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I NTRODUCTI ON 
 
To paraphrase Ken Kesey, in todayÕs m edia environm ent , the inm ates are now in charge of the 
asylum . Thanks to advances in technology that  have m ade it  incredibly easy and virtually free 
to create content ,  both consum ers and the m edia and everyone in between are creat ing content  
at  unprecedented rates that  is turning both the com m unicat ions and PR m easurem ent  world 
upside down. 
 
The I nternet  has brought  about  a revolut ion in m arket ing far  beyond the scope that  even the 
m ost  forward- thinking of us m ight  have im agined.  Today, despite the best  efforts of PR and 
m arket ing types, consum ers cont inue to seize power from  the m arketers.  Mitch Kapor has 
described the I nternet  as the Òult im ate dem ocrat ic societ y -  a t ruly chaot ic universe.Ó  As ÒThe 
Cluet rain ManifestoÓ (Locke, Levine, Searls, Weinberger)  and ÒNaked Conversat ionsÓ (Scoble, 
I srael) , so clearly point  out , the consum ers are the m edia, the editors and the reviewers.  They 
are in cont rol and theyÕre going to let  you know what  they think by changing their behavior.  
 
More and m ore people, be they journalists, pundits, experts or ordinary gadflies, are taking to 
the I nternet  to put  forward their views to anyone who will listen and m any are now wielding 
considerable influence over what  consum ers buy, think and do.  
 
 
W HY YOU SHOULD CARE 
 
A few facts:   A new blog is created about  once every two seconds. New videos are posted to 
YouTube even m ore frequent ly. Virtually everyone with a com puter (98% )  goes on line to 
search for inform at ion before m aking a purchase. Video search is taking over text  search as the 
m ost  popular form  of searching. Polit icians, m arketers, and individuals are em bracing new 
form s of social networking such as Second Life,  Twit t r, Flickr  and other form s of content  sharing 
at  unprecedented levels.  

Ka t ie Delah ay e Pain e is the founder of KDPaine & Partners LLC and publisher of The 
Measurem ent  Standard and The One-Minute Benchm arking Bullet in, the first  newslet ters 
for  m arket ing and com m unicat ions professionals dedicated ent irely to m easurem ent  and 
accountabilit y. Prior t o launching KDPaine & Partners in 2002, she was the founder and 
president  of The Delahaye Group, which she sold to Medialink in 1999. She was an init ial 
founder of the I nst itute for  Public Relat ionsÕ Com m ission on PR Measurem ent  & Evaluat ion. 
She was previously director of corporate com m unicat ions for Lotus Developm ent  
Corporat ion and m anager of m erchandising for  Hewlet t -Packard Personal Com puter Group. 
A Cum  Laude graduate of Connect icut  College, she m ajored in history and Asian studies. 
She received an Honorary Doctorate of Laws from  New Ham pshire College. She is an 
Athena award winner and a Board m em ber of New Ham pshire Public Radio and the New 
Ham pshire Polit ical Library. Her life is featured in Mark AlbionÕs book ÒMaking a Life,  
Making a Living.Ó  She can be reached at  kdpaine@kdpaine.com  . 
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Most  PR people envision the blogosphere as yet  another new m edium  to address, a new way to 
scream  m ore loudly at  t heir stakeholders. I n fact , PR people need to com pletely rethink their 
ent ire approach from  pit ching to engaging in ÒNaked Conversat ions.Ó  The new realit y is, as 
David Weinberger told t he 2007 New Com m unicat ions Forum  gathering in Las Vegas, ÒThere is 
no m arket  for your m essage.Ó   People now have access to so m uch content , and have so m any 
ways to gather news and inform at ion, that  the likelihood of your corporate m essage penet rat ing 
through the clut ter is virtually nil.   I nstead, if you engage the audience in a conversat ion and 
learn what  the social com m unity is looking for,  you m ight  be able to persuade them  to hear 
your m essage.   
 
Within this environm ent , PR researchers need to rethink their approaches as well. The norm al 
m axim  for m easurem ent  is, " I f you can't  m easure it , you can't  m anage it ."  The problem  with 
m easuring blogs is not  how to do it ,  but  rather that  the nature of blogs renders m anagem ent  
im possible. You sim ply can't  m anage what  100 m illion independent -m inded, opinionated people 
are going to say. And woe to those who t ry, since the blogosphere resem bles nothing m ore 
than a cornered porcupine that  will begin to throw darts the m om ent  it  sees som eone t rying to 
cont rol it .  
 
ThatÕs not  to say that  they canÕt  be influenced, j ust  that  it  takes a new approach. The old 
com m and and cont rol, t op down m essage delivery is no longer an opt ion. Dr. Jam es GrunigÕs 
Excellence Model of two way synchronous com m unicat ions is the rule of the day.  Consum ers 
can now choose to accept  or  reject  your m essages, depending on whether they find them  
useful, interest ing or relevant . And theyÕll be m ore than happy to tell you what  they like and 
donÕt  like.  
 
 
FI RST QUESTI ON, W HAT ARE YOU MEASURI NG?  
 
The first  quest ion is whether you need to m easure you own blog, or are you t rying to assess 
what  others are saying about  you in the blogosphere?  The tools and techniques for  m easuring 
your own blog are t ypically financial in nature Ð assessing ROI , im pact  on sales or lead 
generat ion.  
 
On the other hand, m easuring what  consum ers are saying about  you in their blogs is not  all 
that  dissim ilar to t radit ional m edia analysis.   You are looking at  the accum ulated content  of 
m any blog post ings and determ ining t rends and tendencies based on that  content .  We will 
address each challenge individually.  
 
A.  Measu r in g  Yo u r  Ow n  Blog  
 
Like any other form  of com m unicat ions, before you start  t rying to m easure blogs you need to 
know what  your obj ect ives are. As with any other m easurem ent  program , there are essent ially  
three things you can m easure:  outputs, out takes and outcom es. 

 
1.  Ou t com es:  Measu r in g  How  Blog s Affe ct  Peopl e ' s Beh av ior  an d Relat io n sh ip s 

 
Outcom es are defined by the I nst itute for Public Relat ions as (1)  quant if iable changes in 
awareness, knowledge, at t itude, opinion, and behavior levels that  occur as a result  of a 
public relat ions program  or cam paign;  (2)  an effect ,  consequence, or  im pact  of a set  or  
program  of com m unicat ion act ivit ies or products, and m ay be either short - term  
( im m ediate)  or long term .  
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I n the blogosphere, outcom es can be financial or relat ional or t ransact ional. 
 
Fin an cia l  Ou t com es:   I f the object ive of your blog is financial - -  i.e. t o raise m oney 
(e.g. www.blogforam erica.com )  or sell som ething (www.englishcut .com )  - -  the m et rics 
and the m ath are very sim ple. What  was the cost  per click through, cost  per sale, cost  
per lead or the cost  per dollar raised?  
 
I f the object ive is not  as direct ly com m ercial, e.g., you want  to m ove people along the 
purchase cycle, you can m easure the num ber of people who click through from  a blog to 
your site. The percentage of all visitors who take act ion or click through is a fundam ental 
m easure of success. More im portant ly, if you factor in your budget ,  you can determ ine 
your cost  per click through, which can be easily com pared to other Web m arket ing tools. 
By assigning specific and unique URLs to links, it  becom es easy to t rack the click 
through rate from  individual blogs. To determ ine the efficiency, divide the cost  of the 
program  with the num ber of click throughs to get  cost  per click through. 

 
So if it  costs you $120 a year t o set  up a blog and you spend an hour a day on it , and 
your t im e is worth $150 an hour,  your cost  for t he year is $54,870.  I f t he blog 
generates 50 click throughs a day or 18,250 a year, your  cost  per click is $3.   

 
 

Relat io n sh ip  Ou t com es:   A far  m ore typical outcom e of a blog, however, is t o build 
relat ionships with your custom ers, your em ployees or your m arketplace. I n this case, 
the m et rics are quite different . The st rength and power of the blogosphere is in the 
networks it  creates and the relat ionships you can form . 
 
I n the t radit ional m arket ing space, you would survey your const ituencies to determ ine 
the st rength of their  feelings towards your brands on issues like t rust , sat isfact ion, 
com m itm ent  and cont rol m utualit y. However, the nature of the blogosphere is t o eschew 
t radit ional m arket ing techniques in favor of far m ore direct  interact ions.  
 
That 's not  to say that  som e at tem pt  t o m easure relat ionships shouldn't  be applied. You 
could create a m echanism  (a contest ,  free white paper, etc.)  t o capture the em ails of 
people who follow your blog and then conduct  an em ail survey using Dr. Linda Hon and 
Dr . Jam es GrunigÕs  relat ionship m easurem ent  inst rum ent  (available from  the I nst itute 
for  Public Relat ions) . 
 
Ot h er  ou t com es:   At  t he m ost  basic level, if you are host ing your own blog, the server 
log files can tell you how m any visitors there have been, how long they stayed and 
where they cam e from . Of course the term  "visitors"  m ust  be taken with a grain of salt , 
since the technology behind determ ining a visitor is far from  perfect , based on very 
generalized assum pt ions about  hum an behavior.  
 
More sophist icated tools like ClickTracks and WebTrends, WebSideStory and Om niture 
provide far m ore data and unlike your basic log files, can display it  in an understandable 
way. 

 
2.  Ou t t ak es:  Soc ia l  Cap i t a l  an d Soc ia l  Net w or k in g  Measu r es 

 
According to the I nst itute for  Public Relat ion's Dict ionary of Public Relat ions 
Measurem ent  and Research, prepared and edited by Dr . Don Stacks, out takes are:  (1)  
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m easurem ent  of what  audiences have understood and/ or heeded or responded to a 
com m unicat ion product 's call t o seek further inform at ion from  PR m essages prior t o 
m easuring an outcom e;  (2)  audience react ion to the receipt  of a com m unicat ion 
product ,  including favorabilit y of the product , recall and retent ion of the m essage 
em bedded in the product , and whether the audience heeded or responded to a call for 
inform at ion or act ion within the m essage. 
 
There has been extensive research done by Robert  Putnam  and others on the value of 
social capital and social networks. I n essence, for an individual, the m ore relat ionships 
you have, the bet ter  your life is, the longer you live and the healthier you are. For a 
com pany, good social capital m eans that  inform at ion flows m ore easily, innovat ion and 
efficiency increase, and legal costs go down. You can extend this concept  to the 
networks created by blogs. I f a blog is generat ing favorable com m ents, engaging 
em ployees or custom ers in the business of the organizat ion, and dissem inat ing 
inform at ion quickly and accurately,  it  is cont r ibut ing to the social capital of your 
organizat ion.  

 
3.  Ou t pu t s:  Ho w  Man y Peopl e ar e Pay in g  At t en t ion  t o  Yo u r  Blog?  

 
The I nst itute for Public Relat ions dict ionary defines outputs as:  (1)  what  is generated as 
a result  of a PR program  or cam paign that  im pacts on a target  audience or public;  (2)  
the final stage of a com m unicat ion product  product ion process result ing in the 
product ion and dissem inat ion of a com m unicat ion product  (brochure, m edia release, 
web sit e, speech, etc.) ;  (3)  the num ber of com m unicat ion products or services result ing 
from  a com m unicat ion product ion process, the num ber dist r ibuted and/ or the num ber 
reaching a targeted audience. 
 
Ran k in g s:   Rankings are the currency du jour in the blogosphere. The higher you are 
ranked, the m ore speaking engagem ents you get , the m ore influence you have. Because 
m ost  rankings are based on the num ber of links to your sit e, rankings are a reflect ion of 
how im portant  or interest ing people find your site.  
 
There are a num ber of sites such as Technorat i (www.technorat i.com ) , BlogLines, and 
Kineda (ht tp: / / www.kineda.com / are-you-an-a- list -bloglebrity)  rank blogs in term s of 
their popularit y.  You m ay want  to keep t rack of your rank over t im e as a m easure of 
your blogÕs popularit y.   
 
Th e Con v er sat ion  I n d ex :   Stowe Boyd (www.stoweboyd.com )  developed this index as 
a way to m easure the degree to which a blog was generat ing a conversat ion. You count  
the num ber of com m ents for each post ing. A 1: 1 rat io is acceptable. More com m ents per 
blog is bet ter. No com m ents per blog is a pret ty good indicat ion that  no one cares m uch 
for  what  you have to say.  
 
Sim ply count ing the volum e of conversat ions, com m ents and t rack backs is another 
indicat ion of the size and scope of the network surrounding your blog. Whether or not  
those com m ents are in agreem ent  or disagreem ent  requires content  analysis, but  
presum ably posit ive or neut ral com m ents would be indicat ive of a healthy relat ionship 
between the blogger and his/ her audience.  
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B.  Measu r in g You r  Pr esen ce on  Ot h er  Peop lesÕ Blogs  
 
Assessing your reputat ion in the blogosphere Ð what  other bloggers are saying about  you Ð 
starts with the sam e basic param eters of outputs, out takes and outcom es. 
 

1.  Ou t com es  
 

ThereÕs no doubt  that  a m ent ion in an A- list  blog can have both financial and 
reputat ional outcom es on your organizat ion.  Just  ask Dell, whose custom er service 
problem s were brought  to light  by a blogger and the result ing outcom e was a significant  
drop in the com panyÕs stock price. More typically, financial outcom es take the form  of 
increased t raffic t o your web site or increased leads.  
 
Reputat ional outcom es require a longer t erm  integrated approach to m easurem ent . First  
you need to m ake sure you understand what  dr ives consum er behavior and purchase. 
Then, when you are analyzing how you are discussed in blogs, you should m atch those 
drivers against  the reputat ional characterist ics seen in those com m ents and post ings.  
 
Finally, you need to keep close t rack of act ivit y on your web site and correlate that  
against  the various post ings in the blogosphere that  m ent ion your brand.  

 
2.  Ou t t ak es 
 

Think of the blogosphere as one enorm ous focus group with custom ers, prospects, 
em ployees and potent ial em ployees constant ly sharing their  thoughts with the world. 
The blogosphere gives you the opportunity to listen in on their conversat ions. As a result  
you should have a m uch bet ter  understanding of how your audiences are responding to 
your init iat ives. 
 
The words shared in the blogosphere are an im portant  source of out take inform at ion. 
 
Content  analysis of blogs should look for  m essages and them e to determ ine how your 
custom ers and const ituencies perceive your organizat ion or brand.  How does the 
blogosphere posit ion your brand on issues like em ployer of choice, value, or custom er 
service? A good analysis will pull out  recurring them es, com plaints and m essages, and 
quant ify them  to determ ine if they require act ion or can be ignored. 
 
However, j ust  reading blogs is not  a subst itute for a well- crafted survey.   A survey is 
bet ter  used to determ ine what  they have internalized and taken away from  all this 
chat ter.   

 
3.  Ou t pu t s 
 

While it  m ight  give you a feel good feeling to know that  your brand is being m ent ioned 
with increasing frequency in the blogosphere, it  would be highly dangerous to sim ply 
assum e this to be good news. Edelm an did a lot  bet ter when it  was one of the least  
m ent ioned PR firm s in t he blogosphere than when it  soared to the top of everyoneÕs 
m ost  talked about  list . To determ ine the qualit y as well as the quant ity of the discussion 
about  your brand requires a thorough content  analysis.  
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Does this m ean slogging through 1000 blogs a day? Probably not .  You can generally cut  
down on the num ber of relevant  blogs by m aking sure you search only t hose blogs with 
high authority.  
 
The easiest  form  of m onitoring is to go to Technorat i, BlogLines, Sphere or Google Blogs 
and see what  people are saying about  you. I f t hat  seem s like too m uch work, there are 
several firm s that  scrape the blogosphere on a daily basis and will send you a daily 
update based on a selected set  of search term s. One word of caut ion, however:  only a 
sm all percentage m ay be relevant  to you. The vast  m ajorit y of conversat ion is teenage 
chat ter that  m ay or m ay not  be relevant  to your stakeholders. While a t radit ional m edia 
feed such as Fact iva will deliver about  90%  relevant  content ,  the opposite is t rue with 
social m edia. Due to the lim itat ion of autom ated content  gathering, typically only about  
10%  will be relevant  to the topic at  hand.  
 
As with all m edia old and new, one needs to look beyond just  quant it y of post ings to the 
qualit y of the dialog. Post ings and com m ents in blogs can take m any different  form s. 
Som e m ay be com plaint s about  custom er service, others m ay be speculat ion on stock 
price, and st ill others m ay be protests over personnel policies. So the next  step in 
set t ing up a blog m easurem ent  system  is t o m ake a list  of the various categories the 
post ings fall into and to priorit ize the categories. Are they all equally im portant , or  are 
there som e that  are potent ially m ore dam aging or require faster act ion? 
 
I n the m edia and in m ost  news groups, the vast  m ajorit y of what  is said about  a 
part icular organizat ion is neut ral.  But  the unfet tered and unfiltered nature of the 
blogosphere brings m ore opinions and frequent ly m ore negat ive opinions. Rem em ber to 
step back as far as you can and rem ain obj ect ive. Think like your target  audience. Just  
because som eone leaked a piece of inform at ion or got  a nam e wrong is not  reason to 
respond or get  involved in a discussion. 

 
Som e standard crit eria to look for include:   
 
¥ Depth of Coverage:   The num ber of t im es your brand or issue is m ent ioned within a 

post ing.  
¥ Dom inance:  I s the post ing exclusively about  your brand? Does the blogger go into 

the subject  in depth with num erous links or is it  j ust  a passing m ent ion? 
¥ Subject :  What  was the prim ary topic of the blog post ing?  
¥ Tonalit y:  Did the blog post ing leave a reader m ore or less likely t o do business with 

your organizat ion? Did it  m ake a recom m endat ion or a specific ÒdonÕt  buy this 
m odelÓ m essage?   

¥ Posit ioning on key issues:  Did the post ing discuss any of the key issues facing your 
indust ry and if so, how did the blogger posit ion your organizat ion? 

¥ Did the blog m ent ion any specific benefit s that  would lead your audience to buy or 
not  buy your product . How was your brand posit ioned on those benefits relat ive to 
the com pet it ion? 

¥ Nature of the post ing:  Was the post ing designed to solve a problem , com pare 
different  brands, or sim ply allow the author to rant? 

¥ Who is being discussed or quoted? I s it  your CEO or a low- level disgrunt led 
em ployee?   
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QUANTI FYI NG THE DATA 
 
There are three essent ial things that  get  m easured in the blogosphere:  links, hits/ eyeballs, and 
sent im ent . Let 's talk about  them  individually. 
 
Lin k s 
 
There are a plethora of services that  m easure links and rank the im portance of various blogs 
including:  Feedster (which m aintains a ranking of the top 500 m ost  interest ing blogs) , 
BlogPulse, BlogLines and Technorat i.  They all rank blogs by the num ber of links to each.  
 
Measu r in g  Au t h o r i t y  
 
Ever since the first  ÒA- listÓ blogger was crowned and Technorat i put  out  it s rankings, PR people 
have been begging for a way to m easure author ity. The generally  accepted pract ice is t o 
consider the num ber of links and t rack backs and com m ents, and roll them  up to a ranking or 
authority index. The sim plest  thing to do is to look up the URL of the blog on Technorat i and 
see what  the rank is.  A step up from  that  is a nift y widget  on the Kineda site that  when you 
type in a URL will t ell you instant ly if it  is an A, B, C or D- list  blogger Ð all based on Technorat i.   
 
There are also a num ber of businesses who have created products or services around the need 
for  m easuring authority .  
 
Exam ining the credibilit y and authority of your own blog is another way to assess the im pact  of 
your blog. Mark Rogers of Market  Sent inel has developed a "net  prom oter 's index" that  takes 
the num ber of bloggers that  would recom m end your brand, subt racts the num ber that  would 
not  recom m end your brand, and com es up with an index num ber.  Rogers claim s that  there is a 
direct  correlat ion between the index and sales. I f the num ber of det ractors outnum bers the 
num ber of prom oters, chances are your reputat ion is being t rashed and sales will be im pacted. 
Just  ask Dell.  
 
Biz 360 just  int roduced another new m et ric, Media Signal, that  looks at  the posit ive, negat ive 
and neut ral coverage in blogs, and then factors in links and connect ions with an index num ber 
to gauge the total im pact  of a blog.  
 
Another approach is to look at  the specific indust ry and/ or m arket  and design an authority 
index around your part icular business or m arket . This requires m ore in-depth bespoke research 
up front ,  but  will yield m ore useful results in t he long term .  
 
Measu r in g  Vis i t o r s v s. Eye b a l ls 
 
As of this writ ing, there really  is no accurate count  for  the num ber of eyeballs that  view each 
blog. There are som e stat ist ics that  show the num ber of visitors, but  so far there's no way to 
exclude the visitors counted every t im e you or anyone else does a search, so m ost  of those 
num bers are hugely overstated.  
 
I t  is safe to say that  each link to a blog represents at  least  one pair  of eyeballs. But  there is no 
accurate count  of how m any people saw a blog post ing that  included the link. The owner of the 
blog it self and/ or the blog host  service has the data, but  unless he/ she shares it  with the public, 
it  rem ains an unknown.  
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The dom inant  players in the eyeball count ing indust ry, Com score and Nielsen, get  their data by 
t racking consum er behavior via software that  is loaded onto m illions of m achines and reports 
back to the com panies exact ly  where on the internet  those m achines t ravel.  Because there are 
so m any individuals involved in the study, the results are reasonably reliable for the vast  
m ajorit y of web sites that  they t rack.  While both of them  have started to include a few m ajor 
blogs as part  of their  panels, and you can som et im es figure out  eyeball rates for  the m ajor 
blogs, the vast  m ajorit y  fall into the Òtoo sm all t o countÓ realm .    
 
I f you wanted to count  the eyeballs reached with a m ent ion in a relat ively specialized blog such 
as KDPaineÕs m easurem ent  blog, you couldnÕt  do that  unless the author gave you the analyt ics 
that  Typepad provides. 
 
Because blogs change daily, and each new post ing takes a reader to a new URL, com bined with 
the fact  that  there are so m any individual blogs and so m any links and com m ents and t rack 
backs, a panel approach sim ply wonÕt  work because no one is going back to the sam e page day 
after  day.  
 
Com score has just  int roduced an engagem ent  m et ric, based on total v isit s, average m inutes 
per visit , average visit s per visitor and average visits per usage a day. While it  is certainly an 
im provem ent  over page views, and should help Web propert ies understand how users are 
engaging with their content , it  appears that  the focus of this m et ric is on web sites, not  blogs.  
As far as com m ents go, theyÕre not  even a glim m er in anyoneÕs eye. None of the autom ated 
system s t rack com m ents, and no one has a clue as to how m any people are actually reading 
com m ents.  
 
 
W HAT TO DO W I TH THE DATA ONCE YOU HAVE I T 
 
The m ost  im portant  part  of any m easurem ent  program  is teasing insight  from  the data and 
drawing act ionable conclusions. The m ost  im portant  analysis is t o look at  t rends over t im e. 
What  happened yesterday or last  week is im portant , of course, but  what  you need to do is t o 
see if com plaints are going up or down over t im e, or  if your relat ionships are get t ing bet ter or  
worse, or if the ranks of com plainers is growing faster than the ranks of supporters.  
 
First , take a very deep breath. Do not  - -  do not  - -  go into crisis m ode the first  t im e you get  a 
negat ive com m ent  from  the blogosphere. Do a bit  of research first . Read the blogger 's prior 
post ings. See how m any links he/ she has, how m any com m ents, how m any t rack backs. I f it 's 
one or two, don't  do anything but  watch the num bers. I f they start  to grow quickly,  you m ay 
have an em erging crisis. I f it 's already in the hundreds, and/ or if this blog is on Feedster's top 
500 list , then you need to com e up with a response.  
 
I f it 's not  a crisis, but  there is som eone who is consistent ly writ ing about  you, take a wait -and-
see at t itude. See what  kinds of com m ents are m ade, and how the blogger responds, then start  
a dialog. Offer inform at ion, a perspect ive or insight  on som ething the blogger will find relevant .  
 
Do not  spam  bloggers!  Generic press releases sent  to bloggers will probably get  you labeled as 
a " j unk sender."   Nothing you ever send will get  through, ever again. 
 
Woe be it  to the poor m arketer who m akes an obvious at tem pt  to "m anage" bloggers or 
som ehow shield their com pany's reputat ion. The blogosphere is r ife with snide com m ents and 
occasional downright  host ilit y towards m arketers' blundering at tem pts to interject  them selves 
into a conversat ion.  
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SO DO BLOGS REALLY MATTER AND W HAT DO I  REALLY NEED TO DO?  
 
The quick answer is "Yes, they do m at ter."  I f you care about  what  your stakeholders are saying 
thinking or doing, you should be paying at tent ion to social m edia. Even if your audience is 
lim ited in size, and bases it s decisions on RFPs, specificat ions and the personal sales call,  there 
is always a possibilit y that  som eone som ewhere is having a problem . The thing you need to 
rem em ber is that  when problem s occur,  you want  people to bring them  to you, not  have private 
conversat ions behind your back. Those are the situat ions that  quickly get  out  of hand.  
 
One m aj or reason to pay at tent ion to what  people are saying about  you in social m edia is that  
m ost  j ournalists t oday rely on blogs for  story ideas, to check facts, t rack down rum ors, and 
invest igate scandals and rum ors.  
 
I f you sell com puters, cars, consum er elect ronics, cell phones, printers or any num ber of 
consum er it em s that  consum ers research or talk about  online, you need to pay at tent ion. I f you 
know that  your custom ers are going online to do research before they decide what  to buy, you 
need to know what  those custom ers are seeing and reading about  you.  
 
I f you are st ill up in the air about  whether or not  blogs are im portant  for you, conduct  a quick 
poll of your audience and find out  j ust  how influent ial the blogosphere is. There's lots of generic 
research out  there, but  m ost  organizat ions would be bet ter off surveying their own custom ers 
to find out  j ust  how big an im pact  the consum er generated m edia blogosphere has. 
  
I f there is definitely no clear t ie between your organizat ion's goals and the blogosphere, then 
exit  out  of this art icle and go learn about  m easuring m ore relevant  m edia. (As in any 
com m unicat ions act ivit y , if it  doesn't  support  a specific corporate goal,  why are you doing it?)   
 
On the other hand, if developing a network of influencers around your product ,  your idea or 
your service is im portant , then a blog will be a very useful tool. 
 
 
NOW  THAT I ÕM TRACKI NG ONLI NE RELATI ONSHI PS, DO I  NEED TO START A BLOG?  
 
First  of all,  corporat ions donÕt  blog, people blog. Developing a corporate blog seem s to be all 
the rage these days.  For som e organizat ions like GM and Sun with CEOs who like to write, 
have som ething to say and are dedicated to blogging, it  m akes perfect  sense.  GM and Sun 
want  to get  closer t o their custom ers, so their CEOs started blogging as a way to encourage 
conversat ion with the custom ers.  The point  is that  a blog is a dialog.  A blog is not  j ust  a 
corporate Web sit e in a different  dress.  I t  is not  j ust  a m arket ing tool.  I t  is a way to establish 
social networks that  m ay of m ay not  help sell products.  But  direct  selling is not  the point  of a 
blog. 
 
And, in order to be effect ive you have to have som ething to say. 
 
ThereÕs a lot  of debate as to whether hir ing a blogger to ghost  write your CEOs blog is ethical.  
Whatever your opinion, itÕs just  not  very effect ive.  The reason blogs becom e popular is that  
they reflect  the real personalit ies and values of the people writ ing them .  No one reads a blog 
to get  m ore corporate-speak.  They read blogs to get  the inform at ion BEHI ND the corporate 
speak. 
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CONCLUSI ON 
 
Regardless of what  your organizat ion does or who its const ituencies are, the revolut ion that  
social m edia is creat ing will sooner or later  have an im pact . What  that  im pact  is,  and how you 
respond will depend on data. Only by m easuring this new social m edia will you be able to 
m anage that  im pact .  
 


