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Survey Methodology
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449 technology, news and lifestyle bloggers across 21 countries 
+ 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

Survey period: May, 2009 (APAC, Europe, USA) + March, 2010 
(SA)
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FIVE
Lessons Learned in SA



All bloggers are different. Do 
not underestimate their 
influencing power. 

ONE: Growing Influence

Corporations are increasingly 
recognising the influence of bloggers

Á 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

Á ¢Ƙƛǎ Ǉƻƛƴǘǎ ǘƻ ǘƘŜ άƳŀƛƴǎǘǊŜŀƳƛƴƎέ ƻŦ ōƭƻƎƎƛƴƎ ŀǎ ŀ 
communications channel, and the recognition by 
corporations that bloggers have increasing influence 
over their desired audiences.

Á Bloggers in South Africa, like in Europe and Asia Pacific, 
are increasingly being held in the same esteem as their 
counterparts in North America.

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

Á
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5ƻƴΩǘ ǘǊŜŀǘ ōƭƻƎƎŜǊǎ ŀǎ ȅƻǳ 
would treat reporters and 
understand that bloggers 
are potential partners.

when I receive releases without 
having established a relationship 
of sorts with the PR firm, I  
immediately start marking all 
communications from them as 
ά{ǇŀƳΦΦΦ



Bloggers ŘƻƴΩǘappreciate standard press
releasesas thesetend to be more print media
focused. Shortsummariesof the newsa set of
imagesand links to other articles, reviews,or
information sufficesThegeneralidea shouldbe
to keepit asshort and brief aspossiblewithout
all of the marketing fluff that is common in
pressreleases...

...please send info in the right format ς
not a press release ; 2-3 sentences, key 
things - and a few links to look at... 
Maybe even a fun videoclip... 

In generalI think that PRpeoplein SAare
very ignorant, they ŘƻƴΩǘunderstand
what socialmediaisandhow it operates.
They are very short sighted and lack
informationon how morecoveragecould
begenerated...

Corporate News Releases are out: 
Social Media Releases are known in 
SA, but not held in the same 
importance as in APAC; will be used 
more in the future? - yet to be seen

Á Social Media Releases are by nature, deconstructed, 
allowing bloggers (and media) access to information 
and content to support an angle unique or particular 
ǘƻ ǘƘŜƛǊ ŀǳŘƛŜƴŎŜǎΩ ƛƴǘŜǊŜǎǘǎΦ

Á Note ςPodcasts and vodcasts are not deemed as 
valuable resources for bloggers, despite having value 
for internal and other stakeholder communications   
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TWO: Social Media Releases
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Consistency and continuity are KEY 

Á Luckily, PR firms seem to be understanding bloggers slightly 
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) 

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

Á It is really a 24/7 sort-of-job, not the type of job which can 
work with one or two enquiries a month; some bloggers 
welcome contact after hours.

THREE:time and dedication
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The majority of bloggers are still part-
timers ςadjust your strategies accordingly

Á 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.

Á This makes it even more critical to understand their schedules 
and contact preferences and be prepared to engage on their 
terms.

FOUR:Part-time Bloggers



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

Á 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.  South-African 
bloggers are no exception.

Á 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.  

Á Some SA bloggers, nevertheless, feel that bloggers 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.
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FIVE:Cultural Differences



Executive Summary
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CONTACT
The majority of bloggers in the world ςSA is no exception - welcome contact from 
PR firms or any corporation 

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 months ςlike in APAC) than in Europe (86%) on in US 
(100%). Frequency of contact is also higher in the US than anywhere else. 

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 face-to-face or email introduction prior to receiving 
any PR materials; in SA, like in Europe or the USA, this is not necessary

The vast majority of surveyed bloggers in SA agree strongly that they would 
ŀŎƪƴƻǿƭŜŘƎŜ ǘƘŀǘ ǘƘŜƛǊ ōƭƻƎ ƻǊ Ǉƻǎǘ ƛǎ ΨǎǳǇǇƻǊǘŜŘΩ ǿƘŜƴ ƳŀƪƛƴƎ ǇƻǎƛǘƛǾŜ Ǉƻǎǘǎ ƛƴ 
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

SA bloggers - 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.



Executive Summary
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CONTENT
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 SA.SMRs effectiveness rating is generally positive, but lower in 
importance in SA. 



SOURCES
Sources of information about corporations f information about corporations are 
Ƴŀƛƴƭȅ άƻǘƘŜǊ ōƭƻƎƎŜǊǎέΣ ǎƻŎƛŀƭ ōƻƻƪƳŀǊƪƛƴƎ ǎƛǘŜǎΣ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪǎ ŀƴŘ 
microblogging sites like twitter and FB; TV, magazines and newspapers are deemed 
the least reliable

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

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

TIME
The US bloggers spend most time blogging, followed by the Europeans and South-
Africans (8-9 hours per week, on average), while the APAC bloggers spend the least 
time
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Executive Summary



Contact with PR people
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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

(2008: 66%)

100%

93%

87%
89%

SA APAC EURO USA



Past contact with PR people
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Bloggers report that contact initiated by a PR firm 
or corporation varies from 70-71% in SA and APAC, 

up to 100% in the USA

(2008: 66%)

71% 70%
86%

100%

SA APAC EURO USA
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Frequency of contact

Most bloggers 
report a high level 
of regular contact 

from PR people, with more 
than 96% of bloggers in the 
US being contacted once a 

week or more (versus 30% in 
SA, 36% in Asia Pacific 

[APAC] and 65% in Europe); 
SA seems to be still lower 
in terms of frequency of 

contact 
Once 

a 
week 

or 
more 
often


