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Introduction to Weblogs 
 
Perhaps more than any other communications format since the advent 
of the internet, weblogs – or “blogs” - have been heralded as a 
revolution in mass communication.  Communications professionals in 
particular are in a position to use blogs to better listen to and reach 
their publics in new ways.  This paper will explain how blogs fit into the 
new media landscape and how communications professionals, once 
they understand blogs’ unique rules of the game, can use them not 
only as promotion platforms but also as a means to a conversation 
with their audience and customers.  
 
Technically speaking, blogs are just like any other website on the 
internet.  They exist solely online, are capable of accepting advertising 
and are designed to be consumed by a specific audience – either the 
general public or a targeted niche group.   
 
The popularity of blogs is primarily due to four factors: 
 
1. Many services will host blogs at no charge.  There are several 

popular blog-hosting services available on the web such as Blogger 
(a Google-owned company), Bloglines (now owned by AskJeeves) 
and LiveJournal (owned by SixApart) which offer free basic hosting 
with extra features available for a monthly fee.  There are other 
companies such as TypePad that charge for all levels of service.   

 
2. Blogs have given an outlet to anyone who feels his voice has not 

been represented in the mainstream media.  Blogs enable anyone 
to become a micro-publisher virtually overnight. 

 
3. Blogs are timely, allowing for content updates at any time without 

an editorial review and without sophisticated knowledge of web 
publishing.  The immediacy of blogs gives them the leverage to 
pick up on breaking news stories and instantly create their own 
stories with new angles and investigations.  In fact, the most 
popular blogs tend to be those that are updated often. 

 
4. There is a strong sense of community among blog writers and 

visitors.  Because most blogs are not regulated by an editorial 
board or influenced by corporate interests, visitors rely on them 
for the unvarnished truth.  They also value the transparency that 
blogs have.  Unlike mainstream media, whose philosophy is geared 
toward keeping the audience on their own site, blogs thrive on 
posting links to other sites of interest, even other blogs that cover 
the same topic.  The audience of one blog immediately has access 
to a wide range of opinions and styles. 
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Types of Blogs 
There are four general types of blogs in existence: 
 
1. Personal blogs that focus on a passion or hobby.  Many people 

start a blog to express their personal opinions or share their 
interests and knowledge with others.   These types of blogs can 
still have an enormous impact on a company spreading the current 
version of “word of mouth.” 

 
2. Topic or industry-specific blogs are perhaps the most pervasive 

type, covering everything from current events to marketing/public 
relations to home entertainment to car maintenance.  Bloggers are 
often acknowledged experts in their specific industry who have a 
built-in audience.   

 
3. Publication-sponsored blogs are growing as traditional media 

outlets seek to ride the blog wave.  Increasingly, newspapers, 
magazines and even television and radio stations are adding blogs 
to their websites.  These blogs tend to be written by an established 
journalist with the publication and have been added to lend a 
sense of immediacy to the content. 

 
 4. Corporate blogs are another relatively new addition to the blog 

world.  The best ones are written by an executive within the 
company and are devoted to that company.  You won’t find here 
the extensive list of outside links or freedom of opinion that is to 
be found on other blogs.  Corporate blogging is still in its infancy 
and is just beginning to find its place as part of an overall 
corporate communications effort.  

 
Blogs and the News 
The public has become increasingly distrustful of mainstream news 
outlets, perceiving them as beholden to either the government or large 
corporations.  Blogs, on the other hand, have the unique power to cut 
out organizations which traditionally act as gatekeepers.  Many 
bloggers still rely on the mainstream media for source material, but 
then conduct their own research and write subsequent articles 
independently.  For this reason, blog visitors feel they are getting an 
unvarnished and pure take on a topic, whether that is a political or 
current events story or an opinion on a video game or movie.   
 
Bloggers are also more adept at breaking stories.  For example, the 
PR/Marketing industry blogs are a great source of news on 
developments from the major search engine companies.  More general 
news blogs break stories relating to politics or society.  They are often 
the first to take a public figure to task for statements he or she has 
made.   
 
In a recent survey, people were asked to indicate their reasons for 
reading blogs.  The top three reasons were “news I can’t find 
elsewhere”, “a better perspective” and “faster news”.  This focus on 
better, faster news has given blogs the power to move from being 
simply commentators on the news to being opinion leaders.  Blogs 
have become the new op-ed page.   
 
The presidential election of 2004 was a watershed moment for 
bloggers, who were invited to cover the conventions of both parties as 
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accredited members of the media.  The 2004 election cycle did more 
to move blogs from the fringe to the mainstream than anything else to 
date.  Blogs were daily sources of commentary from both ends of the 
political spectrum, frequently going deeper into stories than the 
mainstream media and pushing the large outlets to follow suit.  
 
Indeed bloggers’ efforts have led to the resignation of at least one high 
profile media personality.  When Dan Rather, during the 2004 
presidential race, reported on the CBS news magazine “60 Minutes” 
that evidence existed showing problems with President Bush’s National 
Guard record, the blogging community quickly disputed the story.  The 
documents Rather had been given and used as evidence didn’t look 
quite right for the era in which they would have been produced.  The 
blogosphere produced experts on typesets and document creation who 
quickly and loudly refuted the items Rather had used.  Charges were 
leveled at Rather and segment producers for shoddy reporting and a 
liberal bias.  CBS sanctioned the producers involved and Rather 
announced what he termed a planned resignation shortly after the 
controversy started. 
 
In early 2005, CNN head Eason Jordan was pressured into resigning 
after making what some saw as disparaging remarks about U.S. troops 
in Iraq.  Conservative bloggers attacked Jordan as being unpatriotic 
and within two weeks he had tendered his resignation.   
 
Working with Blog Writers 
Public relations professionals, marketers and other media planners are 
increasingly attracted to this unique blogging community that seems 
immune to blatant PR spins. If they can pitch a product or story to a 
blog and get coverage, then they have gained access to an audience 
seen as lucrative and influential.  And due to the popularity of search 
engines and the cross-linking so commonplace with blogs, the 
potential for increased impression values is huge.  One successful pitch 
can result in dozens of pick-ups.  You can increase your name and 
brand recognition with a wider span of audiences than you had 
originally thought possible.  
 
Most blogs include some sort of contact information for the writer.  But 
how should you pitch a writer? What tone should your pitch take?   
 
Here are some tips when approaching blog writers with story pitches: 
 
1. Expose all potential conflicts of interest or corporate ties right off 

the bat.  If these relationships are not admitted initially, the 
blogger will find them.  By being upfront, you have inoculated 
yourself to some extent against a potential backlash that could 
cause negative publicity for your company. 

 
2. Be familiar not only with the blog you are pitching but also with 

other blogs linked from that site that cover the same topic. 
Remember that blogs thrive on a sense of community.  Bloggers 
want information to be shared and are not as concerned with 
exclusives as traditional media outlets.  

 
3. Personalize your pitch.  Don’t just include their email in a blast 

mailing of a press release.  Bloggers like to feel special and a 
generic email is likely to fall on deaf ears. 
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4. Remember that blog writers, in order to stay relevant in the eyes 

of their readers, need to be honest above all else.  They will 
publish their unvarnished opinion of a product - warts and all.  
Keep in mind that the risks associated with blogs need to be 
accepted along with their potential benefits.  

 
5. Like traditional media outlets, the more popular blogs are often the  

most difficult to break into.  Find a mid-tier blog for that first 
impression and let the story work its way out from there.  Because 
there is a good deal of cross-linking among blogs within a niche, if 
one picks it up there is a good chance others will report on the 
story or do their own investigation.  By incorporating some form of 
blog monitoring, you will be able to see how effectively this works 
and react appropriately.     

 
 
Monitoring the Blogosphere 
As with any media outlet, communications professionals want to 
monitor blogs not only to gauge the effectiveness of a specific 
campaign but also to contain potential communications crises, gather 
competitive intelligence or simply monitor their coverage on a real-
time basis.  They require tools that will allow them to monitor the 
blogs, evaluate the coverage and enable them to react to the coverage 
when appropriate. 
 
The larger media monitoring companies now offer blogs as part of 
their comprehensive monitoring packages.  Some go for sheer 
numbers, stating they search thousands, tens-of-thousands or 
hundreds-of-thousands of blogs across the entire internet.  Others 
offer a smaller number of monitored blogs, choosing instead to 
handpick those that they include in their service.  These are mostly 
blogs by established journalists or other experts in a given field.  In 
some cases companies contracting with a media monitoring firm have 
the option of requesting that blogs be added to the service as project 
needs change.  The choice you make is dependent on what best meets 
your monitoring needs: quantity or quality? 
 
Other important factors to consider when selecting a blog monitoring 
service are ease of use and advanced searching capabilities.  It’s 
important that the service you choose gives you the ability to edit, 
compare, search through and organize the results you receive.  And by 
choosing a service that delivers your results in an instantly usable 
format and gives you the tools to keep your results organized, you can 
save your staff time and money by avoiding the laborious process of 
manually sorting through the clutter of results.   
 
There are some tools available for free, such as Technorati, Daypop 
and Blogdex that act as search engines and are useful if you are 
tracking where your company name has popped up in posts recently.  
There is an important distinction between these services and 
traditional media monitoring firms: The search engines do not deliver 
any research results to your desktop, while some of the established 
media monitoring firms do provide customized content directly to you, 
around the clock. 
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Using Blogs as a Marketing Tool 
In addition to using blogs as one facet of a media pitch plan, some 
advisors recommend setting up a corporately-owned blog to build buzz 
for a company or product.  While the allure of this concept is obvious, 
the downsides can be dangerous. 
 
The goal of a corporate-owned blog should be to reach out to 
constituents and be more transparent, and if you’ve got a good or 
interesting product, hopefully it will build buzz. 
 
First, the positives.  Blogs can create a direct outlet between a 
company and its target consumers.  The immediacy is attractive since 
the company could avoid long advertising production cycles.  The 
company can be seen as cutting-edge and will attempt to be perceived 
as honest and untouched by PR spin. 
 
The negatives, however, can open up a company to more scrutiny and 
bad press then it ever expected.  Internet users in general and 
blogosphere citizens specifically are increasingly savvy to blatant 
pitches.  In the past, corporate blogs have not faired well for one or 
both of two reasons: 
 
1. The companies’ message has rung false.  If there is any misleading 

information on a blog, it will be found through the use of today’s 
powerful search engines, and the falsehood will be exposed 
throughout the blog community.  

 
2. A company has created a blog but not identified it as a 

corporately-owned blog.  Frequently referred to as “viral 
marketing”, this effort leads companies to establish blogs and 
attempt to pass them off as impartial and unaffiliated sites praising 
the virtues of a new product or service.  Bloggers have an almost 
visceral reaction to these and see them as intruding on sacred 
ground.  Blogs pride themselves on their transparency and 
independence from corporate ties.  When a blog pops up that is 
obviously biased and lacks these two important traits, it is 
immediately suspect.  

 
The negative word-of-mouth that can result from either of these 
missteps could be disastrous.  Companies should carefully consider the 
place a blog could play in their media plan and use it accordingly.  
Blogs can add a great deal of value to the reputation of a company if 
used as a means to communicate with – not just to – their base.  
 
Corporate blogs have been most successful when they have been run 
by – and subsequently identified with – one individual.  Often this is 
the CEO or another high ranking officer in a company.  These tend to 
reflect the best aspects of the most popular blogs: 1) They have a 
personal touch and do not seem to have the “Approved by the PR 
Department” stamp on them and 2) They touch on a variety of 
subjects.   A CEO who only writes about his company and how 
wonderful it is will quickly be ignored.  One that reflects interesting 
articles he or she has come across and other random musings in 
addition to company information will be more popular among 
“legitimate” bloggers. 
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