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Foreword

Many of us old(er) technologists remember the days when the functions of a company’s application
systems were rigidly defined and tightly controlled. Information was conveyed by a company to its
customers, shareholders, and employees in a pre-determined manner and the data that was passed to and
from a company was structured and inflexible. Well, technology and the way in which people and compa-
nies communicate is changing dramatically. Texting, social networking, tweeting have altered how people
interact and actually increased the volume of those interactions. And now we are seeing the evolution of the
blog (web log) from individual websites with personal commentary and description of events to a tool used by
companies to communicate with all of its constituencies. Why and how is this happening? This IBIT Report
on “Business in the Blogosphere: Corporate Blogging” answers these questions and also analyzes the message,
audience, and content of twenty-five company blogs. This report will be invaluable to anyone considering the
applicability of blogs to their company.

Bruce Fadem

Editor-in-Chief
November 10, 2009

www.ibit.temple.edu
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CORPORATE BLOGGING

Abstract

logging is an increasingly popular tool for orga-

nizations to communicate with their employees,
customers, and the general public. It is unique in its
support for two-way communication and the creation
of reader-generated content. This report presents the
“state of the art” in corporate blogging through a
multi-industry study analyzing the message, audi-
ence, and content of 25 organizations” blogs. We
found company-created blogs enable organizations to
create self-sustaining communities of customers that
both consume and contribute content. Best practices
for creating these communities are discussed and
illustrated through successful examples from General
Motors, Dell, and Southwest Airlines. We also pres-
ent guidelines for creating internally-focused blogs,
such as those intended to foster communication with
employees.

Keywords

Blogging, community-building, best practices,
corporate communication, multimedia, Web 2.0

Introduction

he blog is one of the most visible elements of

the collection of social media known as “Web
2.0” (O'Reilly, 2005). What sets blogging apart
from previous incarnations of the static web site is its
interactivity. Blogs are mechanisms for self-publish-
ing, allowing users to contribute their own content
(Cayzer 2004). Blogs have now evolved into a suite of
technologies that make it very easy for organizations
to create and share content and elicit feedback from a
broad audience. Sites such as Engadget and Gizmodo
discuss new consumer technology products, while
ConsumerReports and Consumerist provide con-
sumer advocacy and product reviews.

Anatomy of a Corporate Blog
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| was reminded the other day by an Employee at a local
blood bank about one of the best things about warking
at Southwest Airlines. She was describing her recent
change in employment and said, “I've been here three
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By: Jason Heid  10-28-09 1 comment

Southwest Airlines has a reputation as a company that
marches to its own beat, even a little offbeat, in its
sensibilities. That picture was reinforced during my first
trip to Southwest Headquarters, when | entered the
#lobby to find a big Halloween display of castles and

""" PLANE"

By: Marilee Mcinnis - Manager Public Relations ~ 10-27-09 3 comments

Content can be text,

audio or video. Multimedia
can be hosted externally
(i.e., YouTube, Flickr.

4 Posts can be shared on a
variety of external sites
to get the message out.

Figure 1: Key elements of a corporate blog
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Many organizations, from technology firms such
as Accenture to media companies such as the Wall
Street Journal, are using blogs to interact with their
constituents in ways that previously were impossible.
This is not simply communicating new products and
services to customers — instead, these blogs serve pur-

Methodology

\ x Je analyzed 25 blogs across a number of

industries, including aerospace, health and
pharmaceuticals, information technology, media,
higher education, and transportation (see Table 1).
We browsed the content of each blog, reading the
posts and the comments left by the readers.

Each blog was qualitatively assessed on mul-
tiple dimensions. We first determined the blog’s
purpose, or the organization’s goal in maintaining
the blog, by examining the content of its posts and
comments. We drew conclusions regarding the

intended audience by looking at its content and the

way in which the blog was managed. For example,
we examined the blog’s policies on user comments.
We also looked at other indicators such as the
frequency of comments, which is an indicator of
the level of engagement with its intended audience.
Additional data was collected regarding the design
of the blog, specifically the content sharing facili-
ties and multimedia technologies used on the site.

We created a summary analysis of each blog, as well

as aggregate statistics across the entire collection.
The aggregate statistics are provided as sidebars
throughout the report, and the summary analysis
for each of the 25 blogs is available as the “Com-
petitive Analysis” supplement to this report.
Overall, 15 of the organizations in our sample
were in service-related industries (60%), and 10
were in manufacturing-related industries (40%).
We decided to split much of our analysis into these
two categories because their products are funda-
mentally different. The products of service-related
industries are much more “information-rich”, such
as news in the case of CNBC, or an airline flight in

poses ranging from recruiting to public relations. Such
blogs typically incorporate multimedia to deliver a
sophisticated user experience, and encourage two-way
interaction through feedback mechanisms (see Figure
1 for an example). This report will summarize the cur-
rent state of blogging within organizations.

Accenture Boeing

Alter Hall (TU) Chrysler
Ask.Com Cisco Systems
BBC News Dell

CNBC News General Motors
Delta Airlines Hewlett-Packard
Google IBM'

NJ.com Johnson & Johnson
Pace University Lenovo
Philly.com Toyota
Princeton University

Southwest Airlines

Wall Street Journal

Wikimedia Foundation

Yahoo!

Table 1: Companies analyzed in this study

the case of Southwest Airlines. One might expect
these organizations might use blogs, an informa-
tion-rich medium, differently than organizations
whose business is based on products more physical
in nature.

1. One could argue that IBM falls into both categories. However,
a significant share of their business is still in hardware and soft-
ware, and this is highlighted in much of their blog content.

www.ibit.temple.edu
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How organizations are using blogs

Highlights:

* Blogs are used for community building, public rela-
tions, or to convey a corporate message.

* Creating a community is the most common use.

* Firms in manufacturing-related industries tend to
be more focused on public relations and conveying
a corporate message than firms in service-related
industries.

The most frequent use of corporate blogs is com-
munity building (see Figure 2). Content is created
around a specific topic intended to share knowledge
and generate discussion. This is a way for organiza-
tions to perform a public service by acting as a source
of information. The goal is also to drive traffic to the
site through participation in the comment threads
around a post.

Blogs are also frequently used as engines for
public relations. The main goal is to create a posi-
tive perception of the organization. Posts often
describe a community initiative or an event that the
organization is sponsoring. While products may be
highlighted, more often specific products are not

emphasized, favoring the promotion of the corpo-
rate identity as a whole.

In fact, the least frequent use of blogging by an
organization is to convey a specific organizational
message. Examples include describing the mission
and purpose of the organization, announcement of
new products, and describing promotions and sales.
We saw this type of activity in less than half of the
blogs included in this study.

We also found some interesting differences in
how organizations use their blogs across industries
(see Figure 3). Manufacturing-related industries are
more likely to use blogging for public relations and
to convey a message than service-related industries.
This, at first, seems counterintuitive — we might
expect service-related industries to use blogging more
frequently “across the board” since their products are
more information-based, and therefore lend them-
selves more to this type of media. However, we may
be able to attribute this difference to the media com-
panies and higher-education institutions included
in the service-related sample. These organizations,
especially the media companies, may have a better
understanding of the interactive nature of blogging
and therefore focusing on its best use as a communi-
cation tool.

100%

90%

80% -
70% -
60% -
50% -
40% -
30% -
20% -
10% -
0% -

Frequency of focus

Create Community

Public Relations Convey Corporate

Message

Figure 2: Focus of organizations’ blogs
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71 Manufacturing
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Figure 3: How blog focus differs by industry type

The intended audience and
content of organizations’ blogs

Highlights:

* Blogs target customers as their primary audience.

* Investors are more likely to be targeted by manufac-
turing firms, and the general public and job seckers
are more likely to be targeted by service firms.

* There is an unrealized opportunity for companies to
use blogging to open up communication with both
current and potential employees.

We found organizations target customers, the

general public, investors, job seekers, and employees
(see Figure 4). We can see from this that organiza-
tions see blogs as primarily a tool to reach external
constituents, mostly on the consumer side (80%).
Blogs were least often targeted to current employees
(24%), and only somewhat more often used to reach
potential employees (28%). This in itself is interesting,
as it may indicate reluctance for companies to embrace
“internal blogging.” Indeed, there are multiple issues
surrounding an internal blog. Employees may be ap-
prehensive attaching their name to a blog post about

a controversial company issue, and comments would
have to be constantly monitored to avoid liability

90%

Frequency audience was targeted

Customers General Public

80% -
70%
60% -
50% -
40% -
30% -
20%
B
0% -

Investors

Job Seekers Employees

Figure 4: Audiences targeted by blogs

www.ibit.temple.edu
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Intended Message by Blog

Create Community

Public Relations

Convey Corporate Message

Boeing v v 4
Chrysler v v

Cisco Systems v v v
Dell v v v/
General Motors v v v
Hewlett-Packard v v v
IBM v

Johnson & Johnson v

Lenovo v v v
Toyota v v v
Manufacturing Total 90% 90% 70%

Service Organizations

Create Community

Public Relations

Convey Corporate Message

Accenture Consulting v/ v v
Alter Hall v

(Temple University)

Ask.Com v v

BBC News v

CNBC News v

Delta Airlines v v

Google v v v
NJ.Com v

Pace University v

Philly.Com v

Princeton University v

Southwest Airlines v v v
Wall Street Journal v

Wikimedia Foundation v/ v v
Yahoo! v v v
Service Total 87% 60% 33%
Overall Total 88% 72% 48%

The IBIT Report




issues (especially in regulated industries).

One would expect since there are differences in
the intended purpose of blogs across industry type,
the targeted audience would also differ (see Figure 5).
‘The most pronounced differences were with regard to
the general public, investors and job seekers. Service-
related industries used their blogs more than the
manufacturing-related industries to target the general
public (67% to 20%) and job seekers (40% to 10%).
Investors were more often the targeted audience of
blogs by companies in manufacturing (27% to 70%).

These findings, we believe, also reflect a differ-
ence in the understanding of the blogging medium
across industries and a targeted, more sophisticated
use of blogging by organizations in the service indus-
try. Because blogging is essentially a two-way, interac-
tive method of communication, we would expect it
to be most effective in settings where there is value
in some level of discussion, either among customers,
the general public, or employees (current or future).

Employees may be apprehensive
attaching their name to a blog post
about a controversial company

issue, and comments would have
to be constantly monitored
to avoid liability issues.

It appears there is a general consensus this is a way to
reach customers, but the manufacturing firms seem
to be less aware of the potential for this medium in
other areas of outreach, such as the shaping of public
perception. Interestingly, manufacturing firms much
more frequently target investors using their blogs; it
is unclear how much two-way interaction is needed,
especially in the type of forum created by a blog.

g 100%
g 90%
5 80%
S 70%
© 60% |
= 50%
o 40% -
KT 30% -
: o 1 L
© 10% - ‘ —
: o :

S C é 5
= xo@é S 5 o \0\\66
g o & «© & N
[T ()Qz(\

Service "I Manufacturing

Figure 5: How blog audience differs by industry type
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Approaches to blogging content

Whether the blog is internally or externally
focused, there are several broad approaches
to generating blog content which companies may
employ:

Discourse blogging — This is a blog created
to bring out a discussion of competing ideas. They
are useful for audiences with expertise on the given
subject. The goal can be either to simply generate
discussion, or to bring out new ideas. It also has
the potential to bring awareness to an issue and
encourages readers to visit frequently to see how
the discussion develops. Example topics include
current events or new company policies.

Tutorial blogging — This type of blog allows

readers and experts to share advice on a given topic.

'The importance of comments

Highlights:

* Encouraging comments is a critical part of building
a community.

* Most organizations’ blogs encourage their users to
comment, these blogs have minimal restrictions on
posts.

* Blog authors can increase the sense of community
by reading and replying to comments.

* Several firms have created “best of breed” examples
that may apply to other industries.

Developing a base of users who contribute
comments is a critical part of community build-
ing. A blog serves as a two-way communication tool
between company and customer — reader comments
are an essential aspect of corporate blogging. Users
are more likely to be regular readers of the blog if
they contribute comments, and the unique content
they generate attracts additional readers. Ultimately,
organizations should take advantage of the disin-
termediation inherent in web-based technologies
— once the framework for the blog is established, its
content (with moderation from the organization) can
be self-sustaining.

The IBIT Report

Experts provide the basic content, and readers will
be given the opportunity to comment and cre-

ate discussion based upon their own experiences.
Examples include health and wellness topics such
as diet and exercise.

Polling with discussion — This type of blog
encourages discourse by leading with a poll. Re-
sponding to a poll is easier for readers than writing
a comment, and therefore is more likely to draw
people in. The use of polls is also effective because
readers can participate anonymously, making it
a good way to encourage participation when the
topic is potentially controversial. For those who
wish to participate further, a follow up discussion
through posts and comments can be utilized.

An effective blog can be measured based on its
frequency of comments. Group discussion, as dem-
onstrated through the initial post and the comments
that follow, show that blog readers simply do not just
arrive at the site and leave. Rather, they take time to
read posts, read the comments, and leave their own.
Asa company, it is important to make sure com-
ments are encouraged and valued, because this is an
important part of creating a sense of familiarity with
the organization behind the blog.

Users are more likely to be
regular readers of the blog if

they contribute comments, and
the unique content they generate
attracts additional readers.

88% percent of the blogs we analyzed used some
form of commenting. While organizations may be
wary of unregulated user-generated content, it is
vital to allow readers the opportunity to comment
freely. This creates an experience where readers feel
their opinions will be heard and appreciated. In our
research, we found 24% of the blogs required users



Intended Audience by Blog

Manufacturing Organizations

Customers General Investors Job Seekers Employees
Public
Boeing v v
Chrysler v
Cisco Systems v v 4
Dell v v v v
General Motors v v v
Hewlett-Packard v v
IBM v v
Johnson & Johnson v
Lenovo v v
Toyota v 4
Manufacturing Total 90% 20% 70% 10% 30%

Service Organizations

Customers General Investors Job Seekers Employees
Public
Accenture Consulting v v v v
Alter Hall v/ v v v
(Temple University)
Ask.Com v v
BBC News v v
CNBC News v v
Delta Airlines v
Google v v v v
NJ.Com v
Pace University v
Philly.Com v
Princeton University v
Southwest Airlines v v
Wall Street Journal v v
Wikimedia v v v
Foundation
Yahoo! v/ v v v
Service Total 73% 67% 27% 40% 20%
Overall Total 80% 48% 44% 28% 24%

www.ibit.temple.edu
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to register with a username and password before
being allowed to participate in discussion. Some
corporate blogs were even more restrictive and only
offered its readers the chance to submit comments
through e-mail. Although these practices may be seen
as necessary in order to manage and filter unwanted
(i.e., negative or inappropriate) comments, they also
have the effect of creating a hurdle for community
building because many potential users will simply
not make the additional effort.

Using a pre-review approach may prove to be
most advantageous for managing comments, espe-
cially for larger companies. In this scenario, com-
ments can be submitted anonymously and without
registration, but they are reviewed before being
publicly posted online. The company can assess nega-
tive or inappropriate comments while still managing
the discussion so all comments are constructive and
related to the posted topic. Furthermore, it is crucial
for companies to establish a comment policy that
is visible to readers so contributors know how their
comments are screened and what types of comments
are acceptable.

The blog authors can also do their part to in-
crease user comments and make them more effective.
If the author of the post replies to comments, readers
will know their interest is appreciated, and as a result,
a sense of community will begin to develop. We
also observed that when readers are directly asked to
share their opinions or give feedback about a par-
ticular topic, they usually do. For that reason, simply
including open-ended questions in posts can increase
user comments. Additionally, providing incentives
may encourage greater participation. Offering a
small cash prize, creating a “top commenters” list, or
featuring the point made in a good comment as the
next topic of discussion are ways that will attract and
retain more readers and comments.

The style of the posts also is an important factor
in eliciting comments from readers. Blogs are a form
of media, and as such, must be engaging in order to
attract and hold audience attention.

* Southwest Airlines’ “Nuts About Southwest”
blog features employees writing about both their
work and personal travel experiences. The posts are
written in a “story-like” narrative intended to keep
readers engaged. As people read about Southwest
employees’ travels, they feel compelled to share their
own personal stories through the comment facility.

The IBIT Report

This is an innovative example of community build-
ing because there is no pressure for commenters to
feel they need to be highly knowledgeable, or even
focused on Southwest. Instead, users are merely en-
gaging in a social discussion that appeals to a broad
audience.

* General Motors’ FastLane blog features com-
pany officials that host live webchats about a specific
topic. The live session is recorded and is accessible for
viewing later. This achieves many of the same goals as
blogs with user comments — customers can interact
with the company on a personal level. Additionally,
FastLane allows users to leave “traditional” comments
on the entire webchat session. This keeps readers
engaged in the discussion, and encourages them to
return in order to continue the conversation.

* Dell’s Direct2Dell blog encourages discus-
sion by featuring the most popular posts first. They
determine popularity by the posts that received the
most user comments. By making the posts with a lot
of discussion around them the most visible, they are
putting forth the material that is most likely to draw
a larger audience.

Getting the message out

Highlights:

* Syndication technologies such as RSS expand the
reach of blog content, allowing it to be shared
beyond the site itself.

* Tools can be integrated into blogs that allow con-

tent to be posted directly to content sharing sites
such as Digg and Reddit.

* Social networking sites like Facebook share content
over a trusted network of “friends.”

A key aspect of blogging is the ability to dis-
seminate content beyond the blog site itself. The core
technology to facilitate this is Really Simple Syndica-
tion (RSS), which formats each blog post as a “story”
that can be shared. These stories can be posted on
another site, such as Technorati.com, or downloaded
to a mobile device using an application such as Viigo®.
RSS is widely used — 96% of the blogs included in this
analysis used RSS as a way of distributing their content.

There is also a series of content aggregators,
which either use the RSS feed from the organization’s

2. See www.viigo.com for more information.
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One of my clients, an IT director, asked me a very interesting question this week: "Can cloud
computing be called a green initiative?" My instant answer was: "It could.” Mot a straight answer,
but enough for us to get into a conversation of whether cloud computing was a green [T enabler.

Cloud computing is certainly a hot topic at the moment. Oracle's recent purchase of Sun points
to the fact that more major players in the IT industry are focusing on providing business
applications. Salesforce, which is one of the largest in the cloud computing space for business
applications, will soon find itself with more competitors.

Back to the point: |s cloud computing a green IT enabler? With new data centers that are more
efficient with regards to energy usage, that leverage virtual infrastructures, and which are hosted
in green-certified buildings, the answer would be “yes.” Also, with the workplace going thin client
and leveraging virtual PCs, and organizations instituting work-from-home policies resulting in less
use of office space—add another yes.

However, semvice-level agreements, security and legal requirements still pose a challenge to big
enterprises when starting the conversation around cloud computing and about hosting their
systems on an external-vendor's infrastructure. You may not want to host your e-mail system
externally and you're not considering hosting your office communicator senice outside your
organization’s infrastructure—fair enough. But consider this: Can you at least make your
infrastructure as efficient as the vendors are to support cloud computing?

If nothing else, cloud computing is teaching everyone how poorly data centers, workplace
infrastructures and critical systems are being managed. It may not be a fair comparison, but if we
look at how some companies like IBM, Microsoft and Google run their servers and data centers,
applications and workplace, we would say: “Gosh, we have a lot of room to save herel” Cloud
computing can play this role in helping you sort out your own cloud.

Yes, yours—the cloud can be the one hosted on your infrastructure. More efficient, greener and
saving costs. Take a look at the new data centers; leverage the virtual infrastructure and the
virtual workplace. | am down in South America next week, and it is fantastic how well my Office
Communicator reaches the people | need, and transfers my calls. It's my own, virtual cloud—
everywhere and on the Accenture infrastructure.

There is still a lot to happen in this space: common standards, new senvice offerings, legal
restrictions, etc. And one thing in IT is true: just because something is very cool, it does not
mean we will use it.

Take a look on cloud computing, and look at it differently. It may look dark at first, but with a
closer look, it can become greener.

By André Guerreiro, US Workplace Technelogy & Collaboration

» Return to Blog

Link to post (0) | Comment (0} | Trackback URL l. QEf l] = @

Figure 6: Ways of sharing blog content

blog or a direct hyperlink back to a post. An impor-
tant aspect of these aggregation sites is that they com-
bine content from a variety of sources and present
them in a consolidated view. Links are provided next
to the blog articles that allow people to post content
to the aggregation site. Figure 6 shows a blog post

from Accenture.com® — each post has a “Share It
section that allows the reader to share the content on
Del.icio.us, Digg, Facebook, Technorati, or Reddit.

3. See www.accenture.com/Global/Accenture_Blogs/Technol-
ogy_Consulting_Green_IT/IsCloudComputing.htm)

www.ibit.temple.edu
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We found twelve content aggregation services
used by the blogs (see Figure 7). The most frequently
used sites for sharing content are Del.icio.us (44%),
Digg (40%), and Facebook (32%). Del.icio.us and
Digg present their content based on a voting mecha-
nism. The more positive votes a blog entry receives,
either from the original blog or the aggregation site
itself, the more prominently it is displayed on the
site. Many other sites work in a similar way (for

example, Yahoo! Buzz and Reddit). Facebook is dif-
ferent, as its users post the organization’s blog content
to their own pages, which are only visible within their
social network. Meanwhile, Del.icio.us and Digg have
the widest reach since their users’ preferred content

is visible by anyone and is not limited to a circle of
“friends.” However, Facebook offers a more targeted
approach since its users’ preferred content is essentially
endorsed by someone familiar to the reader.

50%
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lllL

Ry () \"
& &S
%

S & 5 <e,\°q o

«° QQ;

0% - \ .
G
e &

&’b \&\@
o &® 30
& EE '

U

Figure 7: Use of services that share blog content

The role of search engine optimization:

Blogs are, at their core, web sites. This means
they can be indexed by search engines, and this cre-
ates an opportunity for an organization to promote
their site. Search engine optimization (called SEO)
is the “process of improving the volume or quality
of traffic to a web site from search engines,” and
basically it involves placing the site higher in search
results. This largely depends on the content of the
site. Some best practices for SEO include:

Provide a significant amount of text that a
search engine can read. This can be done by thor-

4. http://len.wikipedia.org/wiki/Search_engine_optimization

The IBIT Report

oughly explaining the subject discussed in the post
and by choosing descriptive words that precisely
describe the subject with which the post should be
associated.

Encourage other sites to link to your blog
and other readers to share its content. The more
inbound links, the more likely the site is to be
more highly placed in search results.

Use effective titles and meta tags to ac-
curately describe the blog. Web page titles and
descriptive tags mean little to readers but are used
extensively by search engines to determine whether
the page is a match for a given search query.



Content Sharing Tools

Accenture

Alter Hall (TU)

Ask.com

BBC News

\
\
\
\

Boeing

Chrysler

Cisco Systems

CNBC News

Dell

SISIN S
N

Delta Airlines

General Motors

Google

Hewlett-Packard

IBM

Johnson & Johnson

Lenovo

NJ.Com

Pace University

Philly.Com

Princeton
University

Southwest Airlines

Toyota

Wall Street Journal

Wikimedia
Foundation

Yahoo!

v

Total

| 44% | 40% | 32% | 20% | 16% | 16% | 16% | 12% | 12% | 8% | 8% | 4% |
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Use of Media

Highlights:

* Audio and video can augment the blog reader’s
experience.

* Podcasting through blogs is still relatively rare.

* Leveraging services such as YouTube are an effective
way to share multimedia content while minimizing
the impact on server bandwidth.

Blogs are fundamentally a text-based medium,
but they are frequently augmented by various multi-
media technologies. The use of simple, static images is
ubiquitous, but there is also a significant reliance on
audio and video. However, for all the buzz surround-
ing podcasting, it is used relatively rarely in conjunc-
tion with blogs. We found only 16% of blogs were
augmented by podcasts.

That said, organizations appear to use multimedia
sharing services such as YouTube, Flickr, and Vimeo
instead of hosting the media themselves (see Figure 8).
YouTube is, by far, the most frequently used service
for integrating multimedia into blogs (44%), followed
by the image-sharing service Flickr (24%). Locally
hosted media were less frequently used: Adobe Flash’

...for all the buzz surrounding

podcasting, it is used relatively
rarely in conjunction with blogs.

was used in about 20% of the blogs, and Windows
Media was only used in 4% of the blogs.

There are several advantages to the use of these
multimedia sharing services. First, they provide an
easy to use mechanism for posting content. It is
simpler for an author to post a video to YouTube
and let the service encode the video in a format that
can be streamed to users than acquiring and using
the software to perform the encoding itself. Second,
multimedia require significantly more bandwidth
than text-based content; posting content to YouTube
shifts the network load away from the organization
and onto the service. Third, these services are built to
share information, and therefore it is easy to generate
links back to that multimedia content independently
from the blog itself.

50%
45%

40%
35%

30%
25%

20%
15%
10%

s I
0%

Vimeo ‘

Frequency of use

Flickr

Shared Multimedia

YouTube

Windows Media

Adobe Flash

Locally Hosted Multimedia

Figure 8: Use of multimedia in blogs
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5. We are making a distinction here between YouTube,
which delivers videos using an Adobe Flash application,
and videos originally authored using Flash and deployed
on the blog site itself.



Multimedia Technologies by Blog

Shared Multimedia Hosted Multimedia

Accenture

Vimeo

Flickr

YouTube

Windows Media

Adobe Flash

Alter Hall (TU)

Ask.com

BBC News
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Cisco Systems
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Total

8%

24%

44%

4%

20%
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Implementing the ideas:
Looking at Southwest Airlines

Highlights:

* A strategy that provides effective ongoing content is
a key success factor for corporate blogging.

* Southwest Airlines incorporates several best prac-
tices into a single site.

* Their blog uses several types of reader feedback
including comments, polling, and photo sharing.

* The site uses emerging Web 2.0 services such as
Twitter to communicate with their customers in

real-time, such as what flights that day will have
Wi-Fi.

>«

Nuts about Southwest” is a
good example of how many of the suggestions and
technologies described in this report can be imple-
mented to increase site activity, create a community,
improve public relations, and convey the corporate
message. The blog integrates text postings with sev-
eral forms of multimedia, well-developed processes
for eliciting comments, and mechanisms for sharing
the content beyond the blog. Their efforts have been
recognized by the industry — in 2007 the blog won
the “Platinum PR Award” by PRNews.® Figure 9 is
an image of the front page of the blog, and features
several key elements:

Use of multimedia. The site makes extensive
use of external multimedia sites: images are hosted

Southwest Airlines

“BEST BLOG”

2nN7 User Account Center

LUVI

2008 |Username

-~ Ty

SOUTHWEST IS A GREAT
PLACE TO WORK!

By: Jeff Lamb 10-29-09 0 comments

Iwas reminded the ather day by an Employee at a local
blood bank about one of the best things about working
at Southwest Airlines. She was describing her recent
change in employment and said, “I've been here three

agmonths and | STILL love my job.” That really stuck with
B—me.

(read mare)

AN OPTIMIZED HALLOWEEN

By: Milie Richter ~ 10-28-08 0 comments.

In case you haven't seen the other blog posts,

Halloween isn't just a big deal here at Southwest
Airlines—it's ginormous! At our Headquarters herein
Dallas, various departments plan decorations and "
practice skits for months._and the competition is

always fierce

(read mare)

D CEOQ MAGAZINE NAMES
GARY KELLY CEO OF THE
YEAR

By: Jason Heid 10-28-08 1 comment

Southwest Airlines has a reputation as a company that
marches to its own beat, even a litle offbeat, in its
sensibilities. That picture was reinforced during my first
|  trip to Southwest Headguarters, when | entered the
\ "10bhym find a big Halloween display of castles and

SWABlogGuy
05-11-08 | Texas

SOUTHWEST AIRLINES UNVEILS "GREEN
PLANE"

By: Marilee Mcinnis - Manager Public Relations 10-27-09 3 comments

*#* My Favorite Feeds

jhdrought

10-24-08 | Texas

Rating: W W W W W ShareThis

Figure 9: Nuts About Southwest Front Page

The IBIT Report

6. www.prnewsonline.com/awards/platinumpr/event_info.
htmland videos originally authored using Flash and de-
ployed on the blog site itself.



on Flickr and videos are hosted on YouTube. Us-

ers are encouraged to comment on image and video
content, and they can contribute their own photos to
the Southwest-branded Flickr pool. These photos are
displayed on the front page of the blog.

Prominent display of comments. Each blog
post has the number of comments displayed under-
neath the post title. This is more effective than put-
ting the number of comments at the end of the post,
because readers can get an immediate sense of the
popularity of that post. The display of the number
of comments is also a clickable link, which takes the
reader directly to the comments section of that post.
By prominently displaying the number of comments,
the message is that the comments are at least as im-
portant as the post itself, and is in line with building
a community around the blog.

ShareThis

Sharing and publishing of content. Each text
and video blog post has a “ShareThis” option. Click-
ing on the link displays a list of content aggregation
services (see Figure 10) to which a direct link to the
content can be posted. This essentially allows the us-
ers of the site to become its promoters, because they
are the ones posting the links and “voting them up”
in popularity.

Southwest also shares its own content through
various social networking sites, links to which are
available at the bottom of the blog’s page (see Figure
11). Southwest is also experimenting with Twitter,
which allows them to post short messages, called
“microblogging.” The content is diverse, ranging
from corporate news to which flights are delayed. (see
Figure 12). These messages are hosted on Twitter and
can also be subscribed to using RSS.

A& Hello. Import Contacts
Send
E Email M AIM Text
Post
Facebook QEi’ Digg (0) .. Delicious

4 @ Stumbleupon ‘: Technorati Eﬁ Reddit »
25 propeller @) Blinklist 1 mixx
Ea Newsvine ] Blogmarks rj Furl

[}
Save
S t&we to ShareBox

ﬂ Powered by ShareThis
an Si

Learn More | Sign In

Figure 10: Clicking the ShareThis option on a post

Home | Southwest.com | About | Site Map | BlogSouthwest | Flide Group | Video Bleg | Mews | Media Center | Folls

Youl™) flickr facebook LinkedfH.

.

® 2008 Southwest Airlines Co. All Rights Reserved.

®
.

Figure 11: Bottom banner of Southwest Airlines’ Blog

www.ibit.temple.edu
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SouthwestAir

| agree Dan! RT @dprevite:
@SouthwestAir | just noticed this and
| want to let you know that it RULES.
http://twitpic.com/neryp

about 3 hours ago from CoTwest

Southwest Airlines takes top honors at the Dallas Morning Mews
"Best Places to Work" luncheon today! http://bit Iy/6m&CK

about 3 hours agoe from CoTwest

DEN Update: We have cxl'd some fits & minor delays for others. We
hope to be back to normal ops in next 2-3 hrs (or as situation
improves)

about 5 hours agoe from CoTweet

Other airlines charge u up to $100 to check two bags R/T. Tell us
what u would do for $100 here: http://budurl.com/SWA100bucks

about 6 hours ago from CoTweet

@CandysseM What airport is that?

about § hours ago from CoTweet in reply to CandysseM

Woohoo! Congrats Gary! RT @DMagazine: Gary Kelly is D CEQ's
2009 CEO of the Year: hitp://fow_Ily/XIAT @SouthwestAir

about 7 hours ago from CoTweet

Figure 12: Southwest Airlines’ Twitter Feed

The IBIT Report

Hame Southwest Airlines
Location Dallas, Texas

Web hitp:ifwww. southw...

Bio The LUV Airline! Airplanes
canttype so @ChristiDay,
@Brandy_King, and
@ChrisMainz are piloting the
Twitterverse!

8,906 816,580

following followers

Tweets 3,518

Favaorites

Following

PN
BIER
IR
PLEEET
e [PEY T
ERanNAL

View All..

) RSS feed of SouthwestAir's
tweets
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Rating and Polling. While blog comments can
be effective in creating a community, not all readers
may want to put that level of effort into writing their
own content. Southwest’s blog has two ways to elicit
“one click” feedback. First, users can rate each post
by clicking on a row of stars at the end of the post
(see Figure 13).

Second, the blog also makes frequent use of
polls. These polls serve multiple purposes. They pro-
vide a way for readers to contribute to the site with
minimal effort, and they also provide useful customer

Average:

L 8 & &

Your rating: None Average: 3.9 (19 votes)

data to the company. For example, the poll in Figure
14 provides Southwest with information regarding
how successful a fare sale is likely to be.

Southwest’s blog exemplifies many of the
concepts we've discussed in this report. They are
clearly attempting to build a community among its
customers — they state that the purpose of the blog is
to “build a personal relationship between our Team
and you.”” They encourage comments by not requir-
ing users to register, and provide multiple ways for
people to participate and contribute content.

Figure 13: Rating a blog post

[ LATEST POLL

WV

OUR 72-HOUR FARE SALE WITH
FARES AS LOW AS $25 ONE-WAY
STARTS TODAY. WILL YOU PURCHASE

A TICKET?

(© Yes, | love to travel and get a good deal!

© Nope, 'm grounded for now.

(©) Maybe. | need to invent a reason to go with a fare

50 low!

»» go to poll archive

Figure 14: A reader poll

The IBIT Report

7. www.blogsouthwest.com/about
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Internal Blogging Strategies

While blogging is primarily used by companies
to reach external constituents, their potential to be
used internally should not be ignored. Internally
focused blogs can provide a way of communicating
with employees and creating a consistent knowl-

edge base throughout the organization. In many
ways, it is an update to the concept of an “Intranet,”
but blogging’s emphasis on two-way interaction makes
it a potentially transformative technology. Key elements
of an internally-focused blog are pictured in Figure 15.

Components of an Internal Blog

&) Corporate News | Corporate Communication - Mezilla Firefox
File Edit View History Bookmrks Split T

Help.

@ - £ ([ [ https//social.mis temple.cdu/yummyfoods/about/ B -] [ve-|vahoo Pl
MK @ annil - (@ '\EEmanm)v‘ |
B - .
This section of the blog would simulate the Campbell’s today section within f—
the intranet. All posts, events and the events calendar, would be shown within .

K BLOG

Example, taken from NY Times
wuthorized Users Only
> Lotus Notes Information

Intranet Feedback
Trip to NYC

Holiday Luncheon
Hello world!

spotlight
ON

Internal campaigns can be
promoted online instead of
printing materials.

gz

Campbell Soup Will Not Move From Camden

Scember 2008
Mon TueWed ThuFri SatSun
1 23 4 556 7 By THE ASSOCIATED PRESS

Published: February 28, 2008

CAMPBELL TODAY

Employees Take Charge of
Reducing Energy Use

> Go gle

> Bloglines

> B
If the organization chooses,
content can be subscribed to

using external blog readers.

Categories

Projectintegration (2
Uncategorized (5)

Bookmark o 23 4

9 10 11 12)13ha

16 17 18 1920 21
22 23 24 25 262728

MOUNT LAUREL, N.J. (AP) — Challenged by preservationists and stymied by a
state judge, the Campbell Soup Company said on Wednesday that for now it
had dropped its plans to seek demolition of the 80-year-old Sears, Roebuck

Popular Tags.

Suggestions

Opinions NYC Feedback

Intranet CampbellsEmplo} NeWS that relates tO the

A calendar provides a
central repository for

uilding in downtown Camden, N.J., to build an office park. It

+ Holiday Luncheon
ed a new plan that would keep the company in the city.

Click date for more details.

€ possiom

events as an alternative
to “push” strategies
such as email.

» Kelly on Suggestions
> yummyfoods on Lotus
Notes Information

ich has been in Camden since its founding in 1869, had raised

y of leaving the impoverished city if the Sears building, which is
abandoned, were not razed. A Campbell spokesman, Anthony J. Sanzio, said
Wednesday that the company had considered expanding its own Help
headquarters but not developing an office park, and laoked into a move to

Luncheon Holiday Break

mock biog campbetis i COMPANy, from both internal
Secret Lotus Notes Tutor| and external sources.

Figure 15: Key elements of an internally focused blog

The following are some internal blogging “best
practices’:

Use posts to disseminate information — The
post-based format of a blog is particularly well-suit-
ed for communicating news and events. The news
can come from internal sources (such as a corporate
communication groups) or from external sources
(such as the media).

Encourage communication and knowledge
sharing — The comment facility in blogs facilitate
the sharing of information and ideas among em-
ployees. A thoughtful posting and comment policy
that strikes a balance between encouraging people
to contribute while limiting exposure to the com-
pany is essential to get employee buy-in. Examples
of policies include allowing certain employees to
post and comment without approval, while others
are screened before they are published.

22 The IBIT Report

Use private posts when necessary — Blogs are
an inherently open medium. In situations where
sensitive information is to be shared, access to posts
can be password-protected. These posts can be
placed alongside unrestricted posts. This allows for
the benefits of information sharing while limiting
risk.

Build a community — A key goal of an inter-
nal blog should be to facilitate interaction among
employees. Employees should be registered users
and their posts and comments should be identified
with them. The name attached to the post should
be linked back to an employee directory in order to
connect employees with shared interests in a topic.
This will facilitate interactions that previously
might not have occurred, bringing together em-
ployees in different physical locations or divisions.



Conclusions

Corporate blogging is just one of the many tools
organizations can use as they begin to embrace
social computing. We believe blogging offers signifi-
cant opportunities for companies as they look for
new ways to reach both external and internal audi-
ences. This report presents a high-level view of what
is occurring in this space:

1. There are three main uses of blogging in
a corporate setting: community building, public
relations, and conveying a message. Community
building was the most prominent use of corporate
blogs because it most directly leverages the inter-
active nature of this technology. Creating a com-
munity around an area of interest and encourag-
ing users to generate content through comments
are ways of driving people to the blog.

2. The key to getting users to leave comments is
to make the commenting policies as unrestrictive as
possible. This includes allowing anonymous com-
ments and not requiring registration. Organizations
can minimize their exposure by screening comments
before they appear on the blog. We also recommend
clearly stating these policies on the site, along with
a description of what constitutes acceptable and ap-
propriate content.

3. An organization’s own employees were the
least frequently targeted audience for corporate
blogs. This indicates a reluctance to embrace “inter-
nal blogging,” as there are many security, privacy,
and workplace issues surrounding this type of open
forum. Nevertheless, blogging could also represent an
important mechanism for knowledge sharing in an
organization, and carefully designed controls may be
able to circumvent some of the potential issues.

4. Corporate bloggers cannot rely on their visi-
tors coming directly to their site. Instead, establish-
ing an RSS feed allows readers to subscribe to the
blog and facilitates integration with news aggrega-
tors. Similarly, blog authors should place links on
their sites that make it easy for readers to submit the
content to sites such as Digg and Del.icio.us. These
sites are where many potential readers will start, and
they can reach new audiences.5. Use of multimedia
will enhance the appeal of a blog and increase the
level of reader interest. Bloggers can leverage external
media sharing sites (such as YouTube and Flickr) to
push the server load off of the blog site itself while
still maintaining tight integration of multimedia with
the textual content. Furthermore, this multimedia
content can be shared independently of the original
blog, creating additional opportunities for the “viral”
spread of content.

www.ibit.temple.edu
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Fox School of Business and Management

Established in 1918, Temple University’s Fox School of Business is the largest, most comprehensive business
school in the greater Philadelphia region and among the largest in the world, with more than 6,000 students,
150 faculty, and 51,000 alumni. In 2008, Academic Analytics ranked Fox School management information systems
faculty in the top 10 for research productivity while ZechRepublic.com selected the Fox School’s bachelors de-
gree in information systems as one of the top ten programs in the U.S. The Fox School’s programs are among
the best in the world and are highly ranked by the Financial Times, The Economist, U.S. News and World
Reports, Princeton Review, and Computerworld.

Institute for Business and Information Technology

The Fox School’s Institute for Business and Information Technology (IBIT) provides the cutting-edge
knowledge and people to create and sustain excellence in information technology. IBIT offers participating
corporations a membership structure so that they can leverage and influence our knowledge, human capital,
and established network. IBIT leverages The Fox School’s research expertise, educational resources, global
presence, and entrepreneurial spirit to prepare business leaders and create industry relevant knowledge.
IBIT offers the following programs:

Fox IT Symposium
The Fox IT symposium is an exclusive highly interactive forum of
noted practitioners addressing current topics.

Distinguished Speaker Series
The series features talks by leading professionals on important business technology topics.

Fox IT Awards
The Fox IT Innovator, Leader, and Distinguished Alumni awards are presented to i
ndustry leaders at the I'T Awards Reception.

Research
IBIT affiliated researchers publish in top academic journals, conduct workshops, and release
The IBIT Report on important industry relevant topics.

Scholarships and Fellowships
IBIT recognizes exceptional students with scholarships and awards.

Industry Projects
IBIT affiliated faculty and students work with local organizations on
joint business technology projects.

Workshops and Special Events
IBIT organizes special workshops and forums that allow academics and
industry leaders to exchange ideas and produce knowledge.
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