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HOW TO POST TO THE BLOG

The following is a step-by-step guide to creating a new post for the ACUHO-I news blog.

1. Log In: You must log-in before posting to the blog. To do that, go to http://blog.acuho-
i.org/wp-login.php and enter your WordPress username and password. Once you do that you
will be taken to the Dashboard.

2. Create New Post / Edit Post: In the left-hand menu, click on "Posts" to expose the drop down
menu. If creating a new post from scratch, click on "Add New," upon which a new screen will
appear. If you click on "Edit Post" you will be taken to a screen that shows all the past blog posts
as well as drafts.

3. Write Headline: Make it short, punchy, and attention-grabbing. If the story is more
lighthearted, have some fun with the headline. Puns can be your friend. Style Notes: All words
in headline should be capitalized except for those like "and," "the," "but," etc.

4. Insert Image: In the same way we repeat images for sustainability posts or the Read All About
It posts, the different beats will have recurring images as well. In the case that a new image is
needed, please contact James Baumann. Otherwise, follow these steps:

1. Click the square icon next to "Upload/Insert."

Choose "Media Library" as source from which to add an image.

3. Find the appropriate image and click on the word "Show." Then click on the "Insert Into
Post" button.

4. Once image is placed in the blog post, click on it to expose two icons. Choose the one
that looks like a mountain.

5. A new window will open. Click on the "Advanced Options" tab on the top.

6. Inthe CSS Class field, erase what is there and type: "post-thumbnail". Below this, set the
border to "0".

7. Click "Update Image."

8. Note that some of our images have been used for posts on specific topics. The tree is for
posts on sustainability and conservation; the Twitter birds accompany posts on that
topic; a collection of tools represents maintenance and facilities; a yellow box with a
cross on it is representative of student health issues; just-for-fun posts are represented
by a button reading "Cheap Thrills" and a mug of beer represents, unsurprisingly, posts
about alcohol.

9. If you are posting about an ACUHO-I event or initiative, check with James to see if there
is an accompanying logo or icon.

10. You can insert embedded media files (such as video clips from YouTube) using the
filmstrip icon in the toolbox.

5. Write Your Posts: Write in a professional, but conversational manner. It's fine to use the first-
person point of view if it's appropriate to the topic. Be mindful that the way we talk is not
necessarily the way writing is easily read, and re-read (or, even better, have a friend read) your
posts before you publish them. Spell-check using the ABC icon in the toolbox.

acuho-i
/





6. Don't Forget the Links: Include at least one link or media file in the post; use more if it is
necessary to illuminate your topic adequately or provide the audience context. Create links
using the chain link icon in the toolbox.

7. Add Tags to Story: Tags should be capitalized. Check the frequently used tags list before
creating new ones.

8. Designate Category: The "category" is the large umbrella that posts and stories fall under. A
number of categories have been created already. If a new one is needed, please contact James

Baumann.

9. Preview and Proofread Your Post: Click on the "Preview" button in the top-right box to see
how your post will appear.

10. Post Your Post: As contributors, when you complete

acuho-i
/
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o Review the body of your work every 30 posts or so against

the most recent. Are you repeating? .
o Review the body of your work against five other blogs in

your space. Are you an echo? . .
e Ask yourself why you’re posting what you’re posting.
. . .
Pretend you're the reader. Is this worth his or her time?

e What else could you be doing with your blog to add

ity?
value to your core community?

There are lots of reasons to be blogging: no.nmwn:no your
thoughts, to share moments, to build relationships, RN. estab-
lish thought leadership, to sell electric noo_“r_un.cmrnmw whatever.
None of them are especially wrong. But if Tt going mo blog
with the perspective that you are a professional, give it your

best. Your audience deserves it.

24

Performance and
Your Audience:
Blogging Tips

i it
Performance. When you blog or podcast or record a Sm»..v_m .
. - ille

is an opportunity for a performance, a presentation, a disti

Performance and Your Audience [121]

and distinct package of information, It is your chance to con-
nect with your audience and deliver something of value. It is an
obligation and a pact.

It’s fine to use these tools for conversation, but consider
your audience. Think about how little time they have in a day.
Think about the places where they will be spending their time.

BE BRIEF

Can you say it faster? Do so.

APPEAL TO THEIR SENSE OF SELF

Can you tell a story? Will the story help your audience think of
themselves? Will your words bring their minds awake?

BE PREPARED

It’s not pressure to write good posts. It’s not difficult to come up
with topics for your podcast. It’s your choice as a producer of good
content. Think ahead. Keep a notepad file somewhere for ideas to
use later, when you’re stuck. Record a few extra “evergreen” bits
to dispense at times you would otherwise come up short.

BE RESPECTFUL

Your audience is brilliant. You sometimes know something they
don’t. But treat them as though they are masterful and brilliant,
as though you’re just sharing this information in case they want
0 brush up. You’re not a god. You’re a communicator.
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BE CONVERSATIONAL (YET CONCISE)

Talk as if you’re addressing humans. I write as if you and I are hav-
L y

ing a conversation. Yet I try to keep things tight. I don’t fret over

it. I practice by posting once or twice a day. You can do the same.

PERFORMANCE
You’re on a stage. You are creating stories. No matter how you
. -
view your blogging and podcasting, that’s what you’re doing.
When you cook up that next MS PowerPoint deck for a meet-
ing, think about that, too. It’s the same thing, sliced differently.
?

There’s no reason to treat it differently.
What are some of your tips and advice? How do you treat

your audience? When has it worked best for you?

20

Some T'ips to
Fine-Tune Your Blog

Blogging can be something one does for personal reasons, m:mn.
that’s you, feel free to disregard all that I’m about to share wit

you. If, however, you’re hoping that your blog’s message has an
impact on the community that matters to you, here are some

ideas for tuning up your blog.

Some Tips to Fine-Tune Your Blog [123 ]

Some of this information is technical in nature. Don’t tune
it out right away because of that. Take notes on the parts you
want to pursue, and then, if you can’t do it by yourself, put up a
quick ad on Craigslist for someone to tweak your blog. It would
probably cost no more than £100 to do this stuff,

SOME BASICS

With millions and millions of blogs to read, our aggregate atten-
tion is fractured by competing attractions. As a blogger, you
want to capture your audience early, give them value, give them
extras, and send them on their way with a means to refer back to
you, should they wish. Here are some tips and ideas for that:

o Write really good titles. Copyblogger always has good
ideas on this.'”’ A title that catches someone’s attention,
that is Google-friendly, or that describes things clearly
will probably go a long way toward drawing people to
your work. (By the way, this is technical, but set your
titles in your blog posts to show the words of the post,
not a page number or other weird random data. It helps
Google, and that helps you.)

® Chunk up your paragraphs. If someone sees a big field of
text, he or she will be less likely to dig in and read it Try
breaking things up visually by using subheaders, images,
and other visual cues.

Esss.novw_u_owmon. noB\n_oﬁTﬁ.mmmn_...v:.ﬁ-rnmn:Fomérmnr-iolnm.

better/
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PAY ATTENTION TO DESIGN

I wrote recently about blog design,'” so I won’t reinvent the
wheel, but in brief, make sure you have easy-to-use contact
information on the blog. Put up a very human “About” page,
including information on the blog’s author as well as the com-
pany you serve. We know it’s a company blog. We want to know
about you, too. Finally, make sure the blog has all the social
sharing tools built into it, such that people can bookmark sites
easily, share in popular places, and provide this information eas-

ily to others.

ENCOURAGE CONVERSATION

How do you build blog posts that last and add value? You
encourage conversation. One way that I often do this is by
asking questions of the people who read this blog. It’s a great
way to tap the expertise of the people in your space. No experts
in the crowd? Then consider writing your posts in such a way
that your most likely audience will have something upon which
to comment and add their own value. Making a post too rock-
solid is just an invitation to have nothing said about it after

the fact.

127yww.chrisbrogan.com/make-your-blog-design-work-for-you/

A Sample Blogging Work Flow [111]
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A Sample Bloggin
8
Work Flow

Your company has decided to launch a blog, and you’re the
lucky blogger. Maybe you’ve even asked for this pleasure
H

gested it to the boss yourself, Only now you have to del
and you have to stay consistent.

sug-
It’s not always easy to ki s
a steady blogging pace, and there are days when v\ov“_ mi Mnnm. i
into a roadblock or two that might keep you from n_o_m?n ol
on .wo:.n schedule. Here are some ideas about how to build M“M
maintain a steady blogging rhythm, be it for your personal bl

or your business blog. We cover goals, o

tasks, tools, an
bonus secrets. : e

GOALS OF YOUR BLOG POSTS

Blogging with a purpose helps you stay consistent
for example, .

; : My blog
- is dedicated to equipping you with strategy, noo_m“

 know mmmn. so that you can go off and do useful things with
social media and networking software. That’s the main goal of

the b
log overall. Secondary goals are to maintain a presence in

MoE, anm,. should you have business needs. Another goal would
€ to stay in the habit of writing, and workin

3 at improvi
writing. Those are goals for my blog. : b
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Goals for my blog posts (versus goals for nrnrr_om ownnmm___w
i t. In addition to the previou
are different from post to pos | : .
stated ideas, here are some ways you might use specific posts
’

o Find prospects. Most of my posts are rﬁvm&. to v\o:,.n”:n
also spark an itch inside my prospective clients An_. er
for speaking or detailed execution and consulting).

o -
This isn’t an accident. I write for my clients as well as
for you. . . \

° MRM link traffic. I write certain posts (like wb&&:ﬁ _@_Mr

i i dary goal of deriving links
big number) with a secon
M.onw you to the story. Why? Because that tells Google
H -
and Technorati that I’m doing good things over here, and
blog is found.
that matters to how my . r
e Seekadvice. ] often write posts in whichI ask monu vo:._” opinion,
Why have a blog if you can’t start conversations?
© Establish thought leadership. When I write m_uwcn m“Bo.
thing far removed from what others are blogging about,
it’s to show you that I’'m not a “me too” EommJ .
® Promote something interesting. This might ._um people, so
ware, or events. One point about promotion posts versi§
onranv kinds: If you’re looking for comments, promotion
osts rarely draw them. :
. M?» love to others. Sometimes, I want to give other people

the spotlight, or point out good writing elsewhere. It's

in mi inki motes
important to keep that in mind. Linking out pro

linking in.

A Sample Blogging Worlk Flow [113 ]
BLOGGING TASKS

The frequency of blog posts you choose is important, Offering
many posts per day is great, if you can keep it up. Onc
probably ideal (but not as easy as it seems). Once eve
three days means your readers won’t know what to expect. Once
a week might be enough, depending on how niche-targeted your
blog is and how authoritative you are to begin with. But no

matter what you decide, make the decision and stick with the
schedule. Within that schedule,

consider doing for every post:

e a day is
ry two or

here are some potential tasks to

® Read material first. Use your RSS reader to see what else

is being talked about—in your industry, in your vertical,

on friends’ blogs, and most important, from fringe places
that aren’t related to you or your industry,
® Compose a blog post. If there’s research and links involved,
open a notepad file to keep track of the links you’re
intending to put in the Post or sources of the data
you’re collecting.
® Consider pictures. Using pictures makes the posts pop. You
can use Flickr photos marked with Creative Commons
licensing, provided you cite the source of the original
photo and provide a link. Read more about this a¢ htep://
mmnrnnoB\nnomn?anoBBo:m, Flickr’s Creative Commons
site. There are other Places for photos. Feel free to leave
your other sources in the comments section at http://
nrmmvnomm_n.noB\noBBona-m.oB-_o_ .
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to add some valye back to the

by and say thanks, (Further note: Don’t go crazy check-
ing your blog stats. They’re just a way to measure how
people are responding to your posts.)

® Get off your blog and comment elsewhere,
taking the time to comment on at leas
Whenever you’re going to bother po.
out new material, others are doing

i 't have
o Tag your posts. If your blogging mom.gmnn m”vnm” -
tags built in, consider seeking a plug-in or at leas " nm
i details of tags you can
few scripted copy/paste . :
mr 2_”0205 of every post. Tags are important mo—.rmnw.n”
the :
bility, for getting the occasional new reader who finds
a s

ir write-up, Don’t just drop

Make sure you’re
t five blogs a day.
sting and putting
the same. Be sure

u via your metadata. .
° w“.:g::mm your best posts. If I have a post I m now__wm, w.nocm
£ and think works well, I’ll send a link to it via Twitter,
o

usually summing up what I'm S_EJW wvocn v_MmonM n_dn
URL. I might also send info about it via Facebook, via
LinkedIn’s status line, and/or via mwn:_mn Mm:ﬂow.m b
e Occasionally, bookmark it, too. If H,B really p muu o
ost and want it to have legs, I'll wrmnn it 1 "
M der’s shared items (which sends it to .onran P mmnou,
MHBEnE it, and I might even U.mmm;o _rmnoo._uﬂn MM“
do this kind of thing, be sure to Digg and : ME._“: -9
bookmark other people’s stuff, too, ira:_ m: s 5 m
so that you don’t seem like a perpetual M: -vﬂ.”“ mrowzm

do my best to maintain a balance. Hopetully,
o, on, check your
o Check traffic and logs. As the day goes ° 3 -
stats reader of choice to Mon if the _u_omnmn-mm__w“._n“nnrmima

i a decent ego su
MMMHM»M“MMM:%MMM blogged about your post, and try
)

128, ww.Stumbleupon.com
Wheep://Digg.com . P
:oiﬂ.” chrisbrogan.com/social-media-power-secret-listening

to respect them and give them com

ments and feedback
whenever you feel jv’s appropriate,

personal blogging goals, there are some important tools that

you should consider, If you’re going to get into a flow, here are
the tools you should have on hand:

® RSS reader. 1 prefer Google Reader above all others because
of several features, including its ability to rapidly scroll
through information in Jis view, its search capabilities, its
sharing capabilities (make your friends work for you), and
all the other options. Starting your blogging habit by hav-
ing a good blog consumption habit is ¢h

® Picnik3! If you need free,
ing to make interesting pic

p— =
“www.Picnik,com

e only way to fly.
easy, Web-based photo edit-
tures, check out Picnik, I find
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MQOc?@ geb\co\ _@_

this tool very useful in sprucing up my pictures. If you
use it to edit other people’s photos, be sure to check the
permissions to see whether you can edit their images.
Skitch.'** Skitch is a screen capturing tool for the H(._mn
that’s very useful, and it has all kinds of built-in mo.om_nw.
Twitter search. There’s always something interesting to
find in Twitter search. —
Alltop.®* 1 get alot of ideas by browsing categories 1n Alltop,
an online magazine rack, from sources that aren’t my own
vertical, I get fertilizer for my seeds of thought this way.
Calendar. Here’s one. If you use a calendar (e.g., Google
Calendar), you can make a new calendar to m¢o€ what
you’ve written about and what you plan to write about.
This is called an editorial calendar, and it helps you keep
your writing on a decent tack. Thus, if you ma.nnan_ to
have two interviews a month and five product reviews, as
well as a weekly check-in with some project, you can be
sure to track all this in a calendar.
Notepad or text edit. 1 write my blog posts in a plain text
fle so that I never lose a post to a bad Internet connec-
tion. Further, if I have a few moments (e.g., if ’'mona
horrible conference call), I can jot notes—and occasion-
ally write entire posts while offline. I do this a lot at
airports, bookstores, and other places where the access

to the Internet isn’t a given.

B2herp://Skitch.com

Byww.Alltop.com

. ——
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THE BONUS ROUND

I guess in some ways, I should have started with this. First, if
you’re not reading Copyblogger,'** you’re missing some of the
best advice on what to write and how to write it. Brian Clark and
team (he has many guest writers!) keep a decent pace of giving
you writing ideas and inspiration. Now, let’s talk about some
more ideas that will keep you going with blogging material:

® Go to the grocery store. There are more headlines and
interesting ways of saying things right there in your face
at the checkout counter than you’ll likely come up with
on your own. (I love this tip from Copyblogger.)

© See what makes the front page of Digg.com (or your industry’s
most likely haunt). Learning by emulating is an important
blogging skill. Don’t be a clone, but if you pick up some
tricks from writers you come to admire, all the better.

® Don’t forget other media. When using YouTube, Slide-
Share, and other places full of free and interesting con-
tent, don’t forget to give people a taste of video and
audio to go along with your text and photo posts. In
fact, be willing to mix it up often, or on a schedule, so
that people get a sense of all the ways you can keep them
informed and entertained.

® Schedule posts. This is my all-time favorite piece of advice.

If you can, write more than one post at any given sitting.

“http://copyblogger.com/
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Take the second post, especially if it’s not time-specific Hw you’re going to blog seriously, keep in mind the
information, and schedule it for the next day. If you do following:
. dly, you can build up quite a store of posts ;
this novnmﬁn. i hatever your schedule is) due to ® Consider the goals and value of your posts. Are you add-
and never giss m“mw A.”.:.M.os: can usually reschedule things, ing to a body of work? Are you blogging to educate, to
a random issue. oﬂ.ﬂ. r news breaks, or the like. You inform, to deliver some value?
infase the BOOn._ il .Mm, ° by this so much as liberated, ® Facts do matter. If you’re stating opinions, stress that
shpuldy e ?wbnm OHM. nM this will help you avoid. they’re opinions, If you'’re claiming a fact, try to cite
for all the last-minute conflic sources. (I tend to state mostly opinions.)
Do what you need to do to feel comfortable with starting a ® Remember that defamation is sil] 4 potentially legal
blogging habit. Hopefully, this will give you some meat to go on, v :
® You can always ask qQuestions before you blog (a novel
idea, I know).
® Brevity matters. I know that I blog about this often. I see
a number of posts where one has to wade through to try
N% to decipher the salient Points (often my own).

® Disclosure s key. If you’re doing something to make

HH 40.—..—. Hsﬁmﬂﬂ.n ﬁo money, if you have a business relationship with an organi-
= zation that you’re writing about, if there’s anything that
Blog Seriously SR

might potentially change the way something is perceived
were it be to be measured against what you wrote, it’s
better to disclose that.

Blogs are not traditional media, and En.vmmnnm mn.M MM% HMHMMH
ists. Unless they are. But it’s not a requirement. oﬁm: 2
ware. [t’s something one puts up on the Web .nM cap -
disseminate information, of whatever n.vﬁn one SM ow, m._”mn m:_x.
if anyone tells you that you’re doing it wrong, at’s m”v .,
There aren’t very many wrong ways to do it (except

things, like stealing from others). And yet . . .

® Link when you’re mentioning other sites or information
that have links, J¢’s good manners. It’s the way the Web
works. It’s more resources. Linking only to yourself says
something about you (and it’s not flattering).

® Review the body of your work every 10 posts or so. Are
you improving?
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BE CONVERSATIONAL (YET CONCISE)

Talk as if you’re addressing humans. I write as if you and I are hav-
— y

ing a conversation. Yet I try to keep things tight. I don’t fret over

it. I practice by posting once or twice a day. You can do the same.

PERFORMANCE

You’re on a stage. You are creating stories. No annm.n how .<o=
view your blogging and podcasting, n_..mn.m.i_..un you’re doing,
When you cook up that next MS voimn—u.e—:n m.mn_n mo.n a meet-
ing, think about that, too. It’s the same thing, sliced differently.

There’s no reason to treat it differently.
What are some of your tips and advice? How do you treat

your audience? When has it worked best for you?

30

Some Tips to
Fine-Tune Your Blog

Blogging can be something one does for personal reasons, m:mm
that’s you, feel free to disregard all that I’m about to share wit

you. If, however, you’re hoping that your blog’s message has an
impact on the community that matters to you, here are some

ideas for tuning up your blog.

o

Some Tips to Fine-Tune Your Blog [123]

Some of this information is technical in nature. Don’t tune
it out right away because of that. Take notes on the parts you
want to pursue, and then, if you can’t do it by yourself, put up a
quick ad on Craigslist for someone to tweak your blog. It would
probably cost no more than $100 to do this stuff,

SOME BASICS

With millions and millions of blogs to read, our aggregate atten-
tion is fractured by competing attractions. As a blogger, you
want to capture your audience early, give them value, give them
extras, and send them on their way with a means to refer back to
you, should they wish. Here are some tips and ideas for that:

o Write really good titles. Copyblogger always has good
ideas on this.'*’ A title that catches someone’s attention,
that is Google-friendly, or that describes things clearly
will probably go a long way toward drawing people to
your work. (By the way, this is technical, but set your
titles in your blog posts to show the words of the post,
not a page number or other weird random data. It helps
Google, and that helps you.)

® Chunk up your paragraphs. If someone sees a big field of
text, he or she will be [ess likely to dig in and read it. Try
breaking things up visually by using subheaders, images,
and other visual cyes.

- ——
:_sss.no_uw_u_ommnn. noB\n_ocon-ﬁ-mnmnnmvn.ﬁ-rnm&m:om-irmnr-ioLG-

better/
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® Have a good “About” page. Make sure people know who
writes the blog. Blogging is a medium that helps build
relationships, and the relationship between a writer and
his or her readers can be very personal.

® DBrevity is your friend. Cut unnecessary words and sen-
tences from your piece. The more concise and useful
your posts, the more return traffic you should expect.

® Answer comments often. As often as you can, dig into your
comments section and answer back. I got this advice
from Bryan Person,'*® and when I heed it, my blog flour-
ishes. When I don’t get a chance to respond to com-
ments, posts fade away faster.

® Use FeedBurner for RSS. Actually, use lots of tools to
extend the reach of your blog. But FeedBurner, in par-
ticular, adds all kinds of valuable things to a standard
RSS feed. You can add a “subscribe by mail” box to your
blog. You can republish your feed in other formats. You

can extend it out in lots of good ways.

SOME NITPICKY PARTS

The following are my own personal gripes and opinions, and, of
all of my advice on blogging, consider this to be mostly my own
personal views—which you don’t have to go along with it if you

don’t want.

P¢http://bryper.com/
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I don’t like too many widgets, buttons, or add-ons on the
sidebar of a blog, It just messes up the design and confuses the
“call to action” of the blog.

MORE THINGS TO CONSIDER

Here’s a quick list of things to consider about the overall ecosys-
tem of blogging. These are also personal opinions, but I’ll say
that I've seen lots of good return in my life from these efforts.

® Read lots of good things (listen and watch lots of good
podcasts and video blogs). Great stuff coming in makes
for good thoughts going out.

® Link to great blog posts elsewhere, but try to add some-
thing to the conversation. People respond better to your
riffing on someone’s original idea than they do when you
Just point out a pile of links.

® Whenever you can, share resources that you discover,
whether they are great people or great pieces of informa-
tion. Consider using a social bookmarking tool such as
Del.icio.us, Clipmarks, or a Tumble blog.

® Comment frequently on other people’s blogs. Be part of
the conversation, not just someone throwing posts out
into the world.

® Consider building a blogroll of blogs you like. (I used to
have a Rockstars Page for this.) Or at least consider a
widget for your shared items from Google Reader.

® Don’t feel as though you have to blog daily. Instead, blog
when you have a good idea worth sharing,
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SOME ANALYSIS TOOLS

How will you know what you want to fix if you don’t know how
your blog is being used and seen? The shiny graphic you see up
top comes from a service called CrazyEgg."” (A tip of the hat to
Cory at Strike 3 Designs for sharing it with me.) By adding just
a simple snip of code to your blog, CrazyEgg can tell you who’s
clicking where on your site. It’s a really interesting tool with
lots of visualization methods built in. You can use a free version
to start, then sign up for CrazyEgg’s subscription model, which
isn’t that expensive, if you have more serious needs in mind.

If you want to go a little deeper in checking who’s doing
what with your site, I also recommend using Google Analytics,'?®
which will give you granular details about who’s coming
from where, what people are doing, and tons more. Other
good statistical information comes from FeedBurner and similar
places, if you use them for your RSS subscriptions, and by using
tools such as Website Grader,'”® which gave me tons of informa-
tion on how to improve my blog technically.

SOME HOPE THAT YOU BLOG
FROM YOUR HEART

Even if you're a professional blogger looking to make a liv-
ing from your blog, consider blogging from the point of view

Bhetp://crazyegg.com
8heep://Analytics.Google.com
Phtep://Website Grader.com

How to Create Business froma Blog [127]

of your passionate observations. Lots of people can report the
facts, and plenty of people have covered lots of different areas
of interest with factual blogs. But finding people who are truly
creating interesting original content is rare.

For every 10 pundits, we should have an original thinker.

If you can, contribute new thoughts, different takes, and
mash-up ideas to the mix. Take something you’ve read or heard
or seen from two different perspectives and mash them into a
new thought. Share something from your life. Share what mat-
ters most to you, mixed with how it might be helpful and of
interest to others. Put out crazy ideas. Put out heartfelt ideas.
Deliver from your heart and soul, and it will show through. A
great example of this is Jon Swanson’s Levite blog,'*

2]

How to Create
Business from a Blog

First, let’s agree that there are many ways to create business
from a blog. I’ll cover a handful to start. You're very welcome

“hetp://levite.wordpress.com







CHAPTER 7

Top Ten Tips to Write an
Effective Business Blog

“Dance like nobody’s watching . . ."!

The quotation above is from a popular country western song, but it
applies to good blogging. Write from the heart. Take a few risks. Be
passionate. Be honest. Know what you're talking about but don’t be
afraid to ask your readers for help or feedback. That’s what makes a
blog good reading. It doesn’t matter whether you're a solo consul-
tant establishing yourself as the go-to expert or a Fortune 500
company that wants to communicate directly with thousands of cus-
tomers. You must adhere to basic blogging etiquette if you want
your blog to be a blog.

The informal style of writing, the first-person voice, the point of
view, the topics you cover—the stuff you choose #o¢ to mention;
often a concern on a corporate blog—are all part of the slightly
messy ball of wax that is effective blogging. Messiness is key. I don’t
mean that your writing should contain typos or sloppy grammar.
I mean that you have to let go of corporate-speak and polished prose,
if that’s what you think of as business communication.

The essence of blogging is being real. And real isn’t perfect. If
you're the sole author of or a contributing writer for your company’s
blog, write as if it’s an email to a knowledgeable friend or colleague.
You can still be professional, but let your personality seep in. If
you're managing the blog, give your blog writer time to develop a
bloggy rhythm and writing voice. Either way, gauge the reaction
from readers or other bloggers. If you've hit a nerve, blog some more
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on the topic and keep the conversation going. If a blog entry falls
flat, move on to something else.

Really, to blog is to write the rough draft of your company story.
Your press releases may be polished and vetted. Your blog should
not be. Or at least should not appesr to be. If you absolutely must
have a blog editor or a senior manager approve entries before they’re
posted, then go ahead. Google does this with its official blog, as
we learned in chapter 4. But your blog will be more effective and
more engaging if you let your bloggers bypass legal and corporate
communications—and just do it, within whatever guidelines you've
set, of course.

As I mentioned earlier, using a blog as part of your communica-
tions strategy means creating a new form of marketing collateral. Of
course, this editorial product is a demanding beast, always hungry
for new content. If you're not a media company—and used to the
steady drumbeat of deadlines—this can be a particular challenge.
Thus, this chapter is a guide to effective blog writing and mainte-
nance for those companies who are not primarily in the publishing
business.

Here is my clip-and-save list of Top Ten Tips to write an effective
business blog. In the rest of the chapter I'll tackle some bigger pic-
ture issues relating to creating blogging content as well as touch on
each of the tips. I've also included pointers from other bloggers, ones
that I find especially thought-provoking. Like a blog itself, this
chapter is a collection of bits and pieces of useful information. It
adds up to a resource that you can come back to, and troll for inspi-
ration. I wish I could tell you that there was a ten-step plan to be-
come a better blogger. Unfortunately, there isn’t. Basically, you just
have to wade in and do it. And keep at it. As my favorite journalism
professor was fond of saying, “It’s not quality . .. it’s quantity.” In
other words, keep writing. Eventually you’ll improve.
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THE TOP TEN TIPS FOR WRITING A
SUCCESSFUL CORPORATE BLOG

Choose the right topic (be sure it’s specific).

—

Find your voice.

Invite a conversation.

Package what you write (ten Tips, five Rules, seven Ways).
Always, always link.

Werite for Web readers.

Werite for Google searchers.

Publish consistently.

W o® N oW e

Take risks.
Have fun (the “dancing” part).

—
@

If you're already blogging, you may find the tips above obvious,
but they’ll provide a useful refresher if you want to reinvigorate your
approach to writing a blog. Whether you're a beginner or have been
blogging a while, tips #2 and #3 are a real challenge—to find
your blogging voice and to invite a conversation while at the same
time establishing yourself as an authority. That adds up to the three
Cs of blogging: be conversational, cogent and compelling. Good
blogging is good writing. And good writing is hard.

“Blogs can make for a more open organization that engages at
a deeper level with the customer. However, blogging can require
an honesty and frankness that many organizations are not used
to. Blogging also requires quality time from quality people with
quality ideas—and it demands commitment week-in, week-ont.”
—Web content expert
Gerry McGovern?
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CHOOSING THE RIGHT TOPIC AND
MAKING IT SPECIFIC ENOUGH

The best-read blogs are narrow in focus and often about hot-button
issues. Take the MilkIsMilk blog penned by Alex Avery of the Cen-
ter for Global Food Issues (a project of the conservative Hudson In-
stitute). This is an advocacy issues blog focused on one specific
project—dispelling the notion that ordinary, non-organic milk is
not healthy. The blog has controversy written all over it. If you're an
organic food nut you may find the blog infuriating. If you're a dairy
distributor who relies on production techniques that include antibi-
otics or high-tech interventions, you'll probably love it.

It's 2 good example of a topic that works and has ongoing appeal.
The issue is singular and complex; it’s controversial and it lends it-
self to being picked apart over time. Key is that Alex himself is pas-
sionate and highly knowledgeable about the issues surrounding the
use of technology in agriculture.

Let me repeat that. You've got to be passionate about the topic of
your blog. Whether you're writing it yourself or managing a team of
bloggers, it's got to inspire you. Or you'll quickly run out of steam
and lose interest in your new publishing venture. Also worth repeat-
ing: a topic that's highly specific works best. If it’s mortgages, write
about interest-only loans. Don’t write about the general topic of
mortgages and refinancing. You'll get more attention from other
bloggers interested in your narrowly focused subject that way—as
well as higher rankings in search results on keywords that describe
your topic.

Your blog has to inspire your readers. I asked author Rebecca
Blood to ponder what’s behind a blog that works. She responded;
“Audiences magically collect when people begin writing about the
things that matter to them most. Not a large audience—the right
audience. The group of people who share a passion for the things you
care about, however few or many they may be.”3

On the other hand . . .






102 The Corporate Blogging Book

Like almost everything associated with blogging, it’s OK to try
a topic just because you think it might work or it fits the theme
of your marketing strategy or ties in with your mission. Stonyfield’s
Christine Halvorson did just that when she initially launched five
public blogs for her employer in the spring of 2004. One of Stony-
field’s original blogs, The Daily Scoop, was an inside look at how
things are done at the company, both in the manufacturing plant
and in the front office. (I'm sure someone was in love with the catchy
title.) But she quickly saw there was only so much she could write
on the topic of yogurt. The Daily Scoop was discontinued.

Chris continued to publish four blogs on topics related to the
company’s environmentally conscious mission. Then she dropped
two more. Now there are just two: one on babies and parenting (the
YoBaby product line is Stonyfield’s biggest seller) and one about life
on an organic farm (written by a local farmer).

When I interviewed her in October 2005 she admitted that the
“Baby Babble” blog was limping a bit. She was tapping a group of
employees with young children up to the age of 24 months to
write it, but their enthusiasm was waning. Her solution? Bring in
an expert. Stonyfield had recruited renowned pediatrician Dr. Bill
Sears to do some consulting for the company. Dr. Bill, as he’s called,
is the creator of the term “attachment parenting” and author of

30 books. Chris asked if he would contribute to the blog as part of his
consulting duties. Sure, he said. He has agreed to answer a few se-
lected questions submitted by readers. It’s a perfect solution, Chris
told me. His commitment is minor, but it makes a big splash on the
blog, where his photo and bio are featured.4

John Nardini, executive vice president of marketing for Denali
Flavors, had a similar experience when it came to choosing blog top-
ics. He started four blogs in 2004 as a way of marketing the com-
pany and its unique niche. Denali Flavors is an $80 million company
that supplies a line of 30 flavors as well as ingredients to the dairy
industry. Two of the blogs ran out of steam. And his guess about

which ones would succeed was dead wrong.
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mw predicted the character blog (featuring a moose the com-
w“:w m.Bmmnoc and the company blog (about ice cream 4mm<9.m and
the dairy industry) would be mose appealing. They were shut d
mn. the end of 2005. Instead, Denali’s blog about supporting a _uwén
cling team to rajse money for a Lacvian orphanage A,Hmm:m M o
Tracks) and his completely unrelated blog about personal in o.owm
Amammzﬁvnm%m_.amsnm.no:d have stuck.5 Free Money Finance _< mwm iy
has mm:.ﬁnmm attention from Business Week as a Top Ten vmnwoh _wvm.ﬁ
nance Site and was also mentioned in a Wa// Street Journal E.E.QM ;

And the connection of FMF with Denali Flavors’ products? None

ﬁc?n. (of money management). I'm not professionally trained in f§

D»,DQ»_ n.umam.mmBm:n. I'm a layman in this field.” But he notes N: :
he’s a serious student of prudent investment and staying out of d Mn
and has done very wel] by managing his own finances for the mwm
%mmmw..wmnmonw_ finance is a hot topic and the blog draws a ot Mw.wnn af-

fic. It's “sponsored” by Denali’s signature ice cream flavor M o
Tracks, so that visitors who click on the quirkily drawn _.__:,mnm o.omm
of m:m .Bo.omm are taken to the company’s home page. Traffic nmcma
main site 1s up 25 percent, Nardinj sajd. Thus he’s managed by M nﬂ“

cuitous route through the blogosphe .
licity for Denalj, gosphere to attract widespread pub-

mm:nm dc.mmmmnm. it’s better if it's not. As Stonyfield’s Chris Halvorson
Hu__”:m _u:. . If you're making paper clips and you're only in the paper
CUp business to make money, then you don’t need a blog. But we're
a company that produces i i ngi
. yogurt with the intent of changing the
¥ .E_M takeaway: there’s 2 flip side to choosing a topic you're knowl-
gea _w and truly enthusiastic abou. Your audience. If you're not
connecting, if there’s no interest, you'll soon find out. You need the
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energy and involvement of your readers to sustain your blog. You'll
know whether your blog is hitting the mark by the comments your
readers leave. Or if you haven't activated comments, by the craffic to
your blog, by your rankings in Technorati, by email messages to the
editor. (Important: there should always be an obvious way to con-

tact you.)

Does Your Company Blog Need to be Controversial?

By Kevin Holland, VP, Air Conditioning Contractors of America

Organizational blogs and personal blogs are two different
animals.

It’s long been an accepted truth that a good way to build
traffic to a personal blog is, in fact, to pick a fight with some-
one. Let’s not forget that politics created the blogosphere as we
know it, not business. Controversy sells. Get a good back-and-
forth between a few bloggers with spittle flying between posts,
and eyeballs will follow the conversation.

But an organizational blog exists for a reason other than
drawing traffic. It exists to support the organization, to sell a
product, to engage a constituency, to meet a mission. Picking
fights for the sake of drawing eyeballs for their own sake
doesn’t do any of those things.6

FINDING YOUR VOICE

This is crickier than it sounds. Heck, you know the sound of your
own voice, don’t you? But when it comes to writing, it’s hard to get
the blend of personal and professional—of opinion and passion
mixed with facts and research—just right. The best advice I can give
you is to write your blog as if you're writing an email. I consulted
with a Top 50 law firm in Washington, D.C., that wanted to incor-
porate blogs into their marketing strategy. One of their young

Top Ten Tips to Write an Effective Business Blog 105

lawyers was already blogging and they brought him into the meet-
ing to learn more about how to do it right. I cringed when I read his
blog postings. “Dry” doesn’t describe how stiff they were. They were
duller than press releases and loaded with long tortuous sentences,
although they described impressive cases he was working on. I
thought for a moment about how I might tactfully critique his writ-
ing style.

If you were writing your mother, I asked, how would you say it?
He was taken aback. Perhaps, I prompted, something more on the
lines of, “Dear Mom, Great news about the big case I've been work-
ingon. ..

CC: WORLD

So if an informal writing style is foreign to you, you might start by
applying the “Dear Mom” test. Or approach blogging as prolific
blogger Doc Searls does. “Your blog,” he says, “is your email to
everyone.” It’s a perfect way to explain what prompts the writing of
a blog entry as well as how you write it. The best blog writing is
done in a personal voice. Much as you’d write an email to a close col-
league. You have something to say; you want or need to say it right
now. You write it off the cuff. You give it a quick read-over. You hit
Send. It’s a fast and easy way to communicate both important infor-
mation and amusing anecdotes.

I asked Doc to elaborate on his “email to everyone” concept. He
emailed back promptly:

People often ask me, “How do you find time to blog?” And
“Why do you write so much on your blog?” I usually reply,
“How do you find time to email?” and “How many words do
you email a day?”

Since the beginning, most of my blogging material comes
to me from email. Some of it is blog fodder, by intent. But a
lot of it is just personal “check this out” correspondence. Often
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I'll reply to the world rather than just to the sender. That’s why
I think of blogging as “cc:world”. When you think of it that
way, you realize it doesn’t need to be nearly as complicated ot
time consuming as it seems.

PS. I'm also often amazed at the “prolific” line. I can name
many bloggers . . . who spend far more time and energy—and
words—blogging than I do. But somehow the impression
comes across (that I'm prolific). I think that’s because my blog-
ging style isn’t much different than correspondence. It's like
letter writing.”

By the same token, you're apt to eagerly read an email from a
friend or close relative because you expect there will be an interest-
ing or funny nuggert in it. You're expecting a whiff of the writer’s
personality to come through in the message. Perhaps you nod in
agreement or shake your head in exasperation when you read it.

The point is that reading an email—particularly a candid one—is
an engaging experience. It’s not like reading the bland corporate-
speak that populates too many home pages of corporate Web sites.
This is key. A blog really isn’t a blog unless it’s written in a certain
style. It should reek of authenticity.

On the other hand . . .

Not to waffle buc I need to point this out. If you choose to, you
can use your blog as an instant publishing channel. You might insert
news updates, snippets from Congressional testimony or headlines
from the Will Street Journal. And never offer your opinion or com-
mentary. Never, in other words, insert an individual voice. Just be
aware that if you do that, your blog is not really a blog. It’s a publi-
cation in a blog format.

“Ask people to help you think. Most of the people who comment
on my blog are helping me think. In other words, don’t say,
‘Blah blab blah. I'm an authority. Now talk amongst
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yourselves while I go pat myself on the back.’ Say, ‘Gee, I'm not

that smart, but here’s something interesting I'm noodling on. I've

gotten this far on these pieces. Help me out here . . . someone?’ ”
—Joi Ito®

YOUR WRITING STYLE: BE SIMPLE,
CLEAR, CONVERSATIONAL

In other words, write well. Investor (and world’s second-richest man)
Warren Buffett penned a preface to A Plain English Handbook pub-
lished by the SEC almost ten years ago as a helpful guide to compa-
nies filing disclosure documents. He wrote:

One unoriginal but useful tip: Write with a specific person in
mind. When writing Berkshire Hathaway’s annual report, I
pretend that I'm talking to my sisters. I have no trouble pic-
turing them: Though highly intelligent, they are not experts
in accounting or finance. They will understand plain English,
but jargon may puzzle them. My goal is simply to give them
the information I would wish them to supply me if our posi-
tions were reversed. To succeed, I don’t need to be Shakespeare;
I must, though, have a sincere desire to inform.

No siblings to write to? Borrow mine: Just begin with
“Dear Doris and Bertie.”?

This advice from the CEO of Berkshire Hathaway, often referred
to as the Oracle of Omaha and considered one of the world’s most as-
tute investors, could have come straight out of a blogging handbook.

So, there’s your easiest writing tip. Except it’s not that easy to
write simply, concisely and cleatly. I asked Noel Hartzell, executive
communications director for Sun Microsystems’ Jonathan Schwartz,
why the COO’s blog posts were so long. (They average 500 to 1,000
words.) Noel replied that Jonathan “wishes he had the time to be a
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more crisp writer.” To paraphrase Mark Twain, “I would have writ-
ten a shorter letter but I didn't have the time.”:0

Bob Lutz’s posts to GM’s FastLane blog also average 500 words.
According to GM’s Michael Wiley, Lutz—if you can believe this—
thumbs his blog articles into his BlackBerry and shoots them via
email to Michael, who then pastes them into the blog. Michael
swears that Bob's entries need almost no editing, even for typos or
grammar.

The point is that while there is a rule of thumb for blogging
(keep it short), you can do what you want. Better to post a long en-
try than not write anything at all. Note: You can, and should, use
the “Continue to read more” link that’s part of most blogging soft-
ware. Just chop off your essay after 150 words or so and paste the rest
into the “Continue” window. This way visitors to your blog page can
skim a list of your most recent entries rather than be confronted
with a daunting block of text.

If you're scratching your head at this point and wondering how
you can write about a complex topic in an easy, conversational style,
consider the following:

Ask yourself what William Strunk Jr. and E. B. White’s classic
The Elements of Style and Andrew Tobias’s best-selling The Only Invest-
ment Guide You'll Ever Need have in common. They’re written about
serious, some might say dull topics—grammar and finance. You'll
find them in the non-fiction section of the bookstore or library. And
they’re useful references you might want to consult again and again.

What they share: the two books are written in a graceful, conver-
sational style. They're a pleasure to read. No choking on unfamiliar
technical terms. No torruously long sentences where you can’t re-
member what the subject is by the time you get to the verb. You,
the reader, are drawn into the story—and yes it can be a story
whether the subject is proper grammar usage or the nitty-gritty of
stocks and bonds and certificates of deposit. What's more, you can
clearly hear the voices of these authors. You hear their quiet au-
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thority and the passion they have for their respective topics. You ad-
mire the clear thinking that translates the complex into the simple.
That’s a hallmark of good blogging.

INVITE A CONVERSATION

This blog writing tip opens a can of worms for some corporate blog-
gers. If you “enable” the comments function on your blog it means
that you are allowing readers to click and type in a comment. Thus
you create a blog that’s a conversation rather than a one-way pub-
lishing platform. I highly recommend that you do this. But what if
the comments are negative? you ask. Or there are hundreds of them?
Relax. Your challenge will most likely be to get readers to inter-
act and leave any comments at all. The vast majority of blogs—
corporate and personal—get few comments. Only a small number of
blogs are popular enough to attract dozens or hundreds of comments
in response to a single entry. (Bob Lutz’s FastLane is one. Scott
Adams’s The Dilbert Blog is another. Go figure.)

Tip: there are several easy ways to manage reader comments. You
can put them on a delay so that you have a chance to review the
typed-in messages before publishing them yourself. This is a widely
accepted practice. Another way to handle comments—and to pre-
vent the growing amount of “comment spam” that blogs attract—is
to configure your blogging program so that visitors must type in an
illustrated “word” before submitting a comment. This prevents
spambots from randomly trolling blogs and leaving unrelated and
inappropriate messages on your blog.

YOUR WRITING FORMAT: PACKAGE WHAT
YOU WRITE AND ALWAYS INCLUDE LINKS

Interestingly, the blog convention of short entries with links to other
Web pages has its origins in the log-style Web site that was
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Netscape’s What's New page in the early 1990s. It was published
daily from 1993 to 1996 and featured links to the best new sites
with a snippet of description.!! This style of blogging continues to-
day, although blogging purists maintain that it’s passionless, with-
out opinion, and ultimately doesn’t engage the reader.

As the Wall Street Journal put it, in a roundup of must-read blogs
for insiders, “There are three basic varieties of blogs: those that post
links to other sources, those that compile news and articles, and
those that provide a forum for opinions and commentary. Some do
one of these things or mix all three.”12

Experiment and see what works for you. But always—always—
include links in your blog entries. Links are the currency of the
blogosphere. They're what determine a blog’s popularity rating in
Technorati. (The more links to your blog from other blogs, the
higher your ranking. The idea is that what you're blogging about is
important or useful or controversial enough that others freely refer-
ence it.) They're your way of connecting to the bigger conversation.
And heck, link to your competitors. Link to other pages on your site.
Link to Wikipedia or another reference to explain a term or source a
quote. In other words, act a bit like a journalist. Don’t be afraid that
by inserting a link your reader will wander away and not come back
to your blog. Everyone knows how to use the back button.

SHORT VERSUS LONG

Not to beat a dead horse, but a few more words on the short versus
long question. It’s foremost in the minds of most managers who are
contemplating the launch of a company blog. How, oh how, to find
the time to write the blog? I offered one suggestion in chapter 1:
make blogging part of your daily habit of news gathering and sift-
ing. Cull the links to articles you might want to blog about (I call
these “bloggy bits”) and paste them into the draft function of your
blog software so you can come back later and type up an entry. Blog-
gable items are news stories related to your industry, links to down-
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loadable surveys that have just been released (people love links to
free stuff), or your commentary on something you've read on another
blog.

Another approach is to codify your blogging approach in a Blog-
ging Style Guide that you create for your blog writers. (Or ask your
blog editor to create this.) Editor and content consultant Amy
Gahran has identified and described seven ways of writing a blog
post: a link-only; a link with a blurb; a brief remark; a list; a short
article; a long arricle; a series. Each style serves a different purpose,
she notes: “Consequently, some formats work best for commentary
or explanation, others for alerts and references, etc.”13

“In a perfect world I'd love to have another 5 to 10 hours a
week to blog because 1 so enjoy it. Maybe I need a blog assistant.
I have vast folders of stuff I conld blog about.”
—Denise Howell, Reed Smith
attorney and prolific blogger at
bgbg. blogspot.com

PACKAGING YOUR CONTENT INTO
MANAGEABLE CHUNKS

A quick tip on how and why to do this. Make Top Ten lists (or top
seven or top five). People love to read them. Other bloggers will link
to them. Lists divide your blog entries into manageable sections. I
titled this chapter a Top Ten for just that reason. There are probably
37 tips to write a good blog. But that’s too many for you to wade
through. Always write with an eye to your reader.

WRITE FOR WEB READERS AS WELL AS FOR GOOGLE

To write a blog is to write for the Web. Observe the following basic
conventions and you'll develop more loyal readers:
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* lots of white space
bhead 3. great finds: resources, blogs, essays, artistic works
* snappy subheads
4. news not found anywhere else

* bullets
. X 5. category killers: aggregators that capture the best of
[ ]
short paragraphs many blogs/feeds, so they need not be read individually
o illuscrations, whether photos, a graphic chart, or a video 6. clever, concise political opinion (most readers prefer these

N . . consistent with their own views)
In addition, take care with the title of your blog entry. It should

be written to catch a reader’s eye (remember, they may be reading the 7. benchmarks, quantitative analysis

titles of your latest posts in an RSS newsreader). Make it specific and . p
: : . 8. personal stories, experiences, lessons learned

concrete. At the same time, write with an ear tuned to the search en-
gines. For example, when I blogged about Bob Lutz and the FastLane 9. first-hand accounts
blog, I tried to include both his name and General Motors in the title :

: 10. live reports from events
of an entry. Type “bob lutz gm blog” into Google and you'll see one
of my blog entries from BlogWriteForCEOS.com, near the top of the 11. insight: leading-edge thinking & novel perspectives
page. Also be sure to mnn_cmn the kinds of keyword phrases in v\o:._. 12. short educational pieces
entry that searchers might enter into Google. (For more on blog ti-
tles, see Jakob Nielsen’s Weblog Usability tips in Bonus Resources.) 13. relevant “aha” graphics

14. great photos

Here is an llent list of specific suggestions to make your A
exce P : mm . : w 15. useful tools and checklists
company blog a must-read online destination. Wrap it into _
your Blogging Style Guide as a reminder of how to slice and _ 16. precis, summaries, reviews and other time-savers

dice, present and package whatever topic you've chosen for your _ ; : ! 3
» P . : P m o picy LS4 17. fun stuff: quizzes, self-evaluations, other interactive con-
blog. With this many tips it will be hard to run out of ideas. =y

What Blog Readers Want to See More Of g What blog writers want more of:

by David Pollard ) o
1. constructive criticism, reaction, feedback
1. original research, surveys etc. 2. “thank you” comments, and why readers liked their post

2. original, well-crafted fiction 3. requests for future posts on specific subjects
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4. foundation articles: posts that writers can build on, on

their own blogs

5. reading lists/aggregations of material on specific, leading-
edge subjects that writers can use as resource material

6. wonderful examples of writing of a particular genre, that

they can learn from
7. comments that engender lively discussion

8. guidance on how to write in the strange world of
Weblogs.14

BLOGGING FREQUENCY

While it’s ideal to post 2 new entry several times a week, sometimes
it’s just not possible. Don't, I repeat, don’t let your latest B.onnr-w_n_
post sit there without an explanation. When you know you're going
to take a break, post a short explanation for your hiatus and tell read-
ers when to expect you back. Otherwise, it looks like xoc,sw m._u»n-
doned your blog. Which defeats the purpose of creating a lively
ongoing relationship with your audience.

TAKE RISKS

Talk about a controversial issue now and then. Go Daddy founder Bob
Parsons does it regularly on his CEO blog. He loves to provoke a re-
sponse and get dozens of comments back from readers. Bob has treaded
into sensitive territory by opining about topics like Iraq mnﬁ._ ﬂ.rm US.
policy on torture. I don’t recommend either politics or _.m__m:wn. as .»
topic. Too combustible. But your blog will get a lot of vcvr.QQ if
you're deliberately controversial. As more and more Eom,mmnm link to
your entry—or to what others have said about it—jyou’ll find your
profile rising in blog search engines like Technorati and Blogpulse.
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Sometimes you stir up a blogstorm by accident. That’s what
happened to Thomas Nelson CEO Michael Hyate. Following the
devastation of Hurricane Katrina in September 2005, he blogged
about the publishing company’s disaster relief plans. They included
donating 100,000 bibles, which he had easy access to. Dozens of
readers (83 in all) posted comments in response; many were highly
critical. Michael published them all: “I felt that deleting them or fil-
tering them would distort reality and make my blog less authentic. I
also resisted the temptation to defend myself or my company, believ-
ing that my readers were doing an excellent job and it would be
more compelling than me doing it.”!5

In other words, he didn’t worry that the negative comments
would sully his blog or his brand. While it’s often true that you're
defined by the company you keep, this is not the case on a blog. Your
readers are smart. Trust them. They'll be impressed that you allowed
contrarian views to remain part of your blog. And they’ll make up
their own minds about what to believe, depending on their outlook
on the issue. Permicting, and publishing, critical feedback is part of
the reason that blogging is messy, a term I used at the beginning of
the chapter.

HAVE FUN

Yup. We're back to dancing. Bloggers who catch the bug like to
write. They like to get feedback. They can stand the heat. They’re
often good writers, which is why their blog postings elicit a re-
sponse. There’s no reason a corporate blog can’t develop the person-
ality and flair of an individual’s blog. After all, if you're doing it
right your blog will have a distinctive voice. And perhaps a lead
blogger for whom the blog is known. If you value cogent writing—
and the passion and clear thinking behind it—and you embrace
blogging as a new and sometimes unpredictable way to market,
you're bound to have fun.








