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Some of our clients have 

serious issues…

global warming, pollution, genetically modified foods, equal 

pay, labor rights, corporate misconduct, predatory lending,

medical malpractice reform, death penalty reform, right to die, 

gay marriage, abortion, illegal immigration, stem cell research,

school choice, foster care reform, child poverty, wilderness 

protection, energy policy, biotechnology, youth voting, public 

health, Iraq war, privacy rights, AIDS, social security, animal 

born disease, civil rights, separation of church and state, 

community development, affordable housing, youth violence, 

teen pregnancy, homelessness, microenterprise development, 

higher education reform, disaster relief, poverty relief, family

planning, violence against women, racial profiling, welfare 

reform, campaign finance reform…
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� Identity is negotiated in the online space, not 

managed

� The negotiation takes place primarily in the process 

of engaging

� The Blogosphere levels the playing field between 

David and Goliath

What Our Advocacy Clients 

Have Taught Us:
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� Source of problems on SERPs for broad, brand 
searches  

� Source of long-term, consistent buzz (detractors or 
supporters) 

One mention often turns into many

Bloggers create CGM across multiple channels

� Synergistic relationship with mainstream media

Why Blogs?
Blogs are an important “microclimate” in CGM:
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What can be monitored?

Key Metrics:

Total Buzz

Influentials, Detractors, Supporters

Positive vs Negative 

Conversation Topics & Trends (Brand, Product, Feature)

New vs Existing Voices

Demographics of Voices

Sentiment (confident, cynical, etc.)

Competition

Conventional Press Cites

Message Pick Up (Campaigns)

Patterns, Patterns, Patterns
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HOW: Some Free Tools
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BUT…

who has time

to study a forest

tree by tree by tree?
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Solutions Providers:
Range of Services

Search

Search 

Sort

Search    

Sort  

Analyze 

Search    

Sort  

Analyze 

Interpret 

CyberAlert

CustomScoop
Intelliseek bpss

Moreover

Factiva

Vivisimo

Cymfony

Umbria

Lexis/Nexus

Intelliseek

+ FIX:

Buzz Metrics

Converseon
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Solutions Providers:
Key Distinctions

� Methodology

� Metrics

� Sources/Types of CGM

� Balance of Technology & Humans

� Delivery

� Spam 

� End Use

� Cost
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� You need the long tail

� Detractors are not the only, or most important voices 

� “Pick up” of your advertising/PR message is only one 

thread in the tapestry of your identity

Tip #1:   
What you see depends on what 

you take into account
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Tip #2:   
Data is only valuable if you know 

what to do with it 

A WOM Marketing Opportunity for FedEx?
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� Part of “getting the space” is knowing when 

marketing/communications is not the right response

� Productive “one to one” response may give you the 

biggest boost in Search Engines 

� IMHO:  Your PR Firm should not have the “one to 

one” conversation with serious detractors

Tip #3:   
Sometimes you need a Mediator, 

not a Marketer
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“Web Logs are the prized platform for an online lynch 

mob spouting liberty but spewing lies, libel, and 

invective” Daniel Lyons, Forbes Magazine

Tip #4:   
What you call a thing impacts how 

your respond to it

Lyons Advice on Reputation Management:

“BASH BACK.  If you get attacked, dig up dirt on your 

assailant and feed it to sympathetic bloggers. 

Discredit him.
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There are many stories in the 

naked city.  Yours is only one.


