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Survey Methodology

8 449 technology, news and lifestyle bloggers across 21 countri
+ 17 more interviewed in SA, in March 2010

& Three regions: Asia Pacific (APAC), Europe (EURO), and the
USA, now also SA

& Survey offered in English, Korean, Traditional and Simplified
Chinese, Japanese, Spanish and French

8 Survey period: May, 2009 (APAC, Europe, USA) + March, 20!
(SA)
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Lessons Learned in SA
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ONE: Growing Influence

when | receive releases without
having established a relationship

Corporations are increasingly of sorts with the PR firm, |
recognising the influence of bloggers immediately start marking all

communications from them as
a{ LI YPDPD

Ve

A Contact with PR people or corporate communicators
around the globe is increasing, and it is welcome by SA
bloggers too, although still less frequent here than in
any other continent All bloggers are different. Do

A ¢KA& LRAYGE (2 GKS aYlAyaidNBEYXAYIE 2F 2
communications channel, and the recognition by Lol
corporations that bloggers have increasing influence
over their desired audiences.

A Bloggers in South Africa, like in Europe and Asia Pacific = = cor 0 hs L o
are increasingly being held in the same esteem as their| eieniEEie ezl =l
counterparts in North America. understand that bloggers

A Regional or local business cultures still play a role in
blogging preferences.

are potential partners.

Ve

A
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TWO: Social Media Releases

In generall think that PRpeoplein SAare
very ignorant, they R 2 y @hderstand

Corporate News Releases are out: what socialmediais andhowit operates
Social Media Releases are known in 0 oliie oo
SA, but not held in the same S

Importance as in APAC; will be used

maore |n the fUture?' yet tO be seen ...please send info in the right format

not a press release ;:2sentences, key
things- and a few links to look at...
Maybe even a fumideoclip..

A Social Media Releases are by nature, deconstructed,
allowing bloggers (and media) access to information
énd cogtentAto support anvangle unvlqyev or partlculgr Blogeers B 2 v Gpipreciate standard press
Uz UKSANI FdzZRASYOSaQ Ay uSNBala® 0

focused Shortsummariesof the newsa set of

imagesand links to other articles, reviews, or

A Notec Podcasts and vodcasts are not deemed as | 1ol el st lale === e e ol o151
valuable resources for bloggers, despite having valug S EuieieutiigieS s o U

. . . all of the marketing fluff that is common in
for internal and other stakeholder communications §EEERag
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T HRERime and dedication

Consistency and continuity are KEY

A Luckily, PR firms seem to be understanding bloggers slightl'
better than they did a few years back, although they are
reported to still make the same mistakes they did with
journalists (e.g. sending a press release without even
knowing the interests of the blogger/journalist)

A However, only few PR practitioners are dedicated and
dynamic enough to serve bloggers in the optimum fashion.

A Itis really a 24/7 sorbf-job, not the type of job which can
work with one or two enquiries a month; some bloggers
welcome contact after hours.
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FOUR:Part-time Bloggers

The majority of bloggers are still part
timers ¢ adjust your strategies accordingly

A Outside of the US, the majority of bloggers surveyed blog for
less than 9 hours per week. In SA, only 30% of bloggers write
on their blogs for more than 9 hours a week, and often do so
after hours.

A This makes it even more critical to understand their schedules
and contact preferences and be prepared to engage on their
terms.
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1\ E:Cultural Differences

Despite being global, there are still
cultural differences to be respected.

A Globally, more than 80% of bloggers say that they
would acknowledge sponsorships of blog postings.
Asia across the board is less likely or willing to
acknowledge forms of sponsorship. Sc#éthiican
bloggers are no exception.

A The cultural precedent for gift giving in Asia as a
part of business practice, and not having to
acknowledge this, is likely to contribute significantly
to this difference. Asian bloggers across the board are
less likely or willing to acknowledge forms of
sponsorship.

A Some SA bloggers, nevertheless, feel thaggers can
accept gifts/free sample of the product to test it,
unlike journalists, as they are not paid for what they

@ do, so they should be helped and facilitated. global public relations
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Executive Summary
CONTACT

B The majority of bloggers in the wordSA is no exceptiorwelcome contact from
PR firms or any corporation

B All bloggers in the US sample reported to have been contacted by a PR firm or
corporation in the past 6 months. Contact is much less frequent in SA (only 70% has
been contacted in the last 6 montladike in APACjhan in Europe (86%) on in US
(100%). Frequency of contact is also higher in the US than anywhere else.

a

The most preferred means of contact is via email. Comments/posts on the blog and
micro-blogging are also welcome, in SA Instant messaging or SMS are least
welcome.

OnlyAPAC bloggers prefer a fatmeface or email introduction prior to receiving
any PR materials; in SA, like in Europe or the USA, this is not necessary

a

a

The vast majority of surveyed bloggers in SA agree strongly that they would

I O1ly2¢6f SRIS GKIG GKSANI of23 2NJ Ll2aid Aa
return for some sort of compensation; only on product reviews posts, many of

them feel a product can be given without necessarily biasing the review

B SA loggers- as elsewhere generally agree that they should always clearly state
their employer or association if blogging on issues or topics that relate to their
businesses.
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Executive Summary

CONTENT

B Computers, technology and the internet are the subjects most blogged by surveyed
bloggers; in SA, culture and community issues, as well as (mainstream) media, are
also important, as topics for blogging

Preferred content is news and reviews of new products, opinionated comments on
their blogs, market trends and interviews with key people. Corporate news
announcements are of least interest

Photographs are the most frequently used content format though some are also
frequently using video streaming, charts and graphs. Video and audio podcasts are
also rarely used, at least for the moment.

Awareness of Social Media Releases (SMRs) is highest in APAC and lowest in the
USA and SASMRs effectiveness rating is generally positive, but lower in
importance in SA.

e

e

(7]
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Executive Summary

SOURCES

B Sources of information about corporations f information about corporations are
YFEAYyte G20KSNJ 6f 233ISNRES a20AFt 0221 Y N
microblogging sites like twitter and FB; TV, magazines and newspapers are deemed
the least reliable

e

The majority of surveyed bloggers use a milslegging site (such as Twitter) and
about a third of bloggers indicated that it has encouraged them to blog more

e

All of the SA bloggers say they are ready to honor embargos, if given previews by a
Company

TIME

B The US bloggers spend most time blogging, followed by the Europeans and South
Africans (89 hours per week, on average), while the APAC bloggers spend the least
time
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Contact with PR people

Bloggers generally welcome contact from PR firms
or a corporation to provide information, comments,
and suggestions.
Bloggers in SA, like in APAC, are slightly more welcoming
than their counterparts in the USA and Europe

100%

<)
SA APAC EURO USA
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Past contact with PR people

Bloggers report that contact initiated by a PR firm
or corporation varies from AJ1% in SA and APAC,
up to 100% in the USA

100%
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Frequency of contact

100%

7%

Less than once every two
months
Once every two months

Most bloggers 90%
report a high level 80%

of regular contact
from PR people, with more  70%
than 96% of bloggers in the
US being contacted once a
week or more Yersus 30% in  50%

SA, 36% in Asia Pacific

[APAC] and 65% in Europe 40%

= Once a month

m Once a week

60%

m More than once a week

m Daily

SA seems to be still lower 594
in terms of frequency of Once
contact 20% a
week
10% or
more
0% : , often

APAC EURO USA
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