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The Horizontal Axis of Communications

 

Rick Murray 
President, me2revolution 

Rick contributes to TalkShop,  

www.edelman.com/speak_up/talkshop/

The practice of (addiction to) top-down, 

center-out, one-way communications has 

been around since long before anyone 

reading this report was born. In its day, it 

was both efficient and influential. 

g Mass reach vehicles – much fewer in 

number than today – could be relied on to 

build awareness, and – providing you had 

something to sell – create intent to believe 

and change behavior.  

g  Institutions – both public and private 

– were typically given the benefit of the 

doubt by the people that mattered most to 

them. Trust wasn’t earned; it was there until 

broken.      

g Knowledge was held by the few, the 

establishment, who created and carefully 

followed a scripted process for the 

dissemination of information: what you can 

know; when and how you can know it.  

The problem is that this approach ignores 

an unprecedented sense of empowerment 

among all audiences, particularly consumers 

and employees.  

We are now in the midst of the development 

of a horizontal axis of communications. 

This new axis can be thought of as comple-

menting – adding new dimension to the 

traditional top “ down, center “ out model. 

The traditional recipient of our messaging is 

now adding a whole new dimension by getting 

involved. They may lead the conversation; or 

they may jump-in on conversations others 

have started. Either way, they’re in it for the 

long haul, and any corporation that ignores 

audience participation and leadership is, 

pardon the pun, going to fall flat.  

3-D CommuniCations

For companies to communicate effectively 

today, they need to learn how to communicate 

in 3-D with each of their audiences, to live at 

the intersection of each audience’s horizontal 

and vertical axes, where information is 

evaluated and acted upon based on its 

consistency, source and integrity; indeed, 

where conversations are happening. Here, 

there aren’t any two-way mirrors. And here, 

the dialogue isn’t scripted; it’s playing out 

in real time. That makes it unpredictable, 

which is synonymous with risk, so it’s no 

surprise that most communicators are 

adopting a “let’s wait and see where this 

goes” approach. 

This paper provides corporations with a 

guide to participating respectfully in the 
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“horizontal” conversation, with a focus on the 

global blogosphere. It will help companies 

participate in the blogosphere locally and 

globally, and help them understand that 

social networks connect people with similar 

interests in ways that cut across languages, 

nations, cultures, and social classes.

There has been a good deal of research 

produced about the English-speaking 

blogosphere, but we know the blogosphere 

is quite diffuse by language, with 39% of 

total posts in English, 33% in Japanese, 

10% in Chinese, with Spanish, French, 

Italian, and German all registering between 

1-3% of all blog posts as of June 2006 

(chart 1). Therefore, we aimed to examine 

the differences between markets.

The first is an omnibus study conducted 

by our own StrategyOne research firm. The 

survey was conducted in Belgium, China, 

France, Germany, Italy, Japan, Korea, 

Poland, the United Kingdom, and the United 

States to determine how often people are 

reading blogs. We also wanted to determine 

if the people who are frequently reading 

blogs are “influencers” and are therefore 

more likely to have written a politician, 

sent a letter to the editor, attended a public 

meeting, or been active in a group seeking 

to affect public policy.

We partnered with the leading blog research 

firm, Technorati, in order to identify the most 

influential bloggers in France, Germany, 

Italy, Japan, Korea, the United Kingdom, 

and the United States and to understand the 

blog topics of the greatest interest in each 

market (such as technology, entertainment, 

politics, personal diary) and the frequency 

with which these bloggers were writing 

about corporations and their brands.

Our third study is a media audit carried out 

by StrategyOne, which measured the extent 

to which blogs are mentioned in articles by 

top-tier mainstream media, in the United 

States,  the United Kingdom, and France 

during the period 2004-2006. The goal of 

the research was to provide some measure 

of the influence of blogs within the media 

ecosystem.

Spanish
3%

Italian
2%

Portuguese
2%

French
2%

Farsi
1%Russian

2%

German
1%

Japanese
33%

English
39%

Chinese
10%

Other
5%

Source: Technorati, “State of the Blogosphere,” October 2006

Chart1: Blog posts By language
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What have We learneD?

1. Blogs are the new on-ramp for mainstream 

media. 

We know anecdotally that the first reporting 

on the exploding laptop batteries, which led 

to a massive battery recall by Sony, was 

covered by technology blogs. We also know 

that the tech blog Techcrunch broke the 

news of the Google acquisition of YouTube, 

and a post about Dove’s Campaign for Real 

Beauty (disclosure: an Edelman client and 

program) on Gawker and other leading 

celebrity blogs helped lead to coverage on 

CNN and other mainstream media. 

The StrategyOne media audit of top-tier 

public affairs media (charts 2 and 3) found 

that leading political blogs are increasingly 

quoted in mainstream media stories. In the 

United States, the number of articles in elite 

publications like the Washington Post, New 

York Times, National Journal and Roll Call that 

mention blogs has risen from 100 in the first 

quarter of 2004 to 766 in the second quarter 

of 2006. Similarly, the most frequently 

quoted political blogs in mainstream media 

in France are those of politicians, such 

as sarkozyblog.free.fr (Nicholas Sarkozy) 

and desirsdavenir.org (Segoline Royal). In 

the United Kingdom, David Miliband, the 

Secretary of State for Environment, Food 

and Rural Affairs writes a blog that receives 

significant press attention.

2. Blog readership differs significantly by market 

but blogs reach “influencers” in each market. 

Blogs have become mainstream in Asia with 

74% of Japanese, 43% of South Koreans, 

and 39% of Chinese reading blogs, while no 

European country registers higher than 23% 

and the United States comes in at 27%.  

Asians also read blogs far more frequently 

with Japanese people reading blogs five 

times in an average week, and Koreans 
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reading blogs two times a week (charts 3 

and 4).

We learned that blog readers tend to 

be younger and male in every market 

we surveyed (charts 5 and 6), but most 

important, are action-oriented and willing to 

spread the word, good and bad.

Readership of blogs is significantly higher 

among so-called “influencers.” Influencers 

are people who actively try to affect public 

discourse by contacting politicians or media 

outlets or by participating in a political rally 

or similar activity. This is especially true in 

Japan and Korea, with 91% of Japanese 

influencers and 63% of Korean influencers 

(table 1) reading blogs.

Bloggers reach influencers. For instance, 

in Poland only 16% of all respondents read 

blogs, however 45% of Polish influencers 

read blogs. In the United Kingdom, 23% of 

all respondents read blogs while 35% of UK 

influencers read them. In Germany, 15% all 

of people read blogs while 27% German of 

influencers read blogs.

3. Blogs spur action. 

On average, two in ten blog readers have 

taken some sort of action as a result of 

Base: Belgium 937, China 1000, France 940, Germany 1000, Italy 1000, Japan 1000, Poland 
1038, South Korea 1000, UK 1002, US 1000. Source: Edelman Omnibus Blog Study

Q: How many days in an average week do you 

read so-called web-logs or blogs? (These are 

websites that provide personal commentary, 

journal entries, recommendations and links 

to news articles and other sites of interest 

compiled by an author and his or her readers).

taBle 1: Blog readership
Blog Readership is Significantly Higher in Key Asian Markets

      reaD Blogs  Do not reaD Blogs       reaDing Blogs

Japan 74%  26% 91%

south Korea 43% 57% 63%

China 39% 53% 53%

uniteD states 27% 69% 34%

uniteD KingDom 23% 75% 35%

franCe 22% 68% 37%

italy 16% 73% 30%

polanD 16% 85% 45%

germany 15% 84% 27%

Belgium 14% 79% 41%

% of  
“influenCers”*
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Poland

Belgium

US

France

UK

Germany

Italy

South Korea

Japan

China

% Read Blogs

Total “Influencers”

71% 91%

43% 63%

39% 53%

16% 30%

15% 27%

23% 35%

22% 37%

27% 34%

14% 41%

16% 45%

reading a blog. These actions include calling a 

politician or attending a meeting on a local issue 

(charts 8A-J), among others. Although blog 

readership is highest in Japan and South Korea, 

these markets are among the least likely to see 

their blog readers take some sort of action as a 

result of reading a blog. In every market studied, 

Base: Belgium 937, China 1000, France 940, 
Germany 1000, Italy 1000, Japan 1000, Poland 
1038, South Korea 1000, UK 1002, US 1000.   
Source: Edelman Omnibus Blog Study

people who read blogs are more likely to act 

to attempt to influence an issue, particularly 

in Germany and Italy. In Germany, 16% of 

respondents stated they attended a public 

meeting about a local issue within the last 

12 months while 78% who read blogs have 

attended such a meeting.

*What is an influenCer? 

An influencer is a person who claims to have taken part in at least three of the following actions: 

Chart 4: Blog Consumption 
“Influencers” More Likely to Read Blogs

Q: How many days in an average week do you read so-called web-logs or blogs?

• Written or called a politician 
• Attended a political rally, speech or organized protest 
• Attended a public meeting on local issues 
• Held or run for political office 
• Served on a committee of a local organization 
• Served as an officer for a club or organization 
• Written  a letter to the editor of a newspaper or magazine or called     
a live radio or television show to express an opinion 

• Signed a petition 
• Worked for a public party 
• Written an article for a magazine or newspaper 
• Been an active member of any group that tries to influence 
public policy or government
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4. The most widely read bloggers most often write 

about technology, politics, entertainment/celebrity 

or are personal journals. 

Edelman’s research with Technorati 

provided us  with a good perspective about 

the composition of the “short head” of the 

blogosphere, meaning those bloggers with 

the most inbound links in the eight markets 

that we examined. Technology blogs are often 

the largest or second largest niche among 

those blogs with the most trafficked blogs, 

followed by politics or personal journals 

(in Italy and Germany), or entertainment or 

celebrity watch blogs (United States, United 

Kingdom). The top bloggers in the United 

States and France tend to link to other top 

bloggers, while leading bloggers in other 

markets tend to link to mainstream media. 

Multinational giants such as Microsoft, 

Samsung (both are Edelman clients) and 

McDonalds draw more universal interest 

than locally headquartered companies, 

such as Volkswagen in Germany.

Why Companies neeD to engage With 
the Blogosphere 

If Japan and South Korea, with the highest 

degree of broadband penetration, are any 

indication, the blogosphere readership 

and influence will continue to expand as 

broadband becomes more ubiquitous.  My 

colleague Steve Rubel, one of the most 

influential bloggers according to Technorati, 

makes the point later in this paper that 

growth of the blogosphere is slowing, and 

it’s not yet clear if the blogosphere will 

become a mainstream global platform. 

By engaging in the blogosphere, companies 

should find their advocates and detractors, 

listen actively, participate in a meaningful 

dialogue, and find ways to enable influencers 

to connect and be more effective.  The 

blogosphere will benefit because it is being 

engaged by an important part of society. 

A company’s natural tendency is to control 

messages and communicate at audiences, 

which works well when you are advertising 

but is inappropriate if you are engaged in 

a dialogue. The peer-to-peer conversation 

is based on mutuality of interest and 

shared expertise, not on the demographic 

segmentation that has characterized 

corporate thinking for the past 50 years.  

We are convinced that by engaging the 

blogosphere in a transparent manner, 

companies can have their viewpoints 

heard.  We are committed to facilitating 

this evolutionary process, from control to 

credibility, from messaging to conversation, 

because effective public relations depends 

ultimately on earning trust every day. 
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Chart 6: Blog readership demographiCs
Blogs More Frequently Read by Males, Except Poland and Japan

Q: How many days in an average week do you read so-called web-logs or blogs?

Chart 6: Blog Readersip Demographics
Blogs More Frequently Read by Males, Except Poland and Japan

     Poland

 Belgium

       Italy 

Germany         

France

UK

US

South Korea

Japan

China

Base: Belgium 937, China 1000, France 940, Germany 1000, Italy 1000, Japan 1000, Poland 1038, South Korea 
1000, UK 1002, US 1000. Source: Edelman Omnibus Blog Study
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Chart 5: Blog readership demographiCs
Blogs More Frequently Read by Young Adults

Q: How many days in an average week do you read so-called web-logs or blogs? 

Base: Belgium 937, China 1000, France 940, Germany 1000, Italy 1000, Japan 1000, Poland 1038, South Korea 
1000, UK 1002, US 1000. Source: Edelman Omnibus Blog Study
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Chart 8: Do Blogs Spur Action?
Chart 7: do Blogs spur aCtion?
Q: Because of what you read on a blog have you  ever taken action by calling, speaking or e-mailing others, signing an online petition,  

or joining an effort to pressure or support a corporation or government on an important issue?

Please see the chart accompanying each country analysis on the following pages for the results of the top 

3 activities participated in last 12 months:

Q: Please tell me if you have done each of theses things in the past 12 months: 

1) Written or called a politician 

2) Attended a political rally, speech or organized protest 

3) Attended a public meeting on local issues 

4) Held or run for political office 

5) Served on a committee of a local organization 

6) Served as an officer for a club or organization 

7) Written  a letter to the editor of a newspaper or magazine or called a live radio or television show to express an opinion 

8) Signed a petition 

9) Worked for a public party 

10) Written an article for a magazine or newspaper 

11) Been an active member of any group that tries to influence public policy or government

Base: Belgium 937, China 1000, France 940, Germany 1000, Italy 1000, Japan 1000, Poland 1038, South Korea 
1000, UK 1002, US 1000. Source: Edelman Omnibus Blog Study
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Four in ten Chinese claim to read 

blogs at least once a week, a higher 

frequency than was recorded for 

every Western nation.

Chinese men are as likely as Chinese 

women to read blogs, but report 

reading blogs more frequently.

Three in 10 people interviewed in 

China, are likely to be spurred to 

action after reading a blog, which is 

significantly higher than Japan (18%) 

and South Korea (19%).

China by Tony Tao  

Tony Tao is an account director in Edelman’s 

Shanghai office.

Blogs in China often occupy a more important 

place in the local information environment 

than they do in the United States, and other 

countries. This is largely because Chinese 

journalists and editors, whose professional 

work is often frustrated by the bureaucratic 

editorial processes of local mainstream 

media, are able to write with a great deal of 

freedom on their personal blogs. As a result, 

many of the country’s best journalists, such 

as entertainment writer Wang Xiaofeng 

and Beijing Times editor Zhang Rui, are 

bloggers. China’s bloggers also include 

media executives such as Hong Huang and 

celebrities such as actress Xu Jinglei.

Additionally, many 

established Chinese 

business people, from 

real estate tycoons to 

IT entrepreneurs, write 

blogs. The Chinese 

government has also 

embraced blogging, 

allowing junior and 

senior officials, 

police officers, and 

other representatives 

of the government 

to maintain blogs, 

complete with 

comment sections 

and other mechanisms to obtain reader 

feedback.

The Edelman Blog Omnibus Study found 

that 39% of Chinese interviewed read blogs 

at least once a week. While lower than Japan 

(74%) and similar to South Korea (43%), this 

figure is significantly higher than in Europe 

(range of 14-23%) and the U.S. (27%). In 

China, 53% of “influencers” said they read 

blogs, representing a substantially higher 

proportion than those surveyed in the United 

Kingdom (35%), France (37%), and the U.S. 

(34%). China is following the path of South 

Korea and Japan, where 63% and 91% of 

influencers respectively read blogs.

Chinese have a high-Degree of trust in 
WeB-BaseD meDia

The above data is corroborated by another 

recent Edelman survey that examined 

the levels of trust in and among media, 

government, business, and other key 

institutions in eleven Asia-Pacific markets 

(Edelman APAC Stakeholder Report 2006). 

That study found that in China, 88% said 

that they had either blogged themselves or 

visited blogs. The stakeholder research also 

found that the Chinese had a high level of 

trust in Web-based media in general, with 

34% of respondents saying they turn to it 

first for trustworthy information and news, 

behind only television (49%) and ahead of 

newspapers (17%).  

AsiA
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This highlights an interesting feature in the 

development of China’s Internet culture: 

Chinese Internet users are highly aware of 

blogs, and unlike their 

East Asian neighbors, are 

very likely to have their 

offline lives influenced by 

what they read on blogs 

and elsewhere online. 

While levels of awareness 

of blogging in Japan, 

South Korea, and China 

are high, only 18% of 

Japanese, and 19% of 

South Korean respondents 

said they have taken 

action because of a blog. 

This compares to 28% of 

Chinese respondents, a 

result similar to the United Kingdom (28%), 

France (27%), and the United States (28%). 

Corporations neeD to pay partiCular 
attention to Bulletin BoarDs

An important factor in understanding the 

Chinese blogosphere is the popularity of 

Internet forums, usually called BBS (Bulletin 

Board System). BBS forums like Tianya and 

Xici are enormously popular and typically 

frequented more than blogs. This is a result 

of Chinese Internet users still preferring the 

relative anonymity of posting messages to 

BBS forums, rather than on individual blogs. 

All major Internet portals and many state-

owned media outlets, such as The People’s 

Daily, incorporate reader feedback and BBS 

sections on their Web sites. 

“ZhuanZai”

In Chinese Internet culture, it is perfectly 

acceptable to copy an entire article or blog 

post and reproduce it on a BBS forum 

or another blog. This concept is called 

“zhuanzai.” This means that a piece of 

news can make its way from a blog with a 

small readership to a BBS forum like Tianya 

within minutes. Through this process, posts 

on obscure blogs easily and rapidly gain 

nationwide attention on the Internet, and as 

a result, often get picked up in mainstream 

media.

Why is the Chinese Blogosphere so 
poWerful? 

Internet penetration and usage is high and 

growing among the emerging Chinese 

middle class. In addition, traditional media 

in China operates as a monopoly. It follows 

a rigid agenda and lacks content desired 

by the public, often making it simply 

uninteresting. 

In contrast, Internet media, and blogs in 

particular, give writers and journalists a 

platform to publish compelling material. 

And, because many people in China’s news 

and media industries write and read blogs, 

and follow leading BBS, information from 

the Internet can quickly find its way into the 

mainstream media, where its effects can be 

further magnified.

This is particularly important for companies, 

especially multinational companies (MNCs), 

as issues and crises are regularly first 

exposed on blogs and BBS, only later to be 

carried in China’s state-owned media and 

Source: Edelman Omnibus Blog Study

China

total China

reads blogs

China

total China

reads blogs

8a: top 3 aCtivities 
China
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national newspapers. Sometimes this process is 

rapid, taking less than 24 hours for unfavorable 

news to find its way from the Internet to the 

pages or TV screens of mainstream media. 

There are numerous instances of companies and 

brands running into such trouble on the Chinese 

Internet. One notable example from 2006 came 

when Dell was attacked online by outraged 

consumers who discovered the company 

falsely advertised its laptop processors. In 

a matter of days, the issue exploded on the 

Internet, prompting a variety of other online Dell 

grievances that quickly found their way into the 

mainstream media. 

The Chinese Internet also presents an enormous 

opportunity for blog-savvy companies to 

understand consumer and stakeholder senti-

ment, listen to conversations about their brands, 

and directly engage consumers who comment 

on and write blogs/BBS. However, engaging 

the Chinese blogosphere is something that 

should be done with complete transparency. 

Perhaps more than elsewhere, bloggers in 

China can be extremely hostile if they feel 

they are being manipulated; this is largely 

the reason why no PR firm or company has 

had significant success in leveraging the 

power of the Chinese blogosphere or the 

Internet to engage stakeholders and build 

brand equity.

The Chinese blogosphere has become 

an essential part of the local information 

environment and media landscape. It’s 

where an ever-increasing number of people 

in China are turning first to find and discuss 

information about everything from pop stars, 

entertainment news, and fashion trends, to 

international affairs, product experiences, 

and corporate crises. While companies 

are beginning to pay attention to what is 

being said about them on blogs and BBS 

forums, few actually engage in constructive 

online discussion about themselves or their 

brands. Nevertheless, inroads are being 

made to successfully interacting with the 

Chinese blogosphere by companies that are 

developing a nuanced understanding of this 

delicate medium.

influential Chinese Blogs

blog.donews.com/keso

blog.sina.com.cn/m/xujinglei

googlechinablog.com

www.wangxiaofeng.net

blog.donews.com/laobai

www.bullog.cn/blogs/laoluo

www.postshow.net

www.mindmeters.com/blog

blog.sina.com.cn/m/twocold

songzude.blog.sohu.com

  Source: Edelman, December 2006
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Japan by Takashi Kurosawa 

Takashi Kurosawa is a senior account manager in 

Edelman’s Tokyo office.

Many people were surprised in August 

2006 when they read a report published by 

Technorati Japan and Edelman showing that 

Japanese is one of the primary languages of the 

blogosphere (second only to English in terms 

of blog posting quantity). There might have 

been initial doubts as to  whether the global 

blogging trend would spread in Japan because 

“2channel” – one of the world’s largest online 

bulletin board systems (BBS) – had been the 

dominant online personal medium in Japan.  

According to Japan’s Ministry of Affairs and 

Internal Communications (MIC), the number of 

bloggers in Japan reached 8.68 million during 

March 2006. 

 

But blogging in Japan 

is happening in a 

uniquely Japanese 

way, and this reality 

is vital for outsiders 

– especially foreign 

multinational market-

ers – to understand.

For example, the 

Japanese bloggers 

blog for different 

reasons than English-

speaking bloggers. 

According to the joint 

study conducted by 

A higher percentage of Japanese 

(74%) report reading blogs than 

respondents in any other market.  

Japan is one of only two markets 

(with Poland) where blog readership 

is higher among women than men.

Just 18% of Japanese blog readers 

have taken action after reading 

a blog, the lowest among all 

countries. 

Edelman and Technorati Japan, just 4.7% 

of the Japanese bloggers surveyed said 

that the primary reason they blog is to “raise 

their visibility as an authority in my field,” 

whereas 33.9% said this  was the primary 

reason  that they blog in a similar Edelman/

Technorati study of English-speaking 

bloggers in 2005. Meanwhile, about 70% of 

the Japanese bloggers said that they blog 

“to create a record of their thoughts.” 

This is reflected in popular Japanese blog 

categories, with most Japanese bloggers 

posting about personal topics such as pets, 

music, childcare, and daily life. The diarist 

rather than self-promotional nature of many 

Japanese blogs might be rooted in national 

character. ‘The nail that sticks up gets 

hammered down,’ is a traditional saying that 

most people in Japan have heard before. 

Though it may be beginning to sound old-

fashioned, it’s still a strong part of the 

Japanese culture. 

As a broad generalization, the Japanese 

are shy, like to avoid attention, and feel a 

sense of comfort ‘fitting in.’ Hence, though 

people may increasingly like to read blogs to 

seek information provided by ‘someone like 

themselves’ (i.e., an average person), they 

tend not to post comments or participate in 

the conversation. Anonymity is more popular 

among bloggers in Japan than those in 

Europe and the United States, and there are 

fewer comments and trackbacks.
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efforts. However this has led to problems 

for a number of companies. For example, 

for the launch of Sony’s new MP3 Walkman, 

a blogger by the name of ‘Pinky’ chronicled 

her life with her new purchase. Readers 

quickly became aware of discrepancies 

in the posts, and it was revealed that the 

blog was in fact run by Sony, a key piece of 

information the company failed to disclose. 

In another instance, Japan’s telecom giant 

NTT DoCoMo started an online community 

for a new product launch, but it was shut down 

in just 10 days after the moderator refused 

to answer questions about the company’s 

involvement. These sites – flagged as 

problematic because of lack of transparency 

– were closed because there were too 

many anonymous posts to respond to or 

manage. This phenomenon, called ‘flare,’ is 

becoming more widespread, underscoring 

the importance of transparency. 

Meanwhile, a few Japanese companies have 

capitalized on this emerging opportunity in 

an innovative way. Enigmo currently has 

150,000 registered bloggers to whom it 

sends corporate news releases. Sometimes 

bloggers get paid for their posts, and the 

money is awarded to create an interesting 

system where bloggers who take the time 

to post and meet certain criteria get paid 

whether or not they write positive reviews. 

Thus the incentive is paid to stimulate 

interest and attract attention rather than to 

secure a pre-determined positive outcome.

Mobile really matters in Japan. The country 

is world-famous for its mobile phones.  

reaD But taKe no aCtion 

The Edelman Blog Omnibus Study showed that in 

Japan, fewer people are likely to take action after 

reading a blog compared to any other country. 

Fewer than 1 in 5 (18%) of Japanese interviewed 

said that they 

took some sort 

of action as a 

result of reading 

a blog. This is 

significantly fewer 

than respondents 

in the United 

Kingdom (28%), 

France (27%) and 

the United States 

(28%).

This isn’t to say 

that the Japanese read blogs less frequently 

than people in other countries. A huge majority 

of Japanese Internet users (74%) claim to read 

blogs at least once a week. This is significantly 

greater than the weekly frequency in other 

countries, with 43% in South Korea, 27% in 

the United States, and just under a quarter in 

the United Kingdom (23%) and France (22%). In 

Japan, only a minority claimed to not read any 

blogs (26%), far less than other countries such as 

South Korea (57%), the United Kingdom (73%), 

France (68%) and the United States (69%).

Companies leveraging the Blogosphere 
– WatCh for flare

Some companies in Japan such as Nissan (an 

Edelman client), Sharp, and Nike have used 

blogs successfully in their product marketing 

Source: Edelman Omnibus Blog Study

Japan

total Japan

reads blogs

Japan

total Japan

reads blogs

8B: top 3 aCtivities 

Japan
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Photos taken on cell phones are regularly 

posted on blogs (mobile blogs or ‘moblogs’). 

Indeed, according to September 2006 data from 

online market researcher Impress R&D, 26% use 

moblogs.

There is a tremendous commercial opportunity 

in Japan’s blogosphere, but only if companies 

understand the uniqueness of this country’s 

online environment and craft campaigns 

accordingly.

  

influential Japanese Blogs

adinnovator.typepad.com/ad_
innovator/

zen.seesaa.net/

tez.com/blog/

ohnishi.livedoor.biz/

netafull.net/

shinta.tea-nifty.com/nikki/

www.100shiki.com/

www.mediologic.com/weblog/

blog.livedoor.jp/dqnplus

gigazine.net

Source: Technorati Japan, December 2006
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South Korea is second only to Japan 

in the percentage of its population 

reading blogs. 

Just 19% of South Koreans who 

read blogs have been spurred to 

action after reading a blog. 

South Koreans between 18 and 24 

years old read blogs almost four 

days per week. Almost half (44%) 

of this age group read blogs every 

day.

south Korea by Juny Lee 

Juny Lee is an account manager in Edelman’s Seoul office.

South Korea has developed the most advanced 

and ubiquitous IT infrastructure in the 

world. The country has led the International 

Telecommunication Union’s so-called Digital 

Opportunity Index, which measures a country’s 

information technology advancement in four 

categories, including coverage and affordability, 

access path and device, infrastructure, and 

quality. Korea is also second in the world 

in broadband penetration (behind Iceland) 

according to the Organisation for Economic Co-

operation and Development. This cutting-edge 

national infrastructure facilitates a wide range 

of Internet use and helps explain Korea’s robust 

blog readership figures. 

Forty-three percent of Koreans read blogs. 

Japan (74%) is the 

only country with 

higher percentage of 

its population reading 

blogs. The average 

Korean reads blogs 

slightly more than 

twice a week (2.03). 

This is twice the 

frequency registered in 

the United States (0.9), 

which has the most 

robust blogosphere 

outside of Asia. 

However, even as 

blogging is more 

popular in Korea than in nearly every other 

country, the proportion of people who report 

taking action after reading a blog (19%) 

is relatively low. Despite Korea’s activist 

culture, which encourages freedom of 

speech, Korean blog-driven activism does 

not appear nearly as widespread as its IT 

infrastructure.  

politiCs anD Blogs

The Korean political blog scene will be 

active leading up to the election of 2007 

as the Web was one of the driving forces 

behind President Roh Moo-Hyun’s victory 

in the 2002 election.  A large proportion of 

the president’s supporters were people in 

their 20s and 30s, whose knowledge and 

familiarity with the Web helped Moo-Hyun 

spread his campaign message. 

The Blue House (South Korea’s equivalent 

of the White House) runs a blogs that on 

which leading government officials discuss 

their life experiences and their policies, 

sometime interweaving the two. In 2006, the 

Blue House opened its Web blog on Korea’s 

leading portal sites. Government officials 

explained that the decision was part of an 

effort to facilitate communication with the 

Korean people. 

 In order to prepare for the 2007 presidential 

elections, candidates have been active in 

online communications outlets. They are 

building personal homepages, Cyworld 
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profiles (the Korean equivalent of online 

community sites like MySpace), blogs, and fan 

community sites. 

Korean Companies 
anD Blogs

Korean companies 

seem to be more 

interested in using 

blogs as marketing 

tools to communicate 

with customers rath- 

er than using them as 

PR communications 

platforms. Some 

corporate  and brand 

blogs can appear to 

be too ‘commercial,’ 

and may not be visited. Korean companies 

opt to use the blogging services of already 

existing portals to mainly promote new brands 

or product launches. Portal sites such as Naver 

(http://www.naver.com) and Daum (http://www.

daum.net) have begun to offer separate ‘brand’ 

blog sections, and as of September 2006, the 

number of brand blogs in each portal site is 

about 120 and 240, respectively.  

 

Online bookstore Aladdin (http://www.

aladdin.com) introduced its ‘TTB (Thanks 

to Blogger)’ program in September 2006. 

Users post their reviews on books, CDs and 

DVDs on the site and once a sale is made 

based on these reviews, TTB allocates 3% 

and 1% of the profits to the seller and buyer, 

respectively. The TTB service has become 

highly popular among users. Within four 

days of its launch, more than 1,000 users 

registered to participate. Currently, an 

average of around 100 reviews are uploaded 

daily.

influential Korean Blogs

itviewpoint.com/tt/index.php

leegy.egloos.com

ozzyz.egloos.com

www.leejeonghwan.com

its.tistory.com

arborday.egloos.com

blog.naver.com/ieol

blog.naver.com/pants77

hacker.golbin.net/wp

www.ringblog.net

Source: Edelman, December 2006

Source: Edelman Omnibus Blog Study

South Korea

total South Korea

reads blogs

South Korea

total South Korea

reads blogs

8C: top 3 aCtivities 
south Korea
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More Belgians are spurred to action 

by blogs (43%) than respondents 

from any other market.

Fewer Belgians read blogs (14%) 

than in any other market. 

Belgium by Jere Sullivan 

Jere Sullivan is general manager of Edelman’s 

Brussels’ office.

As Brussels is home to  European Union (EU) 

headquarters, it should not be surprising that 

Belgium leads all markets in the percentage 

of its blog readers that have been spurred 

to activism by a blog. In Belgium, 43% of 

blog readers took some form of action after 

reading blog, compared with 28% in the 

United Kingdom, 27% in France and 28% 

in the United States. Those numbers spiked 

much higher when the survey isolated 

“influencers.” Eighty-four percent of Belgian 

influencers have been spurred to action by 

a blog compared to 32% in France, 49% 

in the United States and 48% in the United 

Kingdom.

If a campaign can reach like-minded 

influencers in Brussels – home of European 

policy making – through a blog, there is 

a good likelihood these influencers can 

be activated, if of course the message is 

appropriate.  

To date, however, online activism in 

Belgium and more specifically Brussels 

has been relegated 

to influencing debate 

and conversation. It 

has not been aimed 

at driving a specific 

action, such as rallying 

individuals around 

a cause or using 

blogs to mine like-

minded supporters (i.e. doctors, patients, 

professors, industry experts, etc.).  

However, this action oriented outreach will 

be the natural evolution of blogging or more 

specifically online activism, which is fast 

becoming a standard tool in public affairs 

campaigns in the United States.  There is no 

reason that the same types of public affairs 

programs being implemented in the United 

States cannot be used in Brussels. For 

example, securing the support of medical 

professionals behind a particular health 

issue.

there’s no language CalleD european

It is worth noting that while the numbers 

of people accessing blogs in Belgium is 

noticeably lower than in the other capitals 

of Europe, there is evidence the trend is 

heading upwards.  Skynet Blogs, the leading 

blog platform in Belgium, was launched 

in April 2003 and today boasts more than 

100,000 registered blogs.  

Interestingly, nearly 70% of Skynet bloggers 

are French-speaking while only 40% of the 

Belgian blog surfing community are French 

speakers. With 25 member states in the EU 

it is necessary to not only consider multi-

lingual outreach, but also to add a cultural 

filter as well.  This adds a layer of additional 

work when public affairs outreach is being 

driven at the European (or Brussels) level 

in concert with a complementary program 

at the country or member-state level. This 

EuropE
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layered approach is often employed when 

managing European public affairs campaigns.  

Public affairs 

blogging and online 

outreach is not being 

left to the devices of 

the citizen activist 

in Brussels, but it is 

being embraced and 

in many cases driven 

by the politicians 

themselves.  Euro- 

pean politicians 

recognize the 

effectiveness of 

blogs as witnessed 

by the comments of French Member of European 

Parliment (MEP) Alain Lipietz, who recently 

noted, “A blog is a great way for keeping voters 

scattered across a constituency, containing tens 

of millions of people, in touch with what is going 

on.”  

European politicos recognize that many of 

the visitors to their blogs are not necessarily 

individuals who voted for them but those who 

welcome the idea of an open debate that might 

not occur otherwise.  Other MEPs from Slovakia 

(Vladimir Manka) and Slovenia (Borut Pahor) hail 

from countries where blogs are not widespread, 

but they recognize the political value of blogs as a 

tool for both delivering and receiving information 

of critical importance. 

Similarly, all major EU officials from the 

European Commission, the EU presidency and 

major political groups maintain their own blogs, 

including Margot Wallstrom, Vice President of 

the European Commission; Graham Watson, 

Leader of the European Liberals; Marinus 

Wiersma, Vice President of the Parliament’s 

second largest political family; the Socialist 

Group; and representatives of the current 

EU presidency from Finland.

The two worlds of public affairs and 

blogging will share an increasingly symbiotic 

relationship in Europe.  Europe, like the 

United States, will move beyond simply 

conversational blogging and evolve into a 

more action-oriented space where interest 

groups and politicians alike will bridge the 

real and virtual worlds to meet their end 

goals – whether that is changing regulations 

or electing candidates.  

Source: Edelman Omnibus Blog Study

Belgium

total Belgium

reads blogs

Belgium

total Belgium

reads blogs
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Belgium



�0A Corporate Guide to the Global Blogosphere

Twenty-two percent of the French 

read blogs, the highest level 

of reading in the non-English 

blogosphere outside of Asia.

Young adults (18-24) in France read 

blogs more frequently (1.4 times per 

week) than any other age group in 

all of Europe.

Fifty-six percent of French who 

have signed a petition in the last 12 

months read blogs.

franCe by Guillaume Du Gardier 
Guillaume Du Gardier is a director of online of 

communications in Edelman’s Paris office. He blogs at 

www.prthoughts.net. 

 

French Web users, with the usual French sense 

of self-expression and anti-establishment 

individuality, have jumped into the blogosphere 

with both feet. Nowhere is this more evident 

than among France’s young adults (ages 18-

24), who report reading blogs about 1.4 times 

a week. This is the highest frequency recorded 

within any age group in Europe.  

For many French teens, Skyblog, a service 

operated by youth radio station Skyrock, is the 

blog outlet of choice with almost six million blogs 

at last count. Skyblog reports that it is growing at 

a rate of around 10,000 new blogs and 400,000 

new posts daily. It is not unusual to catch French 

kids using a cell phone to post an entry or a pop-

culture news flash to 

their blogs.

Twenty-two percent 

of all French read 

blogs, according to 

the Edelman Omnibus 

Blog Study data. This 

marks the highest 

reading for a non-

English speaking 

country outside of 

Asia and is only a 

percentage point 

below the United 

Kingdom (23%).  This 

percentage climbs to 37% when isolating 

French influencers. 

frenCh Blogs fall into niChes 

An analysis of dozens of leading French 

blogs reveals that personal journals and 

diaries, technology, and popular culture 

are the major focus of the A-list French 

blogosphere. Despite the fact that this list 

of topics matches much of the rest of the 

global blogosphere, the French blogosphere 

is not without its share of unique niches. For 

example, there are many French blogs that 

focus on the culinary arts. 

The creator of one of most well-read blogs 

in France, C’est moi qui l’est fait, began writing 

a blog about cooking when she was on 

sabbatical from her job at a data processing 

company. In 2004, she began posting her 

original recipes to her blog.  By then end of 

2006, blogger Pascale Weeks was enjoying 

4,000 to 8,000 page views per day, and her 

blog has become a brand within the French 

food world. Several kitchen supply brands 

now advertise on her site.   

Most French bloggers rarely write about 

French companies or their products, 

according to an analysis conducted by 

Edelman. A search of 100 leading French 

blogs using Technorati saw almost no posts 

for companies like Suez, Peugeot, Alstom, 

or Bouygues.  
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the meDia anD the riots 

While bloggers in other markets are commonly 

depicted warring with mainstream media, the 

rise of French bloggers owes much to traditional 

publishers like Le Monde (France’s biggest 

newspaper and 

also a weblog 

host), Les Echos 

and Le Nouvel 

Observateur and 

broadcasters like 

VNU, 01net and 

Europe2, which 

have popularized 

the form with 

h i g h - p r o f i l e 

consumer blog 

services. French 

broadcast media 

has increasingly been looking to bloggers for 

insight and opinion. 

In 2005, the rioting that began in the Paris 

suburb of Clichy-Sous-Bois and spread to nearly 

every corner of France was an important event 

for the French blogosphere.  As arson attacks 

spread and the police clashed with rioters, many 

bloggers covered the spectacle with as much 

detail as the mainstream media. Blogs posted 

riot pictures and some used their blogs to deliver 

other multimedia content of the chaos. The 

coverage of the riots marked a turning point for 

the French blogosphere, which emerged from 

the riots as a major media force within France.  

The blogosphere is certain to play an 

important role in the 2007 French presidential 

election.  A media audit by StrategyOne of 

several major press outlets demonstrates 

that mentions of blogs by the mainstream 

press have increased substantially in the last 

two years. In the third quarter of 2006, there 

were 113 mentions of blogs in the major 

French public affairs press, compared to 

six in same quarter during 2004. According 

to the study, the blogs of both leading 

presidential candidates Nicholas Sarkozy 

and Segoline Royal are ranked as among 

the most referenced by the media. 

influential frenCh Blogs

Loic Le Meur Blog 

Pointblog.com 

Techcrunch en Français 

Journal d’un avocat 

Blog à la ciboulette 

Clea Cuisine 

FredCavazza.net 

Standblog

presse-citron

internetactu 

 
Source: Technorati and Edelman, October 2006

Source: Edelman Omnibus Blog Study

France

total France

reads blogs

France

total France

reads blogs

8e: top 3 aCtivities  

franCe
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Just 16% of Germans report reading 

blogs, the lowest reading for any 

market other than Belgium.

More respondents in Germany claim 

to have never read blogs (85%) than 

in any country in Western Europe. 

Just 15% of German blog readers 

have taken action because of what 

they have read on a blog – the lowest  

level of reading in any market.

germany by Wolfgang Lünenbürger-

Reidenbach 

Wolfgang Lünenbürger-Reidenbach is Director of Online 

Conversations in Edelman’s Hamburg office. He blogs at 

http://luebue.blogspot.com.

In comparison to several of its counterparts, the 

German blogosphere is still in its infancy. The 

Edelman Omnibus Blog Study found that 85% of 

Germans never read blogs, which was the second 

highest percentage, after Belgium, among the 

10 markets examined. Unlike France and the 

United States, few of the blog conversations 

that originate in the German blogosphere seem 

to find their way into offline conversations or into 

mainstream media coverage. 

An analysis of 100 of the most popular German 

blogs found that few ever mention German 

companies in their posts. German brands like 

Volkswagen, Siemens, Deutsche Telecom and 

Lufthansa were rarely 

if ever mentioned 

by the so-called 

“short-head” of the 

German blogosphere.  

Although several A-

list blogs have been 

driving a lot of buzz 

about companies 

behaving badly, most 

bloggers do not seem 

to pay much attention 

to companies. 

This analysis also 

found that these elite 

blogs focused mostly 

on technology, personal diaries, media, 

popular culture, or politics. Although some 

of the A-list blogs can earn up to 200 

comments per day, most of these comments 

come from other bloggers. In Germany, 

it is bloggers that comment on blogs. It is 

unusual to see non-bloggers posting blog 

comments in the German blogosphere.

rarely spurreD to aCtion

In Germany, there are just a few “professional 

bloggers” earning a living through their 

blogs. Johnny Haeusler of Spreeblick.com 

has the most recognized German-language 

blog, which focuses on music, media, 

and culture. Haeusler has also founded 

Spreeblick Verlags KG, a publishing house 

for blogs. He has recently lamented that 

the German blogosphere is not growing at 

the same rate as the blogosphere in other 

Western markets. 

Just 15% of German blog readers claim to 

have been spurred to action by a blog. This 

is lowest figure for any of the 10 markets 

surveyed and is low when compared with 

other large European markets like the United 

Kingdom (28%) and France (27%). 

attempts to silenCe Bloggers 
BaCKfire

To date, attempts to intimidate bloggers 

have evoked strong negative reactions from 

the German blogosphere. In 2006, there was 

no shortage of companies and politicians 
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making threats against bloggers. Their attempts 

only managed to garner negative coverage for 

the blog critics.  

One  example 

involved the Ger-

man chapter of 

T r a n s p a r e n c y 

International (TI), a 

non-governmental 

organization that 

targets corruption. 

The organization 

lost credibility 

in the German 

blogosphere after 

making legal threats 

against a female blogger who had criticized it.  

The blogger quickly alerted some A-list bloggers 

about her predicament and in only a few hours 

many bloggers were railing against TI. 

The blogosphere proceeded to dig into the 

history of German TI and found several older, 

but negative pieces of media coverage. One 

blogging lawyer went as far as to sue TI on behalf 

of the blogger TI had targeted. The incident 

serves as warning to organizations about the 

perils of trying to intimidate rather than engage 

the blogosphere. 

influential german Blogs

BILDblog

Spreeblick

Basic Thinking Blog

Ehrensenf Internet TV

Lawblog

shopblogger

Dr. Web Magazin

Wirres.net

Netzpolitik.org

Werbeblogger Weblog

 

Source: Technorati and Edelman, October 2006

Source: Edelman Omnibus Blog Study

Germany

total Germany

reads blogs

Germany

total Germany

reads blogs
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Sixteen percent of Italians read 

blogs, making it one of just four 

markets with a reading below 20%. 

Eighty-eight percent of Italians that 

have attended a public meeting on 

a local issue in the last 12 months 

read blogs; 66% of Italians who 

have signed a petition in the last 12 

months read blogs.

Italy’s most popular blogger, Beppe 

Grillo, is also one of the world’s 

most popular bloggers, according 

to worldwide rankings compiled by 

Technorati.

italy by Mauro Turcatti  

Mauro Turcatti is an account executive in Edelman’s Milan 

office.

The Italian blogosphere is unique for a number 

of reasons. First, there is a digital divide between 

Italy and several other major markets with an 

active blogosphere. In Italy, there are 31.3 

computers per every 100 residents, compared 

with 76.2 per 100 residents in the US, according 

to figures published by The Economist. Research 

released at the beginning of 2006 by the Italian 

National Institute for Statistics found that 

while 43.3% of Italian families own a personal 

computer, only 34.5% have access to the 

Internet. Similarly, only one family out of three 

surfs the Web using a broadband connection. 

These statistics should help explain the relatively 

low blog readership among Italians.

Still the Edelman 

Omnibus Blog Study 

reveals a significant 

gap between the blog 

consumption habits of 

the average Italian and 

those of “influencers.” 

While only 16% 

of all Italians read 

blogs, almost twice 

that percentage of 

influencers (30%) read 

blogs. Influencers are 

also much more likely 

to take action because 

of something they 

read on a blog (38% 

vs. 18%). 

feW Blogs mention Companies, feW 
Companies Blog

 
Italian bloggers write little about Italian 

brands or products, according to an 

analysis conducted by Edelman. A search 

of 100 leading Italian blogs using Technorati 

demonstrated few posts for such Italian 

household names as Prada, Ducati, Fiat 

and Gucci.  A similar analysis conducted for 

major multi-national-companies Coca-Cola, 

General Motors, Microsoft, and McDonalds 

also revealed very little activity.  

In Italy, corporate, brand and employee 

blogging are still uncommon. The Italian 

blogosphere is a place defined by individual 

bloggers writing on topics like celebrity 

gossip, technology, movies, television, cars, 

and politics.

According to Technorati, in June 2006 

Italian blogs accounted for about 2% of 

the entire blogosphere. While Italians 

still rely on national news outlets like the 

newspapers Il Corriere della Sera (www.

corriere.it) and La Repubblica (www.

repubblica.it) for news, there is evidence 

that companies and politicians ignore the 

Italian blogosphere at their peril. 

Beppe grillo anD teleCom italia  

Beppe Grillo is a popular Italian comedian 

whose grassroots campaigns against 

intuitional power and state-owned 

corporations have earned him the trust of a 

legion of fans but also has alienated him from 
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much of the mainstream media.  He started 

to blog and has become known as the 

foremost Italian blogger. Grillo has become 

a top 100 blogger in the worldwide ranking 

compiled by Technorati. It is not uncommon 

for Grillo’s blog to have more than one 

thousand comments per post. From time-to-

time, he takes action and asks his readers to 

sign petitions, raise funds, and rally around 

a cause he supports.

One of Grillo’s favorite targets is telecommu-

nication giant Telecom Italia. On September 

12, 2006, after the board of directors 

announced plans to sell the company’s 

mobile communication division to pay down 

debts, Grillo used his blog to appeal to small 

investors holding Telecom Italia shares. He 

asked for their support in a proxy fighting 

the sale, which he portrayed as a betrayal 

of the Italian people who had paid taxes for 

decades to help build the company. Grillo 

promised to appear at the next Telecom 

Italia shareholders meeting and push for the 

removal of the entire board of directors. The 

initiative received the support of more than 

1,750 people, representing about 4,800,000 

shares in only the first two weeks.

Searches for “Beppe Grillo” and “Telecom 

Italia” in the Italian blogosphere thereafter 

demonstrate an enormous spike in buzz 

around the campaign.  Grillo’s attacks 

gained the attention of the mainstream 

Italian press and has provided him with 

huge visibility offline, while at the same 

time causing public headaches for Telecom 

Italia’s leadership.

influential italian Blogs

Blog di Beppe Grillo

Blogosfere

Manteblog

Robink.net

Macchianera

Daniele Luttazzi

Pandemia

Wittgenstein

Andrea Beggi

Daveblog 

Source: Technorati and Edelman, October 2006

Source: Edelman Omnibus Blog Study
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The majority of Poles (85%) do not 

yet read blogs.

With the exception of leading edge 

Japan, Poland is the only market 

where women read blogs more 

frequently than men.

polanD by Maciej Lason 

Maciej Lason is a senior account executive in Edelman’s 

Warsaw office.

Despite the fact that Poles were early entrants 

into the blogosphere, with the first Polish blogs 

appearing at the start of 2000 and the first free 

Polish blog platforms appearing in 2001, the 

majority of Poles (85%) are not yet reading blogs 

and only 16% of Polish society claims to read 

blogs at least once during an average week. 

The average age of blog readers is young, with 

most under the age of 35. Poland is also the only 

market outside of Japan where women report 

reading blogs more frequently than men.

While Poland is not often considered a new media 

or technology haven, the Eastern European 

nation has a vibrant social media scene. Indeed, 

much of the most popular Polish Websites 

appear to follow the template provided by the 

US based Web. For instance, Poland has several 

clones of the popular U.S.-based social news 

site, Digg, the largest one being wykop.pl. There 

are also several social networking sites such 

as biznes.net, goldenline.pl, ogniwo.net (similar 

to U.S.-sites like Linkedin.com),  ogniwo.net 

and spinacz.pl (social 

networking sites like 

MySpace). There is 

also an increasing 

number of vlogs (video 

blogs) and moblogs 

(mobile blogs). 

politiCal anD ngo Blogs heat up, 
Business shies aWay

Although there are many personal blogs 

in the Polish blogosphere, there also is 

an active political and media blog culture. 

During 2006, several famous Polish 

journalists and news outlets began blogging. 

The Polish edition of Newsweek began a blog 

(newsweek.redakcja.pl/blogi) as did the 

U.S.-based correspondent of the nation’s 

largest daily newspaper, Gazeta Wyborcza 

(Bartosz Weglarczyk, bartoszweglarczyk.

blox.pl). 

Still, the mainstream media often dismisses 

blogs as “teenager diaries” and bloggers 

are rarely featured in the mainstream 

press. However, there are some notable 

exceptions. One of the most famous and 

widely discussed blogs is written by former 

Prime Minister Kazimierz Marcinkiewicz. 

Shortly after Marcinkiewicz’s blog launched, 

it became one of the most popular sites on 

the Polish Internet along with a blog run 

by his detractors. The subsequent political 

buzz in the blogosphere caused media 

attention and started the trend of blogging 

politicians in Poland. Within the last year, 

almost all politicians from the major parties 

have begun blogging.  



��A Corporate Guide to the Global Blogosphere

NGOs are active in the Polish blogosphere and 

occasionally receive a significant amount of 

media attention. In 2006, Amnesty International’s 

“ l e t t e r - w r i t i n g 

marathon” quickly 

became on of the 

most popular blogs in 

Poland.

The Polish business 

c o m m u n i t y 

remains wary of the 

blogosphere. Despite 

the growing number 

of Polish blogs, there 

have been just a few 

attempts to use blogs 

as a marketing tool. 

Adidas attempted such a blog recently, using it 

as platform to hold a contest for soccer fans. 

Currently, the most popular Polish blogs have 

several thousand unique visitors per month. By 

all accounts, Poland is on its way to a full-scale 

blogging revolution to rival the one taking place 

in other markets of Europe. 

influential polish Blogs

tebe.blox.pl 

ciezkiedni.blox.pl 

mediacafepl.blogspot.com 

chaotic.blox.pl     

magdampamietnik.blog.onet.pl  

kmarcinkiewicz.blog.onet.pl

netto.blox.pl 

zjadamyreklamy.blox.pl 

supergigant.blox.pl 

rozmawiamy.blox.pl 

Source: Edelman, October 2006

Source: Edelman Omnibus Blog Study
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Twenty-three percent of people 

interviewed read blogs, which is 

on par with US and higher than any 

other European country.

UK blog readers read with more 

frequency (an average of 0.68 times 

a week) than readers in any other 

country in Europe.

Thirty percent of blog readers, 

higher than any other nation except 

Belgium, have taken action as a 

result of reading a blog post.

uniteD KingDom by Stephen Davies 

Stephen Davies is an account executive in Edelman’s 

London of f ice. He blogs at http://www.prblogger.

com/.

In 2006, we witnessed a dramatic change in 

how the British public viewed blogging and 

other social media.  British business and media 

have transcended from the 2005 question of 

“What is a blog?” to  the 2006 question “Okay, 

so how do we work with these new forms of 

communication?”  

British blogs cover a range of issues from politics 

to business to fashion.  A nation once known for 

keeping the stiff upper lip and expressing self- 

restraint in expression and emotion is no more.  

Citing of Blogs By top-tier mainstream 
press has inCreaseD 

The frequency of press 

articles referencing 

blogs has dramatically 

risen from six in the 

first quarter of 2004 to 

246 in the third quarter 

of 2006, according to 

a StrategyOne media 

audit survey.  

The most common 

topic that filtered 

through the U.K. 

blogosphere to the 

traditional media was 

politics, with MPs, 

politicians, critics and 

observers all commenting on the political 

agenda via blogs.  For example, the leader 

of the opposition party, David Cameron, has 

his own video blog where he posts daily clips 

of his day-to-day life.  Not to be outdone by 

the right wing, the Secretary of State for 

environment, food and rural affairs, David 

Miliband, blogs almost daily to “close the 

gap – the growing and potentially dangerous 

gap – between politicians and the public.” 

Pundits such as Iain Dale and Guido Fawkes 

(pseudonym) are sought after for opinion 

and comment by the traditional media and 

both have broken stories on political deceit 

that were previously unknown except to a 

small group of elite political journalists.  

Fawkes, who blogs about “plots, rumours 

and conspiracy” in Parliament claimed that 

the Deputy Prime Minister, John Prescott, 

was having an extra-marital affair with 

a fellow MP, and named the woman in 

question on his blog.  This subsequently 

broke out in the traditional media and 

Prescott was interviewed on the BBC about 

the allegations.  

influential u.K. Bloggers are 
aCtivately Covering politiCs, Business 
anD BranDs 

Research by Edelman on 50 influential U.K. 

bloggers found that 24% write specifically 

about U.K. news and politics.  Edelman also 

examined a number of U.K. companies, 

including British Airways (an Edelman client), 

Sainsbury’s, Tesco, and the Royal Mail  –to 

determine the frequency with which these 
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brands were mentioned in blog posts during a 

three-month period.  The research demonstrated 

that 66% of these blogs had been written about 

one of these local companies.  The same analysis 

showed 44% 

had written 

also about a 

mu l t ina t iona l 

company.

Given the 

growing number 

of blogs and the 

frequency of 

posting (70% of 

influential U.K. 

blogs post daily, 

according to an 

analysis conducted by Edelman), companies 

need be conscious that they and their products 

and initiatives will be discussed with accurate 

information.  Blog posts are credible, and some 

30% of U.K. readers surveyed stated that they 

have taken some action to support or pressure 

a corporation or government on an important 

issue. Many bloggers have an expectation that 

companies will listen to their feedback and 

criticism and respond in a timely manner.   

Corporate CommuniCations neeDs to 
emBraCe a BroaDBanD soCiety  

The emergence of blogging as an influential 

media channel, is indicative of a significant 

change as Britian becomes Europe’s most 

digital market, where broadband covers 

more than half of all Internet connections, 

according to U.K. government statistics. 

Consumer-generated videos have started 

to eat into TV viewing time, and newspaper 

circulation declines as younger readers get 

their information online from a wider variety 

of sources or through technologies like 

RSS.

Declining figures and changes in how the 

public consume their media are prompting 

traditional U.K. media outlets to adapt 

accordingly. One of the most notable 

examples is national newspaper, The 

Guardian.  The Guardian Media Group, which 

owns both The Guardian and The Observer 

newspapers, saw its revenues dip last year 

as a result of difficult market conditions.  

However, The Guardian Web site, which 

gives all of its content away for free, had 12.9 

million unique visitors in March alone, and 

its digital division reported revenue growth 

of over 41% through online advertising.  

Its online presence and free content have 

effectively transformed the publication from 

a national newspaper to a global information 

portal referenced by bloggers around the 

world.

The newspaper also broke a world record 

when its podcast featuring comedian, Ricky 

Source: Edelman Omnibus Blog Study
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Gervais, was the most downloaded podcast in 

2006 logging eight million listeners worldwide.  

And the introduction of its blogging strategy 

- including its Comment is Free blog, which 

has aggregated contributions from some 600 

bloggers.

What The Guardian and similar publications are 

realizing is that any company, no matter how 

large or small, has the technology to become a 

media company in its own right and can reach 

out to  its stakeholders without the traditional 

gatekeeping role of the media.  Indeed, the 

editor for the news and current affairs program, 

Newsnight, Daniel Pearl, stated that blogging has 

begun to make an impact on the show’s agenda 

because they have tools like Technorati to track 

the discussion and provide new insights.    

influential uK Blogs

gapingvoid

Mashable!

EU Referendum

The Lair of the Crab of Ineffable 
Wisdom

Tech Digest

Akihabaranews.com

plasticbag.org 

Samizdata.net

Shiny Shiny

Iain Dale’s Diary

  

Source: Technorati and Edelman, October 2006
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uniteD states by Michael Wiley 

Michael Wiley is a senior vice president in Edelman’s 

me2revolution practice.

The 2004 U.S. presidential elections introduced 

the power of blogging to the mainstream and 

from that point forward the blogosphere has 

seen explosive growth. Technology companies 

including Microsoft (an Edelman client), IBM and 

Sun were early adopters of corporate blogging 

and have been joined by GM, GE (an Edelman 

client) and Boeing (an Edelman client) to name 

a few.  These companies have been able to 

achieve new levels of customer and supplier 

interaction, demonstrate their passion and 

expertise regarding their products and services, 

and perhaps most important, humanize their 

respective organizations.

Conversely, many companies have been slow 

to monitor and engage the blogosphere, often 

to their detriment. Dell, Electronic Arts and 

Kryptonite provide the most recognizable case 

studies. Each company suffered harm in its own 

way; and it may have been averted if they were 

listening and willing to engage. It seems that 

Dell, in particular, has learned a valuable lesson 

and has launched its own blog.

Currently, 27% of Americans (approximately 

76,000,000 people) read blogs on a regular 

basis. Thirty-four percent of U.S. blog readers 

(approximately 26,000,000 people) are 

Influencers. Blog readership skews younger, with 

18-to-24 year olds visiting blogs most often.

mainstream meDia is evolving; 
WelComes CitiZen Journalists

While many bloggers remain true hobbyists 

by blogging about subjects they are 

passionate about, others have adopted 

opinionated attitudes and investigative 

techniques towards blogging about 

government, business and the media. 

The most widely read bloggers cover 

topics including technology, business, 

entertainment, politics, gossip, and 

parenthood. In addition, given the ubiquity 

of digital devices, there are more incidences 

of “accidental” citizen journalism in which 

events are captured and distributed globally 

in an instant by witnesses. 

In the past 18 months, the mainstream 

media have begun to incorporate the tools 

of the citizen journalist into their repertoire 

as well. Most media outlets now have blogs, 

podcasts and vodcasts. For example, the 

Riverside Press Enterprise a mid-sized 

newspaper in California is now requiring 

reporters to shoot video as part of their news 

coverage. The New York Times has teams of 

reporters blogging live from sporting events, 

major trade shows and political conventions. 

Business Week has supplemented their 

magazine with a variety of podcasts and 

blogs that cover industries and companies 

in much greater detail than before. These 

efforts have virtually eliminated the “news 

cycle” and give new meaning to immediacy.

We are also seeing a proliferation of media 

that are actively seeking the involvement 

unitEd stAtEs
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of citizens.  ABC television was one of the first, 

asking citizens to submit video of breaking news 

that they witnessed 

and captured. CNN 

has I-reports which 

accepts audio, 

video and photos 

from cell phones. 

New websites like 

N o w P u b l i c . c o m 

and Backfence.

com aggregate 

citizen journalism 

and allow anyone to 

contribute. 

Corporations are still reluCtant to 
partiCipate

Most companies are still organized around 

a command-and-control structure in which 

consumers are talked to, not with.  Today, only 

8% of the Fortune 500 have an active business 

blog. While the vast majority of brands remain 

on the sidelines, likely overcome by fear of the 

unknown, a false belief that they still control 

their messages, or other forms of inertia, their 

advocates and detractors are discussing 

them and in many cases, launching their own 

forums for discussion. By actively participating 

in the conversations taking place about their 

products and services, companies can better 

understand what motivates customers, foster 

deeper relationships, and buttress credibility 

and reputation.

The ethos of the blogosphere has laid the 

groundwork for the Web 2.0 movement 

which became a phenomenon in 2006. Web 

2.0 is characterized by a variety of new 

applications and social software that 

promotes collaboration, sharing, and de-

centralization of authority. 

These social software tools, including blogs, 

podcasts, social bookmarking sites, social 

networks, wikis, folksonomies and widgets 

can be used to the benefit of, or detriment 

to, corporations. 

While most companies are still reluctant 

to blog, this ever expanding list of tools 

offers powerful new ways to communicate 

and involve consumers who are passionate 

about their products, brands, services, and 

corporate initiatives. 

To be successful – and even remain 

relevant – communicators must thoroughly 

understand and be conversant in the new 

media ecosystem. 

U.S.-based multinational companies can 

begin to embrace the Web 2.0 philosophy 

by: 

g  Listening and participating in conver-

sations in multiple languages, not just in 

English. Conversations are among peers, 

around topics and are not constrained by 

language. 

g  Supporting and encouraging rank-and file 

employees to blog, in a responsible manner.  

It is often more credible for say, the head 

of Design, or Research to discuss his/her 

company’s products than a CEO.

Source: Edelman Omnibus Blog Study
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influential us Blogs

www.engadget.com 

www.boingboing.net  

www.huffingtonpost.com 

www.gizmodo.com 

www.techcrunch.com  

www.dailykos.com 

www.lifehacker.com  

www.crooksandliars.com  

www.michellemalkin.com 

www.tmz.com   

Source: Technorati and Edelman, October 2006

g  Engage the blogging community by, for 

instance, inviting them to review and preview 

your products or comment on a corporate 

responsibility initiative.  

g  Use social media tools within the com-

pany on the intranet. They are ideal for 

building communities of interest, knowledge 

management, sharing best practices, and 

breaking down silos.

g    Companies are no longer in complete con- 

trol of their brands and messages.  By 

acknowledging and accepting this, companies 

can begin to pursue wonderful opportunities 

for co-creation and outside involvement in 

various corporate initiatives, such as product 

development, advertising, communications and 

research.

g Every company is now a media 

company—by producing entertaining and 

informative multimedia content, it is easier than 

ever to engage constituencies in a meaningful 

way.
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the Center of gravity shifts
by Steve Rubel 
Steve Rubel is a senior vice president in  

Edelman’s me2revolution practice, and his blog, 

micropersuasion is listed as one of the world’s 

most influential blogs by Technorati.

 
In the last five years the media landscape 

has fragmented dramatically. Millions of 

blogs have sprouted up across the world, 

covering the most esoteric of subjects to a 

level of depth the mainstream media could 

never come close to matching.  The blog 

boom gives the communicator a channel to 

listen to and engage directly with people, a 

subset of whom, are inherently interested in 

their products, company and initiatives. 

On the flip side, it’s still difficult to track 

the right conversations – an absolute 

prerequisite for joining the blogosphere.  The 

rules of engagement with the blogosphere 

are quite different. The common law 

dictates that companies participate in an 

open, continuous, authentic conversation, 

which is quite different from “messaging” 

and communicating at audiences.

Compounding this situation further is the 

medium’s globalization. Blogging, which 

began as an outgrowth of America’s free 

expressionist culture, has truly become a 

worldwide phenomenon. Today, the majority 

of all 1.2 million daily blog posts tracked by 

Technorati each day are written in Asian 

languages.

all Blogs are loCal

The conversation in the United States largely 

focuses on technology, entertainment, 

politics, and personal affairs. However, 

outside the United States, each region 

emphasizes different conversation-

al themes, reflecting the tenor of the 

local culture. For example, some of the 

most popular blogs written in Italian and 

French are personal journals. The global 

conversation is very local.

Nevertheless there’s a universal truth about 

blogging that spans all languages and 

cultures. Blogs are increasingly influencing 

mainstream media. Bloggers are alpha-

communicators.  They are dedicated to being 

at the vanguard of their area of expertise. 

These individuals are the source of story 

ideas; they provide reporters with credible 

insights; they’re often seen as experts; and 

in many instances they serve as the voice of 

the people. 

However, bloggers are not like journalists. 

This is true for even many of the so-called “A 

list bloggers” — people with a high number 

of inbound links who are often treated 

like mainstream press.  They’re writing for 

themselves, not for their employer, nor to 

any deadline. They’re not paid.  They’re 

blogging when they have something to say  

about their passions. Bloggers often are 

united in their intent to contribute to the 

broader conversation taking place among 

peers. They expect anyone, any company, 

that is participating in the blogosphere to 

act the same way. 

Although blogging’s impact will be felt by 

companies for years to come, change is 

already underway. By some measures, 

blogs may be peaking.
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the Blogosphere matures as interest 
piCKs up in neW Channels

Every quarter, Technorati, a popular blog search 

engine, releases the “State of the Blogosphere.” 

The data is widely viewed as the best barometer 

to measure the vitality of blogging. 

To date, the trend lines have always pointed in 

one direction: up. However, the last “State of 

the Blogosphere” report, published in October, 

seemed to indicate that interest in publishing 

blogs may be leveling off.  Although the total 

number of blogs Technorati tracks topped a 

record 57 million, the volume of posts published 

per day appeared to be cresting, an additional 

quarter or two of data will provide more clarity.

Further, Gartner Group predicts that the number 

of bloggers will level off in the first half of next 

year at roughly 100 million worldwide. The 

reason? Those who love it are committed to 

keeping it up, while others have gotten bored 

and have moved on.

So is blogging dying? In a word: no. The need 

to express oneself is evergreen. All indications 

are that blogs will remain extremely influential. 

Going forward they will not be measured by 

volume of visitors, page views or even links, but 

by the quality of their readership and content. 

Savvy readers are using technologies like RSS 

to keep informed by their most trusted bloggers 

and mainstream media.  

What might be happening, however, is that the 

public’s attention is shifting from writing blogs to 

creating content through other means. In other 

words, the center of gravity is moving away 

from the blogosphere as the entire universe of 

media expands. YouTube and social networking 

sites like Facebook and MySpace are also 

incorporating blogs into their members’ 

profiles.  

A highly influential, but mostly overlooked 

authority about a company’s reputation 

is its profile on Wikipedia, which tends to 

rank in the top 10 Google search results for 

dozens of brands and is edited by anyone 

connected to a computer.

Regardless of what form this all takes, 

communicators need to hear the drumbeat 

of conversations across all forms consumer 

generated media, not just blogs. And they 

need to do so globally and locally, where the 

culture can sway the content.

hoW Can Companies partiCipate in 
peer-to-peer Conversation?

g Find: Identify your most influential 

advocates and vigilantes 

g   Listen: Develop the infrastructure to mine 

the conversations for insights both globally 

and locally

g   Engage: Build relationships with bloggers 

both on a personal level (e.g. email 

conversations) but also by participating in 

the conversation with your blogs

g   Empower: Create the structure to help 

your key influencers achieve their wants and 

desires
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Survey Methodology
The Edelman Omnibus Blog Study was conducted by Edelman’s independent 

research company, StrategyOne. In Belgium, China, France, Germany, Italy, 

Poland, South Korea, the United Kingdom and the United States, the survey 

employed computer-assisted telephone interviewing and random-digit 

dialing. With the exception of China, the sample was taken on a national 

basis.  In China, the survey population was limited to several of nation’s major 

urban areas covering Beijing, Chengdu, Guangzhou, Shanghai and Wuhan. In 

Japan, the survey was conducted using a sample selected from a panel of 

respondents who had previously agreed to take part in online surveys.  The 

margin of error across the survey is a maximum of 4.3% at the 95% level of 

confidence. The base for each country was Belgium 937, China 1000 France 

940, Germany 1000, Italy 1000, Japan 1000, Poland 1038, United Kingdom 

1002, United States 1000, and South Korea 1000. 
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