24 campaign 8 July 2005

ustomers no longer retain
any loyalty to products and
the “brand™ has run out of
juice - that’s according to
Kevin Roberts, the world-
wide chief executive of
Saatchi & Saatchi. And people don’t
respond tosales pitches from products
anymore;instead, they want personal,
instantaneous conneclions.

S0 imagine if there was a new mar-
keting tool that allowed your clients to
connect one-on-one with consumers,
get immediate feedback and respond
to them before they decide to turn
their backsona product. Wouldn'tyou
be advising them touse it?

The tool does exist, and 1t’s called a
blog. Kevin Roberts has his own at
www.saatchikevin.com, as does Bob
Lutz, the vice-chairman of General
Motors. Last year, Bill Gates told a
conference of business leaders that
blogging could be a better way to com-
municate than e-mail, and has since
been rumoured to be planning to start
his own web diary.

If he does, he'll be joining a huge
community of bloggers who regularly
post about their lives. The internet
now hosts more than 12 million, and
the numberis growing by 40,000 every
day. Essentially, blogs are web diaries
that contain comment, opinion and
sometimes audio or video clips. The
majority exist in isolation, rarely (if
ever) read, but the best of them link
through to vast communities who are
interested in the same things as they
are. [1's like talking to thousands of
like-minded people all at once.

Many bloggers write about brands
and companies - some of this cover-
age is positive, much of it less so (see
box) - and some of the feedback from
consumers 15 bad enough to make
marketers’ hair stand on end. Forres-
ter RIL’-EE arch !-LFI._‘;.’.'-'- }rﬂUﬂg CONSUIMErs !il'l:
particular are influenced by blogs, and
predicts that within five years they will
be “a key component of corporate
communication strategies”.

At the moment, UK cnmp:mius are

HOW BLOGS -
DAMAGE BRANDS

proving slow to take advantage. Ac-
cording toasurvey from the blog mon-
itoring business Market Sentinel, not
a single FTSE 100 company currently
runs its own blog. But the volume of
negative comments being made about
brands is starting to make marketers
situp and take notice.

“If you search for a brand on
Google, you'll find that a lotof the top
spots are dominated by unauthorised
and often negative blogs” Mark
Rogers, the chief executive of Market
Sentinel, says. The company has just
produced a report showing that of the
top 50 UK grocery brands, 40 per cent
have problems with detractors’ com-
ments appearing high up on Google
searches for the brand name. “If the
brands are blogging themselves, they
canreact Lo criticism and suggest solu-
tions to the problem,” he explains.

Blogs perform particularly well on
search engines because they are fre-
quently updated and use R5S (Really
Simple Software), which makes track-
ing new posts easy. Corporate web-
sites, on the other hand, rarely change

The hest advertising hiogs

Wieden & Kennedy London's blog at
htip:/ /whlondon.typepad.com/ is filled
with tantalising titbits about agency life
and nights out. “Many lagers wene
drunk, a few samosas were thrown at
Tony Wallace's head, Mick Bailey
amazed us with his mastery of magic
and Rebecca demonstrated that she
could smoke a fag with her foot,” one
recent post says.

www.adscam.typepad.com is an
outrageous mix of insults and
observations about the industry from the
US creative consultant George Parker.

www.ad-rag.com iracks possip, news
and dud ads from around the world.

Kevin Roberts, the chief execulive of
Saatchi & Saalchi, has his own blog at
wiww, saatchikevin.com, where he
answers questions. Asked whether he
dreamed last night, he replied: “Yes, sex
and business — perfect]”

Blogging threatens
to smother brands
inan avalanche of
negative coverage.
Butitisalsoa
powerful new tool

withwhichbrands, |

and agenciescan
fiehtback.By- ..
Larissa Bannister. -

their content and.,-as a result, some-
times do not appear at the-topof a
search fora brand name.

It's not just small specialists and
public relations companies that offer
blogging advice to marketers. Carat
Interactive recently launched its.own
blogging division in the US and is
planning to do the same in the UK ina
couple of weeks' time.

Wayne Bickerton, the head of part-
nerships and emerging media at
Diffiniti (formerly Carat Interactive
UK), argues that agencies are best-
placed to provide clients with advice
and consultancy on blogs because
they are involved in the overall com-
municationssirategy that brand blogs
should fit into. “We would never sell
blogs on their own, they are just one
partof what acompany should consid-
erdoing,” he says.

Thereare three areas i which agen-
cies can helpclients use blogs, he adds:
advertising, monitoring and creation.
Advertising on blogs 1s straightfor-
ward enough and, though they remain
aniche medium,some are already tak-
ing bookings from the likes of Nike
and Absolut Vodka.

Blog monitoring— searching for and
tracking a particular brand name — is
equally self-explanatory but presents
a “unigque” opportunity, according to
Bickerton. “Research is key to the
communication process and compa-
nies invest heavily in it, but this is a
completely new way to find out what
people think of your brand,” he says.
“It’s even possible to spot new trends
in what consumers want early enough
todosomething aboutit.”

The creation of a brand blog 15 the
most complicated area to master. In
this, as in other areas, the UK. lags be-
hind the US, where companies such as
Microsoft, General Motors and Boe-
ing run successful corporate blogs.

GM used its blog to counter claims
that it was planning to ditch its Pontiac
and Buick brands, while the Microsoft
blogger Robert Scoble - one of about
1,500 Microsoft employees with a reg-
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‘if you search ular blog-has almostsingle-handedly
for a brand on managed to dispel the company’s rep-
Google, you'll utation as a monopolist among its
findthatalotof all-important audience of software
the top spots developers.Scoble talks a lot aboutin-
are dominated dustry issues, rather than just the com-
by unauthorised  pany,and iscredible because he writes
and often about what he likes — something that
negative blogs’  he has admitted can make Microsoft’s
Mark Rogers, PR department want to“whack™him.
chief executive, As Scoble’s popularity has proved,
Market Sentinel

the key to success is to be honest and
steer clear of corporate-speak. Blogs
should therefore be monitored, rather
than pre-screened. The problem with
this is the company’s lack of control
over what is published — cue reeling
horror from corporate communica-
lions departments.

t+ pack 1o 1he shppt

§ m—— =

] apgut &
bought my trainers
put themon the sole just ripped

walking along no 1y.

= -

hey tcld =
st did they think 1 gould ll& b

-

I:}f ]HTEHE ﬁh‘-q.-ﬁ-: =.? &,
: - - : .'ii N = ¥ ) [

‘he quality I wol ldex ]".IEG‘F (¥

Y o R W e = SRR ==

-'ia_h'-'hw' Bl i ned mit

it rh||l-l r‘l‘;‘ 1 '-"“"." -
J! o '_ E 'j'

I"m T.-rl'Em ~
place 1D geprived count ries and

hing you have Dl
Et-E- :_:ﬂ"'l.."? - :-

a

Il

- - .

e i b

I% &
-

-
-

k. P gt
. W =

u

But there are ways to avoid leaking
secrets or falling foul of libel laws
Clients should ensure content guide-
lines are in place from the start, Justin
Hunt, the managing director of the
blogs consultancy Itsblogs, says. That
means no blogging about new prod-
ucts before they are released or about
sensitive company information, espe-
cially for listed companies.

“A blog needs some form of moder-
ation butifcontentistoo moderated, it
will drive people away,” Bickerton
adds. “Companies need to realise that
negative feedback is OK - Piaggio
USA s runming a blog for Vespascoot-
ers and has said it will not remove neg-
ative comments from consumers.”

Whatever you do, don’t fake it -

yyway you Know 1hey S

ood on yournands S

blogs that are just ad campaigns in dis-
guise tend to backfire and alienate the
audience they were trying to reach.
McDonald’s felt the weight of blog-
gers' disapproval last year when 1t
launched a fake blog that claimed to
be written by a customer who had
found a French fry shaped like the
head of Abraham Lincoln. As one
blogger wrote:*What's the point? No-
one in their right mind would believe
the blogisreal.Sowhileitis notdecep-
tive, it still stinks. The site 15 so very
camp to begin with; the fake blog is
simply trying too hard.”

Thatsaid, the easiest way for a brand
to learn how to get involved in blog-
gingis tostartsmall,perhaps byusinga
blog tosupport an ad campaign,as the
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‘Traditional
websites have
started to look
like museums,
whereas blogs
are dynamic.
They have fresh
content every
day, which keeps
people coming
back’

Justin Hunt,

managing director,
Hshlogs

GARYNEILL

What blogs say about...

MCDONALD'S

About a recent ad campaign

“Are those McDonald's ads getling on
your nenves 1oo? The ones where it's 99p
and wath the penny change you can gel
your hands on a Hawaiian island, or in
the latest one, Neuschwanstein Castle
(where they filmed Chilty Chitly Bang
Bang’). | mean, McDonald's is supposed
to sell fast food... and they obwmously
seem Lo think thal the way toseliitisto
persuade you that fast food = posh
holiday. Hmm. Nol comanced.”

After McDonald's set up a fake blog
to promote a spoof French fry shaped
like Abraham Lincoln

“Fake blogs fly in the face of why blogs
were crealed in the first place, to create
an honest, direct dialogue with
customers. It shows a Clear
misunderstanding of the medium and
will pay off with tons of negative buzz
online for our fake fry friends.”

On a blog written by McDonald's
employees
“I'm sorry but I'm NOT FUCKING LOVIN

IT anymione,”

TESCO

A blogger commenting on Tesco's
decision to move magazines such as
Zoo and Nuts to the top shelf

“Tesco isn't censonng the magazines at
all, but by changing thewr position on
théwr newsstands... they could damage
the magazines’ sales. Tesco is effectively
saying to the publishers of these
magazines: 'If you want your titles to look
like pom, we'll treat them like porn.™

MNIKE

Positive blogging on its new range of
sustainable footwear

“A lew months ago. | highlighted Nike's
re-use-a-shoe programme 3s a good
example of the company using Senace
initiatives to up its social responsibility

cachet after the swealshop debacle

of {he 90s. And now they've come up
with something that coes this on the
product front as well = Nike
Considered... | like to think that Nike's
drive towards “sustanable product
innovation’ comes out of a genuine
desire to make a difference... Bul éven il
it is @ marketing scam, it’s one that wall
be seen by a lot of people. And if it
changes their perspective on
sustainabiiity; all well and pood.”

VOLKSWAGEN

On the “Singin’ in the Rain” ad

“For Yolkswagen, much is nding on the
Golf finding the status it once had. Bul
doing that takes more than a bit of fancy
dancing.”

NATWEST

On the bank's mortgage services
“We were supposed 1o exchange
contracts on Tuesday for selling our flat
and buying our new house... but yet
again NatWest have failed to provide a
martgage offer on time.”

WALKERS
A Planet Veggie campaign resulted in
Walkers changing the recipe of its
cheese and onlon crisps to make
them vegetarian
from a consumer; “1 recently nobiced

t many of the vegetanan-sounding
Walkers Sensations flavowrs conlain
animal products. My vegetanan boyfriend
has been caught out by this as he didn't
read the packaging carefully enough.
Walkers obviously-aren't bothered about
making flavours suitable for
vepetarians,”

From Walkers: *TheWalkers cheese and
onion crisps has been changed and is
now suitable for a vegetanan diel. Please
see the back of the pack for the label
suitable for vegetarnans,”

Source Campaign and Mstiogs

games company Eidos did for the
launch of Championship Manager 5.

The game has a large number of
unofficial websites dedicated toit, ac-
cording to Mark Iremonger, the man-
aging director of Unit9, the digital
agency behind the campaign. “We
wanted the official site 1o be the best
onling' community for people who
play Championship Manager,” he
says.“Itwasthe first time amajor [UK]
brand had used blogging and we inte-
grated it so that people could own
their own page on the website. If you
allow a community to create content,
that's an extremely powerful way to
communicate with an audience.”

The popularity of the blog even
made monitoring easier, he adds, be-

cause users tended to self-regulate.
Frequent users were given access priv-
ileges so they could monitor what was
being written and remove anything
libellous or otherwise contrary Lo
guidelinesset up for thessite.

“The sensible approach to blogging
istostart with apilotand promoteiton
the main website. We're also getting
enquiries from people wanting to use
blogs to support specific campaigns,”
Hunt says. “Traditional websites have
started to look like museums, whereas
blogs are dynamic. They have fresh
contentevery day, which keeps people
coming back. They will not necessarily
replace websites but they are comple-
mentary and within five years, most
companies will have both,”



