Making a Business Impact with Blogs: Three Perspectives

Part 1 - Business Steps to Successful Blogging
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Blogs enable conversation with your market and greater
efficiency within your organization

“Companies that don’t realize their
markets are now networked person-
to-person, getting smarter as a result
and deeply joined in conversation are
missing their best opportunity.” —
Cluetrain Manifesto

“creating more in-depth
ongoing customer
conversations on our

companies...

...restaurants, and
any other business

“creating closer
on-going ties to
our diners”
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But what are critical steps to make your business blog work?

This is one of several questions, Amanda Watlington and | asked 70 prominent
business bloggers:

a‘u 4
V 4

T @RS 1 why and when did you start blogging?
B[ogs: 2. Has it meet your original objectives? How?
3

: . Have your objectives evolved? Do they continue to be met?
A Practu_:al 4. What have been the biggest challenges you have faced?
C[e[a] 5. How did you overcome them?
6. What is your major source of content?

AURVERGAR 7. \Why would someone want to read your blog?

Ll ERCRVEIGNEICIE 8. How do you benefit from reading other blogs?
9
1

LUREREE 0. \What are your favorite blogs? Why?
0. What advice to have for others considering a business blog?

ISBN# 0-9766180-0-1

We found a strong endorsement for business value of blogs and many lessons
learned. The answers are in our book, Business Blogs: A Practical Guide. A few
highlights are covered today.
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First, establish a likely business need(s)
i . i
Burning Questions
T
-—%KM*

 |dentify your most pressing business problems

» Determine how you measure success

» Uncover obstacles on these business measures

* Look at the capabilities that blogs offer

» Select the highest priority areas and target your blog efforts
e Think of your business blog as another business tool

« Evaluate it as any business tool.

E weblog of Lincoln Sigﬁ?éunpany
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Study other blogs in your market

 Read as many good blogs as you can

* Pick the conversation you want to join and comment to enter the
blogosphere already a participant

« Remember you are usually not starting a conversation but joining one

* Look to other blogs to see what they are doing in terms of style and
features

» Other blogs provide good content and keep you updated on your market

e Monitor other blogs to see what is being said about your company

FI"IE 25

Google -
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Create a blog strategy that matches your unigue needs

OIMELLINERVILGIER RWVE

Oklahoma state wine industry news and vineyard evenits. Never miss another local wine tasting. Site includes online archive of
winery newsletters, festival dates, recipes, trivia, grape growing info, atc,

Oklahoma Wine News blog goals.

» Encourage attendance to Oklahoma wine events.

» Create 'one-stop shopping' for Oklahoma wine and wine tourism..

* Improve knowledge sharing within Oklahoma wine industry.

« Eliminate problems by replacing email newsletter with an RSS Feed.
* Increase the LOCAL traffic to Nyvaka Creek Winery

Oklahoma Wine News success measures.

- Most Oklahoma wineries send notifications of new events

- Traffic to winery website, Web design business site, and blog rising steadily. Blog is
the number one referral source to Web site and reverse is true.

- The search engine results page ranking is good,
- Customers handled tripled in the first year of blogging.
- The blog’s RSS makes events notices more accessible
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Coordinate blog with other communication channels

Presidents Update

BlOgS Bubbling up from the Field - Notes from the President of The Norwich Group.

WBQNSPI’iI’IgSEI’I‘IiI‘!EI’ OPT-IN MATILING LIST

The Women Business Qwner's Network spring seminar

n

"Branding: Making a Name for Yourself in Today's Join the The NDTi:'ti;.:h Group mailing
Marketplace" is on April 22 in Burlington, Vermont. For
those attending we have organized a carpool leaving Email: I
from the Upper Valley (Hanover, Lebanon, White River
vs. Web Site Jct., etc.) for anyone who Is interested.
> s ! Dear Bill, vs. Email Newsletter
». The Norwich Group

B

Wy

What a difference three weeks make! The sun is shining, coc

* R j i i blowing and there are flowers. Mot to mention we are Just pz
L

) = Helplng flrms STOY on TOD' April 15th, a dreaded time for small businesses and a busy i
- ﬁ—l A Accounting Firms. Congratulations to all for getting through!

In this issue:
s MNew Recognition Anne Stanton awarded Microsoft MVP
Community
o The NH/VT Upper Valley IT Consultants Group
# Is your DR plan just sitting on the shelf?
» Quote of the Day
« The CEO's Blogger Club
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Focus your content on what supports your business needs

The SAP Developer Network Weblogs

Most Recent | Topics | Top Weblogs | Webloggers | my\Weblogs (beta)

George Yu 7
[resfie ]

“Make sure you have atopic or
topics in mind and try to stick to
them. Stray too far a field and
you'll lose readers.” Ed Brill

some SAP product marketing managers are required to
keep a blog — George Yu’s blog provides an informal
means to discuss topics that he is frequently questioned
on in his role as product manager

Forums and community

Forums | Blogs | User groups

Thinking by Peter Davidson

Ideas and Commentary on Advertising, Branding, Marketing, Technology and Culture

Peter Davidson posts things that interest him and upon which he has a point of view. He
tries to strike a balance between breath and coverage related to his consulting areas.
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Offer your blog as an extended resume or portfolio

Conversations with Dina

Creative Chaos - Dina Mehta's Blog

Dina Mehta presents a more complete picture of herself through her blog to accompany
competitive business proposals. She reports that this has helped win new work.

down the avenue

Renee Blodgett recently re-connected through her blog with an old
client. By reading her blog, he saw all the mutual friends that they
had and felt more secure in working with her on a new project.

Jack Vinson established
strong presence in KM
through blog.

lack Vins ites about Know

Knowledge Jolt Wlth Jack

= _|I+| g serviges to busmnessas and |||l‘|| |l]u == |"|| a TacL
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Develop and enhance communities through your blog

E-BITZ - SBS MVP THE OFFICIAL BLOG OF THE SBS "DIVA®

SMALL BUSINESS SERVER 2003 - THE SBESBLOG

Susan Bradley wants to bring more people into MVP and, broader Microsoft SBS,
community. Blogs gain more attention in search engines, like Google, than the
news groups that house the main support for SBS.

Determine support required to make blogging successful

Microsoft

Microsoft Community Blogs
Communities

Organizational support requirements grow as the number of bloggers and the complexity of
the application increase as Microsoft found out
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Create a balanced

blogging policy
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Blog’s knowledge sharing and

transparency isn’t for everyone and it
raises a lot of policy and ethical issues

Disclosure
Acknowledgement
Fact Checking
Corrections

Privacy

Intellectual Property
More....

~
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Thank You

r"""'l" Business

51085: Now Available at:

A Practical
G u-ide http://www.businessblogguide.com/

Bill Ives, Ph.D.

Amanda G. Watlington, Bill Ives, Portals and KM
PhD, APR http://billives.typepad.com/portals and km

Amanda Watlington, Searching for Profit
http://amandawatlington.typepad.com/blogs and feeds/
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