
Blogging For Business

Tap Into New Markets & 
Reach Buyers One-on-One
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All About Blogging
• What is it?

– Personal online journal
– An e-communications

vehicle
– Popular blogs are 

authentic, interesting, 
insightful, useful, irreverent, topical

• Driving syndication technologies
– Instant online publishing tools
– Syndication is a true opt-in channel to deliver your 

message to audiences’ desktops

“Blog” = web log
• A personal online journal
• Text, photos, audio, video
• Web page or pages
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All About Blogging
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All About Blogging
• Publishing a blog

– To a website or 
by using…

– Instant online 
publishing tools

Blog publishing software
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All About Blogging
• Reading blogs

Blog (RSS) aggregators
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All About Blogging
• Bloggers can be powerful

– Influence purchase decisions,
product development

– Make news or blow it open

• Blogs can become
powerful business tools
– Create “go-to” resource

status & thought leadership
– Increase awareness & SEO

• AUTHENTICITY is key

Rathergate
• The blogosphere blew
holes in Dan Rather’s
story about GWB’s
military record
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BTI’s VOIP blog – created and maintained by a PR outsource firm
– gained BTI thought leadership and search engine rank in a 
saturated keyword market.
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Fraser Beach, a TO real estate agent, says that 70% of 
traffic to his business site is generated by his online journal.
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All About Blogging
Who blogs?
• 8 million American adults
• 27% of Internet users
• Journalists
• Experts & hobbyists
• CEOs!
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Why Blog for Business?
• Opt-in marketing
• Connect & share ideas, solicit feedback
• Create greater transparency
• Enhance the marcoms mix

– Extend reach and awareness
– Search engine optimization (SEO)
– Influence ideas, opinions
– Create communities (retention & loyalty)

• Add a new, more personal dimension to 
a brand
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Why: Truly Opt-In
• Blogs are searched for, read and aggregated 

by choice of the audience

No spam/virus filters
No privacy concerns
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Why: Connect With Individuals
• Most successful blogs are personal, 

written by an individual
• Can be embedded within a corporate 

brand to augment it
Sun Microsystems, HP,
MicroSoft: just a few
companies with employee
blogs now complementing
their corporate brands.
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HP employee blogs
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Microsoft blogs: no better way to 
uncover all the hidden features
and nits in Microsoft products …
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… the employees agree!
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They’re blogcasting, too.
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Sun’s employee blog page

2 most popular blogs:
• A marketing employee 
who has “Free-Stuff 
Fridays” and posts 
employee feel-good 
stuff
• An open-source guy 
who posts about open 
source, movies, books 
& family
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Why: Receive Feedback
• Blogs can be designed to accept 

feedback
• Receive input and ideas from readers

– New product development
– Product launches
– Float new service offering ideas
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Macromedia’s product managers and
sales engineers blog about product
development, news, tips, and give the
heads-up about new plans for product
features
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Bob Lutz receives numerous comments 
on most of his blog entries. He gets 
useful buyer feedback AND GM benefits 
from keyword optimization!
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Why: Create Communities
• User communities
• Beta test communities
• Employees
• Partners
• Board members …

Community: a unified group of
individuals connected by shared
interests or activities.
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Corporate blog communities:
Microsoft & Stonyfield Farms
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Why: Reach New Audiences
• Reach some online audiences that do 

not subscribe to opt-in/e-mail
• Reach early

adopters and
technical audiences

• Reach younger
audiences

Blogger demographics:
• 57% men (changing fast)
• 48% <30 years old
• 39% college/university educated
• 40% >$50K (US) annual incomes
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Why: Influence Opinions
• Over time, respected bloggers come to 

influence opinions
– Journalists search blogs for information and 

ideas
– Journalists themselves blog
– User communities use blogs to trade 

recommendations & tips
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Mighty Goods & Gizmodo blogs
influence purchase decisions

Doc Searls influences technology
adoption and even product 
development
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Why: Improve SEO
• Each blog entry is a unique web

page with its own URL
• The ‘blogosphere’ is 

created through cross-
linking

• When implemented properly, blogs are
crawled by search engines

• SEO best-practices apply

Blog SEO: 
content is king
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Should You/Your Business 
Blog?

• Do you have:
– A reason
– Content
– Time

Content
• Article-style
• Links
• Tips

Time
Minimum once/week
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Should You/Your Business 
Blog?

• Reasons:
– E-mail marketing isn’t working
– Brand suffers from depersonalization
– SEO advantage
– Stakeholders who need fresh information
– Subject matter expertise to share
– Create communities, both internal and 

external

• Alternative ways to reach the 
audience…
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Other Angles …

Syndicate existing rich content:
newsletters, glossaries, reports, 
papers, resources …
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Other Angles …
Syndicate frequently updated
content: news, events, updates, 
patches, software versions
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Other Angles…

Google AdWords  >
Syndicate your AdWords

< BlogAds.com
Post banner-type ads
on participating blogs

Buy blog ad space
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Other Angles…
Start a blogversation:
Proactively seek bloggers
who’ll blog about you
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Other Angles …
• Sponsor a blogger

– Siemens sponsored Gizmodo 
blog editor Joel Johnson with 
a free flight & 
accommodation to this year’s 
CeBIT show in Germany. 

Note the banner ad 
^

“We’ve got no agreement to
treat [Siemens] with kid
gloves, so I’ll be as objectively
off-the-cuff and misguided
as usual.” - Joel Johnson, 
Gizmodo
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Integration Into the Marcom Mix

• Blogging & syndication are no 
different from any other 
communications 
tool: 
– No silver bullets
– Little value on their own
– Must be promoted and integrated
– Depend on rich & timely content

If you blog it, will they come?
Not if they don’t know about it.
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Risks and Rewards
• Blogs require time and commitment
• Blogs carry all the same risks as any 

act of transparency
• Rewards:

– Immediate feedback and access to what others are 
really thinking & saying 

– You can learn quickly how best to speak to your 
audience

– Reach new audiences in new ways - a multi-
dimensional brand

– Encourage return visits, forwards, etc.
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“I have to correct one thing that I wrote.”

“Many of you called me out on this, 
and rightly reacted…”

“I take that back…” Bob Lutz
addresses the risk of screwing up
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Next Steps
• For yourself

– Read some blogs & post some comments
– Try blogging (family & friends)
– Discuss how blogs and/or content 

syndication could fit into your marketing 
mix

• http://kaszas.typepad.com/ceosblog
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Next Steps
• For your business

– Most of say you are dissatisfied with your 
brand’s ability to connect meaningfully with 
individual buyers/users
• Consider syndication, consider blogs
• Survey audiences, comms audit, content creation 

& delivery

• http://kaszas.typepad.com/ceosblog



www.kaszas.ca

Next Steps
• For your marketing managers

Content Syndication Workshop for 
Marketers
– Tuesday May 10, 2005 (and subsequent dates)
– The Why?, the When? the How? and the Should 

we?

Info at:

http://www.contentsyndication.ca
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About Kaszas
• Marketing communications for private

business
– Messaging & positioning strategies, 

communications audits
– Branding Bundles
– Marketing and sales tool development
– Marketing writing, copywriting



mford@kaszas.ca

Web: www.kaszas.ca
Blog: http://kaszas.typepad.com


