Chapter 1
Checking Out Business Blogs

In This Chapter
Creating buzz with a blog

Finding out how businesses use blogs

Discovering what characteristics good blogs have in common

T‘aditional business marketing is changing. More ads, catchier slogans,
louder television commercials, brighter colors . . . everything’s been done
to catch the consumer’s eye. Your company may have a great product that
people love, but if you can’t make them pick you out of a crowd, you're sunk.

So what’s the solution?

Stop talking at consumers, and start talking to them. Begin a conversation
with them that encourages them to talk to others about your business or
product. That’s what buzz marketing with blogs is all about: getting a conver-
sation going between business and consumer.

The term blog is a combination of the words Web and log. Blogs are online
chronicles that are updated frequently, sometimes even daily. An update (also
called an entry or a post) is usually quite short, perhaps just a few sentences,
and readers can often respond to an entry online. People who write blogs are
commonly called bloggers. Bloggers, tongue in cheek, call themselves and
their blogs the blogosphere.

Generating Buzz for Vour Blog

The power of blogs is buzz, or conversations and Web links that bounce from
blog to blog and gather mass and impact. Companies that use blogs as buzz-
building tools are finding substantial readerships of people who avidly want
to know what the blogger has to say and respond with comments to every
new posting. The best part is that they often spread that message to others
within their sphere of influence through blogs, instant messages, or e-mail.
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Word of mouth is one of the strongest marketing tools your company can use.
For example, a recommendation for a product or service from a trusted
friend is more memorable and convincing than the cleverest television ad —
and more likely to be turned into action.

What if you had a tool at your disposal that could reach hundreds of people
at once who are actually interested in your products or services and appreci-
ate the fact that you’re making information available to them? A Weblog is
such a tool. Blogs are all about opening up your knowledge, expertise,
processes, and goals to your customers. Done right, they can give back loy-
alty, goodwill, and valuable feedback.

The blog format is breaking new ground for business by:

v Providing a way to interact with customers
v Being a clearinghouse of information and expertise

v Getting valuable feedback — including criticism — from those who know
your products and services best: customers

v Changing public opinion during times of negative attention

v Simplifying and amplifying collaboration between employees

The informal, engaging style and interactive format of blogs make them very
attractive for companies looking to change public perception, take part in a

dialogue begun in the press, correct a mistake, take a position, and get feed-
back from customers.

Best of all, blogs are a nearly instantaneous publishing format; the software
that runs a blog speeds up, instead of slows down, the publication of news
and information to your Web site. They’re easy and cheap to set up; from a
cost/benefit point of view, blogs are very easy to justify, and results come
quickly.

Blogs are a great way to keep employees and customers abreast of the latest
news faster and more effectively than a traditional company newsletter. They
disseminate announcements more quickly than the most centrally placed bul-
letin board. And they can get you customer feedback more cheaply than any
focus group or survey.

But what makes a blog different from any other corporate Web site? A blog is
designed around a particular form of publishing: frequent, short updates often
using links, accompanied by a corresponding set of comments from readers.
Blogs are an organic process, meant to be written and read regularly — even
daily — and simply aren’t as “packaged” and controlled as a press release.
Their tone is usually informal, almost stream of consciousness. In fact, many
bloggers don’t bother to use capital letters or spell-checkers!
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A typical business blog

A good blog format contains a combination of
these elements:

v Name: You almost always find the name of
the blog at the top. Itis usually short, catchy,
and humorous.

v~ The latest post: The date, and occasionally
the time, display so that you know which
entry is the latest one. Unlike the front page
of most business Web sites, a blog home
page is usually quite long, because older

v~ A collection of related info: On the right- or
left-hand side of the browser window, this
info may consist of e-mail subscription
opportunities, explanatory or biographical
information, archived entries, and links to
other blogs that the blogger reads regularly
and recommends.

The following figure is a good example of a
standard blog format and layout. Blog Maverick
(www.blogmaverick.com) is the blog of
Dallas Mavericks owner Mark Cuban.

entries also display on the home page.

v Comment link: After each entry, most blog-
gers invite the reader to add a comment.

Latest post Blog name or logo

Latest date and time

Two Good Reads
Posted Oct 25, 2004, 5:34 PM ET

L1 People aways ask me for reading suggestions, sa here are 2 very simple
ones:

The first is one of the best stockmarket columns available. This guy doesn't
get the credit he desenves, butin my opinion his column is a must read. His
name is Chris Byron, and he writes about stocks and the markets for The
NY Post

Chris unlike many has no problems taking on issues that aren't popular but
that protect the individual investor. His column today should be required
reading for any small investor thinking of investing in penny stocks. He
nails the problems with Req D offerings, gives examples and most
importantly follows up to confirm just how slimely some companies are that
are using this instrument

The SEC might not watch out for small investors, but it's great to know that
Chris is. Read his column!

Switching topics to career advice. The book is called * Going Corporate
Woving up without Serewing Up.” I you are just getting out of school and
already in the corporate warld, this book probably isn'tfor you. You already
know what's in it

For those new or about to be college grads who want a funny, laugh out
loud catch up on the things your future co-workers will be doing for you, with
you and to you when you start your new job, buy this book now.

This book isnt just for new entries into the workiorce

Ifyou run a company, manage one, or are the CEO of any company with
cubicles or rows of desk anywhere you pay rent, this book is definitely for
you. You have no idea what is happening next to and on all those
computers humming away in the office. This book will give you the rundown
on all the things you never had the guts to do when you started out in the
business world. Read this book as a primer, and a good laugh on just what
runs through the minds of those twenty somethings that call you sir to your
face, and something completely different behind your back. Good things of
course ).

Read ‘em and have fun!

Related Links

» Christopher Byron search
» Permanent link + Email this + Reader Comments [7]

About explanatory link

blog maver

the mark cuban weblog

E-mail sign up opportunity

Resources
About Mark Cuban
Contact Mark Cuban

Anncuncements

Privacy: Your email
address will be used for
Blog Maverick news only
We hate spam too.

0
Getting My Aftention
10/19/2004
Movies that make a
difference from M
101712004
Applications for your
future TV.

1011212004
Some Investment
o] I Have|T

The Benefactor will
continue nex week |
1011172004

Onlyinthe Dallas |

ck

Sites To Visit
Dallas Mavericks Home

The Fallen Patriot Fund
Godsend

HDNet Home

Landmark Theatres

The Benefactor Prome (10
MB .wmv file)

Weblegs, Inc. Sites
Consumer
Autoblog

Blogaing Baby
Engadget

hack a day

Joystiq
Technology

Apple (Unofficialy
css

Digital Photography
Google (Unofficial)
Grid Computing
Javaseript
Microsoft (Unofficial)
Office

Open Source
Peerto-Peer
Photoshop (Unofficial)
Search Engine Marketing
Social Software

Spam

Tablet PCs

VolP

¥Yahoo (Unoficial)
Wireless

Bluetooth

Engadget Celiphones
Engadget GPS

RFID

Uttra Wideband

WiFi

The WillAX Weblog

Comment link

Archived entries

Links to other Web sites and blogs
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Although the writing may be free-form, a blog has some common organiza-
tional structures that make understanding and participating in the conversa-
tion easy for readers.

Discovering How Businesses
Are Using Blogs

Blogs aren’t the be-all, end-all solution for marketing, but they go a long way
toward establishing rapport, trust, and information exchange — things that
are hard to create between companies and the rest of the world. Using blogs
effectively is a two-part strategy:

v Being aware of what is being said online about your company. More and
more consumers are using blogs to articulate their own thoughts and
feelings about a company and its products. Starting a business blog
helps you to be a participant in the conversation.

To find out what’s being said about you, simply search for your company
name in a search engine, such as Google. In many cases, some of the top
returns are blog posts of consumers who’ve expressed an opinion about
your company or products.

v Considering whether your company can benefit from a blog.

In the following sections, I discuss just how businesses are putting blogs to
work for them to do a better job reaching and talking with customers,
increasing interest in a company or product, setting themselves up as leaders
in their industries, and more.

Communicating with customers

Blogs can be used to convey news, events, plans, and customer support
information to your customers — and to engage them in dialogue that can be
used to improve the way your company functions.

Fast Company, a business publication tracking new business practices, com-
petition, and processes, started the FC Now blog (www . fascompany.com) in
order to discuss ideas, business news, and resources with its readers. Shown
in Figure 1-1, it encourages readers to suggest topics and to post comments.
Several staff members contribute to the blog, each posting on a subject that
interests them personally. FC Now is a way for Fast Company to respond
quickly to breaking news and to let its readers know about resources and
tools. Postings range from asking former customers why they aren’t still
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Figure 1-1:
FC Now
uses its blog
to further
dialogue
with its
readers.
|
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customers, a link to a Web site that covers technical horror stories, news
about the company’s a cappella music groups, and articles from other publi-
cations pertinent to the Fast Company audience.

The effect of the blog is an open, informal interaction between Fast Company
and its readers — achieving something that is more free-form, frequent, and
organic than the rigid format of a print publication can deliver.

Mot a member? Sign up
OMPANY
wablog |
FCNOW =

R5S Fi

=3 (what is this?)
October 26, 2004 vou "eed
to
FC Now reader Susie Wyshak writes: ’

| make it
Many companies who "lose” customers never ff' H I
ask why. If you want to skip 2 month of Netflix, 0 Ic[a .
you have to cancel your membership. They [
keep your account information, and when you
come hack von recaive 2 welcome email and ‘

(c) 2005 Gruner and Jahr USA Publishing

Establishing expertise

The law firm of Stark & Stark is promoting the expertise of its lawyers through
the Traumatic Brain Injury Law Blog. Lawyer Bruce H. Stern posts regularly to
the blog on topics intended to keep his readers fully informed on new case
law, news, events, and courtroom strategies. Posts often include information
on new medical treatments and research that Stern’s clients may find useful.

Postings from October 2004 included information about accident reconstruc-
tion experts, pediatric brain injury treatment research, a new online medical
journal, and a recent court ruling on the admissibility of computer simula-
tions of car accidents.

The blog is actually part of a larger package of information pertinent to brain
injuries that includes articles about brain injury cases, FAQs, and a bulletin
board. This strategic positioning is a service for existing clients and makes a
strong case to potential clients that Stark & Stark has a great deal of expertise
in this area. It’s a win—win for the law firm and for Stern, both of which get
great exposure and provide a genuine service to clients. Find the blog at www .
braininjurylawblog.com and in Figure 1-2.
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