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New frontier or sacred turf?

Blogs are subtly changing the way audiences think and where they get
information they trust. But the very nature of the new medium means
marketers may miss the opportunities they present. By Simon Young
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The first thing Sandra does when she gets up
is switch on the PC. Her daily routine begins
with a visit to her own blog — or web log — for
comments from visitors to her site. Then, before
leaving for work, she checks her friends’ blogs
for any updates.

Later that day at work Sandra checks a dozen or
so blogs she has bookmarked, running the gamut
from personal diaries to politics.

Why blogs? Sandra says, “Blogs are good for
getting a sense of what people are talking about,
or what they’re concerned with — for instance,
politics. It’'s encouraging to see that young people
do care about what’s going on.”

Sandra doesn’t watch much tv, saying the ‘news’
it provides is little more than scare tactics and
entertainment gossip.

The lion’s share of her media intake comes from
the internet, as she says, “for better or worse”.

Sandra is just one of many people throughout
the world who eschew traditional media for the
internet in search of unbiased (or differently-bi-
ased) news, and information that’s more in-depth
or personally relevant than the mainstream.

What does it mean to marketers? It means at
least two things — blogging is here as a powerful
grassroots medium (and therefore a potential
PR and advertising medium), and blogging is
something that everyone can do, including
companies.
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But the grassroots nature of blogging
means it’s virtually invisible to those who
don’t inhabit the “blogosphere”.

In case your eyes are beginning to
glaze over, it’s probably time to answer
an important (and oft-asked) question:
what is a blog?

The short answer: it’s an abbreviated
term for ‘web log’.

A blog is essentially a diary on the web
that others can see. A simple premise
which has ended up evolving into endless
possibilities.

Permission marketing guru Seth Godin
has categorised blogs into three easily
understood groups: news blogs (which
often include pithy commentary on
current affairs); writers’ blogs (these are
frequently long monologues); and what
Godin calls “our blogs”, where the blog

Glossary

is run by a community. (See “Glossary”
below for more detailed descriptions).
Godin admits these definitions may
change: “It’s early days, and there are
bound to be a few other types of blogs as
time goes on,” he says on his blog.
Despite the recent media coverage blogs
have been getting, they’re nothing new.
Interactive creative director at Saatchi
& Saatchi Tom Eslinger says blogs have
been around for as long as the web.
“They’re like the reality programming
of the internet,” says Eslinger, “ a reaction
to a younger, more sophisticated audience
looking for unique channels for their
entertainment/news/distraction.”
Research Solutions’ research and
marketing manager Jonathan Dodd
sees blogs as tapping into people’s basic
expressiveness:

Blog (n) —a web log or online journal. Seth Godin defines three kinds of blogs on his

blog at (www.sethgodin.com):

1. News blogs... the idea is simple. An author (or authors) chronicles the events of the
day. This can be commentary on politics or news or dieting sites or merely pointers to

interesting technology introductions.

2. Authors’ blogs... while they occasionally riff about today’s news, are mostly an
opportunity for the writer to engage in an extended monologue. The monologue is
influenced by reader feedback and new happenings, so it’s a lot more interactive than

a book, but it certainly isn’t a conversation.

3. Our blogs... the tip of the community iceberg. A posting on an ‘our blog’ is nothing
but a firestarter, a chance to start the conversation and see what happens.

Blog (v) — to post something, or link to something, on your blog.

Blogger (n) — (1) One who blogs. (2) The blogging service bought by Google last year

(www.blogger.com).

Post (v) — to add a segment, or post, to your blog.

Post (n) — a segment or message that someone has posted.

Blogosphere (n) — the blogging world.

RSS Feed (n) — RSS stands for “Really Simply Syndication”, “Rich Site Summary” or
“RDF Site Summary”. Whatever definition works for you, it allows people to subscribe
to a blog using an RSS reader.

RSS Reader (n) — a piece of software that lists each new post on a blog. It’s like a
cross between a web browser and email: like a web browser, you can organise your
favourite blogs into folders; like email, the information comes to you, rather than you
having to remember to visit the site.

Moblog, Photolog (n) — a blog created using a cellphone with a built-in camera.

Vblog (n) — an audio blog. Posts are spoken rather than written.
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(] Blogging is still in the
midst of uncontrived
innocence. yy

“Talkback radio and the happiness of
people to respond to market research
surveys shows that people always like to
feel that their opinions are being heard
and valued.”

Blogs have also been compared to
political pamphleteering, a common
practice before the web, particularly in
America of the 1700s.

Blogger Chris Locke, co-author of the
1999 book “The Cluetrain Manifesto”,
points out the similarities on his blog
www.rageboy.com.

He quotes George Orwell’s words on
pamphleteering. They are an eerily ac-
curate description of blogs:

“The pamphlet is a one-man show.
One has complete freedom of expression,
including, if one chooses, the freedom to
be scurrilous, abusive and seditious; or,
on the other hand, to be more detailed,
serious and ‘highbrow’ than is ever pos-
sible in a newspaper or in most kinds of
periodicals...

“Above all, the pamphlet does not
have to follow any prescribed pattern. It
can be in prose or in verse, it can consist
largely of maps or statistics or quotations,
it can take the form of a story, a fable, a
letter, an essay, a dialogue or a piece of
‘reportage’.

“All that is required of it is that it shall
be topical, polemical and short.”

Reality programming, talkback radio,
political pamphlets... it hardly sounds
like the stuff marketing departments are
keen on, or even allowed to do.

Yet smart, courageous organisations are
harnessing blogging to market to both
external and internal audiences.

Ben McConnell, co-author of the book
“Creating Customer Evangelists” (and, of
course, a blogger), sees three ways blogs
are used for marketing.

Consultants use blogs to build a name
for themselves by demonstrating their
subject matter knowledge, ceos and ex-
ecutives blog to get closer to customers
and steer the direction of their industries,
and employees of companies blog about
their product category.

“By and large,” says McConnell, “blog-



Starting A Blog?

It’s definitely something you want to do
if you have a young, tech-savvy, cynical
audience. But tread carefully. These
marketers and bloggers had some sage
advice for would be bloggers:

Australian dm
consultant Malcolm Auld warns against
blogging simply because it’s the thing to
do. “Ask yourself, why do | want to write
and manage a blog?” says Auld. “What
is its purpose? What can a blog do that
other marketing activity can’t? How much
can | afford to invest in a blog and do |
have the resources to keep it current and
linked to other blogs? How will | measure
the effectiveness?”

Blogs
are made by people, not committees.
Jon Ostler, technical director for online
marketing company First Rate, recom-
mends a blog belong to an individual
rather than a company, with all postings
made by that individual.

New Zealand’s own permis-
sion marketing guru, Chris Price, says,
“Blogs offer marketers a new type of
voice in the market. Less formal than a
corporate newsletter and more personal

ging is still in the midst of uncontrived
innocence.”

And that’s the way it needs to be. As the
reality programming analogy suggests, au-
thenticity is essential — a lesson that bev-
erage maker Dr Pepper/Seven Up learnt
painfully with its Raging Cow blog.

In early 2003, Dr Pepper/Seven Up
launched a “milk-based product with an
attitude” called Raging Cow.

In an attempt to reach the hip young
audience, who 7-Up correctly deduced

than a website. The challenge then is for
marketers to produce a blog ‘conversation’
that others will want to listen to.”

Ben McConnell, co-author of
the book “Creating Customer Evangelists”,
says a blog can humanise an organisa-
tion, removing the veneer of corporate
indifference. “Better yet,” he says, “a blog
can help people inside organisations see
customers as people with opinions and
unsolved problems, not just as numbers on
a spreadsheet.”

Auld warns, “As most
blogs are individual publications, market-
ers need to ensure they use their blog as
a place to exchange information, not to
sell the corporate mantra. If a marketer’s
blog content becomes too sales oriented, it
won'’t survive.”

If your blog is any
good at getting attention, sooner or later
there will be a troublemaker. Decide before-
hand what your policy will be, bearing in mind
the openness and transparency expected of
blogs. Will you look like the bad guy by cen-
soring? Or will you risk letting anything on in
the name of free press? (Blogging is, after all,
publishing.) Auld warns not to let your blog

were turned off to traditional media, they
set up a blog — run by a cow.

The blog told the story of the cow’s
transformation from placid dairy life to
a crusader against boring milk.

It was set up as part of an overall
campaign which included mainstream
advertising, street posters, events and
street sampling.

The campaign designers recognised
that a message on a blog cannot be con-
trolled, just released into the wild.

.......

Customer Satisfaction and
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be hijacked by an individual or group who
want to undermine your blog.

Blogs are essentially sim-
ple. They don’t need lavish design to make
an impact; the focus is on the words. There
are several free services available to start a
blog, and many web content management
packages include the capability to create a
blog or discussion board.

Auld also suggests a lower-risk alternative
to starting your own blog: “You can simply
track blogs on topics of relevance and con-
tribute where you feel necessary.”

Taken further, this can lead to sponsorship
or advertising deals, like Microsoft’s sponsor-
ship of technology blogs, Nike’s co-branding
effort with Art of Speed, and in New Zealand,
the “Listener” and bFM’s advertising on Rus-
sell Brown’s Hard News blog.

Saatchi & Saatchi’s interactive creative
director Tom Eslinger says, “[Sponsorship]
works when the idea of public postings/
debate/dialogue works alongside the cam-
paign or brand and the audience.

“| think I'm like most heavy media con-
sumers and I’'m sceptical of big brands
jumping on things because they’re so hot
right now,” adds Eslinger.

“It is obvious when the fit is forced.”

Their strategy was to recruit key influ-
encers who also ran their own blogs.

Six teenage bloggers were recruited
—unpaid, but plied with free product and
promotional materials.

They weren’t required to mention the
product at all, and when they did they were
free to say what they wanted about it.

With some, it went down well.

But other bloggers saw it differently.
They saw it as an invasion of commercial
interests into a non-commercial domain,

the survey company.co.nz

Marketing Professionals.
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Blogs To Know

Blogging as a marketing phenomenon is new
but it is out there. Set aside some browsing
time and see how these blogs do it.

1 Russell Brown’s Hard News
http://www.publicaddress.net/default,hard
news.sm

Journalist Russell Brown’s commentary on...
well, everything. Probably New Zealand’s
best-known blog.

2 ChangeThis
http://www.changethis.com

A “clearinghouse of ideas” to promote in-
telligent thinking and debate. The thinking
person’s networking meeting.

3 Jonathan Schwartz’ Blog
http://blogs.sun.com/jonathan

The ceo of Sun Microsystems gets up close
and personal with his customers.

4 Robert Scobles’ Blog
http://www.kunal.org/scoble/

Microsoft’s blogging champion, Robert Sco-
ble, has several blogs. This is one of them.

5 Art of Speed
http://www.gawker.com/artofspeed

Nike commissioned 15 young filmmakers to
interpret the idea of ‘speed’. Over 20 days,
this blog followed the fortunes of the film-
makers and provided speed-related trivia.
For this blog Nike called on the expertise of
Gawker, the only company in the world to
publish ad-supported blogs commercially.

6 Keiko Groves
http://www.livejournal.com/~prelapsarianme
This 20-year-old college student has mar-
keted her successful internet-based clothing
business using only her blog.

This could be the best thing
you’ve ever heard on radio.

For over 10 years The Radio Bureau has run the ORCAs, a monthly competition that rewards
ad industry creative teams for outstanding radio commercial creativity. But The Radio Bureau
thought it was about time that the clients behind these great ads got some acknowledgment
too. So, the client of the monthly winning ORCA ad will receive a $5,000 radio schedule* and

if the ad goes on to win the Grande ORCA another $50,000 schedule will be awarded.*

N
Y

September ORCA winner - Client: Hallensteins — Agency: Publicismojo

* Conditions apply - see www.trb.co.nz for full details and to hear the ad.
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7 Stonyfield Farm
http://www.stonyfield.com/weblog/

A 215-person dairy farm that maintains five
excellent blogs about its products and the
organic lifestyle.

8 Inscene (in German)
http://www.inscene.de/embassy/

This German fashion label recruited bloggers
all around the world to be its cultural ambas-
sadors. Nice pictures. All text in German.

9 Beta-7

http://www.beta-7.com

Not a real blog at all. However, this hoax site
has gone down well with its target audience
of gamers. You never know your luck...

10 Save Karyn
http://www.savekaryn.com
Highly unusual. In September 2002, Karyn

The force is with Mojo.
(again)




couldn’t pay her credit card debt. So she start-
ed a blog asking strangers to donate money. It
worked. She paid off her card in 20 weeks and
landed a book and movie deal. Not deliberate
marketing, but marketing nonetheless.

11 Business Blog Consulting
http://www.businessblogconsulting.com
Consultant Rick Bruner eats his own dog-
food. His blog is his main way of netting
customers.

12 Seth Godin
http://sethgodin.typepad.com

The author of “Permission Marketing”, “Un-
leashing The Ideavirus” and Purple Cow has
a very active blog.

13) Efrisson

http://www.efrisson.co.nz

This computing and gadgets ecommerce
site has a blog incorporated into it.

P e R L ]

14 Jupiter Research
http://weblogs.jupiterresearch.com/

Each analyst gets their own blog. An efficient
way of getting the word out; as Permission
managing director Chris Price says, “not as
formal as a press release, more like a con-
versation from someone in the know”.

15NZ Idol Blog

http://www.idolblog.com

The unofficial NZ Idol site features a very
active community and a constant stream of
Ben and Michael news. Not really a market-
ing blog, but an example of the passion fans
can bring to the play.

The Ones That G

These blogs can’t be viewed but are still
worth knowing about:

NZRugby Fanzone (no longer up)

Way back in 1999, before anyone knew what
a blog was, Saatchi & Saatchi was doing a
weekly blog for the rugby union. Head of
interactive Tom Eslinger says, “It was a great
traffic driver for the site, and a well-read,
well-forwarded email.”

Bill Gates’ blog (not up yet)

Eight hundred of his staff have blogs, so it’s
about time the boss had one, too. Several
news reports have announced a pending
blog from Bill Gates, but no launch date has
been specified.

Demand for talented communicators is high, and thanks to

20606
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The company’s just moved
into Europe

Next, Asia and
the Middle East

But first, they need
an international
communications expert

Wunitec

A NEW ZEALAND TeWhare Wananga o Wairaka

globalisation it's constantly growing. The world needs people who
can communicate across national and cultural borders and Unitec’s
International Communication programmes produce the kind of
graduates employers want.

Our Postgraduate Diploma in International Communication and Master
of International Communication combine a high level of theoretical
analysis with real-world applications. You'll develop sound knowledge of
intercultural, organisational and technological aspects of international
communication.

For further information, call 0800 10 95 10 or
visit www.unitec.ac.nz

Q,?(P&V“EQ/VLOQ/ REAL WORLD LEARNING
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Blogs As Advertising Media
It’s extremely early days, but at least one company is making money out of blog
publishing or ‘nanopublishing’.

Gawker Media, the brainchild of New Yorker Nick Denton, runs six blogs that cater
for niche audiences.

Denton himself edits some while other professional bloggers edit others.

The medium combines the informality of a blog with targeted audience demographics
and statistics for advertisers. It’s publishing without the heavy overheads of print.

New Zealand’s best-known blog, Russell Brown’s Hard News, features advertising
but Brown says he’s not giving up his day job yet.

While he’d like to see more income from the site, Brown admits he’s putting the
audience — and not potential advertisers — first.

“I've deliberately decided against revenue opportunities that would ruin the site,”
says Brown.

“I'm talking about the super-size banners you see on high-traffic sites everywhere
else. I'd rather convince potential advertisers of the merits of doing something more
in keeping with the environment of the site.”

Bloggers also can be key influencers in their target groups.

“I don’t think a lot of marketing people yet appreciate what we are and the audience
we offer,” says Brown. “[These people] are high-income, highly qualified and very big
on internet use.”

! Cover Story: Communication !

and called for a boycott of the products.

Google “Raging Cow” (that’s the verb
Google, not the noun) and you’ll find a
range of views on the campaign.

[t is presented in many ways as a failure
of marketing blogs.

But failure or not, the cow issue does
highlight the importance of authenticity.

Authenticity is by no means needed
just for blogs; it’s now essential for all
forms of marketing.

It’s just that, by their very personal
nature, blogs accentuate the need for
authenticity.

This should be nothing new to market-
ers. “The Cluetrain Manifesto” presented
95 theses on the future of marketing.

Unlike Martin Luther’s 95 theses, no-
body lost their lives over these ones.

But one has to wonder if marketers are
slowly, imperceptibly dying by neglecting
principles like these:

“1. Markets are conversations.

2. Markets consist of human beings, not
demographic sectors.

3. Conversations among human beings

ZQ)é ere business is a p/easure.

Mercure

A most exclusive cozyference refreal,
Tercure Grand Fuba Frk Fesort
has 3 cozyference rooms ca/eriny
//01’ J-100 o/e/egcz/es. Our innovative

cozferezzce pacéayes and faéu[;us
new leisure //aaﬁﬁes mabke us the ideal
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Tlercure Grand
Futa Tark FResort

Tlount ﬂuenue, Twanui Beach

Coromandel Tetzim‘u/a, New Zealand

Tel (64-7) 864 6088 Fax ((64-7 ) 864 8112
Cmalfreseruallbns @myppl:co.lzz
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relationships is futile. Jj i

sound human. They are conducted in a
human voice.

4. Whether delivering information,
opinions, perspectives, dissenting argu-
ments or humorous asides, the human
voice is typically open, natural, uncon-
trived.

5. People recognise each other as such
from the sound of this voice.

6. The internet is enabling conversa-
tions among human beings that were
simply not possible in the era of mass
media... ”

... and so on, for 95 points. Common-
sense stuff, but stuff that doesn’t catch on
easily when marketers are used to a long
history of safe, controlled monologue.

Uncontrolled dialogue is valuable,
necessary even, but also very risky.

Eslinger warns, “The best blogs are
not censored and the anarchic nature
of posting is what we enjoy about them.

This goes against the way most brands
would behave.”

McConnell warns marketers to beware
of blogs becoming primarily a branding
exercise.

“Blogs are about sharing knowledge and
encouraging discussions,” he says, “not
just functioning as a broadcaster of your
brand’s importance.

“I've heard some people complain
they can’t monetize their blog. That’s a
short-sighted approach; a blog is more
like investing in R&D with customers
and prospects.”

That'’s where the real opportunities lie
in blogging — not so much in getting your
message across but in building dialogue
with customers.

Microsoft lets 800 of its developers
loose with their own personal blogs.
They’re told what they can’t give away
— commercially sensitive information
—but apart from that, they’re left on their
own to build relationships.

It’s a way — some suggest the only way
— to reach cynical people in the tech in-

dustry. [t’s a great example of a much-ma-
ligned and distrusted brand using blogs to
demonstrate openness and, perhaps most
importantly, a willingness to listen.

McConnell sees great value in opening
up direct dialogue between customers and
those responsible for making products.

“Marketers would do well to encourage
a company’s product development lead-
ers, customer service managers or ceos to
start blogging.

“Encourage conversations. Create more
transparency.

“Give up message control, for control in
the age of relationships is futile.”

The monologue has finished. The con-
versation has started.

If you’re not taking part in the conver-
sation, your customers will simply find
someone else who will listen. i

Simon Young blogs about what makes a leader at
http://leadershipissues.blogspot.com. It started off
as a ‘writer’s blog’ but is quickly becoming an ‘our
blog’, with five contributors from around the world.
simon@simonyoungwriters.com

BRANDING IN BUSINESS

Buying brands is all about

making statements.

If the world is a stage... then brands
are the props - they signal who we
are and what we stand for.

NZRU - All Blacks Trilogy
Brand evolution Brand development

Datamail

Brand repositioning

St John Telecom
Brand evolution

Puke Ariki
Brand communication Brand development

Yellow Pages BMW
Brand communication Relationship branding

SANEHEa SNISNISNI

DNA

design
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