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Public RelationSHIPS

Communications in the age of personal media

Richard Edelman
CEO, Edelman

The Edelman/Technorati Study of bloggers
underscores an important shift in the structure and
practice of communications. We are moving away
from the traditional pyramid of influence with its
top-down, one-way information flow to a more
fluid, horizontal peer-to-peer paradigm, in which
brands and corporate reputations are built by
engaging multiple stakeholders through continuous
dialogue.

Under the traditional model, public relations
professionals brief a select group of opinion-leading
elites, and then they reach out to a broader audience
through the mass media and industry press. In the
new model, employees are briefed about company
decisions through in-house newsletters, internal e-
mails and town-hall-style meetings.

Today, rank-and-file employees will blog about
their companies while consumers will speak
directly to people who share similar interests.
These individuals have not been media trained.
Theyareonthe Websharingideasand collaborating.
They are co-creating tomorrow’s products, brands
and corporate reputations continuously and
spontaneously. In this environment, investors and
regulators are likely to read about a company’s
plans before management has released them.

This fundamental shift from one-way, or even two-
way communications to a form of inclusive
communications requires a fundamental shift in
the public relations business — in what we do and
how we do it. To be effective today we must forge

public relationships.

Peter Hirshberg

Executive Vice-President, Technorati

The growth of the blogosphere is part of a
remarkable trend that sees audiences and
consumers gaining a voice and influence over
institutions (media, entertainment, brands) that
were formerly under the tight control of authority
figures. In today’s world, TV viewers with DVRs
determine when programs are watched, a power
once reserved for an elite set of network
programmers. Music listeners set the agenda in the
reeling recording industry as they mix their own
playlists and grab content from whatever sources
they like. At the core of the technology business,
customers are writing and sharing their own open
source applications with custom feature sets and
cheaper price pointstherein challenging established

proprietary software vendors.

Nowhere is this trend moving faster than in the
blogosphere. Technorati currently tracks more
than 22.9 million weblogs. The blogosphere is

currently growing at a rate of over one new blog per

WEBLOGS CUMULATIVE - March 2003 - October 2005

22.9 million Weblogs tracked,
doubling in size approximately
every five months -
consistently doubling over the
last 36 months
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(Edelman continued)
Why the Revolution? A Trust Deficit

Even as technologies are enabling the democratization
of communications, public trust in major institutions is
eroding. This steady wearing down, a result of the deluge
of scandals in the traditional power centers, touches
every facet of society, including business, government
and the media.

In the business community, these incidents have
included the bursting of the technology bubble; the
revelations of accounting fraud, executive greed, and
malfeasance at Enron, Parmalat, Worldcom, Tyco and
Refco, among other major companies; the wrenching
restructuring of traditionalindustries, such as automotive,
airlines, and steel, each resulting in employee layoffs,
benefits losses and resentment; and the demise of
celebrity CEOs at Vivendi, Bertelsmann and Hewlett-
Packard.

Major governments have been taken to task for a lack of
transparency and outright distortion on key issues such
as weapons of mass destruction in Iraq, kickbacks
through ad agencies to the liberal party in Canada, and
the United Nations Iraqi oil-for-food program.

The mainstream media has confronted its own scandals,
including Jayson Blair's reporting at The New York
Times, the BBC’s erroneous report on Bhopal, the CBS
60 Minutes report on President Bush’s National Guard
service based on fraudulent documents, and most
recently, The New York Times reporter Judith Miller’s
entanglement in the Valerie Plame affair.

This series of blows to “The Establishment” has
encouraged stakeholders to find alternate sources of

trustworthy information.

The Inversion of the Pyramid of Influence

We are seeing a rapid and measurable rise in the
credibility of average, everyday people as a source of
information. Inthemostrecent Edelman Trust Barometer™,
a “person like you” ranks third, behind physicians and

(Hirshberg continueq)

second. Bloggers express their thoughts passions,
and opinions online at a rate of nearly 50,000 posts
per hour. Every post joins the fabric of an emerging
online conversation and has the potential to alter

perceptions and markets.

Two years ago (practically ancient history in the
blogosphere), the relationship between blogs and
mainstream media was a central and often contentious
concern. Former CBS News executive Jonathan Klein
famously described the prototypical blogger as “a
guy sitting in his living room in his pajamas writing” in
September 2004 when bloggers exposed as a forgery
a memo cited by “60 Minutes.” Thereafter for a few
months one could not go to attend a media industry
conference without sitting through a “Blogger vs.

Journalist” panel.

Fast-forward to today, and bloggers and mainstream
media work together as part of a pretty seamless
ecosystem. The collective wisdom of the blogosphere
has been applied to topics such as the National Guard
record of President Bush, the global spread of HIV
and the current concern over avian flu virus. Bloggers
are currently featured alongside articles in respected
publications such as The Washington Post, The
International Herald Tribune, Newsweek, and The
Atlantic Monthly via a service offered by Technorati.
Mainstream media sees in bloggers expertise and a
source of ideas, as well as a mechanism to include

their audience and thus inspire reader loyalty.

Public relations firms and the brands they represent
are at a crossroads similar to the one journalism faced
18 months ago. Smart companies can engage with
influential bloggers to the benefit of both parties. The
motivations and behavior of bloggers requires a
different method of interaction than a traditional
blanket pitch. Bloggers appreciate personal attention

to detail, an on-target message, and suggested topics

*The Edelman Trust Barometer tracks the opinions of influentials about credible sources of information across the world
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(Edelman continueq)

academics only. In the past two years alone, trust in
a “person like you” as a source of information has
doubled. This finding is further bolstered by the fact
that friends, family and employees are now
considered among the most important and trusted
spokespeople, recently measured as having twice
the credibility as a CEO.

We call this pattern the “network of cross influence.”
The network is a dynamic, real and virtual world of
information exchange in which all participants
demand a voice. Those who have been at the bottom
of the pyramid of influence - consumers and
employees — are the new influencers, and they use
an array of new tools that enable them to share

information and opinions online.

The consumer, or business customer, is willing to co-
create products and services, but in return wants the
freedom to address issues in a public manner.
Employees, now subject to a turbulent workplace,
believe it is their right to complain openly about
management and benefits. The new concept of a
“personal web of trust” is based on those who share
interests, experiences or place of employment.

The Advent of Blogs

(Hirshberg continued)

of interest. Because bloggers blog simply because
they want to they are passionate, opinionated,
enthusiastic and they appreciate being listened. In
many respects, this is a far more genuine, broad-
based and conversational form of communications
than existed in the era of trade publications and
mainstream media. Our survey with Edelman helps
quantify this blogger perspective and illuminates the

goals and objectives of individual bloggers.

Too often Public Relations will look at the blogosphere
as a monolith -- “who are all those noisy people?” Or
it will try to zero in and find the “The Single Most
Influential Blogger” in an effort to regain control. But
the blogosphere is richer, more complex, and much
more life-like than such a simple model. One of the
best ways of understanding the blogosphere is to
examine the natural segmentation that occurs along

the distribution of bloggers.

Technorati tracks links between bloggers and their
individual posts and assigns each blog an overall and

topical ranking. A very popular blogger might have

BLOGGER DISTRIBUTION

New York Times

Post

The blogging phenomenon is being driven

Yahoo News
BC

Guardian

MSNBC

in part by a lack of trust in institutions and

Wired News
Boing Baing

USA Today

a preference for a personal web of trust.

Fox News

Top blogs: May have millions

their

experiences and views on a continuous

Bloggers are conveying own
basis. Many seek to be experts in their
own domains, engaging with, and learning
from, the broadest possible audience of
peers, who are willing to improve the
content as part of the conversation.
Blogging then is the joint product of a
global band of fellow travelers whose
cumulative knowledge leads to compelling

personal expression.

Daily Kos

Instapundit
[ | ) Times

e Egadget
— B ston.com
—— 3PN
EE—— PES
The Times
s Talking Points Memo
NPR
Davenetics
[E— Binafy Bonsai
| The Economist
Common Dreams
Eschaton

of readers; mostly one-way
communication; must-sees

Mid-tier blogs: May have
thousands of readers; engaged in
constant conversation with
readers; idea generators

Base-tier blogs: From a handful
to a few hundred readers; tightly
focused communities of interest;
unexpected issues may emerge
from this “long tail” and spread
throughout the blogosphere
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(Edelman continued)

Blogs have been used effectively by the corporate
sector. One of the earliest bloggers, Jonathan Schwartz,
President and COO of Sun, uses his blog to comment
on the company’s strategic moves. Journalists now
refer to the blog to gain further insight into Sun’s plans,
such as its recent venture with Google. Bob Lutz, Vice
Chairman of General Motors, uses his Fast Lane blog
to describe the newest design features of his company’s
cars, even to the extent of unveiling pricing for the new
model of the Eclipse. Robert Scoble of Microsoft writes
about technology and opines about his company’s

products and polices.

Well-executed blogs are written in a conversational
tone, with a minimum of corporate-speak or
braggadocio. Just as in real conversations, they
address controversial issues, such as Scoble’s brave
opposition to Microsoft’s initial position on gay rights
legislation in the State of Washington. In that case,
employees and others added their opinions to the open

forum and ultimately the company changed its mind.

Edelman conducted this research with Technorati to
provide our clients as well as our firm with insights
about the changing communications environment.
We’re striving to inform all of our PR industry
colleagues how ready and willing the blogosphere is
to engage, and how important it is for PR practitioners
of all stripes to participate in the blogosphere in a

conversational way.

How Can PR Adapt to This New Environment?

PR has two enduring and competing schools of
thought: the Edward Bernays and Arthur Page
traditions. The Bernays approach relies on
psychological insights into its audiences. It is a
research-based model with controlled messages
designed to spur a specific effect. The Arthur Page
theory is focused on telling the truth and listening to
all stakeholders. Never before has there been such a

compelling case for the Page approach.

(Hirshberg continued)

several thousand inbound links — each a vote of
authority vested in that blogger. A personal blog
might have just a few other blogs that link in or none
at all. Since we all grew up in the world of mass
media, its easy to conclude that the most significant
blogs are those with the most inbound links. The
ones that are most mass matter most. But that is not

really the case.

Top bloggers do behave a lot like big media. They
speak at public events, have thousands of citations
per month, and attract hundreds of thousands of
readers every month. They are media without being
tied to name brand corporations. Jeff Jarvis is a
name brand journalist, commentator, and consumer
advocate but he is a freelancer. Political blogs such
as Daily Kos and The Huffington Post have a huge
following and distribution. These bloggers pick their
own stories, report fast and report often, but are

largely one-way oriented media.

The most interesting part of the blogosphere and the
furnace that drives it and gives it momentum is the
“Magic Middle” of the distribution. These are the
bloggers with a small to medium-sized readership
and following. These bloggers create community
and unique viewpoints around their areas of interest
and apply their own expertise combined with the
collective knowledge of their readers and the
information treasure trove of the Internet. These
blogs convey expertise, passion, and topical
leadership. When | led Enterprise Marketing at Apple
15 years ago we regularly reached out to numerous
trade publications that covered our company and
products in ways no mainstream outlet had the time
or space to do. Today these trade journals have been
replaced by expert and knowledgeable bloggers that

lead conversations. A similar core of topical expertise

Public RelationSHIPS: Communications in the age of personal media
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(Edelman continued)

PR faces a decisive challenge to change our practices
to meet the needs of the interactive society. PR is
mischaracterized as the middle man between the
client and media and consumers. This role is rejected
by bloggers who insist on having direct access to
corporate sources and who have learned to trust one
another more than they trust companies or their PR
agencies.

We see a very different future—one in which PR
becomes the essential aspect of communications
creating a runway of trust before other marketing
disciplines are deployed. (See page 9.)

The Future for Public Relations

Our industry has a unique opportunity to realize its
potential as the leading communications discipline. We
always have relied on credibility and trustworthy long-
term relationships to build cases for our clients. There
is, however, an opportunity for a profound shift in how
we do our business. We should adopt a new tone,
moving away from selling, towards a continuous
conversationwiththe goal oflearning from stakeholders.
We can participate in the dialogue as long as we are
committed to transparency on funding and intent,
accuracy of material, provision of sources of further
information, frequent updates of the material to assure
accuracy, and a genuine tone reflective of a person
speaking from his/her own convictions. Public relations
practitioners must become informed advocates,
dedicated to speaking the truth and listening.

(Hirshberg continued)

existsamong bloggers focused on parenting, gadgets,
knitting, nanotechnology, and mobile technologies.
These bloggers are experts connected to other smart,
opinionated conversation starters creating a viral

network effect for information dissemination.

On the far side of the distribution are millions of
bloggers with few links, but they are still instantly
interconnected and often loosely affiliated with topical
communities they care about. In aggregate, their
opinions can be important and influential. As | write
this, a film named Aeon Flux has opened nationwide.
Paramount chose not to screen the film ahead of time
for reviewers, a sign that they might not have wanted
the public to hear much word-of-mouth discussion
about the film. But by noon Pacific Time the day the
film opened, we began seeing a review posted every
few minutes by East Coast movie-going bloggers.
That evening we on the West Coast had plenty of
word-of-mouth on the film in order to make an

informed decision about purchasing a ticket.

The new world of the blogosphere is a great
opportunity for PR and brands. Markets are
interconnected as never before. Word-of-mouth
travels from a street corner across the globe in just a
few hours. Passionate and connected customers are
every bit as powerful a force for marketing as a
SuperBowl commercial ever was. It is natural that this
realignment causes some consternation in a
profession founded upon the notion of “controlling” a
message. The world of PR can show leadership in this
new role — perhaps not as PR: Public Relations, but as
PR: Powerful Receiver — a force that can listen and
help brands interact with and engage with their

customers as never before.

Public RelationSHIPS: Communications in the age of personal media
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Established Approach

The Push Model

PR that relies solely on the press release to disseminate information to the
broadest possible group of reporters packaged material, then followed up on
relentlessly to arrange interviews or promote use of the content. In the many
cases, e-mails are deleted and press releases are thrown into the garbage.

The Tightly Controlled Message

The best preparation for spokespeople has been a “message triangle” in which
all questions can be worked back to a set of mutually supporting concepts,
vetted in advance through focus groups or field research. This type of
disciplined approach minimizes the chance of error. The tightly controlled
approach is also based on periodic interaction with stakeholders, which caters
to a company’s need to determine when that interaction begins and ends.

A Single Authoritative Voice in a Crisis

PR practice suggests that a company is best served by centralizing its contact
with the media. This is especially true in a crisis. The CEQ is naturally put
forward as the primary and often sole spokesman. The “spin patrol,” or the
next level of executives, can be deployed later to reach specific geographic or
stakeholder groups. This process allows for controlled release of information in
a carefully monitored manner.

Elites Get Top Billing

Messages are directed first to serious stakeholders, such as Wall Street
investors, top echelon media,regulators and elected officials, and frequently
quoted experts (academics). Other groups, such as communities, employees,
local and trade media, and consumers are informed later on in the process,
after they have been influenced by opinion leaders.

Speak at — Not with - the Audience

Relying on a one-way communications to build brands based on the belief that
a passive viewer or reader would believe a message because of the inherent
influential power of the media and the brand. Products, services and the
campaigns that marketed brands are sent from “on high” and delivered to
masses, this approach is the basis for celebrity endorsements.

The Tail on the Dog

There should be a unified communications strategy, naturally led by advertising,
which has the dominant share of the total marketing budget. PR is a support
element, managing the media relations so that the advertising can do its job.

The Company Knows Best

The company is the best source of information because the company largely
controls the information flow. Indeed, much corporate information is seen as
proprietary, thereby owned by the company. The company introduces
information and messages as appropriate.

Emerging Model

Moving towards Pull

In addition to employing traditional tools, we can set up RSS feeds so that
bloggers, journalists and others will access our clients’ content regularly. This
approach was the basis of Edelman’s outreach for the City of New York, www.
LowerManhattan.info, a single stop for information on the rebuilding of Lower
Manhattan after 9/11.

Move from Control to Conversation

Every consumer can tell the difference between an over-scripted spokesperson
and one who is speaking from the heart. Empower companies to be human,
which often means admitting error. Local executive teams should have more
leeway to speak freely, without having to check every action with headquarters.
Interaction should be continuous and conversation conducted according to
stakeholder needs.

Engage at Multiple Levels

By engaging at multiple levels companies can cultivate relationships by
presenting all sides of an argument or discussion. For instance, companies earn
trust by recognizing the strengths and weaknesses of their products. Recognizing
dissident voices in a public fashion only enhances credibility. We have to move
beyond crafted messages to a process of open debate. Instead of controlling
message and speaking with only a few elites companies will be perceived more
favorably if they divulge news-whether good or bad -as promptly and completely
as possible, and if they disclose the steps they are taking to respond to a current
crisis or challenge.

Empower Employees and Allow Consumer to Co-create
According to the Edelman/Technorati blogger study, the most credible voice in
a corporation belongs to the average employee. One Edelman client recently
demonstrated the power of co-creating with its audience. GE’s Ecoimagination
program launch was powerful because customers were able to tell stories
about how they had provided input into GE’s product strategy.

Apply the Paradox of Transparency

Instead of controlling message and speaking with only a few elites companies
will be perceived more favorably if they divulge news-whether good or bad -as
promptly and completely as possible, and if they disclose the steps they are
taking to respond to a current crisis or challenge.

A Seat at the Table

PR is a management discipline. Our job comprises both strategy and execution.

In today’s world, reality, not spin, rules the day. Public relations should offer advice
based on insight from communities and discussions with a broad range of
stakeholders. We are the bridge to help build relationships between companies
and their stakeholders.

Wisdom of Growds

The networked communications model will see a company’s stakeholders
collaborating with or without input from the company. This community will
become knowledgable by talking and experimenting together. The opportunity
for companies comes from listening, learning and participating.

Public RelationSHIPS: Communications in the age of personal media 9



THE EDELMAN / TECHNORATI STUDY :
BREAKDOWN AND METHODOLOGY

Since the advent of digital communications,
companies have been grappling with a key
issue: “If information is the currency of online
conversation, how can our communications
ensure that the people who want access to
the information we have and who engage
with us in a mutually beneficial dialogue, get
it on their terms?”

On September 26, 2005, Edelman initiated a
survey of bloggers with Technorati to find
out how companies interact with members
of the online community, and how
interactions can be improved for the mutual
benefit of companies and online community
members.

Methodology
Awareness of the survey among bloggers
was generated by establishing a link to the
online survey in Technorati’s newsletter
mailing lists and posts on official Edelman
and Technorati weblogs. These, in turn,
inspired posts to the survey in various blogs.
In total, 821 respondents fully completed the
survey, which included multiple choice
answers as well as open-ended comments.
Based on IP addresses, 54.81% of
respondents came from

the United States, with the
balance coming mostly

500 -

from Western Europe and 400 H

Canada (Fig. 1). )
%
&
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Limitations

As with any survey, there are limitations.

e The calculated margin of error for this survey is
3.4% based on the sample size.

® The survey could not be limited to Technorati’s
e-mail list because many recipients, as well as the
survey’s sponsors, blogged the link to the survey,
extending its reach outside beyond the core list.
e There also is the issue of inter-question validity.
For example, when asked how often companies or
PR representatives contacted them, 48% of the
bloggers said “never.” However, when asked about
the manner in which companies or PR firms
interacted with them, 41% said “they do not contact
me.” It’s reasonable to assume that the true figure
is somewhere in between.

* While there is no guarantee that the sample was
kept to bloggers, it’s unlikely that a non-blogger
would be moved to participate in the survey and
thus skew the results.

* The few answers given to the following multiple-
choice question are, upon later examination, too
constrained to yield a meaningful result: “When
you are looking for product information, which do
you trust most?”

Australia 3.65%
ltaly 2.44%
Germany 2.31%
Netherlands 2.31%
France 1.71%
Spain 1.58%
Other 18.27%

United Kingdom 6.33%
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WHY DO BLOGGERS BLOG?

The majority of the survey set (34%) state that they blog in order to establish themselves as
an authority in their field (Fig. 2). Slightly fewer (32%) used their blog to create a record of their
thoughts, and 20% listed their primary reason for blogging as “connecting with others.”

Bloggers are not just people who engage in discussion about hobbies with like-minded peers.
They also are comprised of people who are actively pursing visibility in their professional lives.

MANY BLOG TO ESTABLISH AUTHORITY

30 IN THEIR FIELDS

25

20

15

10

FIG. 2

0
34% 32% 20% 9% 5%
Visibility Create a Connect Other Generate
as an record with Revenue
authority of my others

in my field thoughts

Most of the bloggers (38%) tend to post every day, with a total of 44% posting daily or

more often (Fig. 3).

40 - MOST BLOGGERS POST FREQUENTLY

35
30
25
20
15

10

38% 18% 10% 7%

Every Few Daily Multiple Weekly Other
Days Times
Per Day

FIG. 3
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WHY COMPANIES SHOULD CARE

Conversations are taking place online with or without the participation of companies. When
these conversations are ignored, otherwise preventable damage to reputations and brands
occur, reaching a “tipping point” long before companies typically address the problem.

Take the example of Dell Computer, whose customer support woes, raised by influential blogger
Jeff Jarvis, became a widespread cause celebre within the blogosphere, after they landed in the
pages of BusinessWeek less than two months after Jarvis’ initial post (Fig. 4). Or consider
Ingersoll-Rand’s Kryptonite lock, which saw its reputation for reliability foiled in 10 days thanks
to a posting on an online bicycle forum and, later, a widely downloaded video demonstrating that

the sturdy device could be foiled by a common ballpoint pen (Fig. 5).

A TIMELINE OF THE JARVIS-VS-DELL INCIDENT (SOURCE: BUZZMACHINE.COM, BUSINESSWEEK).

FIG. 4

A TIMELINE OF THE KRYPTONITE LOCK INCIDENT (SOURCE: FORTUNE)
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Arguably, had these companies been listening to the communities more closely, their responses

could have been more timely and effective, and goodwill could have been maintained.

In the Edelman/Technorati survey, more than half of all respondents indicated that they write
posts about companies, their products, or their employees at a rate of once per week or more.
Only 13% indicated that they did not discuss company-related issues on their blog. (Fig. 6.)

A small percentage (4%) even indicated that their blog was dedicated to a product or company
An example of this would be blogs such as Hacking Netflix, nearly solely focused on the online
DVD subscription rental service Netflix, or Tracking Trader Joe’s, which focuses on specialty
food realtor Trader Joe’s. Neither site is sponsored by the company it covers.

The Hacking Netflix’s blogger states that “Hacking is the desire to fully understand something,
and we want to learn as much as we can about this company and share this information.” The

Tracking Trader Joe’s site features a non-stop flow of news about all things related to the
company and its products.

COMPANIES, PRODUCTS, AND EMPLOYEES ARE OFTEN THE SUBJECT OF POSTS

FIG.6 40

35
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3% 22% 16% 13% 9% 4%

Less Than About More Than Never Daily or Blog
Once Once Once a Almost Devoted
a Week Week Week Daily to Product
or Company
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BLOGGERS ARE NOT BEING ENGAGED

As many as nearly half of all bloggers (48%)
reported never having contact with
companies or their public relations
representatives.

MOST BLOGGERS SURVEYED HAVE NEVER
BEEN CONTACTED BY PR
50 -

40
30
20

10

48%

Never

FIG. 7

This indicates that corporate communicators

31% 10% 6% 5%

Less than About Once More Than
Once a aWeek Once a
Week Week

Daily or
Almost
Daily

are not venturing often into the blogosphere.
However, by itself, this figure does not tell
the entire story. An interesting change
occurs when visibility-seeking bloggers are
carved out of the 34% of the sample set we
call “visibility-seekers” here (Fig. 8).

MOST BLOGGERS SURVEYED HAVE NEVER
BEEN CONTACTED BY PR

. Total

u [ visibility seekers

| 1 P

About 1/wk

Never < 1/wk >1/w Daily or

Almost Daily

FIG. 8

By seeking to raise their profile, it would
appear that this set of bloggers more readily
catches the notice of companies. This can
be inferred by the dramatic decrease in
“never” responses and the slightly higher
probability of contact across the board.

While the differences in contact frequency
between the master sample and the
visibility-seekers falls within the margin of
error, it’s clear that communications
professionals most certainly want to
influence or meaningfully participate in the
conversation.

When the respondents were asked about
whether they were interested in receiving
product reviews from companies, 70%
indicated that they would be interested in
receiving product for evaluation and review,
as appropriate to their interests (Fig. 9).
Putting aside that receiving a free product
has significant appeal, the answer to the
question indicates that appropriate
interactions with online community members
can be highly beneficial in either creating
evangelists for a product, or retrieving
valuable information on how to make the
next version better.

MOST BLOGGERS WILLING TO REVIEW
PRODUCTS ON THEIR BLOG.

70%

FIG.9
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By including bloggers in a meaningful, participatory conversation about products, companies
create a base of core users and enthusiasts, generating valuable goodwill. ActiveWords has
created a fanatical and uniformly positive following, owed as much to the company’s openness
with the online community as to the product’s usefullness. Here is a representative sample of
accolades:

Don’t know if I've mentioned it before, but I'm a huge fan of ActiveWords, a general-
purpose productivity tool that will, no kidding, change the way you use your PC.

Does it sound like I'm sold on this program? | am. You can try it free for 60 days if you
want to check it out. If you decide you like it, it’s only $19.95.

I've been using ActiveWords for a couple of weeks now and | don’t think | can overstate
how valuable this little program is. It should come bundled with all new enterprise PC’s, if
you ask me. | say enterprise PC’s because the productivity gains that are possible with
ActiveWords are something to which all organizations should pay attention.

The value of such an endorsement could prove immeasurable in the online world where word-of-
mouth is by far the most effective form of message delivery(Fig. 10).

FIG.10 80 — MOST BLOGGERS TRUST OTHER BLOGGERS WHEN
SEEKING PRODUCT INFORMATION
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The company’s thoughtful engagement with online communities has resulted in
widespread acclaim; nowhere is ActiveWords’ success better crystallized than in
this post:

“Some people have been very effective in providing blogs that | classify as
“helpful information” that don’t feel self-serving, while still promoting their
own products and companies. In these cases, | don’t mind because
they really feel like “value added” providers. One example is the blog
of ActiveWords CEO Buzz Bruggeman - he talks about ActiveWords,
but provides a ton of valuable information that is outside of his
company'’s product.”

Dwayne Melancon
“Blogging The Light Fantastic”
September 25, 2005

It’s perhaps illustrative that in the “Product Reviews” section of its Web site, the
company places blog posts ahead of mentions from media sources.

To date, however, success stories like ActiveWords’ are the exception not the rule.
While the blogosphere mostly welcomes a dialogue with companies, there is a
significant disconnect between corporate communications and the online
community. This was most visible when we asked the question, “What are some of
your current frustrations with companies interacting with the blogosphere?”
Generally, responses fell into the following categories:

e Most companies don’t realize how influential blogs are (42 responses)
e Don't interact or respond at all, or as often as they should (40)

e Use blogs as a PR or marketing tool (28)

e Spam (24)

e Advertisements (24)

¢ Not honest enough (18)

e They just send press releases (14)

e Fake Blogs (13)

e They don't listen (11)
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BLOGGERS: A SELF-POLICING COMMUNITY

A frequently voiced fear within the media
community is that bloggers are not held
accountable for their posts. The survey
results suggest, however, that this is not the
case. In fact, 88% would correct an
unwittingly erroneous post in a manner that
was as visible (Fig. 11). This includes either
striking through the error and correcting,
creating a new post with the correct
information, or leaving the error while adding
a correction to the post. Though many argue
that bloggers, unlike journalists, are not
bound by formal or otherwise well-worn
code of ethics, a blogger’s code is driven by
a desire to maintain credibility among his or
her peers, and even within the online
community at large. (E-mail, not surprisingly,
is the most preferred means to seek a
correction —65%.)

For its part, Edelman experienced this
firsthand when author/filmmaker Greg
Spotts, critical of the agency’s involvement
with Wal-Mart, posted that the firm “is best
known for being the PR firm of choice for
tobacco and oil companies.” When informed
by an agency executive that Edelman
resigned all of its tobacco business in 2001
and only recently picked up the retail
business of a petroleum client, Shell, the
correction was promptly appended to the
original post. By way of clarification, Mr.
Spotts also linked to the articles that formed

the basis of his original claim.

MOST BLOGGERS CORRECT THEMSELVES

FIG. 11 —

39% 25%  24%
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50

LACK OF PERSONALIZED INTERACTION

Among the survey respondents who report
having been contacted by a company or its
PR representatives, only 16% say they
received some form of personalized
interaction—even though most bloggers and
blogosphere experts agree that personalized
interaction is the most effective way to
convey a message. Twenty percent of
bloggers report having received a database-
generated e-mail—a form of contact they
likely did not request (referred to commonly
and derisively as “spam” or junk e-mail).

VAST MAJORITY OF OUTREACH IS NOT
PERSONALIZED

20% 16% 15% 1%

Form E-mail Personal E-mail Press Don’t Interact
Inviting Release With Me
Discussion
FIG. 12

Most bloggers report not knowing who at a
company is contacting them (Fig. 13),
underscoring the lack of personalized
interaction.

This interaction is, at its core, the main
disconnect between corporate
communications and the online community.
In the recent past, the so-called economics
of column-inches meant that an inept pitch
was simply relegated to a reporter’s garbage
can. (The economics of column-inches
simply means that in the non—-digital age
newspapers, magazine and broadcast
outlets had a finite amount of space to
publish.) However, blogs have fundamentally
altered that dynamic by giving each blogger
a virtually unlimited printing press. Now, a
poorly conceived media or blog pitch is
often posted on a blog simply to ridicule it.

MOST BLOGGERS UNSURE WHO IS
CONTACTING THEM

Don’t Know Product Teams PR Agency Corporate PR

FIG. 13
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THE POWER OF TRUST ONLINE

Corporate blogs are considered not entirely trustworthy — 85% consider them “somewhat” or

“occasionally” trustworthy. Seven percent are deemed “very trustworthy” (Fig. 14). Over twice

as many respondents (18%), however, judged a blog written by a company employee as

“very trustworthy.”

CORPORATE BLOGS SEEN AS SOMEWHAT CREDIBLE WHILE EMPLOYEE BLOGS SEENS

AS MORE CREDIBLE
FIG.14 100
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This indicates that the role of the corporate
communications must change. At the
most strategic level, communications must
work to identify and cultivate the most
credible, trustworthy, and passionate
evangelists within a company. The key
issue is trust — a company may sacrifice a
great degree of control over its message,
but gain incredible insights into its relevant
communities. For those bloggers who
seek interaction with a company, the clear
preference (35%) is for an employee who
blogs (Fig. 14). Robert Scoble of
Microsoft would be an example of a
renowned employee blogger. The
Economist dubbed Scoble the software
giant’s “Chief Humanizing Officer.”

Very Trustworthy

D Company
- Employee

Untrustworthy

WAL-MART
WINNING THE WAR ONLINE

IN THE WAKE OF THE HURRICANE KATRINA
DISASTER, THE NATION'S LEADING RETAILER,
WAL-MART, WORKED WITH EDELMAN ON
STRATEGIESFOR GETTING ITS STORY OUT
ONLINE. THE RESULT WAS CALLED “STORIES
OF HOPE” AND WAS DEPLOYED ON A SIMPLE
MOVABLE TYPE PLATFORM.

THE WAL-MART BLOG SUCCEEDED. WITHIN
ONE WEEK, 25 SITES LINKED TO THE WAL-
MART BLOG. THE LAUNCH LED TO POSITIVE
COVERAGE FOR THIS HIGHLY CONTROVERSIAL
RETAILER AMONG BLOGGERS WHO DISCUSS
POLITICS AND TECHNOLOGY.
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Perhaps this study’s most counterintuitive finding is that bloggers seem least interested in
interacting with company’s executives when seeking information about a company or its
products.(Fig. 15) Instead, bloggers prefer to interact with product managers (26%), mid-level
employees (21%) and company executives (19%).

BLOGGERS WOULD PREFER TO INTERACT WITH EMPLOYEE BLOGGERS

FIG. 15
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The study’s findings belie the blogosphere’s reputation as a bastion of anti-corporate
sentiment. The study found that companies receive surprisingly high-levels of goodwill as
they attempt to engage the blogosphere (Fig. 16). Indeed, 80% of respondents said that
messages from companies are likely to be received as either “somewhat trusted” or “very
trusted.” Nineteen percent of them are “not trusted.”

COMPANIES RECEIVE STRONG LEVELS OF TRUST ONLINE

FIG. 16
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CONCLUSIONS

The survey results and anecdotes demonstrate that online community members welcome
involving company representatives into “the conversation,” as long as their interaction with
them is truly participatory and honest—that it benefits both sides.

In this environment, the traditional media relations paradigm of corporate communications
is thrown into sharp relief. The “pitch” approach must now change to participation: a mutual
communication exchange in near-real-time.

Corporations and PR firms have a long way to go to achieve better-than-average levels of
trust. Recent history shows that if companies pierce the illusion of “controlled messages,”
invest in long-term relationships with all of their constituencies, and maintain intellectual
honesty while engaging with online communities, they will achieve relationships that benefit

all concerned.

For more information about the Edelman/Techorati Study please contact Rick Murray at
312-240-2822 (rick.murray@edelman.com), or for complete results visit:

https://extranet.edelman.com/bloggerstudy/Default.aspx
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About Technorati

WWW.TECHNORATI.COM

Technorati is the authority on what’s going
on in the world of weblogs. What is a
weblog? A weblog, or blog, is a personal
journal on the web. Weblogs express as
many different subjects and opinions as
there are people writing them. Some blogs
are highly influential and have enormous
readership while others are primarily
intended for a close circle of family and
friends. The power of weblogs is that they
allow millions of people to easily publish
their ideas, and millions more to comment
on them. Blogs are a fluid, dynamic
medium, more akin to a ‘conversation’ than
to a library — which is how the Web has
often been described in the past. With an
increasing number of people reading,
writing, and commenting on blogs, the way

we use the Web is shifting in a fundamental
way. Instead of being passive consumers of

information, more and more Internet users
are becoming active participants. Weblogs
let everyone have a voice. Technoratiis a
real-time search engine that keeps track of
what is going on in the blogosphere — the
world of weblogs.
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WWW.EDELMAN.COM

Edelman is the world’s largest independent
communications firm with 1,900 employees
in 43 offices worldwide and in 2005 was
named “International Agency of the Year”
by the Holmes Report. Edelman also has
industry-leading expertise in word-of-
mouth marketing and corporate reputation
management and enhancement.

Edelman’s network includes four specialty
firms: Blue (advertising), First&42nd
(management consulting), StrategyOne
(research) and BioScience Communications
(medical education and publishing).
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