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It’s no secret that social media is revolutionizing 
the way companies talk to their constituents. 
Instead of stuffy, ambiguous corporate 
messages or communication that don’t address 
the right concerns, these electronic tools 
create conversations that engage customers, 
employees and investors in an authentic 
dialogue like never before—that is, if used 
correctly. This e-book will guide you through 
the most important tips to maintaining an online 
presence to make social media effective for your 
company. 

BLOG.O.SPHERE, NOUN \ˈBLÄ-Gˈ-ˈSFIR\;
All the blogs on the Internet as a collective whole
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INTRO. TO BLOGS

Blogs have taken a turn from just being an amateur hobby to a professional corporate 
communication tool. Blogging has become an important way to communicate internally with 
your employees and externally with consumers, investors and the like. According to Technorati’s 
State of the Blogosphere, 56 percent of blogs have helped companies establish a position as a 
thought leader in the industry. Blogs allow your company to reach online readers in an informal 
and approachable way. Having a blog allows readers to interact in two-way communication since 
your company is able to solicit feedback. Your audience wants to feel as though their opinions are 
heard, but they also following your blog to get your company’s personal stance. As your audience 
becomes more involved, the more your relationship will continue to grow. 

An important decision your company must make is choosing who will be the author of the 
corporate blog. The employee assigned this task should have a familiarity of social media and 
its importance. Passion, communicating personally and a commitment to writing frequently are 
all necessary qualifications for your author, according to Northeastern University and Backbone 
Media. On the following pages are proven effective guidelines for establishing a successful 
corporate blog. 
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http://www.scoutblogging.com/success_study/starting_a_blog/21_setup_blog.html
http://www.scoutblogging.com/success_study/starting_a_blog/21_setup_blog.html


WRITE FOR YOUR READERS
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Keep in mind the idea of “writing for your readers” when developing both content and style of 
your blog. According to Walsh, author of “Clear Blogging: How People Blogging Are Changing the 
World and How You Can Join Them,” writing that is too formal in nature is not conducive to the idea 
of blogging. Posts are not meant to sound like a public relation professional’s pitch, but rather a 
candid conversation between a blogger and his or her audience. This means that the style of writing 
should be relaxed, even humorous, and by doing so you will keep the reader engaged and genuinely 
interested. Walsh notes that you should write a post similarly to how you would say it aloud to a 
friend. Essentially, this means that your style of writing should resemble you personally. This idea of 
writing as you speak includes the notion of keeping blog posts short, – you would never say 1,400 
words in a row to a friend, – and you should not do this in your blog either. Taking these steps will 
create a more personal and authentic relationship between you and your readers, and we know that
a good blogger relationship creates reader loyalty, and corporate loyalty.

In much the same way that you want to sound candid when writing, you actually want to be candid. 
This means writing about things you know and find interesting, and believe your readers would 
find interesting as well. Included in a helpful list of blogging tips, Samuda suggests using personal 
experiences to connect to your readers. Often, the most intriguing conversations are ones you feel 
you can relate to. By developing a personal connection, your readers will feel understood and heard.

http://performancing.com/the-most-important-effective-strategy-when-business-blogging/


ALLOW FEEDBACK
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In “Corporate Blogging: Is It Right For You?” Renee 
Lemley points out that one of the reasons why blogs are so 
successful in corporate media is that the communication is 
two-way. Unlike a website, the reader is constantly engaged 
with the blogger. According to Technorati writing contributor 
Don Martelli, allowing your readers to comment, and actually 
responding to their comments, demonstrates that you value 
your readership. Monitoring comments serves a dual function. 
By monitoring comments posted to your blog, you will be 
able to see which of your posts are the most successful and 
generate the most interest and traffic. Monitoring comments 
can also be a way of protecting the credibility of your site. 
Because your blog represents your corporation, you will 
want to maintain a certain level of professionalism. Walsh 
notes that monitoring your reader’s comments gives you the 
chance to eliminate ones that include spam. Lemley warns 
not to delete  negative ones that merely disagree with your 
viewpoint — it is more important to be proactive in dealing 
with them. Some though, believe sifting through comments for ones that contain spam, and ultimately 
removing ones that do, can devalue your image as a corporate communicator. Rick Short, a blogger 
from Indium Corporation trusts his readers are smart enough to recognize spam for themselves and 
pass by it.  

According to Walsh, there are several ways to display comments. You can display then after a 
post, provide a link to them after each post or even display them more obviously as done on the blog 
bigpicturesmalloffice.com. Here, you can see they are displayed on the right hand sidebar immediately 
following a list of recent posts. 

Cass’s blog is an example of a site that 
generates regular comments and feedback.

http://www.graymatterminute.com/2010/04/26/corporate-blogging/
http://www.graymatterminute.com/2010/04/26/corporate-blogging/
http://technorati.com/blogging/article/the-changing-tide-of-corporate-blogging/
http://www.graymatterminute.com/2010/04/26/corporate-blogging/
http://pr.typepad.com/


DON’T ADVERTISE
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Making an effective blog involves many 
steps. From the blog PR Communications 
by John Cass, one of the most important 
steps in corporate blogging is making sure 
to not push your products. Many readers 
do not trust corporate blogs for this reason. 
According to Northeastern University and 
Backbone Media when it comes to corporate 
blogging you want to always continue a 
conversation rather than pushing your 
product or company. By taking part in

“When it comes to 
corporate blogging 
you want to always 
continue a conversation 
rather than pushing 
your product.”

discussions you help form contacts and integrity for your company. 
In order to continue building your integrity through blogging, you 
must write regularly.

http://pr.typepad.com/pr_communications/2006/09/whats_the_best_.html
http://www.scoutblogging.com/tips.html
http://www.scoutblogging.com/tips.html


WRITE REGULARLY
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According Melinda Brennan on Remarkablogger, a blogger needs to post every day, otherwise 
you will lose your consistency, as well as your viewers. Along with writing daily, you need to make 
sure you have a point to your posts. Readers need to understand the direction of your blog to stay 
interested and continue to follow. A good way to make sure you are writing with a purpose and to the 
point is to have a specified topic your audience relates to, as stated in the website Blogging Tips. 
Having a niche allows you to more clearly define your audience, and be able to speak to  
them directly.
 

By having a niche, you will be able to write with a more narrow focus and help connect with your 
audience. From the website Problogger, by understanding your core readers, you can add more 
aspects to make the point well-known to the readers. This allows for the readers to be more attached 
and respondent to the blog. 

“Readers need to 
understand the 
direction of your blog 
to stay interested  
and continue to follow.”

http://remarkablogger.com/2010/05/31/the-simple-secret-to-writing-better-blog-posts-for-new-bloggers-and-beyond/
http://www.problogger.net/archives/2008/07/10/nine-signs-of-an-effective-blog-post/


USE KEYWORDS
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To reach readers who are interested in the topic of 
your blog, use keywords to make your blog more likely 
to show up in searches. Brandon Buttars of pma Media 
Group suggests first writing down all words related to 
your idea, since these are terms that your potential 
readers could be entering into a search engine. Darren 
Rowse suggests putting these words in the title of your 
blog, so it is the first thing to grab the reader’s attention 
whether they are using a search engine or just scanning 
an RSS feed. The title should promote a benefit of the 
post, so the readers will know what they will get by 
reading the blog. You should also tag your keywords 
throughout your post to highlight the main points and 
search items. 

Other tactics can increase your search rankings as 
well. Bob Walsh reminds us of the importance of enabling 
RSS, which is usually standard, but is very important in 
ensuring a large number of people are exposed. Linking 
to other blogs via a blog roll can help your readers find 
more information and will make you more credible, 
according to John Cass. Other bloggers may return the 
favor, giving your blog even more exposure. By using 
keywords and utilizing a few search engine optimization 
tactics, your blog should reach the readers you want. 

Dugan’s blog is an example of a site that links 
to other blogs and  provides keywords.

http://www.pmamediagroup.com/2009/04/guide-writing-effective-blog-posts/
http://www.problogger.net/how-to-write-great-blog-content/
http://www.problogger.net/how-to-write-great-blog-content/
http://prblog.typepad.com/


Much like blogs, podcasts are an effective way to reach your corporate audience, both internally 
and externally. The production “What is a Podcast?” gives insight into the benefits of podcasting. 
Podcast literally comes from the words “iPod” and “broadcast,” but you certainly don’t need an iPod 
to listen. As long as listeners have an Internet connection, there are no limitations to the audience 
your company can have.

So, why should your company start a podcast? “What is a Podcast?” also describes how easy 
and effective this means of communicating can be. Podcasts can be recorded from anywhere and 
published quickly, making messages sent to your audience immediate and easily accessible.
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INTRO. TO PODCASTS

http://www.niu.edu/facdev/resources/quicktips/transcripts/podcasting.shtml


LINK THE SHOW
Podcast production doesn’t end after the 

recording. There are actions you can take to make 
it even better. Sharon Housley suggests providing 
a transcript. Your audience will appreciate being 
able to follow along, and you will benefit from 
better search engine rankings. 

Much like blogging, linking your show to other 
websites and blogs will give you credibility and 
provide your audience with more information, 
increasing your listener’s loyalty to you. The 
readers of those other blogs and websites will 
likely find you as well. According George Colombo, 
it’s also very effective to promote your podcast 
through your own blog. This can create a great 
conversation between your various audience 
members. 
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Provident Partners links to other blogs, websites, 
and podcasts, while incorporating other multimedia.

http://www.recordforall.com/effective-podcasting-tips.htm
http://www.providentpartners.net/


STRUCTURE THE STORY
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In order to remain listener-friendly, it is important 
to give your podcasts a structure, similar to writing 
a story or blog post. In “Effective Podcasting Tips,” 
Sharon Housley describes the planning stage needed 
for the audio show. This stage is important, as it often 
sets the tone for the whole production. Planning and 
outlining is essenetial when conceptualizing stories. 
Ideas should be well thought out ahead of time in 
order to find accompanying sources and interviews. 
Be sure to plan how long each segment should last.  
It is best to be short and simple, while keeping in  
mind segments can be edited later if you need to 
prevent rambling.

Michelle Edmondson lists in her podcasting tips that there should be a defined beginning, middle 
and end to the podcast so the audience can easily follow along with the story. Scripts should be 
written out exactly how they will be spoken for better flow and understanding. Audience members 
will likely follow something unique, so include stories with fresh ideas. No one wants to hear 
recycled material. You should  
brainstorm regularly for ideas.

http://www.recordforall.com/effective-podcasting-tips.htm
http://www.icthub.org.uk/articles/Podcasting.html


ENHANCE THE STORY
To prevent boring, monotone stories, interviews and sounds should be used as enhancement. 

Common problems with podcasts include improper use of sounds and interviews. These problems 
can easily be avoided with proper planning and strategy.

Tom Johnson’s “The Art of Interviewing” gives tips on how to make the most of interviews used in 
technical communication. The first step in the interview process is to plan and schedule in advance. 
To prepare for an interview, research the topic and the person being interviewed. Pick useful sources 
to interview who will have something to say and provide insight to the given topic. Informal interviews 
work more effectively in podcasts, as they are easier to follow and understand. The informality 
will also provide a more comfortable environment for your interviewee. During the interview, base 
questions off of the interviewee’s responses and be sure to let them talk more frequently. Do not 
comment on their responses or give your own opinion on their answers. Writer Kirk McElhearn 
believes music and sounds should not be used as filler or distract attention from the story or the 
speaker. Make sure to choose high quality mp3s and sound recordings for clearer content. Also be 
aware of copyright implications that come with material found online and by musicians.
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http://idratherbewriting.com/2008/01/25/the-art-of-interviewing-%E2%80%94-10-tips- for-perfecting-the-most-important-element-of-podcasting 
http://www.mcelhearn.com/2006/03/12/kirks-eight-rules-of-effective-podcasting 


USE PROPER EQUIPMENT
According to “How To Podcast,” by Jason Van Orden, author of Promoting Your Podcast and co-

host of a popular podcast on Internet marketing, setting up your podcast is easy and relatively cheap. 
However, there are some basic tools that every good podcaster needs. At the minimum, these are: a 
computer (Mac or PC is fine), broadband Internet connection, 512 MB of RAM, 2-3 GB of hard drive 
space, a soundcard, microphone input/ headphone output, a microphone, headphones, a headset and 
an mp3 player and pop filter are optional.

You’ll also need some basic software to get the job done. Audacity is a great (and free) tool, avail-
able for download to record and edit your audio. An MP3 encoder, like LAME or iTunes, is next on 
your list. You will also need a media player to play back your audio. iTunes can also serve as a media 
player, but Windows Media Player is another option. Last, you will need file transfer software, like 
SmartFTP, to upload your audio files, according to Van Orden. Van Orden also has friendly tutorials 
that guide you through setting up the software, editing tools, editing your audio, adjusting audio levels, 
importing audio and saving and exporting files.
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http://www.how-to-podcast-tutorial.com/11-basic-podcasting-gear.htm
http://audacity.sourceforge.net/
http://www.how-to-podcast-tutorial.com/13-basic-podcasting-software.htm
http://www.how-to-podcast-tutorial.com/17-audacity-tutorial.htm


KEEP SHOWS CONSISTENT
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It’s important to produce quality content regularly because that’s what people are looking for 
when they subscribe to your podcast, according to Edmunson. Van Orden also emphasizes that 
the goal here is to create great conversations between you and your audience (whether they are 
customers, investors, potential employees or even current employees) and just like any good 
relationship, communication needs to stay consistent to work effectively. This helps build loyalty 
when listeners can know when to expect a new post. However, when this happens can vary. 
Some podcasts post daily, some post every month and others post at longer intervals. It can 
vary depending on your schedule or when the content demands a new post. Van Orden says 
weekly industry updates would call for more frequent posts than commentary on your company’s 
quarterly report.

“Just like any 
good relationship, 
communication needs 
to stay consistent to 
work effectively.”

http://www.icthub.org.uk/articles/Podcasting.html
http://www.how-to-podcast-tutorial.com/05-choosing-your-podcast-format.htm


CONCLUSION
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Hopefully you’ve discovered what blogs and podcasts can do for your company. Customers 
respond to these messages and appreciate the two-way communication that these social media 
tools bring. The tips presented here are just the beginning. The blogosphere carries with it 
endless possibilities for your customers to interact with your company, and for you to effectively 
present and reach your company’s objectives for success.

Meet Me in the BLOGOSPHERE 
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The purpose of this e-book is to inform you about the use of blogs 
and podcasts. As a project for our media arts and design class, we 
were given the opportunity to guide professionals in the benefits 
of using Web 2.0 tools for corporations. Blogs and podcasts are 
great means of communication, and we feel these technologies help 
companies meet their needs and build relationships with constituents.
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