.  Bland is Bad.

Consumers know when they are being talked at, played, or deceived.   Respondents
say, ÒBe authentic. If you canÕt, donÕt blog.Ó  Ò DonÕt focus on execs, the public wants to
hear from people they can relate to-the average worker.  Pick a Òshort fuseÓ topic to get
started, with a definite start and end date, before you start an indefinite blog.Ó

Consumers want corporate/business blogs to talk honestly and candidly about their
products, services, ideas, and plans.  Consumers want more than to be on the receiving
end of commercials.  Bloggers warn, ÒWrite it yourself, no PR guys on it.  Comment
broadly on your industry.  DonÕt just summarize your press announcements.Ó

People are looking to talk to someone in authority about their experiences, ideas,
and suggestions.  If they have something negative to say, they expect (on a blog) that
their comments will be heard.  A recurrent theme with the bloggers studied was honesty
and openness.  They advised,  ÒBe transparent and authentic.Ó ÒMake it genuine, make it
interesting, have guest authors talking about all aspects of your business.Ó    ÒMake it
real.  Have the right people talking about product innovation, not the PR people.Ó
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Keep in mind that conversations will happen outside your blog that relate to your
products or industry.  You need to be aware, current, and honest in dealing with those
conversations too.  One business blogger wrote,  ÒMonitor the blogosphere closely, both
for discussions about your brand, and for comments about your blog.  Respond with
comments to those outside blog posts.  The blogosphere respects participation, so
respond.Ó

Consumers who feel like a business blog is authentic, honest and interesting will
contribute to it and support its products.  These contributions, and the resultant
conversations, provide a rich new data source for companies as well as great new
relationships.  One experienced blogger summed it all up for a company thinking about
starting a blog: ÒBe honest and donÕt pander.  Readers can tell.Ó
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Chapter 2
Blog Growth and Development

A blog is constantly evolving, growing and developing.  Bloggers are looking for new
and better software, exciting and innovative information to post and for new links to
increase their presence on search engines.  The bloggers in this study are doing all this
and more.   Fifty-four percent of those surveyed are planning to make changes to how
their blogs function.

 Corporations encourage blogging.  Some corporations are encouraging employees to
start blogs.  Of those some are choosing to focus on products or product applications.
These product-oriented blogs are particularly successful in targeting niche markets that
may not warrant major corporate expenditure.  Other employees blog about R&D as well
as up coming product releases. Employees using a blog to discuss general happenings in
the industry are also contributing to the corporate presence.  The blogs give the
corporation a human face and allow multiple ways to communicate with the company.

As additional bloggers are added, the blog may need to adapt.  One blogger plans to do
that and says,  ÒAs we add bloggers, we will need to change the layout to accommodate
so it doesnÕt become cluttered.Ó

Blogs serve as barrier breakers.  Some companies are running (or considering) blogs in
other languages to reach markets where traditional marketing may be costly and difficult.
These are particularly good to ÒintroduceÓ products without the expense or risk of a full
campaign.

Blogs evolve.  Bloggers surveyed also plan to add more video, introduce new
media/mobile technology, add podcasting and expand the number of visitors to their sites.
Here are some of the responses that address these kinds of changes:

 ÒI am thinking of doing a podcast that I would append to the blog, probably covering
and expanding the same topics, but maybe doing some interviews.Ó

ÒGetting us listed on more blog engines, having our associates post comments to other
blogs and linking those posts to ours, incorporate images in our posts.Ó

ÒI may add more advertising and affiliate stuff-I am interested in how it works and this is
a good place to explore these areas.  I may replicate more of my posts to the corporate
site.  I may look for more discussion and responses.Ó

Most of the bloggers in this study spoke of redesigning their blog and changing their
software.  One offered, ÒIÕd like a better index-TypePad says they are planning to
introduce this soon.Ó Another said,  ÒI will be moving the blog from Blogger to its own
domain name in WordPress soon.  The charge will allow significantly increased
functionality over the free blogspot.com set up currently used.Ó
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For the bloggers in this study redesign includes the appearance as well as content
changes.  Bloggers indicated they were planning to, Òoffer a dynamic style sheet for users
to pick their favorite style layoutÓ or Òbecome more topical with events in our industry as
other process manufacturers, trade press, automation suppliers, join in the blog
conversation.Ó

Adding additional authors.   Many of the bloggers spoke about adding authors, more
information on authors, more channels and more frequent posts.  In this study, 38% have
increased posts on their blogs since they began them.

Blogging begets blogging.   When asked how to grow readership and promote a blog,
our respondents were very clear.   One blogger wrote, ÒThe best way to promote a blog is
by commenting on other peopleÕs blogs in the same niche and industry.Ó  Another
offered, ÒGrow your blog by being cited by other more popular blogs.Ó  The theme
continued with, ÒGet linked to by talking about issues of importance to bloggers with
high PageRank.Ó

Publicize yourself.  Many of the bloggers in this study suggested using a link in your
email to direct others to your blog.  They suggest talking about your blog in your emails
and encouraging people to visit.  Beyond that, send email blog posts to people who might
find them interesting.  One business blog author said they Òconstantly reinforce the blog
within the membership, mentioning it every chance we get, in every email we send out
and at every meeting we have.Ó

You need to connect.  Ultimately the growth of a blog will depend on the quality and
quantity of posts on it and on what one blogger calls Òblogger relationsÓ.   One blog
author attributes growth to, ÒConsistent quality postings coupled with relevant comments
adding to the conversation on other blogs over the long haul.Ó  Another says, ÒProvide
useful information, post regularly, be honest, and be user-oriented.Ó   In classic blogger
form, we get advice that is both humorous and probably true:  ÒBe brilliant, pick a fight.Ó
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Chapter 3
Nuts and Bolts of Business Blogging

There are all types of blogs.  They include political, business, religious, financial, health
oriented blogs and many more.  Each has hundreds of specific subdivisions.  In this study
there are, corporate blogs for internal and external use (38%), independent blogs (27%)
corporate sponsored blogs (15%), business affiliated/endorsed blogs (7%), business and
business development blogs (5%), internal corporate blogs (3%) and a ÒnetworkÓ blog.
Three blogs in this study did not fit any of the above classifications.  There are strategies
to learn from every blog.  One important strategy is defining your niche, or type.  That
allows you to formulate a tag or classification so that readers can find you quickly and
easily.

High visibility key words help potential readers find you.  All 74 of our respondents
provided their blog type and key words that would help visitors locate them through
popular search engines.  Twenty-six of those blogs came up in the top ten in a  Google
Search using the key words provided.  Further, 16 come up as 1st or 2nd in their key word
search.  Some even came up first using appropriate industry-related key words beyond
those that they had provided.

Do competitive searches.  Once you have decided on key words for your blog, a good
idea might be to do your own search to see who comes up.  It is a great way to define
your competition within a category, or industry.  In the end, your goal is to have
descriptive key words, many links and sufficient traffic to push your blog to the top of a
search engine list.

As indicated in Chapter 1, blogs take time.  Most (89%) of the bloggers in this study
receive 10 or fewer comments on an average day, and most reply in a timely fashion.
Those replies, updates to the blog, creating posts etc., take about an hour a day according
to two-thirds of our respondents.  Plan to set aside more than an hour a day initially to get
things started.  This time is more than worth the investment.

Choose responders carefully.  Attention must be paid to who actually responds to
readers when they comment.  Bloggers in this study report the company CEO or the blog
owner/author reply most (54%) of the time.  Nineteen percent of replies come from top
management or marketing directors.  Other options reported were a hired blog master
(11%), a rotating list of people (10%), or a company employee (3%).  The decision on a
responder will depend on the purpose of the blog, resources, legal considerations and the
nature of the posts on the blog.

To review or not to review?  Businesses need to consider the need for review of posts
by company officers, the public relations people, or legal department.   If there is a
review necessary, turnaround time becomes a factor.  Seven percent of bloggers surveyed
have a review process prior to posts.  They reported posts going through a marketing vice
president, a product manager, or a corporate communications team.  Some said the topic
would determine if a review was needed and by who.
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Think ahead about possible repercussions.  Another consideration for bloggers is the
possible consequences of what is said on their site.  While a full 43% said there was no
downside to running a blog, 49% noted the time a blog takes as a possible drawback, 4%
cited competitive disadvantages, and 3% said their blog had been involved in legal
problems.  If possible, businesses should strive to run an informative and interesting blog
without jeopardizing their strategic position in the market.

Consider a public policy.  Some blog authors have instituted public policies regulating
conversation on their blogs.  In this study, 18% of blogs have such a policy posted.  In
most cases, these policies are readily available on the site and address industry regulation,
disclaimers, or the right to correct factual errors.

All bloggers need a system for dealing with negative comments or criticism.  Eighty-
seven percent of respondents in this study adhered to fairly simple rules.  Here is a
sample of what they said:

ÒComments with obscenities and such are summarily deleted.Ó

ÒIf I donÕt think it adds value or it isnÕt relevant, I donÕt post it.  IÕm not a bulletin
board.Ó

Posts appear exactly as sent unless spam, racism, hate or overboard swearing.Ó

ÒWeÕve not yet faced negative comments, but IÕd like to use MicrosoftÕs Robert Scoble as
a model to publish it, and discuss it rapidly, openly and transparently.Ó

Most bloggers agree that there should be as little screening as possible.  Readers will
quickly see through sites that have been ÒcleanedÓ and authors that only post views
agreeing with their own.



University of Massachusetts Dartmouth Center for Marketing Research 14

Chapter 4
The Human FactorÉ

People are important.  The ultimate success of any blog depends on the person that
manages and posts.  Blogs are a human endeavor, a personal conversation, a sharing of
thoughts and ideas.  Readers form relationships with bloggers that are very real.
Communities are formed and friendships are made.  One of the blog authors tells us, ÒI
bump into strangers who know my dogÕs name.Ó  There is a real person that entertains,
provokes and responds.  In many ways, blogs are a place to go for all that is missing in
todayÕs off line world.

Blogs have not stolen the hearts and minds of consumers.  Consumers have gone
willingly in search of a more meaningful relationship.  Most business communication
is impersonal and one way.  Customers do not feel they are valued by organizations that
have built multiple walls between them and those they supposedly serve.  They cannot
get a human voice on the phone, an option that fits their problem, or a call back. Now,
with the Internet, customers can know more about any business than the business itself is
willing to tell.  Employees, x-employees, past customers and industry experts are no more
than a click away, and your customers are indeed clicking.

Businesses are no longer the soul source of product information or new product
development underway.   People are getting the information they need to make purchase
decisions from other people.  Remember, there are over 40 million blogs with a new one
springing up every second.  If only one tenth of one percent of those can impact your
market, you have 40,000 new voices talking to your customers as we speak.

It is the humanity of the blogoshpere that makes it an enormous threat to business
as usual.  The only way for businesses to survive this new consumer movement is to
understand what makes blogs successful.  We asked our prestigious group of bloggers to
tell us what characteristics make a good blogger.  Many offered lists of personal traits
including:

ÒDedicated, opinionated, inquisitiveÓ
ÒDisciplinedÓ
ÒIntelligent, diligent, and patientÓ
ÒPersonality, commitment, networking abilityÓ
ÒResponsible, honestÓ
ÒBeing true and real at all timesÓ
ÒPassion, engagement, sincerity, authenticity, to be coherent, to answer comments (even
the negative ones), to post regularly (even if only once per week)Ó

Others offered more extensive comments on what makes a blogger or blog successful:

ÒAbove average conversational or writing skills, creativity, persistence, complete honesty
and integrity (if you arenÕt honest youÕll be found out quickly); the ability to separate
yourself from your blog.  The worst bloggers are those that identify so thoroughly with
their blog that conversation and debate canÕt occur-they are just seen as personal
attacks.Ó
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ÒShort and concise postings, blogging is not about really long articles, powerful useful
tips of information, a good search feature, a tad bit of humor but also knowledgeable on
the subject matte.  Sharing of cutting edge info rather than old news.Ó

One well know business blogger wrote, ÒThe blogosphere has changed forever how
people share information and what their takes are on just about any topic under the sun.
The net result being the world which was getting flat is now even flatter and you are a
couple of clicks away from smart people with first hand knowledge and insight into all
kinds of ideas that you care about.Ó

In typical blogger form, some sent links to other blogs that have compiled lists of highly
effective bloggers, others sent things they have written or have seen on the subject.  This
is typical blog behaviorÉ people helping people.



University of Massachusetts Dartmouth Center for Marketing Research 16

Concluding Thoughts

The data presented in this study came from the most established and well-known
bloggers in their respective fields.  They have run their blogs for several years, some
more than six years.  In the world of the blogoshere that makes these contributors the
wise elders.  They responded to a simple inquiry that promised to pass on their advice to
businesses contemplating entering their world.  Seventy-four bloggers responded with
candid comments and quantitative data that are rich and clear.

Blogging takes time, commitment, and honesty.  In return connections are made that are
personal and strong.  Blogs are not a fad.  They are no longer even an option.  Those
businesses that choose to remain outside this online conversation, will be sidelined.
Eventually they will become extinct.

Consumers will move about the wired world in search of products and services that meet
their needs.  Every serious business needs to have a presence in this electronic global
marketplace.  But there is more.  Businesses need to listen to other conversations that
arehappening around them.  This includes responding to other blog posts and comments.

 The blogosphere itself is a provider of more and better research than off line businesses
are getting now.  A true competitive analysis takes place when one searches blogs to see
who your competitors are in the minds of your target market.  Blogs act as huge, ongoing
focus groups providing feedback and ideas.  Some of the most brilliant people in the
world are blogging.  Talk to them.  Let them help you become more successful.  Move
your business forward in a way that is new, exciting, a bit scary, and ultimately
necessary.
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Question 1:  Which of the following best describes your blog?

Which of the following best describes your blog?

2 2.7 2.7 2.7

28 37.8 37.8 40.5

11 14.9 14.9 55.4

20 27.0 27.0 82.4

3 4.1 4.1 86.5

1 1.4 1.4 87.8

4 5.4 5.4 93.2

5 6.8 6.8 100.0

74 100.0 100.0

Internal corporate  blog

Internal/external
corporate blog

Corporate sponsored
blog

An independent blog

Other

No response

Business/Business
Development Blog

Business
affiliated/endorsed

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

3%

38%

15%

27%

5% 7%
4%

1%

0%
5%

10%
15%
20%
25%
30%
35%
40%

P
er

ce
nt

Corporate blog for internal use

Corporate blog for internal and external use

Corporate sponsored blog

An independent blog

Business/Business development blog

Business affiliated/endorsed blog

Other
No response

Type of Blog

Which of the following best describes your blog?

Three percent of respondents describe their blog as a corporate blog for internal use only,
38% describe it as a corporate blog for internal and external use, 15% describe it as a
corporate sponsored blog, 27% describe it as an independent blog (not affiliated with a
corporation), 5% describe it as a business or business development blog, 7% describe it
as a business affiliated/endorsed blog, 4% describe it as something other than those
already mentioned!  and 1% had no response.

                                                  
!  Please refer to the next page for a listing of ÒotherÓ responses.
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Question 1:  Which of the following best describes your Blog?
(Other)

!  ÒMy blog is a personal, independent blog, but I happen to be a business
owner so of course content directly and indirectly related to my business
makes its way onto the blog.Ó

!  ÒNetwork BlogÓ

!  ÒPersonal blog detailing my experience as CEO of a startup-so it's related
to a corporation, but not really fits in the categories above.Ó
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Question 2:  What is the name of your blog?

1. Adrants

2. Ageless Marketing

3. Alacrablog

4. Alan Weinkantz

5. Aldo Coffee Co.

6. AListReview

7. Being Reasonable

8. Blog Business Summit

9. Blogads weblog

10. Blogsurvey

11. Brains on Fire Blog

12. Buyout Blog

13. Buzznovation

14. Capulet's Blog

15. Cheskin Perspectives

16. Colin's Corner

17. CREEations

18. Cudgeland

19. Customer Experience Crossroads

20. DimDump (for Digital Image Management Dump)

21. Don Loper

22. DoRealTime

23. eBeautyDaily

24. EDS' Next Big Thing

25. EmersonProcessXperts

26. Ephemera

27. eWomenGreaterSeattle

28. Feld Thoughts

29. Firms of Endearment

30. FTP Planet
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31. Gilbane Group Analyst Blog

32. Guided by History

33. Indexed Forever

34. Ipswitch Blog

35. iUpload InSights

36. JeffMatthewsIsNotMakingThisUp

37. Joe Wikert's Book Publisher and eContent Blog

38. Journal of a Cyberlawyer

39. KDPaine's meaurement blog

40. Kinaxis on Response Managament    (Internal Blog)

41. Kinaxis on Response Managament    (External Blog)

42. Library Technology in Texas

43. Logos Bible Software Blog

44. Ma Pa and the Corporate Clueless

45. Mark Logic CEO Blog

46. MarketingMonger

47. Marqui's World

48. Mercer on Value

49. Mohammed Admin Finance and Treasury Blog

50. Online News Squared

51. Online Resource Center for Email Marketers

52. Otter Group

53. Ovationblog

54. PatrickWeb

55. Peter de Haas' Weblog

56. Presidents Update

57. Prospect Research Blog

58. Raycox

59. RewardLicious

60. Rexblog

61. Roger's Blog

62. Scatterbox by Steven Silvers
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63. The Flack

64. The Ruckus Room

65. The Tinbasher

66. Tom Markiewicz

67. Tom Peters

68. Trends in the Living Networks

69. Va Journal

70. Versant Blog Center

71. Video360

72. VitalectBlogspot.com

73. VoIP & Gadgets Blog

74. YakimaWineBlog
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Question 3:  What category would your blog come under (key words)?

Key Word Frequency of Response

Marketing (11)

Technology (11)

Business (9)

Advertising (5)

Media (5)

Business blogging (3)

Collaboration (3)

Corporate blogging (3)

Corporate philanthropy (3)

File transfer (3)

Public Relations (3)

Small to medium business (3)

Blog consulting (2)

Blogger events (2)

Business blogging nexus (2)

Content management (2)

e-learning (2)

Email marketing (2)

Entrepreneurial blogging (2)

Entrepreneurship (2)

Innovation (2)

Publishing (2)

Rants (2)

Software (2)

Supply chain (2)

Web 2.0 (2)

1906 Earthquake (1)

Agency life (1)
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Key Word Frequency of Response

Aggregating innovative ideas (1)

A-list (1)

Applications (1)

Appraisal (1)

Beauty (1)

Bible software (1)

Blog (1)

Blogger relations (1)

Blogging (1)

Boomer markets (1)

Branding (1)

Business information (1)

Business insights (1)

CEO (1)

CEO blog (1)

Coffee espresso (1)

Company highlights/news (1)

Consultants (1)

Consulting (1)

Consumer electronics (1)

Corporate communications (1)

Corporate social responsibility (1)

Cosmetics (1)

Customer experience (1)

Customer Relationship Management (1)

Cyberlaw (1)

DBMS (1)

Design (1)

Design strategy (1)

Direct marketing (1)

Disaster preparedness (1)
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Key Word Frequency of Response

DSP (1)

eContent (1)

Enterprise search (1)

eWomenNetworks (1)

Famous blogs (1)

Finance (1)

Fear and loathing (1)

Foodservice (1)

Fund raising (1)

Future (1)

Futurist (1)

Gadgets (1)

Global business (1)

High tech PR (1)

Home networking/IPTV (1)

Incentives (1)

Industry pundit (1)

iUpload (1)

Knowledge visualization (1)

Law (1)

Leadership (1)

Learning 2.0 (1)

Lebanon panini cannoli (1)

Libraries (1)

Magazines (1)

Management (1)

Management consulting (1)

Market analyst (1)

Market research (1)

Marketing accountability (1)

Mature markets (1)
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Key Word Frequency of Response

Meaningful experience (1)

Media news online interactive (1)

Mergers and acquisitions (1)

Microsoft (1)

Multicultural (1)

Naming and identity (1)

Nashville (1)

Networking (1)

Non-profit (1)

One-to-one marketing (1)

Online marketing (1)

Organizational management (1)

Parties (1)

Passion (1)

Photography (1)

Pittsburgh Mt. (1)

Podcasting (1)

Political (1)

Popular bloggers (1)

Popular blogs (1)

PR Blog (1)

PR Marketing (1)

PR Measurement (1)

Practical life philosophy (1)

Process automation (1)

Process control (1)

Process manufacturing (1)

Product development (1)

Prospect research (1)

Reputation management (1)

Rewards (1)
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Key Word Frequency of Response

San Francisco (1)

Search Engine Optimization (1)

Security (1)

Semiconductor (1)

Senior markets (1)

Sheet metal manufacture (1)

Small business (1)

Small business server (1)

Social networks (1)

Stakeholder Relationship Management   (SRM) (1)

Stock photography (1)

Stocks (1)

Style (1)

Sustainable corporations (1)

Tax (1)

Technical (1)

Technology services (1)

Texas (1)

Treasury (1)

Utah (1)

Valuation (1)

Value (1)

Venture capital (1)

Video (1)

Virtual assistance (1)

Virtual assistant (1)

Visionary (1)

VoIP (1)

Washington (1)

Web development and design (1)

Weddings (1)
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Key Word Frequency of Response

Wells Fargo (1)

Wines (1)

Word of mouth (1)

XML (1)

Yakima Valley (1)

Total 221
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Question 4:  How long have you or your company had your blog?

How long have you or your company had your blog?

19 25.7 25.7 25.7

42 56.8 56.8 82.4

11 14.9 14.9 97.3

1 1.4 1.4 98.6

1 1.4 1.4 100.0

74 100.0 100.0

Less than 1 year

1-2 years

3-4 years

5-6 years

More than 6 years

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

26%

57%

15%

1% 1%

0%

10%

20%

30%

40%

50%

60%

P
er

ce
n

t

Less than 1 1-2 3-4 5-6 More than 6

Years

How long have you or your company had your blog?

Twenty-six of the respondents have had their blog for less than 1 year, 57% for 1-2 years,
15% for 3-4 years, 1% for 5-6 years and 1% for more than 6 years.
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Question 5:  Have your posts on your blog increased, decreased, or remained the same
since you began?

Have your posts on your blog increased, decreased, or remained the same since you

began?

28 37.8 37.8 37.8

12 16.2 16.2 54.1

31 41.9 41.9 95.9

3 4.1 4.1 100.0

74 100.0 100.0

Increased

Decreased

Remained the same

No response

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

38%

16%

42%

4%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

P
er

ce
n

t

Increased Decreased Remained the
same

No response

Posts

Have posts on your blog increased, decreased or remained the same 

since you began?

Thirty-eight percent of respondentsÕ posts on their blog have increased since they began,
16% have decreased, 42% have remained the same and 4% had no response.
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Question 6:  How many comments do you get on an average day?

How many comments do you get on an average day?

66 89.2 89.2 89.2

1 1.4 1.4 90.5

2 2.7 2.7 93.2

4 5.4 5.4 98.6

1 1.4 1.4 100.0

74 100.0 100.0

10 or less

11-25

26-50

Other

No response

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

89%

1% 3% 5% 1%

0%
10%
20%

30%
40%
50%
60%
70%

80%
90%

P
er

ce
nt

10 or less 11-25 26-50 Other No response

Comments

How many comments do you get on an average day?

Eighty-nine percent of respondents receive 10 or less comments on an average day,
1% receive 11-25 comments, 3% receive 26-50 comments, 5% said something other than
those already mentioned!  and 1% had no response.

                                                  
!  Respondents who said ÒotherÓ did not specify how many comments they get on an average day.
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Question 7:  How often do you reply to comments on your blog?

How often do you reply to comments on your blog?

6 8.1 8.1 8.1

20 27.0 27.0 35.1

9 12.2 12.2 47.3

11 14.9 14.9 62.2

4 5.4 5.4 67.6

12 16.2 16.2 83.8

12 16.2 16.2 100.0

74 100.0 100.0

Several times a day

Daily

Several times a week

Weekly

N/A

As they arrive

Infrequently

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

16%

8%

27%

12%

15% 16%

5%

0%

5%

10%

15%

20%

25%

30%

P
er

ce
nt

As they
arrive

Several
times a day

Daily Several
times a
week

Weekly Infrequently Not
Applicable

Reply to Comments

How often do you reply to comments on your blog?

Sixteen percent of the respondents said they reply to comments are they arrive, 8%
respond several times a day,  27% respond daily, 12% respond several times a week,
15% respond weekly, 16% respond infrequently and 5% said it does not apply to them.
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Question 8:  How much time does the blog require from you in the average day?

How much time does the blog require from you in the average day?

48 64.9 64.9 64.9

23 31.1 31.1 95.9

3 4.1 4.1 100.0

74 100.0 100.0

Less than an hour a day

1-3 hours a day

4-7 hours a day

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

65%

31%

4%

0%

10%

20%

30%

40%

50%

60%

70%

P
er

ce
nt

Less than an hour 1-3 4-7

Hours per Day

How much time does the blog require from you in the average 
day?

Sixty-five percent of respondents spend less than an hour a day maintaining their blog,
31% spend 1-3 hours per day and 4% spend 4-7 hours per day.



Question 9:  What originally motivated you or your company to start a blog?

What originally motivated you or your company to start a blog?

23 31.1 31.1 31.1

20 27.0 27.0 58.1

12 16.2 16.2 74.3

12 16.2 16.2 90.5

6 8.1 8.1 98.6

1 1.4 1.4 100.0

74 100.0 100.0

Marketing/Promotion

PR/Communicate
with customers

Publish

Curiosity/Fun/Social

Thought generation

No response

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

31%

27%

16% 16%

8%

1%

0%

5%

10%

15%

20%

25%

30%

35%

P
er

ce
nt

Marketing/Promotion

PR/Communicate with customers

Publish
Curiosity/Fun/Social

Thought generation

No Response

Motivator

What originally motivated you or your company to start a blog?

Thirty-one percent of respondents were motivated to start a blog for
        marketing/promotional use, 27% for public relations/communicate with customers,
        16% for publish, 16% for curiosity/fun/social reasons, 8% for thought generation
        and 1% had no response.
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Question 10:  Who actually responds to those that post on your blog?

Who actually responds to those that post on your blog?

14 18.9 18.9 18.9

7 9.5 9.5 28.4

8 10.8 10.8 39.2

40 54.1 54.1 93.2

3 4.1 4.1 97.3

2 2.7 2.7 100.0

74 100.0 100.0

Top
management/Marketing
Director

Rotating list of people

Blog Master

Principal/CEO

N/A

Employee/Poster

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

54%

19%

11% 10%
4% 3%

0%

10%

20%

30%

40%

50%

60%

P
er

ce
nt

Principal/CEO

Top Management/Marketing Director

Blog Master
Rotating list of people

Not Applicable

Employee/Poster

Respond to Posts

Who actually responds to those that post on your blog?

Fifty-four percent of respondents said the principal/CEO responds to posts on the blog,
19% said top management of the company, 11% said a Blog Master, 10% said a rotating
list of people, 4% said it does not apply and 3% said an employee/poster.
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Question 11:  Is there a requirement that your responses be reviewed by others prior to
posting?

Is there a requirement that your responses be reviewed by others prior to
posting?

5 6.8 6.8 6.8

66 89.2 89.2 95.9

3 4.1 4.1 100.0

74 100.0 100.0

Yes

No

No response

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

7%

89%

4%

0%

10%

20%

30%

40%

50%
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70%

80%

90%

P
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t

Yes No No response

Review Prior to Posting

Is there a requirement that your responses be reviewed by 

others prior to posting?

      Seven percent of respondents said there is a requirement that their responses be
      reviewed by others prior to posting.

If yes, by what level, or department:  

!  Sales/Marketing VP
!  Occasionally if it is product specific, the product manager has to review
!  Each of my primary postings undergoes two levels of review the proposed

posting.  Secondly, the technically approved posting is reviewed by our tax
practice's corporate communications team.
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73%

53%

41% 38%

35%

18%

14% 14% 12%

3%
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Express your opinions

Encourage debate

Build upon existing information

Collect opinions from others

To gather information

Collect information to further product innovation

To replace/supplement activities

Influence social or public policy

Business Development

Other

Purpose of Blog

What is the primary purpose of your blog?

     Other Responses

!  ÒThe primary purpose of my blog is to serve as a platform and proxy for me so that I can do all of the
above-or none of the above.  Each post has a different purpose.Ó
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Question 13:  How successful has your blog been in accomplishing your primary
purpose?

How successful has your blog been in accomplishing your primary purpose?

34 45.9 45.9 45.9

36 48.6 48.6 94.6

1 1.4 1.4 95.9

3 4.1 4.1 100.0

74 100.0 100.0

Very successful

Somewhat successful

Somewhat unsuccessful

Very unsuccessful

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

46% 49%
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0%
5%

10%
15%
20%
25%
30%
35%
40%
45%
50%

P
er

ce
nt

    Very    
successful

Somewhat
successful
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Very
unsuccessful

Accomplishing Primary Purpose

How successful has your blog been in accomplishing your 
primary purpose?

    Ninety-five percent of respondents have been successful in accomplishing their
    primary purpose of their blog.

If not successful, what went wrong?

The topic at hand doesn't have a lot of blogs that relate to it that you can comment and
link to - and we need to do more in this area.
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Question 14:  Is there a downside to having your blog?
(Check all that apply)

49%

4% 3% 0%

8%

43%
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of time

Is a
competitive
disadvantage

Has caused
legal

problems

Has caused
PR problems

Other       No      
downsides

Downside 

Is there a downside to having your blog?

Forty-nine percent of the respondents find the amount of time it takes to maintain their
blog is a downside, 4% said it is a competitive disadvantage given its transparency, 3%
said it has caused legal problems, no one said it has caused public relations problems, 8%
said something other than those already mentioned!  and 43% said there is no downside to
having a blog.

                                                  
!  Please refer to the next page for a listing of Òother response.Ó
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Question 14:  Is there a downside to having your blog?
(Other)

!  ÒHigh expectationsÓ

!  ÒI bump into strangers who know my dog's name.Ó

!  ÒIn the newspaper business they have this expression for reporters who tell their
bosses that they want their own columnÉ.that columns are like nymphomaniacs.
Everybody says they want one, then when you get one you don't know what to do
with it.  Blogs are like that...the downside is keeping it up.  But the upside is
forcing yourself to keep it up, especially if you're trying to write a relevant
perspective blog, verus just aggregate stuff from all over the web as so many
people do..nobody has anything interesting enougt to say in my business to post
several times a day...that's just being a parrot, not a pundit.Ó

!  ÒOur first blog is "safe" in that it's akin to a public service announcement.  We're
not yet blogging about our core business (Finance).  Once we do, I expect
challenges around lega, banking regulations/compliance, and perhaps PR.
Shifting from a central voice from your company (PR) to employee bloggers is a
very significant mind shift.Ó

!  ÒPerception from some associates internally that it is not the best use of our time.Ó

!  ÒStaying provocative and stickyÓ
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Question 15:  Do you have any public policy regulating conversation on your blog?

Do you have any public policy regulating conversation on your blog?

13 17.6 17.6 17.6

58 78.4 78.4 95.9

2 2.7 2.7 98.6

1 1.4 1.4 100.0

74 100.0 100.0

Yes

No

Not applicable

No response

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

18%

78%

3% 1%
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Public Policy

Do you have any public policy regulating conversation on your 
blog?

Eighteen percent of respondents have public policy regulating conversation on their blog.
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Question 15:  Do you haven any public policy regulating conversation on your blog?
(If yes, where could we find that policy?)

!  Above the comments field

!  Front page

!  http://blog.wellsfargo.com/guidedbyhistory/about.html

!  http://tompeters.com/faq.php#commentFAQ

!  In my FAQ.  I reserve the right to zap comments and will correct factual errors

!  Not sure what you mean....I have a disclaimer and a creative commons license on
my site

!  On every comment form at ephemera.org the policy is "don't be poopy"
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Question 16:  Does your company web site home page direct visitors to your blog?

Does your company web site home page direct visitors to your blog?

43 58.1 58.1 58.1

17 23.0 23.0 81.1

11 14.9 14.9 95.9

3 4.1 4.1 100.0

74 100.0 100.0

Yes

No

Not applicable

No response

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

58%

23%
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Direct Visitors to Blog

Does your company web site home page direct visitors to your 
blog?

Fifty-eight percent of respondents company web site direct visitors to their blog.
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Question 17:  Does your packaging, labeling or promotion direct people to your blog?

Does your packaging, labeling or promotion direct people to your blog?

29 39.2 39.2 39.2

24 32.4 32.4 71.6

18 24.3 24.3 95.9

3 4.1 4.1 100.0

74 100.0 100.0

Yes

No

Not applicable

No response

Total

Valid
Frequency Percent Valid Percent

Cumulative
Percent

39%

32%

24%
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Direct People to Blog

Does your packaging, labeling or promotion direct people to your 
blog?

Thirty-nine percent of respondents packaging, labeling or promotion direct people to their
blog.
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Question 18:  Can you share your practice for dealing with negative comments and
criticism on your blog?

Can you share your practice for dealing with negative comments and criticism on your
blog?

26 35.1 35.1 35.1

18 24.3 24.3 59.5

20 27.0 27.0 86.5

6 8.1 8.1 94.6

4 5.4 5.4 100.0

74 100.0 100.0

Posts appear exactly
as they are sent in

We post as long as
they don't violate our
blog policy

We review on a case
by case basis

Other

No response

Total
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Percent
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Deal with Negative Comments

Can you share your practice for dealing with negative comments and 

criticism on your blog?

Thirty-five percent of respondents post comments as they are sent, 24% post as long as
they donÕt violate their blog policy, 27% review on a case by case basis, 8% said
something other than those already mentioned!  and 5% had no response.

                                                  
!  Please refer to the next page for a listing of ÒotherÓ responses.
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Question 18:  Can you share your practice for dealing with negative comments and
criticism on your blog?

(Other)

!  ÒComments with obscenities and such are summarily deletedÓ

!  ÔDon't respondÓ

!  ÒI rarely post any comment that identifies a constituent.  I do sometimes post their
comments to me, but not with any identification.Ó

!  ÒIf I don't think it adds value or it isn't relevant, I don't post it.  I'm not a bulletin
board.Ó

!  ÒPosts appear exactly as sent unless spam, racism, hate or overboard swearing.Ó

!  ÒWe've not yet faced negative comments, but I'd like to use Microsoft's Robert
Scoble as a model to publish it, and discuss it rapidly, openly and transparently.Ó
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Question 19:  What is your best advice for someone/a company thinking about starting a
blog?

!  ÒBe authentic, if you can't don't blog.  Don't focus on execs, the public wants to
hear from people they can relate to- the average worker.  Pick a "short fuse" topic
to get started, with a definite start and end date, before you start an indefinite
blog.  Monitor the blogosphere closely, both for discussions about your brand,
and for comments about your blog.  Respond with comments to those outside blog
posts.  The blogosphere respects participation, so respond.Ó

!  ÒBe honest and don't pander.  Readers can tell.Ó

!  ÒBe prepared to spend more time than you think. Look on it as a learning
experience (you'll get as much back as you give).  Once you start, don't stop.Ó

!  ÒBe sure you have the time to do a good job; like to write; set your mission/goal
before you start.Ó

!  ÒBe transparent and authenticÓ

!  ÒBe very specific about your focus and post at least three times a week.Ó

!  ÒChoose something that is your favorite hobby. Blogging cannot be a chore or
you will fail.Ó

!  ÒConsider if you truly have enough time to dedicate to maintaining a blog, the
worst blogs are those that are updated infrequently.Ó

!  ÒCreate a business plan.  Since this is intended to make money, a full business
plan was created for it and we are still tweaking it a bit (you might say it is in
Beta right now).Ó

!  ÒDedicate a leader for the initiative to educate and inspire participation as well as
keep the content fresh and relevant.Ó

!  ÒDevelop a point of view that's relevant.  Ensure that you have a team that is
motivated to share their insights and have an ongoing process to encourage
participation.  Make it authentic.Ó
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participation.  Make it authentic.Ó

!  ÒDevelop a voice and post regularlyÓ

!  ÒDo it!Ó

!  ÒDo it!  It's a great way to get closer to your users, customers and other critical
stakeholders.Ó

!  ÒDo it, once everyone in the company knows the positives and negatives of the
public forum, and knows how to safely and smartly engage in the blogosphere.Ó

!  ÒDo it-there is no downside to getting to know your customers on a more personal
basis.Ó

!  ÒDon't forget direct marketing to drive traffic and remind people to come back to
visit.  Internal mailing list works for example.Ó

!  ÒDon't give in to the fear.  It's a great step to giving you a voice and connecting
with kindred spirits.  Also, pick a topic and stick to it.  Don't be schizophrenic.
Post often and link to other blogs.  Find your own blogging community.Ó

!  ÒDon't let the fear get the best of you.  Get in there and start blogging.  If you run
into criticism about how you're doing it, acknowledge it, take it into account,
make changes, learn, and grow.Ó

!  ÒDon't start a blog unless you have people in your organization ready to post to it
daily in an open, friendly, and excited tone.  A blog is a conversation.  Don't open
the line unless you're ready to really talk.Ó

!  ÒDon't start unless you can be transparent and passionate about your subject-and
can afford the time to post and network with other bloggers regularly.Ó

!  ÒDon't think of a blog in terms of publishing metaphors--it's not a newsletter
replacement.  Blogs are more like email or telephone.  Great personal
communication tool.  But when you set one up to serve as a "corporate voice" it's
as effective as spam.  Find human beings to blog--don't set up a blog and try to
find someone to manage it.  It will suck if you do.Ó
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!  ÒDon't underestimate the amount of work involved, only do it if you have
something to say.Ó

!  ÒEnjoy yourselfÓ

!  ÒExecutive should plan on spending at least 2 or 3 hours per week to maintain.
Build this into your schedule in advance.  Have rotating "guest bloggers" to keep
the content fresh and prevent the entire burden from falling on one's person's
shoulders.Ó

!  ÒGet a thick skinÓ

!  ÒHave a purpose in mind and a method for measuring success.  Don't do it just
because everyone else is.  In my case, my blog helps my company make more
money, and I have a variety of ways for tracking what money comes from the
blog.Ó

!  ÒHave people contribute to ideas and find a "community" of blogs to relate to it to
build links.Ó

!  ÒHave something to say that people want to hear, or be satisfied that you're going
through all this as some kind of self-imposed therapy.  And don't write anything
you wouldn't say to somebody personally, at least not if you use your name.  And
remember that the Internet makes insipidness and banality looks 20 times as much
as it really is.  And check your facts.  Know what you don't know if you want to
be taken seriously.  And consider taking up a real hobby, or maybe volunteer at a
shelter instead where your time actually helps people.  And don't waste your time
creating another collection of other people's blogs or news clips or video clips
from Comedy Central. Come on.  There's 36 million people doing the same thing
and you're just showing off your information collection.  Go out and get some
air.Ó

!  http://www.appraisers.org/news/PDF/Summer%2005%20web.pdf See article
beginning on page 29, "To blog or Not to Blog"

!  http://www.cioinsight.com/article2/0,3959,1395411,00.asp

!  ÒIn a company environment blogs can be used as a tactic to solve a number of
communication issues so don't blog just for the sake of having a blog.  For
example, my public-facing blog is just a small piece of our blogging strategy-
blogs are just how we author content (all staff, partners and even customers get to
use our blogs) and we present that content in different ways.  Sometimes it's
displayed in my blog, sometime it's displayed in a group blog view, sometimes it's
just displayed as content on our website, and sometimes it's displayed for certain
customers only on our company's extranet.Ó
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blogs are just how we author content (all staff, partners and even customers get to
use our blogs) and we present that content in different ways.  Sometimes it's
displayed in my blog, sometime it's displayed in a group blog view, sometimes it's
just displayed as content on our website, and sometimes it's displayed for certain
customers only on our company's extranet.Ó

!  ÒIt is a lot easier than you may think.  Keep it fun for your people to participate in.
Track click-through.  Don't be disappointed if comments are few and far between.
Keep posts short.  Constant search from more meaningful topics.  Repurpose good
posts into topics for new business e-mails.  Continually try new and different
approaches.Ó

!  ÒIt takes time to do wellÓ

!  ÒJust do it and figure it out as you go.  Make sure you stick to your knitting and
commit to doing it.Ó

!  ÒJust start.  Read other blogs.  Express yourself.  Join the conversation.Ó

!  ÒKeep it realÓ

!  ÒKeep posts under 3 minutes of reading time (500-600 words); use graphics from
time to time to increase visual appeal; don't self-promote.Ó

!  ÒLike anything else in business, a blog requires a plan.  Blogs that are not tied to a
corporate entity absolutely require a business plan, even if in miniature.  Without
a plan, the blog is going to fail within three months.  Period.Ó

!  ÒLike anything else in business, a blog requires a plan.  Define your audience and
that will help in defining the voice of your blog.  Blogs should include
personality, including a little personal information.  Blogs are conversation rather
than a one-way speech.  Allowing that conversation actually strengthens your fan
base.Ó

!  ÒMake a plan.  Even for a blog like this, with no advertising and servicing a finite
group, a plan is necessary to keep all of the authors on track.Ó

!  ÒMake it genuine, make it interesting, or don't make it just for the sake of saying
you blog.Ó
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!  ÒMake sure the author has impeccable spelling, grammar, and can write concisely.
When we have guest authors, I usually have to spend a lot of time editing posts to
their essence.Ó

!  ÒMake sure you have time and resources dedicated to supporting it.Ó

!  ÒMonitor the web and conduct outreach, develop a plan.Ó

!  ÒNeed to post often but you need to be able to say something meaningful every
time you post.  That's the challenge.Ó

!  ÒOnly do it if you are clear on what you're doing it.Ó

!  ÒProvide information that adds value and compels visitors to return.  Entertain as
well as inform.  People are people and like a variety of information-information
that will help them do their job and information that will entertain them.Ó

!  ÒProvide useful information, post regularly, be honest, be user-oriented.Ó

!  ÒRead and research first.  Listen to the online conversation.Ó

!  ÒRemember it is public, but be your business self -don't use canned PR!Ó

!  ÒRotate authorship among a small group, publish on schedule, and develop a
consistent voice for the blog, which should be informal and personal, but not
casual, write short articles, not long ones.  permit email subscription, choose
people who like to write, and write frequently as part of their work.Ó

!  ÒStick with it, post frequently, regularly read other like-minded blogs.Ó

!  ÒStop thinking about it and do it.  The only way to really learn is to get started and
make the mistakes along the way.Ó

!  ÒThink before you start.  Many people start a blog and don't follow through.  The
"popularity" of your blog is directly related to frequent posting, open and honest
dialogues.Ó
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!  ÒThink carefully as it requires a lot of time.  Ideally you would have started over a
year ago.Ó

!  ÒThink very carefully and read/participate on other blogs to get a feel for them.
Maybe write your blog privately prior to it going live.Ó

!  ÒUnderstand the time commitmentÓ

!  ÒUnderstand who your reader is and what you hope to accomplish with the blog.Ó

!  ÒUpdate regularlyÓ

!  ÒWrite it yourself, no PR guys on it.  Prepare to invest a lot of time.  Comment
broadly on your industry.  Don't just summarize your press announcements.Ó

!  ÒYou need to have a clear objective and a sense of who your audience will be.
You must be able to write quickly, but clearly.  You need to be interesting and
sometimes, controversial (bland is not good blog).  You can't rely on feedback
(either positive or negative) as you reward, or expect to make money or become
famous.  It is a personal pursuit that has its own rewards, from the sense of
accomplishing your objectives and creating something interesting.Ó

!  ÒYou need to have a very committed writer and well defined subject matter
boundary for the blog.  The corporate communications team also need to commit
to rapid turnaround of items submitted for pre-posting approval.Ó
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Question 20:  Do you have plans to make changes in how your blog functions?

Do you have plans to make changes in how your blog functions?
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29 39.2 39.2 93.2
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Make Changes

Do you have plans to make changes in how your blog functions?

Fifty-four percent of respondents have plans to make changes in how their blog
functions.!

                                                  
!  Please refer to the next page for a listing of what changes respondents would like to make to their blog.
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Question 20:  What changes do you plan to make?

!  ÒAdd video, podcasting and integrate mobile.Ó

!  ÒAs and when new web 2.0 applications come along that I think readers can
benefit from and when I feel it's time to change something such as the template.
Gotta keep it fresh y'know.Ó

!  ÒAs we add bloggers, we will need to change the layout to accommodate so it
doesn't become cluttered.Ó

!  ÒBetter organization of content.  My newer blogs are more subject specific like
my blog on MS CRM.Ó

!  ÒCan't disclose at this time.Ó

!  ÒDesignÓ

!  ÒDo a redesign to freshen up the look.Ó

!  ÒEncourage more posting, and probably include more guest bloggers.Ó

!  ÒFrom Blogger to WordPressÓ

!  ÒGet more EDS' Fellows involved and posting.Ó

!  ÒGetting us listed on more blog engines, having our associates post comments to
other blogs and linking those posts to ours, incorporate images in our posts,
incorporate tags.Ó

!  ÒI am thinking of doing a podcast that I would append to the blog, probably
covering and expanding the same topics, but maybe doing some interviews.Ó

!  ÒI have lots of ideas, but nothing firmed up yet.  I will probably create a tie-in
web site to promote my speaking and workshop gigs, but I'm so business with my
practice and girls at home that I have not time yet.  I'm also working on a book
based on the collection of blog posts to use in my speaking and workshop events.Ó

!  ÒI plan to change the software I use so that I can incorporate categories more
easily.Ó

!  ÒI plan to have some additional community-relation features that are not being
used.  Those are going away.  I also plan to return Google Ads to the advertising.
Finally, I am thinking of adding additional authors.Ó



University of Massachusetts Dartmouth Center for Marketing Research 54

!  ÒI plan to refine categories, add static material and categories, consider other ways
of increasing value to readers.Ó

!  ÒI want it to become more topical with events in our industry as other process
manufacturers, trade press, automation suppliers, join in the blog conversation.
The number of voices is small right now, so a lot of original content is required.Ó

!  ÒI will be moving the blog from Blogger to its own domain name in WordPress
soon.  The charge will allow significantly increased functionality over the free
blogspot.com set up currently used.Ó

!  ÒI'd like a better index-Typepad says they are planning to introduce this soon.Ó

!  ÒI'm not making changes to my blog, however, I am starting several other blogs as
a result of my experiences with my first one.Ó

!  ÒI'm thinking about prettying things up a bit.  It has been a year or more since I
did a redesign.  I may add more advertising and affiliate stuff-I am interested in
how it works and this is a good place to explore these areas.  I may replicate more
of my posts to the corporate site.  I may look for more discussion and responses.Ó

!  ÒMight offer dynamic stylesheet for users to pick their favorite style layout.Ó

!  ÒMore emphasis on reaching out to other blogs to comment and link.Ó

!  ÒMore information on our authors, additional authors, new channels, more
frequent posts.Ó

!  ÒNetworking with other bloggers-leaving comments/trackbacks on their blogs,
also utilizing local and topical blog aggregators.Ó

!  ÒNo major ones, although we are struggling with how to merge it and our email
newsletters to streamline client communications.Ó

!  ÒPerhaps add some collaboration functionality-event calendar, classified ads.Ó

!  ÒPosting more frequently (1 per week on average).  Would also like to have
more.Ó

!  ÒPromotion of blog (increase)Ó

!  ÒRSS Feed!  Put a link in your email signature.Ó
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!  ÒThe platform, from Moveable Type to Typepad (for ease of use) Also, I'm
changing the orientation, from business owners and their advisers, to a more
direct focus on advisers.Ó

!  ÒThe UIÓ

!  ÒThe way in which people are able to subscribe via e-mail.  Current provider is
unreliable, and many customers don't understand RSS feeds yet.Ó

!  ÒWe are increasing promotion of it and driving more of our communication to it,
to make it more of a dialogue with customers.  We also need to do a better job of
linking to other blogs.Ó

!  ÒWe may go to a better layout eventually.Ó

!  ÒWe plan to add additional blogs to the three we already produce.Ó

!  ÒWe'll eventually upgrade Movable Type to ensure less spam.Ó

!  ÒWord of mouthÓ
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Question 21:  What is the best way to promote a blog?

!  ÒBe brilliant, pick a fight, make comments on other blogsÓ

!  ÒBeing cited by other, more popular blogsÓ

!  ÒBy blogging, by commenting on other peoples blogs in the same niche and
industryÓ

!  ÒComments on other blogs, introductions to the local wineries, perhaps some
advertisingÓ

!  ÒConduct blogger relationsÓ

!  ÒConsistent quality postings coupled with relevant comments adding to the
conversation on other blogs over the long haul.Ó

!  ÒDepends on what kind of blog it is.  If a corporate blog, corporate related
promotion is best, if a personal blog, then promoting yourself online is best.Ó

!  ÒFor this blog, constant reinforcement within the membership.  Mentioning it
every chance we get, in every email we send out and at every meeting we have.Ó

!  ÒGet linked to by talking about issues of importance to bloggers with high
PageRank.Ó

!  ÒHaving great content, engaging in current conversations with leading bloggers.Ó

!  ÒHaving our associates post comments to other blogs and linking those posts to
ours.Ó

!  ÒIn addition to my mainstay of in-Context comments on other blogs, trackback
posting and emailing blog posts to people who might find your post interesting, I
also promote this blog through Virtual Assistant professional organizations.Ó

!  ÒIn context comments on other blogs, trackback posting and emailing blog posts
to people who might find your post interesting.Ó

!  ÒLinking to other bloggers and getting links back.  The only way to do that is
have high quality posts and then Search Engine Optimize them.Ó

!  ÒPosting frequency, pictures, and linksÓ

!  ÒProvide useful information, post regularly, be honest, be user-orientedÓ
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!  ÒTalk to Griff Wigley, Wigley AssociatesÉÉ.he is a genius about blogsÓ

!  ÒTalk about it, link in your emailÓ

!  ÒTechnorati, search engines and posting comments on blogs and sites that are in
the same interest as yoursÓ

!  ÒWriting many quality postsÓ
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Question 22:  What characteristic make a good blogger?

!  ÒAbove average conversational or writing skills, creativity, persistence, complete honesty and
integrity (if you aren't honest you'll be found out quickly); the ability to separate yourself from
your blog.  The worst bloggers are those that identify so thoroughly with their blog that
conversation and debate can't occur-they are just seen as personal attacks.Ó

!  ÒBeing true and real at all timesÓ

!  ÒCheck out this post at ProBlogger.net for the definitive listing of highly effective blogger habits
http://www/problogger.net/archives/2006/05/27/habits-of-hightly-effective-bloggers-final-
submissions/.Ó

!  ÒDedicated, opinionated, inquisitiveÓ

!  ÒDiscipline.  Good writingÓ

!  ÒGood writer, succinct writer, intelligent writer, uses images, writes about something new not
rehashing what's already out there, someone who post regularly.Ó

!  ÒHaving something to say.  Being concise.Ó

!  ÒHonest, passionate, interesting, and enigmaticÓ

!  ÒIntelligence, diligence, and patienceÓ

!  ÒLike to write, cares about what they write about doesnÕt allow unprofessional writing or
comments and can cite information used.Ó

!  ÒOriginal thinking, writes well, keeps current

!  ÒPeople who follow throughÓ

!  ÒPersonality, commitment, networking abilityÓ

!  ÒPosting often and having something meaningful to sayÓ

!  ÒRemaining consistent with the blogÕs theme and being bale to post at least weekly if not more
often.Ó

!  ÒResponsible, dedicated, honest, committed, good time management.  Mostly committed to
putting in a lot of time before your blog "goes anywhere."
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!  ÒShort and concise postings, blogging is not about really long articles, powerful
useful tips of information, a good search feature, a tad bit of humor but also
knowledgeable on the subject matter.  Sharing of cutting edge info rather than old
news.Ó

!  ÒThis blog is unique because I have seven members who are blogging.  Half are
extroverts, half are introverts.  I'm actually guessing the introverts will stick with
it longer, but it will be interesting to see which do.  The threshold is the three
month mark-that is when blogging becomes hard.  It is the equivalent of the 7
year itch, in marriage, surmountable, but difficult while going thought it.Ó
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