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Rajesh : This leads me to my next question for you, Toby.
CEOs are busy people and writing a blog means investing time. What is 
your advice to make it worthwhile for the organization whose CEO blogs? 
Should every company blog? What should be the approach? 

Toby: Yes Rajesh, as we discussed earlier, it goes back to strategy and value.
About should every company blog?  I ask 2 questions of companies:
i.Will blogs solve a business challenge or support a marketing goal/
initiative 
ii.Will the company culture support this type of open communication 
If answers to both questions are, yes, then it’s time to explore blogs!
If even one is, no, the company is not ready and the blog initiative will 
fail.

Rajesh : True and both valid. 
Toby, listed companies have guidelines to follow, any tips for CEOs to ensure 
that they don’t get into any issues around that with the regulator 

Toby: If a corporation takes the time to carefully craft guidelines for bloggers, 
the CEO should follow those as well. The CEO may sometimes have reasons 
to color outside of those lines but the reasons should be carefully considered.  
In addition to guidelines (what to write about, how often to post, linking 
strategies, etc.) companies should develop a code of ethics that addresses 
the issue of transparency. Of course ‘honesty’ should be at the heart of 
guidelines and code of ethics.
 
Rajesh : I believe, the same rules that an organization would follow for other 
outreach programmes, to adhere to the regulator’s guidelines, should guide 
its blog programme too.

Govind, blogs and social media give the consumer a voice. Similarly 
the activist groups on human rights, environment etc. - do you think the 
organizations are listening and acting? For example, your Mumbai blog?

Govind: Ye, some people are listening. I am still not sure whether I have 
achieved what I wanted to achieve. Okay, so 1,000 people who can do 
something have perhaps read my blog or similar blogs on similar topics, 
but will they do what I think they should? Or is a mass media attack better- 
where maybe 500 will be touched but they may act, or be infl uenced? These 
are questions, I have no answers for!! 

Toby: The minds of the public and consumers! Guess it depends on the 
people who are the infl uencers and the issue.

Govind: Or the other way round, maybe 100 really interested people, capable 
of some follow up will read the blog, as opposed to a 100,000 who will read 
a newspaper or watch a TV show. Which one has more impact? I guess 
you’ve answered it somewhat! 
 
Toby: The credibility would be a function of the credibility of the blogger/s 
and of the extent of buzz and impact. For example, if many bloggers posted 
on an issue and to the extent that mainstream media picked it up and the 
concern went from the blogosphere to  ‘real world’ word of mouth buzz, I 
should think that would get the attention of any politician or government 
bureaucratic. 

A few months ago I initiated a post that ended up changing the way a 
major company does business. 

Jupiter Research is a well-known marketing research company based in 
NYC. They are known for conducting research and selling the results as a 
product to clients. 

Jupiter issued a press release, through their PR agency, stating that by 
the end of 2006 most companies would be blogging! I thought that was a 
little odd- I’ve been speaking to marketers all over the US for the past 2 years 
and most of the people are just beginning to understand social media. 

I sent the PR fi rm an email with my concerns about their statistics and 
asked for the methodology behind the question- that was all I wanted. Not 
the research; not the report.

The response from the agency was that Jupiter only released methodology 
to paying clients and not to competitors - that one gave me a chuckle.

Anyway, I sent back an email and told the agency that I was going to 
post, but would include my concerns. I never heard back and I posted. 
Within a very short time, my post was linked and the conversation extended 
on some very high traffi c blogs in the PR blogosphere and in the healthcare 
community. 

Fard Johnmar, Healthcare Vox blog actually bought the (I think) $750 
report. He posted that the report wasn’t worth the paper it was written on 
and cautioned his readers not to buy it.

A blogger challenged me to contact Jupiter directly, which I did, and left 
a voice mail on what was, the President of Jupiter Kagan, David Schatsky’s, 
mail. I offered him an opportunity to tell Jupiter’s side of the story on Diva 
Marketing (my blog). 

Keep in mind that Jupiter’s analysts have blogs, including this guy. 

However, no one was talking about this issue. He sent me an email and 
pretty much said that not revealing the methodology was a new business 
tactic; that I got my facts wrong and I owed my readers an apology. 

With his permission, I posted the entire email. And as you might 
imagine, it sent off a fl urry of new posts. 

David Schatsky eventually posted on Jupiter Research’s blog that Jupiter 
would handle blogger relations differently and they would advise their PR 
agency to do the same. In addition, if people asked for methodology behind 
their studies, they would provide that information.  The WSJ Online had 
reported on the story and they picked up a quote from my blog.

So, the lessons learned really are… that it was not one blogger (me), 
but a community of bloggers who infl uenced a major company to change 
its business practices. By the way, it is industry standard in the marketing 
research community to publish methodology when providing the public 
with results. 

Rajesh : Wonderful effort.

Rajesh : Moving on…
Govind, are Indian brands & organisations ready for blogs? 

Govind: Can you expand on that a little Rajesh?

Rajesh : That blogs can have an impact, CEOs can showcase thought 
leadership, reach policy makers and prospective employees - whom 
everyone wants to reach these days. Similarly, marketers can share there 
passion, gain feedback and comments and all that and yet India has been 
behind on using the tool!

Govind: Okay, are we ready? I don’t think so! Should we be ready? I think 
so!

I think we are in the relatively early stages of consumerism and 
consumption and everything that goes with it. Companies are yet to build 
strong customer relationships and connect, so the compulsion to go to the 
next level where there is closer more intimate engagement may not be 
there.

It’s also to do with how many internet users you have, around 38 
million, how many of them are active consumers, the products and services 
that lend themselves to connecting etc.

If you were to take the example of a popular car like Tata Indica, I would 
argue that most of its owners will not know English, or even access the 
internet. I wouldn’t be surprised even if there are Mercedes owners who fi t 
in the same category.

So you have the internet and all its potential on one side and your 
consumers on the other. Am not sure at how many points the two connect 
as of now?

Govind: Except of course for some demographics, like very urban, English 
speaking audiences etc.

Govind: I would guess most internet users are consumers of some sort...
Rajesh?

Rajesh : Meanwhile, what I have been saying is… there will of course be 
reactive blogging by brands, companies and business leaders in response 
to being spoken about on the blogosphere, but I think marketers and 
corporates who adopt blogging proactively will benefi t most. 

Blogs are an opportunity for marketers to engage with the consumers 
fi rst-hand, to establish context - by sharing and seeking perspective - in 
a two-way communication process that is closest to word-of-mouth and 
yet broad-based. Similarly, corporates can establish thought leadership, 
infl uence policy, engage with prospective employees and more through 
proactive blogging. 

Rajesh : Toby, you and I are trying to say, need to build a strategic approach 
to  blogging. Do share your take and experience on this subject.

Toby: I think blog strategy should be considered as any other marketing 
initiative. That means setting goals and objectives, and yes, measures of 
success. Blog success measures should tie back into the goals/objectives. 
As with many other marketing strategies e.g., branding initiatives, there are 
soft and hard ‘success measures’. 

Rajesh : what has been the response? 

Toby: People are just beginning to understand that ROI can be measured - the 
fi rst bloggers were dead against that; they felt that building relationships 
and showing the human side of an organization should be suffi cient.

However, in order for corporations to accept social media as a credible 
marketing tool it must be held accountable for some sort of result. 

ISSUE 28.indd   61ISSUE 28.indd   61 12/30/2006   11:53:42 PM12/30/2006   11:53:42 PM



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.16667
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.16667
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.33333
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


