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Social media: Now an essential 
aspect of marketing 

• Blogs and social media are now seen as essential 
components of marketing communications campaigns 
(Ferguson 2008; Jensen 2011; Sullivan & Krall 2008) 

 

• Social media and blogs are important forms of word of 
mouth or ‘word of mouse’ (Scott 2008) 

 

• BUT research in word of mouth marketing within online 
communities is still embryonic  (Brown, Broderick and Lee 
2007) 

 



Bloggers – new influencers 

The impact of blogging seen as a ‘revolution’. 
Within social media, bloggers are increasingly important 
‘new influencers’ (Gillin 2008; Trammell & Keshelashvili 
2005; Woods 2005). 
 
By the end of 2011, NMIncite,  
a Nielsen/McKinsey company,  
tracked over 181 million blogs around the world,  
up from 36 million only five years earlier in 2006   
(nmincite.com).  



 



 



 



 



 



 



Cash for comment and ‘blogola’ 

•In the US the term ‘blogola’ has been coined. 
(Jensen 2011).  
 
•Australians favour the term ‘cash for comment’ (eg see Lee 
2009) 
 
•In the US – since 2009 - illegal  
not to disclose payment on blogs. 
 
•BUT in Australia? 
Convergence Review Final Report (2012)  
said: social media including blogs should  
be free from any regulation.   





Prosumers 

Prosumers – producers who are also consumers (Tofler 1980; 
Kotler 1986) 

 

Prosumers = bloggers = empowered (Varey & McKie 2010;  
Pihl & Wahlqvist 2010; Macnamara 2010; Kerr, Mortimera, 
Dickinson-Delaporte & Waller 2012) 

 

Sociologists argue prosumers/bloggers  

not empowered – an illusion/infectious rhetoric   

(Beer & Burrows 2007; Beer 2008;  

Cammaerts 2008; Comor 2010; Chia 2011) 

 



 



Research methodology 

• Qualitative, interpretive approach which 
recognises the existence of multiple realities 
(Daymon & Holloway). 

• In-depth interviews with 46 ‘Mum’ Bloggers 
(i.e. bloggers who are mothers) 

• Nvivo,  coding… 

• Secondly – large survey of blogginng 
community 



Findings 

• Six key motivations 
• Some v. similar to previous findings…BUT also key 

differences 
Community and connection 
Helping people 
Therapy and venting 
Being heard 
Improving/developing/keeping up skills 
Making money 
  



The survey 

• Only women responded to this survey (100%). The 
majority of Digital Parents (DP) who responded were 
aged between 26 and 45 (89%) and are married 
(80%) with children, many with two (younger) 
children.   
 

• The majority of respondents strongly agreed or 
agreed that bloggers should receive 
compensation for mention of brands (81%) 
while 16% are neutral and only 3% disagree.  



Why work with brands? 

• Relevance to their blog (96%) and interest 
for their readers (93%) were the cited by the 
DP bloggers as the most important for 
working with brands.  

• While advertising and sponsored posts were 
reported to be the most common ways of 
generating money, 58 per cent of bloggers 
said they did not generate any money from 
their blog. 



Sponsored content – the 
disconnect 

DP Survey 2012 – Have you accepted payment for sponsored content? 
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Money talks… 

DP Survey 2012 - Do you include sponsored posts on your blog/s? 
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Influence? They got it! 

• The majority of bloggers completely or 
somewhat agree they can influence their readers 
to purchase an item recommended on their blog 
(84%) while only 3% somewhat disagree and for 
13% it does not apply to them.  

 

• Most bloggers completely or somewhat agree 
that blogs are a better source of information 
than mainstream media (92%).  



You say you wanna evolution? 

• Bloggers’ attitudes to marketers/PR 
practitioners/brand representatives (and their 
own motivations) evolve over time (confirms 
previous research)… 

• Many start as vulnerable consumers BUT 
grow.. 

• From eager newbies to…confident 
collaborators 

• Or…just not that into you! 
 



Why work with bloggers? 

• Niche markets. Loyal readers. 

• Eyeballs moving away from traditional 
media. 

• Influencers. 

Some agencies better suited to blog 
relations than others… 

 



How to work with bloggers 

• How to find bloggers? 

• Eg. Best Australian Blog competition. 
Google is your friend! 

• Use Twitter to follow/connect. 

• Note: State Government social media 
guidelines don’t discuss working with 
bloggers. 

 



How to work with bloggers 

• DO – research. Don’t presume. Check out 
their profile on… 
Twitter/blog/Pinterest/Instagram/Facebook 

• DO – check their disclosure policy 

• DO – make contact via Twitter and then via 
email 

• DON’T send a press release 

• DO think about sponsorship or a relationship 



Is it worth the risks? 

• Make sure the blogger “fits” – ie. Similar 
values to your organisation. 

• Discuss campaign objectives prior to any 
discussion of what you would like. 

• Research! At least listen and list. 

• Bloggers ARE NOT journalists! 



 



• http://www.wheresmyglow.com/2013/12/
perth-child-resus-first-aid-course-
review.html#.VXO0-c-qqko 
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Measurement? 

• What does success look like? 

 

• What agencies would this work for? 

 

 







Case study 

• Most importantly – don’t presume; do 
collaborate and listen. 

 

• Carly Findlay and Stella Young 

 

• http://carlyfindlay.blogspot.com.au/p/abo
ut-me.html 

 

http://carlyfindlay.blogspot.com.au/p/about-me.html
http://carlyfindlay.blogspot.com.au/p/about-me.html
http://carlyfindlay.blogspot.com.au/p/about-me.html
http://carlyfindlay.blogspot.com.au/p/about-me.html
http://carlyfindlay.blogspot.com.au/p/about-me.html


 



 



 



Final bloggy thoughts 

• Bloggers are just one (important) group of 
influencers. 

• Bloggers are human too.  

• Like all marketing and PR the 
fundamentals exist. Think RRREAL 

• Research. Respect. Relationships. 

• Ethics. Authenticity. and some…L 



 Thank you. 
 Questions? 

 


