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Behind the Scenes in the Blogosphere:
Advice From Established Bloggers

Blogswill makeor breakyour business.Theyhavethe powerto disseminatenformation

and hostglobal conversation®n any topic. Every publicationfrom BusinessWeek,
Forbes, and the Wall Street Journal to online white papers from Marqui
(www.marqui.com/blo)) warns businesseshat blogging is not an optional endeavor.
ThosethatdonOwill notsurvive. With over40 million conversationgoingon 24 hours

a day, the question becomes, how does a business enter and thrive in the blogosphere?

The answerto this questionis thatsmartbusinessewill seekguidancefrom the experts.
The talentedand generoushloggersin this study candidly offer thoughtsandideason
how to succeedin the blogospherehow to promote your blog and even what
characteristicsheyfeel will makeyou a greatblogger. Theseinnovatorssharetheir view
on how to get noticed in the online world.

The 74 bloggersincludedin this paperare someof the biggestandbestin the business
(or the mostsuccessfuindependenblogs). The blogsin this study havebeenoperating
anaveragef 2-3years. Seventy-thre@ercentof thesebloggershavebeenrunningtheir
weblogsfor over a year,including 20% who havebloggedfor morethan3 years.Fifty
(68%) of the bloggersin this study havedirect or indirect ties with a corporationor
business. The independentblogs are some of the most establishedin the blog
community. Theseare amazingstatisticsgiven that blogging beganin 1998 and
corporate blogging is only a few years old.

Eachof our 74 respondentfisted key wordsthatdescribetheir blog. We searchedising
their keywordson Googleto seewhich blogsappearedn the results. Twenty-sixof the
blogsin this study(36%)comeup in the Googletop tenusingtheir key wordssearchand
sixteen ranked®ior 2",

This reportis basedon the mostexperiencedhusinessavvyandrespectedbloggerswho

are at the forefront of innovationin the blogosphere.In this report, they talk about
everydaychallenge®f runninga blog andhow they dealwith them. Behind the Scenes
in the Blogosphere(www.umassd.edu/cmipoks at the time it takesto run a blog,

feelingsabouta public policy for commentsand how blogstie into existing business
websitesproductsandpromotions. Taketheir adviceon the bestway to promotea blog

andhearaboutthe nextsetof changesheseblog leadergplanto maketo staycompetitive
in the blogosphere.

This report, like the blogosperatself, is basedon conversation. Through extensive
written comments phoneinterviews and numerousonline exchangesrich datawas
collectedthat provide statisticsas well as a plethoraof anecdotainformation. Those
researchera/ho areveteransof bloggerstudiesknow whatl havenow learned;bloggers
aregeneroushelpful, unselfishandfriendly. Discoverwhattheseexpertshaveto say,
and move your business into the blogosphere.
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Two hundredand ninety-eightbloggerswere contactedfor this study using published
lists to locatebusinessr corporateblogs. Throughthe assistancef many of the early
participantswho postedor linked to the survey, seventy-fourbloggers provided
informationfor this report. Many offeredto be interviewed,andwere. Most provided
links to other articles or studies they felt would enhance this project.

In manywaysthe datain this studywasbloggerdriven. Respondentsfferedcomments
onthewordingof questionssuggestiongor new questionsandhelpin disseminatinghe
surveyto befilled out. Thefinal versionof the surveypresentedereis morepersonal
andrevealingthanksto the bloggerswho wantedthe findings to be meaningful,useful
and unique in perspective.

This reportcontainschapterghatincorporatethe statisticalfindings, aswell asquotes
from the bloggers surveyed. They providea very reallook at the humanfactorthatis so
importantin any blog. Each chapterconveysthe knowledgeand experienceof
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 bloggersin this study did not anticipate the time their blog
would take. A goodblog is one where postsare fresh and new postsare frequent.
Researchingnterestingnewthingsto sharewith your audienceakestime. Oneblogger
noted,OTheworst blogs are thosethat are updatedinfrequently.OHe cautionsothers
with, OBe prepared to spend more time than you think.O

If your posts have to be vetted by legal or discussedwith others in your
organization, there will be additional time demandson the blogger, and delayson
posting. A businesloggerin the studyadvised O Thecorporatecommunicationseam
needs to commit to rapid turnaround of items submitted for pre-posting.O

In this study,49% of bloggersreportedthe time a blog takesasthe major drawbackto
runningone. Two-thirdsof the bloggersreportspendingessthanonehouradayon their
blog, while 31% spend1-3 hoursa day. Onebloggerwrites, OLookon it asa learning
experience(you will get back as much as you give). Onceyou start, donOstop.O
Another warnsOQMake sure you have time and resources dedicated to supporting it.O

Some of the time commitment is due to bloggers spending more time posting.

Thirty-eight percenthaveincreasedhe numberof poststo their blog sincethey began.
Overall,bloggersfeel thatthetime investmenis worth it with 95% reportingtheir blogs

aresuccessful.Somemeasuresuccess links, somein income,somein 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 successfubusines®r a newventurewould belackingabusinesplan. As
part of that plan, or in additionto it, most businessesnd organizationsdeveloped
missionstatementsong ago. Many haveaddedcustomerservicemissionstatements$o
guidetheir customerservicecomponentTheseplansandmissionstatementsrecreated
to focus peoples@fforts and capturethe purposeof the organizationandits relationship
to its customers.

Oneblog authorwasadamanaboutthe needfor a businesplanfor creatingandrunning
abusinesdlog. OLikeanythingelsein businessa blog requiresa plan. Withouta plan,
the blog is going to fail within three months. Period.O

Anotheradds,OCreatea businesplan. Sincethis is intendedto makemoney,a full
businesgplan wascreatedfor it and we are still tweakingit a bit (you mightsayit is in
Beta right now).O

Bloggers decide on a focus for their siteSurveyed bloggers say,
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OHavea purposein mind and methodfor measuringsuccess.DonOdo it just because
everyone else is.O

ODefineyour audienceand that will help in defining the voice and direction of your
blogO.

As a new communicationgool, blogsare essentiafor communicatingwith your target
audience. Blogging can help to mitigate problemsaswell. One businessblogger
offered: Olna companyenvironmenblogscan be usedas a tactic to solvea numberof
communications issues so donOt blog just for the sake of having a blog.O

Blogs can be internal, external or both. They can be used in conjunction with websites,
or in somecasesinsteadof them. Blogs can be usedto gatherdata, disseminate
informationor both. Theycanbe official businesdlogsor canbe affiliated or sponsored

by a business.The purposeof the blog will determinewho shouldpost,how often,and

how the blog should be directed.

To maximize the potential of a blog, it must be viewedaspart of the overall package
and voice of the organization. If it is not partof anintegratedstrategyjt will lack focus
anda following. The planshouldalsoaddresgolicieson readercommentsgdirecting
traffic to the blog from company websites, products and advertising.

In this study, 18% of blogsreportedhavinga public policy regulatingconversatioron

their blog. Thesepoliciesrangefrom the formal disclaimerand creativecommons
licenseto the very informal directive on commentforms. Policiesare found on front

pages, FAQ section or in comment fields on blogs.

Fifty-eight percentof bloggersreportedtheir companywebsitedirectsvisitors to their
blogs. In all casesthe link was on the companysite home page. Additionally, 39%
reported their company packaging, labeling or promotion directs people to the blog.

3. A Blog is a Conversation

Author RobertScoble(http://scobleizer.wordpress.cynealls it Onakeaonversations.O
Early blogger Dave Winer (http://www.scripting.com calls it Ocome-as-you-are
conversationsGSomemarketerscall blogs O2-waymarketingO The pointis the samein
all cases--participationis essentiain the blogosphere.Onerespondensays,ODonOt
start a blog unlessyou havepeoplein your organizationreadyto postto it daily in an
open,friendly, and excitedtone. A blog is a conversation. DonObpenthe line unless
youOre ready to really talkO.

A blog is an invitation to debate,discussand exchange. It is what makesblogging
differentthanwebsites. The responsivenatureand humanconnectionpull peoplein.
Consumersvantto talk aboutproductsandservices. If they canOtalk to the vendoror
the manufacturer, they will talk to others online.
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The plethoraof articlesbeingpublishedon Web 2.0, speakto this new paradigm. In the

first generationof online experiencesthe web provideda vehicle for mostly one-way
communications Websitesverestatic. Many arenot updated. Email allowsusto speak
to a certaindesignategersonor group. We now havethe ability to go beyondthis and

disseminate information in a more personal and timely way.

A surveyrespondentautionedagainstloggingwith atraditionalmind-set:ODonCthink

of a blogin termsof publishingmetaphorsNitOsot a newslettereplacement.Blogsare

a great communicatiortool. But whenyou setoneup to serveas a OcorporatevoiceO
itOsas effectiveas spam. Find humanbeingsto blogNdonOsetup a blog andtry to find

someone to manage it. It will fail if you do.O

It is important not to be afraid of giving up the mono-directed control that usually
characterizesan organization. Onerespondenoffers, OBlogsare conversatiorrather
than one-way speech. Allowing that conversation actually strengthens your base.

Blogs, facilitated by increasedaccesdo the Internet, high-speedconnections,RSS
feeds,a selectionof easyto useblog software, and new blog searchcapabilities, now
allow businessego speakto current and potential customersin real time. Equally
important,consumergantalk backin realtime. Bloggerssay, OtOsa greatwayto get
closerto your users,customersand other critical stakeholders.OOTherds no downside
to getting to know your customers on a more personal basis.O

OTheopportunitiesfor businesseso test new ideas, discussproduct lines, introduce
brands,or conductonlineresearchare infinite. Theprerequisitefor succesfhiowevers
that the businessblog acceptsthe premisethat the blog is a conversation,not a
monologueor an infomercial.O This is what our seasonedusinesloggershadto say
aboutthe essencef a blog conversationOTheOpopularityGof your blog is directly
related to frequent posting, open and honest dialogues.O

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

Consumersknow when they are being talked at, played, or deceived. Respondents
say,OBeauthentic.If youcanOtjonOblog.0 ODonOfocuson execsthe public wantsto
hearfrom peopletheycanrelate to-theaverageworker. Pick a OshorffuseCtopic to get
started, with a definite start and end date, before you start an indefinite blog.O

Consumerswvant corporate/businesBlogs to talk honestlyand candidly abouttheir

products,servicesjdeas,andplans. Consumersvant morethanto be on the receiving
end of commercials. Bloggerswarn, OWriteit yourself,no PR guyson it. Comment
broadly on your industry. DonOt just summarize your press announcements.O

Peopleare looking to talk to someonein authority about their experiences,deas,
and suggestions. If they havesomethingnegativeto say,they expect(on a blog) that
theircommentswill be heard. A recurrenthemewith the bloggersstudiedwashonesty
andopennessTheyadvised, OBetransparentand authentic. 3DMakdt genuine makeit
interesting,haveguestauthorstalking aboutall aspectsof your business.O0 OMakaeit
real. Have the right people talking about product innovation, not the PR people.O
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Keep in mind that conversationswill happen outside your blog that relate to your
products or industry. You needto be aware,current,andhonestin dealingwith those
conversationsoo. Onebusinessloggerwrote, OMonitorthe blogospherelosely,both
for discussionsaboutyour brand, and for commentsaboutyour blog. Respondwith
commentgo thoseoutsideblog posts. The blogosphererespectsparticipation, so

respond.O

Consumerswho feel like a businessblog is authentic, honestand interesting will

contribute to it and support its products. Thesecontributions,and the resultant
conversationsprovide a rich new data sourcefor companiesas well as greatnew
relationships. Oneexperiencedloggersummedt all up for a companythinking about
starting a blog: OBe honest and donOt pander. Readers can tell.O

University of Massachusetts Dartmouth Center for Marketing Research 9



Chapter 2
Blog Growth and Development

A blog is constantlyevolving, growing and developing. Bloggersare looking for new
and bettersoftware,exciting and innovativeinformationto postand for new links to
increasetheir presencen searchengines. The bloggersin this studyaredoing all this
andmore. Fifty-four percentof thosesurveyedare planningto makechangego how
their blogs function.

Corporations encourage blogging. Some corporations are encouraging employees to
startblogs. Of thosesomeare choosingto focuson productsor productapplications.
Theseproduct-orientelogsare particularly successfuln targetingniche marketsthat
may not warrantmayjor corporateexpenditure.Otheremployeeslog aboutR&D aswell
asup comingproductreleasesEmployeeausinga blog to discussgeneralhappeningsn

the industry are also contributing to the corporatepresence. The blogs give the
corporation a human face and allow multiple ways to communicate with the company.

As additionalbloggersareadded the blog may needto adapt. Onebloggerplansto do
thatandsays, OAswe add bloggers,we will needto changethe layoutto accommodate
so it doesnOt become cluttered.O

Blogsserveasbarrier breakers. Somecompaniesrerunning(or consideringplogsin
otherlanguageso reachmarketswheretraditionalmarketingmay be costly anddifficult.
Theseare particularlygoodto Ointroduce@roductswithout the expenseor risk of a full
campaign.

Blogs evolve. Bloggerssurveyedalso plan to add more video, introduce new
media/mobilgechnologyaddpodcastingandexpandthe numberof visitorsto their sites.
Here are some of the responses that address these kinds of changes:

Olamthinking of doing a podcastthat | would appendto the blog, probably covering
and expanding the same topics, but maybe doing some interviews.O

OGettingus listed on more blog engineshavingour associategostcommentgo other
blogs and linking those posts to ours, incorporate images in our posts.O

Olmayaddmoreadvertisingand affiliate stuff-laminterestedn howit worksandthis is
a goodplaceto exploretheseareas. | mayreplicate more of my poststo the corporate
site. | may look for more discussion and responses.O

Most of the bloggersin this study spokeof redesigningtheir blog and changingtheir

software. One offered, OlOdike a better index-TypePadsaysthey are planning to

introducethis soon.QAnothersaid, Olwill be movingthe blog from Bloggerto its own

domain namein WordPresssoon. The charge will allow significantly increased
functionality over the free blogspot.com set up currently used.O
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For the bloggersin this study redesignincludesthe appearanceas well as content
changes Bloggersindicatedtheywereplanningto, ffer a dynamicstylesheetfor users
to pick their favorite stylelayoutOor Obecomenoretopical with eventsn our industryas
other processmanufacturers,trade press, automationsuppliers,join in the blog
conversation.O

Adding additional authors. Many of the bloggersspokeaboutaddingauthors,more
informationon authorsmore channelsandmorefrequentposts. In this study,38% have
increased posts on their blogs since they began them.

Blogging begetsblogging. Whenaskedhow to grow readershipand promotea blog,
ourrespondentsverevery clear. Onebloggerwrote, OThebestwayto promotea blogis
by commentingon other peopleOblogs in the sameniche and industry.O Another
offered, OGrowyour blog by being cited by other more popular blogs.O The theme
continuedwith, OGetlinked to by talking aboutissuesof importanceto bloggerswith
high PageRank.O

Publicize yourself. Many of the bloggersin this study suggestedisinga link in your
emailto directothersto your blog. Theysuggestalking aboutyour blog in your emails
andencouragingpeopleto visit. Beyondthat,sendemailblog poststo peoplewho might
find theminteresting. Onebusinesdlog authorsaidthey Oconstantlyeinforcethe blog
within the membershipmentioningit everychancewe get, in everyemail we sendout
and at every meeting we have.O

You needto connect. Ultimately the growth of a blog will dependon the quality and
quantity of postson it and on what one bloggercalls ObloggerelationsO. One blog
authorattributesgrowthto, OConsistenguality postingscoupledwith relevantcomments
addingto the conversatioron other blogsoverthe long haul.O Anothersays,OProvide
usefulinformation, postregularly, be honestand be user-oriented.O In classicblogger
form, we get advice that is both humorous and probably @Re brilliant, pick a fight.O
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Chapter 3
Nuts and Bolts of Business Blogging

There are all typesof blogs. Theyincludepolitical, businessteligious,financial,health

orientedblogsandmanymore. Eachhashundredof specificsubdivisions.In this study

thereare, corporateblogsfor internalandexternaluse(38%), independenblogs (27%)

corporatesponsoredlogs (15%), businessffiliated/endorsedblogs (7%), businessand

businessievelopmenblogs (5%), internal corporateblogs (3%) anda Onetwork®log.

Threeblogsin this studydid notfit any of the aboveclassifications.Therearestrategies
to learnfrom everyblog. Oneimportantstrategyis defining your niche,or type. That

allows you to formulatea tag or classificationso that readerscanfind you quickly and

easily.

High visibility key words help potential readersfind you. All 74 of our respondents
providedtheir blog type and key words that would help visitors locatethem through
popularsearchengines. Twenty-sixof thoseblogscameup in thetop tenin a Google
Searchusingthe key wordsprovided. Further,16 comeup as1* or 2"%in their key word
search. Someevencameup first usingappropriatendustry-relateckey words beyond
those that they had provided.

Do competitive searches. Onceyou havedecidedon key wordsfor your blog, a good
ideamight be to do your own searchto seewho comesup. It is a greatway to define
your competitionwithin a category,or industry. In the end, your goal is to have
descriptivekey words, manylinks andsufficienttraffic to pushyour blog to the top of a
search engine list.

As indicated in Chapter 1, blogstake time. Most (89%) of the bloggersin this study
receivelO or fewer commentson an averageday, and mostreply in a timely fashion.
Thosereplies,updatedo the blog, creatingpostsetc.,takeaboutanhouradayaccording
to two-thirdsof our respondentsPlanto setasidemorethananhouradayinitially to get
things started. This time is more than worth the investment.

Chooseresponders carefully. Attention must be paid to who actually respond€o

readeravhenthey comment. Bloggersin this studyreportthe companyCEO or the blog

owner/authoreply most(54%) of the time. Nineteenpercentof repliescomefrom top

managemenor marketingdirectors. Otheroptionsreportedwere a hired blog master
(11%), arotatinglist of people(10%), or a companyemployeg(3%). The decisionon a

respondewill dependon the purposeof the blog, resourceslegal considerationandthe
nature of the posts on the blog.

To review or not to review? Businesseseedto considerthe needfor review of posts
by companyofficers, the public relationspeople,or legal department. If thereis a
reviewnecessaryturnaroundime becomes factor. Sevenpercentof bloggerssurveyed
haveareviewprocesgrior to posts. Theyreportedpostsgoingthrougha marketingvice
presidenta productmanagerpr a corporatecommunicationseam. Somesaidthe topic
would determine if a review was needed and by who.
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Think aheadabout possiblerepercussions. Anotherconsideratiorfor bloggersis the
possibleconsequencesf whatis saidon their site. While a full 43% saidtherewasno
downsideto runninga blog, 49% notedthetime a blog takesasa possibledrawback 4%
cited competitivedisadvantagesand 3% said their blog had beeninvolved in legal
problems.If possible businesseshouldstriveto run aninformativeandinterestingblog
without jeopardizing their strategic position in the market.

Consider a public policy. Someblog authorshaveinstitutedpublic policiesregulating
conversatioron their blogs. In this study, 18% of blogshavesucha policy posted. In

mostcasesthesepoliciesarereadily availableon the site andaddressndustryregulation,
disclaimers, or the right to correct factual errors.

All bloggersneeda systemfor dealingwith negativecommentsor criticism. Eighty-
sevenpercentof respondentsn this study adheredto fairly simplerules. Hereis a
sample of what they said:

OComments with obscenities and such are summarily deleted.O

OIf 1 donOthink it addsvalue or it isnOtrelevant,| donOpostit. 1Omnot a bulletin
board.O

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

OWeOwmt yetfacednegativecommentshut IOdike to useMicrosoftORobertScobleas
a model to publish it, and discuss it rapidly, openly and transparently.O

Most bloggersagreethat thereshouldbe aslittle screeningas possible. Readerswill
quickly seethroughsitesthat have beenOcleaned@nd authorsthat only postviews
agreeing with their own.
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Chapter4
The Human FactorE

Peopleare important. The ultimate succesf any blog dependson the personthat
managesnd posts. Blogs area humanendeavora personalconversationa sharingof
thoughtsand ideas. Readersform relationshipswith bloggersthat are very real.
Communitiesareformedandfriendshipsaremade. Oneof the blog authorstells us, Ol
bumpinto strangerswho knowmy dogOsiame.OThereis a real personthat entertains,
provokesandresponds.In manyways,blogsarea placeto go for all thatis missingin
todayOs off line world.

Blogs have not stolen the hearts and minds of consumers. Consumershave gone
willingly in searchof a more meaningful relationship. Most businessommunication
is impersonabndoneway. Customersio not feel they arevaluedby organizationghat
havebuilt multiple walls betweenthemandthosethey supposedlyserve. They cannot
geta humanvoice on the phone,an option thatfits their problem,or a call back.Now,

with the Internet,customersanknow moreaboutany businesghanthe businesstself is

willing to tell. Employeesx-employeespastcustomerandindustryexpertsareno more
than a click away, and your customers are indeed clicking.

Businessesare no longer the soul sourceof productinformation or new product
developmentunderway. Peoplearegettingtheinformationthey needto makepurchase
decisiondrom otherpeople. Rememberthereareover40 million blogswith anewone

springingup everysecond. If only onetenthof one percentof thosecanimpactyour

market, you have 40,000 new voices talking to your customers as we speak.

It is the humanity of the blogoshperethat makesit an enormousthreat to business
as usual. Theonly way for businesse$o survive this new consumemovements to

understandvhat makesblogssuccessful. We askedour prestigiousgroupof bloggersto

tell us what characteristicsnakea goodblogger. Many offeredlists of personalraits
including:

ODedicated, opinionated, inquisitiveO

ODisciplinedO

Olntelligent, diligent, and patientO

OPersonality, commitment, networking abilityO

OResponsible, honestO

OBeing true and real at all timesO

OPassionengagemensincerity,authenticity to be coherentto answercommentgeven
the negative ones), to post regularly (even if only once per week)O

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

OAboveverageconversationabr writing skills, creativity, persistencegompletenonesty
and integrity (if you arenOhonestyouOlbe found out quickly); the ability to separate
yourselffrom your blog. Theworstbloggersare thosethat identify so thoroughlywith
their blog that conversationand debatecanObccur-theyare just seenas personal
attacks.O
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OShortand concisepostings,bloggingis not aboutreally long articles, powerful useful
tips of information,a goodsearchfeature,a tad bit of humorbut alsoknowledgeablen
the subject matte. Sharing of cutting edge info rather than old news.O

One well know businessbloggerwrote, OTheblogospherehas changedforever how
peopleshareinformationand whattheir takesare on just aboutanytopic underthe sun.
Thenetresultbeingthe world which wasgettingflat is now evenflatter and you are a
coupleof clicks awayfrom smartpeoplewith first handknowledgeand insightinto all
kinds of ideas that you care about.O

In typical bloggerform, somesentlinks to otherblogsthathavecompiledlists of highly
effectivebloggers otherssentthingsthey havewritten or haveseenon the subject. This
is typical blog behaviorE people helping people.
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Concluding Thoughts

The data presentedn this study camefrom the most establishedand well-known
bloggersin their respectivefields. They haverun their blogsfor severalyears,some
morethansix years. In the world of the blogoshereghat makesthesecontributorsthe
wise elders. Theyrespondedo a simpleinquiry thatpromisedto passon their adviceto
businessesontemplatingenteringtheir world. Seventy-fourbloggersrespondedvith
candid comments and quantitative data that are rich and clear.

Bloggingtakestime, commitmentandhonesty. In returnconnectionare madethatare
personalandstrong. Blogs arenot a fad. They are no longerevenan option. Those
businesseshat chooseto remain outsidethis online conversationwill be sidelined.
Eventually they will become extinct.

Consumersvill moveaboutthe wired world in searchof productsandserviceghatmeet
their needs. Every seriousbusinesseedsto havea presencan this electronicglobal
marketplace. But thereis more. Businessesieedto listen to otherconversationghat
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
aregettingnow. A true competitiveanalysistakesplacewhenonesearcheslogsto see

who your competitorsarein the mindsof your targetmarket. Blogsactashuge,ongoing

focus groupsproviding feedbackandideas. Someof the mostbrilliant peoplein the

world areblogging. Talk to them. Let themhelp you becomemore successful.Move

your businessforward 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?

Cumulative
Frequency Percent Valid Percent Percent

Valid Internal corporate blog 2 2.7 2.7 2.7

Internal/external o8 37.8 37.8 40.5

corporate blog

Corporate sponsored

11 14.9 14.9 55.4

blog

An independent blog 20 27.0 27.0 82.4

Other 3 4.1 4.1 86.5

No response 1 1.4 1.4 87.8

Business/Business 4 54 54 93.2

Development Blog

Business 1

affiliated/endorsed > 6.8 6.8 00.0

Total 74 100.0 100.0

Which of the following best describes your blog?

38%

Percent

Type of 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 mentionedand 1% had no response.

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

I OMy blog is a personal, independent blog, but | happen to be a busine
owner so of course content directly and indirectly related to my busine:
makes its way onto the blog.O

I ONetwork BlogO

I OPersonal blog detailing my experience as CEO of a startup-so it's |
to a corporation, but not really fits in the categories above.O

University of Massachusetts Dartmouth Center for Marketing Research
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Question 2: What is the name of your blog?

Adrants

Ageless Marketing
Alacrablog

Alan Weinkantz
Aldo Coffee Co.
AListReview
Being Reasonable

Blog Business Summit

© © N o g bk~ w DN

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 Blc
41.Kinaxis on Response Managament (External Bl
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
50.0nline News Squared

51.0nline 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.VolP & 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 Q)
Agency life (1)
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Key Word

Aggregating innovative ideas
A-list

Applications

Appraisal

Beauty

Bible software

Blog

Blogger relations

Blogging

Boomer markets

Branding

Business information
Business insights

CEO

CEO blog

Coffee espresso

Company highlights/news
Consultants

Consulting

Consumer electronics
Corporate communications
Corporate social responsibility
Cosmetics

Customer experience
Customer Relationship Management
Cyberlaw

DBMS

Design

Design strategy

Direct marketing

Disaster preparedness

Frequency of Response
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
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Key Word

DSP

eContent

Enterprise search
eWomenNetworks
Famous blogs

Finance

Fear and loathing
Foodservice

Fund raising

Future

Futurist

Gadgets

Global business

High tech PR

Home networking/IPTV
Incentives

Industry pundit

iUpload

Knowledge visualization
Law

Leadership

Learning 2.0

Lebanon panini cannoli
Libraries

Magazines
Management
Management consulting
Market analyst

Market research
Marketing accountability

Mature markets

Frequency of Response
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
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Key Word Frequency of Response

Meaningful experience (2)
Media news online interactive (2)
Mergers and acquisitions (2)
Microsoft (2)
Multicultural (2)
Naming and identity (2)
Nashville (2)
Networking Q)
Non-profit (2)
One-to-one marketing (2)
Online marketing (2)
Organizational management (2)
Parties 1)
Passion (1)
Photography (2)
Pittsburgh Mt. (2)
Podcasting (1)
Political (2)
Popular bloggers Q)
Popular blogs (2)
PR Blog (1)
PR Marketing (2)
PR Measurement (2)
Practical life philosophy (2)
Process automation (1)
Process control Q)
Process manufacturing Q)
Product development (1)
Prospect research (2)
Reputation management (2)
Rewards (2)
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Key Word

San Francisco

Search Engine Optimization
Security

Semiconductor

Senior markets

Sheet metal manufacture
Small business

Small business server
Social networks
Stakeholder Relationship Management (SRM
Stock photography
Stocks

Style

Sustainable corporations
Tax

Technical

Technology services
Texas

Treasury

Utah

Valuation

Value

Venture capital

Video

Virtual assistance

Virtual assistant
Visionary

VolP

Washington

Web development and design
Weddings

Frequency of Response
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
1)
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Key Word Frequency of Response
Wells Fargo (1)
Wines 1)
Word of mouth (2)
XML (2)
Yakima Valley Q)
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?

Cumulative
Freauency Percent Valid Percent Percent

Valid Less than 1 year 19 25.7 25.7 25.7
1-2 years 42 56.8 56.8 82.4
3-4 years 11 14.9 14.9 97.3
5-6 years 1 1.4 1.4 98.6
More than 6 years 1 1.4 14 100.0
Total 74 100.0 100.0

How long have you or your company had your blog?

Percent

57%

Less than 1 1-2 34 5-6

More than 6

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.

University of Massachusetts Dartmouth Center for Marketing Research

28



Question 5: Have your posts on your blog increased, decreased, or remained th¢

since you began?

2 Ssame

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

began?
Cumulative
Frequency Percent Valid Percent Percent

Valid Increased 28 37.8 37.8 37.8

Decreased 12 16.2 16.2 54.1

Remained the same 31 41.9 41.9 95.9

No response 3 4.1 4.1 100.0

Total 74 100.0 100.0

Percent

since you began?

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

42%

Increased

Decreased

Remained the No response

same

Posts

Thirty-eight percent of respondentsO 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?

Cumulative
Frequency Percent Valid Percent Percent
Valid 10 or less 66 89.2 89.2 89.2
11-25 1 1.4 1.4 90.5
26-50 2 2.7 2.7 93.2
Other 4 5.4 5.4 98.6
No response 1 1.4 1.4 100.0
Total 74 100.0 100.0
How many comments do you get on an average day?
89%
90%-
80% -
70% -
. 60%-
T 50%.
2
&, 40%-
30%-
20%-{
10%-
0% -

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

Comments

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 mentionednd 1% had no response.

' Respondents who said OotherO 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?

0%-

Cumulative
Freauency Percent Valid Percent Percent
Valid Several times a day 6 8.1 8.1 8.1
Daily 20 27.0 27.0 35.1
Several times a week 9 12.2 12.2 47.3
Weekly 11 14.9 14.9 62.2
N/A 4 5.4 5.4 67.6
As they arrive 12 16.2 16.2 83.8
Infrequently 12 16.2 16.2 100.0
Total 74 100.0 100.0
How often do you reply to comments on your blog?
30%- 27%
25%-1
20%-1
=<
(0]
O 15%-
[}
o
10%-
5%-

As they Several Daily Several Weekly Infrequently  Not
arrive  times a day times a Applicable
week

Reply to Comments

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 dai/?

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

Cumulative
Frequency Percent Valid Percent Percent
Valid Less than an hour a day 48 64.9 64.9 64.9
1-3 hours a day 23 31.1 31.1 95.9
4-7 hours a day 3 4.1 4.1 100.0
Total 74 100.0 100.0

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

65%

Percent

4%

Less than an hour 1-3 4-7

Hours per 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.
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Question 9: What originally motivated you or your company to start a blog? \

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

Cumulative
Frequency Percent Valid Percent Percent
Valid  Marketing/Promotion 23 311 311 311
PR/Communicate
with customers 20 27.0 21.0 58.1
Publish 12 16.2 16.2 74.3
Curiosity/Fun/Social 12 16.2 16.2 90.5
Thought generation 6 8.1 8.1 98.6
No response 1 1.4 1.4 100.0
Total 74 100.0 100.0

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

31%

35%-

30%-

25%-

20%-

15%-
10%-

Percent

Map.... PR, Puby; ur, Th

et o is, 10g oy Re

zng/pmm’gtl]pum-c;t’e By ity/F, /Sgb;generatllgonse
on it

Motivator

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.



Question 10: Who actually responds to those that post on your blog?

Who actually responds to those that post on your blog?

Cumulative
Frequency Percent Valid Percent Percent
Valid Top

management/Marketing 14 18.9 18.9 18.9
Director

Rotating list of people 7 9.5 9.5 28.4
Blog Master 10.8 10.8 39.2
Principal/CEO 40 54.1 54.1 93.2
N/A 3 4.1 4.1 97.3
Employee/Poster 2 2.7 2.7 100.0
Total 74 100.0 100.0

Who actually responds to those that post on your blog?

54%

60%

50% 1

40%

Percent

20% 11% 10%

10%
0% 1

d
d
30% 1
d
d
y

3%

Pfil] i TQ 7o B/O
y M, 9
Pal/ceg aGeme
arkeg;
N,

Rotg,,  Not Em
Mastg,  20ing jis. * “Pplics, "Plo0Veg,
o Stof e, Op/:b/e Poste,

Respond to Posts

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 [

posting?

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

posting?
Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 5 6.8 6.8 6.8
No 66 89.2 89.2 95.9
No response 3 4.1 4.1 100.0
Total 74 100.0 100.0

Percent

90% -
80% -
70%
60% -
50%
40% -
30% -
20% -
10% -

0%

others prior to posting?

Is there a requirement that your responses be reviewed by

Yes

No

No response

Review Prior to Posting

rior to

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:

I Sales/Marketing VP

I Occasionally if it is product specific, the product manager has to review
I 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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What is the primary purpose of your blog?

80% —

73%

70% —

60% —

50% —

40% —

Percent

30% —

20% — 9
14% 14% 12%

10% —

0% —

& & By C, To C, To Ing By, Oy
press o nco"fage Uijey Yo, Ollecy iy, 9athe, n Ollecy ity rep/aee /ue,,Ce s .S’”@s her
Y iy, TCbage  ting . ONS gy Malicy,  Uopls,, Ol Vel
lon, 9 iny, om lion o Me, Pupy; Me,
s Oy ey Turthg, Macy;,, " Olic po,
lion r produc[ ’ lt/es Icy
e,
Vag,
On

Purpose of Blog

Other Responses

I OThe primary purpose of my blog is to serve as a platform and proxy for me so that | can do al
above-or none of the above. Each post has a different purpose.O
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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?

Cumulative
Frequency Percent Valid Percent Percent
Valid  Very successful 34 45.9 45.9 45.9
Somewhat successful 36 48.6 48.6 94.6
Somewhat unsuccessful 1 1.4 1.4 95.9
Very unsuccessful 3 4.1 4.1 100.0
Total 74 100.0 100.0

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

0,

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

5%-

0%-

Percent

Very Somewhat  Somewhat Very
successful successful  unsuccessful unsuccessful

Accomplishing 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)

Is there a downside to having your blog?

49%
50%

45% —
40% —
35% —
30%
25% —
20% —
15%

10% - ]
506 - g M 0%

43%

Percent

8%

0% -
lttakesalot Isa Has causedHas caused Other No

of time competitive legal PR problems downsides
disadvantageproblems

Downside

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 mentioaad 43% said there is no downside to
having a blog.

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

I OHigh expectationsO
I Ol bump into strangers who know my dog's name.O

I Oln the newspaper business they have this expression for reporters who tel
bosses that they want their own columnE.that columns are like nymphoman
Everybody says they want one, then when you get one you don't know what
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 man
people do..nobody has anything interesting enougt to say in my business to
several times a day...that's just being a parrot, not a pundit.O

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

I OPerception from some associates internally that it is not the best use of ou

I OStaying provocative and stickyO
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Question 15: Do you have any public policy regulating conversation on your bldg?

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

Cumulative
Frequency Percent Valid Percent Percent
Valid  Yes 13 17.6 17.6 17.6
No 58 78.4 78.4 95.9
Not applicable 2 2.7 2.7 98.6
No response 1 1.4 1.4 100.0
Total 74 100.0 100.0

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

80%-
70%-
60%-
50%-
40%-
30%-
20%-
10%-

0%-

18%

Percent

Yes No Not applicable No response

Public Policy

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 bl

Dg?

(If yes, where could we find that policy?)

I Above the comments field

I Front page

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

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

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

I Not sure what you mean....I have a disclaimer and a creative commons licel
my site

I 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 blbg’?

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

Cumulative
Frequency Percent Valid Percent Percent
Valid  Yes 43 58.1 58.1 58.1
No 17 23.0 23.0 81.1
Not applicable 11 14.9 14.9 95.9
No response 3 4.1 4.1 100.0
Total 74 100.0 100.0

Does your company web site home page direct visitors to your

Percent

blog?

58%

Yes

No

Not applicable No response

Direct Visitors to Blog

Fifty-eight percent of respondents company web site direct visitors to their blog.

University of Massachusetts Dartmouth Center for Marketing Research

42



\ Question 17: Does your packaging, labeling or promotion direct people to your b‘log’?

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

Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 29 39.2 39.2 39.2
No 24 32.4 32.4 71.6
Not applicable 18 24.3 24.3 95.9
No response 3 4.1 4.1 100.0
Total 74 100.0 100.0

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

39%

32%

Percent

Yes No Not applicable  No response

Direct People to 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?
Cumulative
Frequency Percent Valid Percent Percent

Valid Posts appear exactly 26 35.1 35.1 35.1

as they are sent in ) ' '

We post as long as

they don't violate our 18 24.3 24.3 59.5

blog policy

We review o_n a case 20 270 270 86.5

by case basis

Other 6 8.1 8.1 94.6

No response 4 5.4 54 100.0

Total 74 100.0 100.0

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

35%

Percent

Post appear as Post as long as Review on a Other No response
sent they donOt  case by case
violate policy

Deal with Negative Comments

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

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

I OComments with obscenities and such are summarily deletedO
I ODon't respondO

I Ol rarely post any comment that identifies a constituent. | do sometimes po
comments to me, but not with any identification.O

I OIf | don't think it adds value or it isn't relevant, | don't post it. I'm not a bulle
board.O

I OPosts appear exactly as sent unless spam, racism, hate or overboard swe

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

I OBe authentic, if you can't don't blog. Don't focus on execs, the public want
hear from people they can relate to- the average worker. Pick a "short fuse'
to get started, with a definite start and end date, before you start an indefinit
blog. Monitor the blogosphere closely, both for discussions about your bran
and for comments about your blog. Respond with comments to those outsic
posts. The blogosphere respects participation, so respond.O

I OBe honest and don't pander. Readers can tell.O

I OBe 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 stoy

I OBe sure you have the time to do a good job; like to write; set your mission/
before you start.O

I OBe transparent and authenticO

I OBe very specific about your focus and post at least three times a week.O

I OChoose something that is your favorite hobby. Blogging cannot be a chore
you will fail.O

I OConsider if you truly have enough time to dedicate to maintaining a blog, t
worst blogs are those that are updated infrequently.O

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

I ODedicate a leader for the initiative to educate and inspire participation as v

keep the content fresh and relevant.O

I ODevelop a point of view that's relevant. Ensure that you have a team that
motivated to share their insights and have an ongoing process to encourage
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participation. Make it authentic.O

I ODevelop a voice and post regularly®

I ODoit!O

I ODoit! It's a great way to get closer to your users, customers and other crit
stakeholders.O

I ODo it, once everyone in the company knows the positives and negatives of
public forum, and knows how to safely and smartly engage in the blogosphe

I ODo it-there is no downside to getting to know your customers on a more pe
basis.O

I ODon't forget direct marketing to drive traffic and remind people to come ba
visit. Internal mailing list works for example.O

I ODon't give in to the fear. It's a great step to giving you a voice and connec
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.O

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

I ODon't start a blog unless you have people in your organization ready to po
daily in an open, friendly, and excited tone. A blog is a conversation. Don't
the line unless you're ready to really talk.O

I ODon't start unless you can be transparent and passionate about your subje
can afford the time to post and network with other bloggers regularly.O

I ODon'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 voic
as effective as spam. Find human beings to blog--don't set up a blog and tr
find someone to manage it. It will suck if you do.O
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I ODon't underestimate the amount of work involved, only do it if you have
something to say.O

I OEnjoy yourselfO

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

I OGet a thick skinO

I OHave a purpose in mind and a method for measuring success. Don't do it
because everyone else is. In my case, my blog helps my company make m
money, and | have a variety of ways for tracking what money comes from th
blog.0

I OHave people contribute to ideas and find a "community" of blogs to relate 1
build links.O

I OHave something to say that people want to hear, or be satisfied that you're
through all this as some kind of self-imposed therapy. And don't write anyth
you wouldn't say to somebody personally, at least not if you use your name.
remember that the Internet makes insipidness and banality looks 20 times a
as it really is. And check your facts. Know what you don't know if you want
be taken seriously. And consider taking up a real hobby, or maybe voluntee
shelter instead where your time actually helps people. And don't waste youl
creating another collection of other people's blogs or news clips or video clig
from Comedy Central. Come on. There's 36 million people doing the same
and you're just showing off your information collection. Go out and get som:
air.0

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

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

I Oln a company environment blogs can be used as a tactic to solve a numbe
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
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blogs are just how we author content (all staff, partners and even customers
use our blogs) and we present that content in different ways. Sometimes it'
displayed in my blog, sometime it's displayed in a group blog view, sometim
just displayed as content on our website, and sometimes it's displayed for ct
customers only on our company's extranet.O

I Oltis a lot easier than you may think. Keep it fun for your people to particip.
Track click-through. Don't be disappointed if comments are few and far bet\
Keep posts short. Constant search from more meaningful topics. Repurpos
posts into topics for new business e-mails. Continually try new and different
approaches.O

I Olt takes time to do wellO

I OJust do it and figure it out as you go. Make sure you stick to your knitting
commit to doing it.O

I OJust start. Read other blogs. Express yourself. Join the conversation.O
I OKeep it realO

I OKeep posts under 3 minutes of reading time (500-600 words); use graphic
time to time to increase visual appeal; don't self-promote.O

I OLike anything else in business, a blog requires a plan. Blogs that are not t
corporate entity absolutely require a business plan, even if in miniature. Wit
a plan, the blog is going to fail within three months. Period.O

I OLike anything else in business, a blog requires a plan. Define your audien
that will help in defining the voice of your blog. Blogs should include
personality, including a little personal information. Blogs are conversation r
than a one-way speech. Allowing that conversation actually strengthens yol
base.O

I OMake a plan. Even for a blog like this, with no advertising and servicing a
group, a plan is necessary to keep all of the authors on track.O

I OMake it genuine, make it interesting, or don't make it just for the sake of s¢
you blog.O
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I OMake sure the author has impeccable spelling, grammar, and can write co
When we have guest authors, | usually have to spend a lot of time editing pc
their essence.O

I OMake sure you have time and resources dedicated to supporting it.O

I OMonitor the web and conduct outreach, develop a plan.O

I ONeed to post often but you need to be able to say something meaningful e
time you post. That's the challenge.O

I OOnly do it if you are clear on what you're doing it.O

I OProvide information that adds value and compels visitors to return. Entert;
well as inform. People are people and like a variety of information-informati
that will help them do their job and information that will entertain them.O

I OProvide useful information, post regularly, be honest, be user-oriented.O

I ORead and research first. Listen to the online conversation.O

I ORemember it is public, but be your business self -don't use canned PR!O

I ORotate authorship among a small group, publish on schedule, and develog
consistent voice for the blog, which should be informal and personal, but no
casual, write short articles, not long ones. permit email subscription, choose
people who like to write, and write frequently as part of their work.O

I OStick with it, post frequently, regularly read other like-minded blogs.O

I OStop thinking about it and do it. The only way to really learn is to get starts
make the mistakes along the way.O

I OThink before you start. Many people start a blog and don't follow through.
"popularity” of your blog is directly related to frequent posting, open and hon
dialogues.O
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I OThink carefully as it requires a lot of time. Ideally you would have started «
year ago.O

I OThink very carefully and read/participate on other blogs to get a feel for the
Maybe write your blog privately prior to it going live.O

I OUnderstand the time commitmentO

I OUnderstand who your reader is and what you hope to accomplish with the

I OUpdate regularly®

I OWrite it yourself, no PR guys on it. Prepare to invest a lot of time. Comme
broadly on your industry. Don't just summarize your press announcements.

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

I OYou need to have a very committed writer and well defined subject matter
boundary for the blog. The corporate communications team also need to cc
to rapid turnaround of items submitted for pre-posting approval.O
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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?

Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 40 54.1 54.1 54.1
No 29 39.2 39.2 93.2
No response 5 6.8 6.8 100.0
Total 74 100.0 100.0

Percent

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

Yes

54%

No

No response

Make Changes

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?

I OAdd video, podcasting and integrate mobile.O

I OAs and when new web 2.0 applications come along that | think readers ca
benefit from and when | feel it's time to change something such as the temp
Gotta keep it fresh y'’know.O

I OAs we add bloggers, we will need to change the layout to accommodate st
doesn't become cluttered.O

I OBetter organization of content. My newer blogs are more subject specific |
my blog on MS CRM.O

I OCan't disclose at this time.O

I ODesignO

I ODo a redesign to freshen up the look.O

I OEncourage more posting, and probably include more guest bloggers.O

I OFrom Blogger to WordPressO

I OGet more EDS' Fellows involved and posting.O

I OGetting us listed on more blog engines, having our associates post comm
other blogs and linking those posts to ours, incorporate images in our posts,

incorporate tags.O

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

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

I Ol plan to change the software | use so that | can incorporate categories mc
easily.O

I Ol plan to have some additional community-relation features that are not be
used. Those are going away. | also plan to return Google Ads to the adver!
Finally, I am thinking of adding additional authors.O
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I Ol plan to refine categories, add static material and categories, consider oth
of increasing value to readers.O

I Ol want it to become more topical with events in our industry as other proce
manufacturers, trade press, automation suppliers, join in the blog conversat
The number of voices is small right now, so a lot of original content is requir:

I Ol will be moving the blog from Blogger to its own domain name in WordPre
soon. The charge will allow significantly increased functionality over the free
blogspot.com set up currently used.O

I Ol'd like a better index-Typepad says they are planning to introduce this soc

I OI'm not making changes to my blog, however, | am starting several other b
a result of my experiences with my first one.O

I OI'm thinking about prettying things up a bit. It has been a year or more sin
did a redesign. | may add more advertising and affiliate stuff-l am interestec
how it works and this is a good place to explore these areas. | may replicate
of my posts to the corporate site. | may look for more discussion and respol

I OMight offer dynamic stylesheet for users to pick their favorite style layout.C

I OMore emphasis on reaching out to other blogs to comment and link.O

I OMore information on our authors, additional authors, new channels, more
frequent posts.O

I ONetworking with other bloggers-leaving comments/trackbacks on their blog
also utilizing local and topical blog aggregators.O

I ONo major ones, although we are struggling with how to merge it and our el
newsletters to streamline client communications.O

I OPerhaps add some collaboration functionality-event calendar, classified ac

! OPost[ng more frequently (1 per week on average). Would also like to have
more.O

I OPromotion of blog (increase)O

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

I OThe UIO

I OThe way in which people are able to subscribe via e-mail. Current provide
unreliable, and many customers don't understand RSS feeds yet.O

I OWe are increasing promotion of it and driving more of our communication f
to make it more of a dialogue with customers. We also need to do a better |
linking to other blogs.O

I OWe may go to a better layout eventually.O

I OWe plan to add additional blogs to the three we already produce.O

I OWe'll eventually upgrade Movable Type to ensure less spam.O

I OWord of mouthO
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Question 21: What is the best way to promote a blog?

I OBe brilliant, pick a fight, make comments on other blogsO
I OBeing cited by other, more popular blogsO

I OBy blogging, by commenting on other peoples blogs in the same niche ant
industryO

! OComment§ on other blogs, introductions to the local wineries, perhaps son
advertisingO

I OConduct blogger relationsO

I OConsistent quality postings coupled with relevant comments adding to the
conversation on other blogs over the long haul.O

I ODepends 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.(

I OFor this blog, constant reinforcement within the membership. Mentioning i
every chance we get, in every email we send out and at every meeting we F

I OGet linked to by talking about issues of importance to bloggers with high
PageRank.O

I OHaving great content, engaging in current conversations with leading blog

! OHavjng our associates post comments to other blogs and linking those pos
ours.O

I Oln addition to my mainstay of in-Context comments on other blogs, trackbe
posting and emailing blog posts to people who might find your post interestil
also promote this blog through Virtual Assistant professional organizations.(

I Oln context comments on other blogs, trackback posting and emailing blog
to people who might find your post interesting.O

I OLinking to other bloggers and getting links back. The only way to do that i
have high quality posts and then Search Engine Optimize them.O

I OPosting frequency, pictures, and linksO

I OProvide useful information, post regularly, be honest, be user-orientedO
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I OTalk to Griff Wigley, Wigley AssociatesEE.he is a genius about blogsO
I OTalk about it, link in your emailO

I OTechnorati, search engines and posting comments on blogs and sites that
the same interest as yoursO

I OWriting many quality postsO
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Question 22: What characteristic make a good blogger? \

OAbove average conversational or writing skills, creativity, persistence, complete honesty
integrity (if you aren't honest you'll be found out quickly); the ability to separate yourself frc
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.O

OBeing true and real at all timesO

OCheck out this post at ProBlogger.net for the definitive listing of highly effective blogger |
http://wwwi/problogger.net/archives/2006/05/27/habits-of-hightly-effective-bloggers-final-
submissions/.O

ODedicated, opinionated, inquisitiveO

ODiscipline. Good writingO

OGood writer, succinct writer, intelligent writer, uses images, writes about something new
rehashing what's already out there, someone who post regularly.O

OHaving something to say. Being concise.O
OHonest, passionate, interesting, and enigmaticO
Olntelligence, diligence, and patienceO

OLike to write, cares about what they write about doesnOt allow unprofessional writing or
comments and can cite information used.O

OOriginal thinking, writes well, keeps current

OPeople who follow throughO

OPersonality, commitment, networking abilityO

OPosting often and having something meaningful to sayO

ORemaining consistent with the blogOs theme and being bale to post at least weekly if nc
often.O

OResponsible, dedicated, honest, committed, good time management. Mostly committed
putting in a lot of time before your blog "goes anywhere."
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I OShort and concise postings, blogging is not about really long articles, pow
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 thi
news.O

I OThis blog is unique because | have seven members who are blogging. Hs
extroverts, half are introverts. I'm actually guessing the introverts will stick v
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
year itch, in marriage, surmountable, but difficult while going thought it.O
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DR. NORA GANIM BARNES - Ph.D.

Dr. Nora Ganim Barnesearneda Ph.D. in ConsumerBehavior from the University of
Connecticutand is a ChancellorProfessorof Marketing and Director of the Center for
Marketing Researclat the University of Massachusett®artmouth.
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2001, shewas selectedto receivethe University of Massachusett®residentO8ommunity
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of the faculty for the Collegeof Business.Dr. Barneswasinductedinto the Gold Key Honor
Society in 2002, and nominatedboth for Provostand for the ChancellorO®utstanding
WomanAward in 2003.

Dr. Barneshasworked as an expertwitnessand consultantfor nationaland international
firms including the National PharmaceuticalCouncil, the National Court Reporters
Association,and the Board of Inquiry of the British Parliament,Scotts Lawn Care Co,
Distilled Spirits Council of the US, WJAR Channell10, The ProvidenceJournaland others.
She also works closely with businessesn the SouthernNew England area providing
marketing researchassistancdgo small businessesnd agricultural groupsincluding the
cranberryandculturedshellfishindustries.

As Director of the Centerfor Marketing Researchshe hasprovidedservicesin brandand
productdevelopmentresearchpromotion,andcommercialtelevision productionto hundreds
of clients. The Centerservesasthe primary link betweenthe University and businessem
the region. Prominentmembersof the businesscommunity sit on the CenterO#dvisory
Board and interact with studentsthrough the projects conductedunder Dr. BarnesO
supervision.

Dr. Barnes has publishedover 125 articlesin academicand professionaljournals and
proceedingsand has contributedchaptersto books. In addition she has supervisedthe
writing of approximately200 businessmonographs. Sheis a frequent presentersession
chair and track chair at academicconferencesand sits on the review boardsof the Health
Marketing Quarterly,the Journalof ProfessionalServicesMarketing, and the Journalof

MarketingManagement..

Dr. Barneshas been awardedover $200,000researchgrants from a range of sources
including the International Council of Shopping Centers Educational foundation,
Massachusettranberry ResearchCommittee, and the SouthEasternMassachusetts
AquacultureCenter.
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