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Blogging Basics: The Intersection of Blogging & Public Relations

By Margo Mateas

The Media Relations Maven
To Blog Or Not To Blog?

Blogging, or web logging, is the current hot ticket in web communication. Essentially an online diary, blogs allow anyone to post information to a worldwide audience without the hassle and expense of a setting up and maintaining a full-blown website. As open forums, blogs provide a powerful tool for public relations practitioners to distribute press releases, engage in open dialogue with customers and vendors and to track public opinion about your product or service. 

Blogging And The CBS- Memo Debacle

Far from being just a place to post opinions and news releases, however, blogs have become a powerful tool used to shape and form public opinion. By far the most potent impact of blogging was demonstrated in the recent CBS-Dan Rather scandal involving the alleged Texas National Guard memos. The veracity of the memos was challenged first on a message board in the FreeRepublic.com website and was later confirmed to be a hoax when the board was flooded by experts in typography and typewriters, who stated that the font used in the memos had not come into use at the time the memos were alleged to have been written. 

The blog machine also went into overdrive during the recent presidential race debates and conventions. Both campaigns sponsor their own blogs and are relying heavily on them to get the word out. Television news commentaries following the first presidential debate reported that “the Republican blogs have been going crazy for the last hour,” critiquing the debate and the President’s performance. 

Pitching Blogs 

Blogs give PR practitioners a way to understand more about specific reporters by accessing their blogs. Blogs allow us to see more into reporters’ personal opinions and provide additional editorial space to a very targeted audience. Message boards and forums draw like-minded, loyal people. If you can tap into that for your PR campaign, you could potentially have more impact than getting placed in a larger, mainstream outlet. You can pitch blogs by posting information directly to message boards or emailing the journalist, referencing information posted on their blog. Most top-tier media outlets including The Boston Globe, The Wall Street Journal, The Washington Post  and CNN use blogs as extended news outlets. CNN offers a complete round-up of blogging reports on its page, “The Blogosphere.” The American Press Institute offers a good blogging page at www.cyberjournalist.com. 

Blogs as Press Release Distributors

Because blogs can be searched and indexed along with all web content, it is possible to reach a worldwide audience for your blog, even though it may be located in some remote corner of the Web. Large agencies, including Edelman and Weber Shandwick, regularly use blogs to post press releases and update agency news. 

Starting Your Own Blog

If you want to start your own blog to post news or gather public opinion, you can do it in less than a half-hour, and at no charge. While a website requires hosting, design and maintenance, posting a weblog is free, and as simple as going to www.blogger.com or www.journalspace.com and following a few easy steps. You can add photographs and other links, and can even broadcast your blog news feeds via RSS (Real Simple Syndication), another wave in Internet publishing that gives the general public the power to publish and distribute information. 

Blogs are here to stay, and will only increase in power and reach as time goes on. Right now they offer us a new window of opportunity to reach, understand and interact with journalists, which is the core of our business. 
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