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449 technology, news and lifestyle bloggers across 21 countries

Text 100: respondent identification and recruiting

Aha! Research: online survey, analysis, reporting of the results

This report is specific to Asia Pacific and builds on findings of 
2008 APAC Blogger Survey

In APAC survey offered in English, Korean, Traditional and 
Simplified Chinese, Japanese

Survey period: April 6 to May 18, 2009
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FIVE
Lessons Learned



Corporations are increasingly 
recognising the influence of bloggers

Á In the past 12 months, bloggers welcoming contact by PR 
people has increased by nearly 10% to 93%

Á There is wide consistency in the way bloggers prefer to 
work with counterparts in Europe and North America.

Á This maturity is most apparent in those English speaking 
countries, but with significant signs that in the coming 12 
months, there will be even less differentiation across the 
APAC countries.
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ONE: Coming of Age

PR firms are doing a great job in 
letting people know that while 
blogging is still an infant in the 
media industry, its not something 
to be ignored or looked down 
upon. And its great if PR 
companies engage a wide range 
of bloggers for a particular 
campaign/client even if the 
content of the blog does is not 
specifically targeted at what the 
campaign/client is about. One 
can never have too many 
different ways of looking at 
something. (Malaysia)



Only one third of bloggers in APAC spend 
9 or more hours a week blogging

Á This figure has remained relatively consistent in the past 12 
months

Á Bloggers in APAC continue to blog for passion (and for the 
most part in their own time).  

Á The implications for engagement are essential to 
understand and follow through on ςbloggers urge you to 
find out how they preferred to be contacted, to schedule 
events for non-traditional business hours, and to give 
information in advance of announcements to allow time to 
review and digest (97% said they would honour 
embargoes).
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TWO: Part-time Bloggers

άaƻǊŜthan 90 percentof PRpeople,
however,generallysendusthe usual
press releasesor just invite us to
their product conference. SoI ŘƻƴΩǘ
participate in their activities
proactively.έ(Korea)

ά.ƭƻƎƎŜǊǎblog (mostly) out of
passion. ThebestPRpeoplewill
share the same passionas the
blogger.έ(Singapore)

ά...so the first thing to do is: be a
blogger.έ(HongKong)



The more formal Asian business 
practices of introductions and face to 
face meetings transcend through to 
the social media community

Á 88% (up to 78%) of bloggers prefer to be 
introduced before receiving information.  

Á Face to face meetings are most desired by those 
bloggers in North and South East Asia.

Á It is essential to understand the accepted 
business practices of the country in which you 
wish to engage and build these into the tactical 
programme.
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THREE:Understand Formality
ά! ŦŀŎŜ ǘƻ ŦŀŎŜ ƳŜŜǘƛƴƎ ŀǘ ŀ ǎƻŎƛŀƭ 
gathering or function would always 
be a better start to a working 
relationship with a blogger.  
However, I understand that this may 
not always be possible when 
ƎŜƻƎǊŀǇƘȅ ƎŜǘǎ ƛƴ ǘƘŜ ǿŀȅΦέ 
(Singapore)

άL ǘƘƛƴƪ ŦŀŎŜ-to-face meeting is 
important as it helps a blogger get a 
better understanding about the 
ŎƻǊǇƻǊŀǘƛƻƴ ƘŜκǎƘŜ ƛǎ ϥŘŜŀƭƛƴƎϥ ǿƛǘƘΦέ 
(Malaysia)



Acknowledging sponsorships or forms 
of compensation for posts sees some 
split amongst APAC countries. 

Á While Australia, New Zealand, Japan and Singapore are 
mostly in agreement, others are less likely to do this.

Á This is perhaps a reflection of traditional accepted 
business practices of gifting.  

Á At Text 100 we can provide insights into which 
countries these practices are more accepted, and 
through our more personal knowledge and 
relationships, suggest where and with whom this may 
or may not be appropriate.
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FOUR:Cultural Differences

�³�:�K�H�Q���D�V�N�L�Q�J���D���E�O�R�J�J�H�U��
to mention their 
brand/product in 
his/her blog, please 
provide the blogger 
with a complimentary 
product to own. 
Otherwise, expect an 
inaccurate and likely 
negative review. The 
reviews we write and 
permanent publicity we 
offer on the web are 
worth much more than 
just a free invite to an 
�H�Y�H�Q�W���P�H�D�O���W�U�L�D�O���´��
(Singapore)


