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First up, let’s look at 7 guiding principles for influencer outreach. These aren’t “my” rules –
plenty of marketing bloggers have published their own thoughts about how marketers
should engage with bloggers and when you read enough of these posts you find that there
are a number of common threads. Here are 7 reflect the collective wisdom of the
blogosphere - which leads us directly into the first principle.
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Before you do anything, you need to listen to the blogosphere. You need to understand
who is talking about your clients’s brands, what they’re saying and what the impacts of
those conversations are. But this principle runs deeper than that.
You need to think beyond your clients and simply get to know bloggers – especially those
bloggers that you ultimately hope to approach on behalf of your clients. There are lots of
benchmarks – Todd Defren of Shift Communications, a PR agency in Boston, for example
advises marketers to read at least 20 posts by a blogger before assessing whether they are
a good target. He also advises that you read deep into the comment threads. Great advise.
Similarly, at crayon we apply a 1-hour rule: never target a blogger unless you’ve spent at
least an hour on their blog. You really need to understand who the blogger is, what their
hot buttons are, what topics they’re passionate about, how they feel about various brands
and if in fact they ever right about brands at all.
This level of effort will help insure that your outreach is relevant, personal and appropriate.
As an added bonus – remember that I said that lots of bloggers have published their
version of outreach best practices? If you spend serious time with the bloggers you are
most interested in, you’re bound to learn exactly how they want to be approached.
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For the most part, marketers think in terms of the “big hit” – for advertisers that might
mean prime time TV spots, for PR agencies it might be a piece in the Wall Street Journal or
Time Magazine. It’s only natural that this mindset filters through to the blogosphere – you
probably focus a lot of your energy on earning the attention of a small set of A-listers.
This approach, while not out-and-out wrong, is only one piece of the puzzle. While Alisters mean large audiences and larger influence, they typically have the lowest tolerance
for BS, are notoriously difficult to persuade and, at the end of the day, increasingly unlikely
to pay attention to unsolicited pitches from strangers.
Make sure you focus the bulk of your effort on finding the “right” bloggers for your pitch –
principle #1 helps you do this, but you need to follow through with a new kind of thinking
and look beyond the biggest of the big. You just might find gold in the b, c or even z-list if
you can get the most appropriate bloggers talking about something that that they can truly
be passionate about.
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Your pitch shouldn’t be the first time I hear from you. If a blogger is an important target for
one of your clients, make sure you establish a line of communication long before you need
them for something. Here are a few simple things you can do:
Chime in now and then with comments.
Join MyBlogLog – for bloggers that use the service, it lets them see who is visiting their
sites. Showing your smiling face every now and then says a lot about your level of
commitment to the social mediasphere – more on commitment in a bit…
Contact the blogger directly – most bloggers publish their email address. Use it – just to
say hi, to open a dialogue about a topic that matters to the blogger and even to ask
permission to pitch before you actually do so.
Join twitter and follow bloggers – again, they’ll see you out there, get to know you and
recognize your name.
The same goes for Facebook – lots of bloggers, especially marketing and business bloggers,
use it to maintain their networks. Join their networks and you stand a better chance of
breaking through the clutter.
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I don’t know too many PR professionals who would – unsolicited - email a generic press
release to a mainstream media reporter. Typically, you approach key reporters with wellcrafted, highly personalized pitches. For safe measure – and broader coverage beyond your
target list – you put the release on the wire. Yet, I can’t tell you how many times PR
people have sent me generic form emails with their release attached in PDF format.
By now, you have probably figured out that I don’t think this is a good approach and, if you
follow principles 1-3 you will be less inclined to take this approach. Never, never, never
blind-email hundreds of bloggers with the same pitch – sure, that means a lot more work
but it also means that you will have a significantly higher success rate. The more personal
you can make each pitch, the better chance you’ll have of getting positive responses.
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This one is a bit of a conundrum. The most obvious interpretation is that you shouldn’t
expect the same professional standards that you do form reporters – I’m not saying that
bloggers are inclined to be unethical (the good ones are anything but) but you do need to
bear in mind that bloggers are not obligated to be unbiased, they might not fact-check, etc.
But here’s the other side – they are often “passionate experts” that write about what they
want, when they want, how they want. They don’t have deadlines, have no obligation to
report the most “important” news stories, etc. This gives you more flexibility on the one
hand, but also takes away some of your leverage – most bloggers won’t write about
something that doesn’t jive with their personal agenda, period.
Which brings us the the next point.
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You need think about WHY the blogger should care – because your client’s new product is
revolutionary? Don’t care. While you never, ever, ever should offer bloggers direct
compensation in return for writing about your news, you do need to think about what
levers you can pull to make bloggers care.
The simplest is “link love” – the blogosphere runs on linking so if your story is likely to drive
other blogs to link to the bloggers that cover your news first, make that part of your pitch
(but only if it’s true.) Even better, have your clients put a blogroll on their own sites and
link directly to any blogger that writes about their brands.
Another approach: treat bloggers like journalists. They may not BE journalists but they sure
like to feel legitimized. At crayon we’ve had tremendous success with inviting bloggers to
invite-only press events and giving bloggers access to our clients’s executives for exclusive
interviews. It works…
Think about providing your bloggers with something – products, invites, etc – that they can
share with their communities. Trust me, if a blogger has a stack of your clients’s products
to give away to readers, they will let their readers know.
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I said we’d get to commitment – in fact, I’d argue that following steps 1-6 requires you to
make a commitment to the social mediasphere. But here I’m talking specifically about
what happens after the outreach. I can’t tell you how often I get a pitch and then, even if I
write about it, nothing.
Any blogger can tell you that the post is just the beginning of a conversation that can and
will continue (sometimes for months) through the comments thread. As a PR professional,
you need to make sure that you (or your client) stays part of that conversation. Be
prepared to comment, address points head on and engage in constructive professional
debate with both the bloggers and their readers.
Even more so when the tide turns against you. Unlike mainstream media, blogs offer a
public forum for you or your clients to argue their case and sway opinion. At crayon, by
being persistent and professional in dealing with detractors, we have been able to make
allies and supporters out of vocal critics of two clients – Coca-Cola and Firebrand.
Remember that blogosphere firestorms (like Dell Hell) can come from anyone, anywhere –
the best thing you can do to prevent something from getting out of control is to stay
involved all the way to the end.
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Now we’ll look at 7 tools that, in combination, form the basis of an integrated social media
PR program. I am not advocating a “give me one of everything” approach. You don’t need
to do all seven – pick and choose the ones that are right for your brand. But when used in
combination, they provide your client with more bang for their buck.
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If there is one mandatory, it is the social media press release. These are becoming more
and more common – here’s a Cisco example but I could have easily shown you a dozen
others. At first glance, a SMPR isn’t so different from a traditional wire release but if you
look closely you’ll notice that they tend to be presented in bullet point form, with most if
not all marketing hype stripped out. They are no nonsense web pages that provide facts
and language that any blogger can (and often do) pick up verbatim. This helps you to
disseminate a consistent message and makes it easier for bloggers to write about your
release.
But the text is only the beginning…
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Todd Defren’s SHIFT communications released a template that has essentially become a
standard for SMPRs – you can download it in PDF form. You’ll note that the template
includes links to rich media assets like photos, videos and graphics that the bloggers can
access and use to dress up their posts. It also includes links to other social media hubs, as
relevant – this is a great way to let bloggers know what their colleagues are saying and
more. If you provide a robust SMPR you’ll find that many bloggers will literally piece
together their posts using assets you’ve given them.
I should point out that the SMPR isn’t a static object, but is created as a living web page. If
you can tap into your client’s web development resources, great. If not, think about
building your own SMPRs using a common blogging platform like Typepad or Wordpress, or
a third party SMPR builder like PRX Builder.
What you’ll notice is that a proper social media press release is much more than a flat
retelling of the facts. In fact, a good SMPR outright requires you to leverage other social
media channels as distribution points for right media content, as hubs for aggregating and
sharing consumer generated content (at a minimum, blogger generated content) and more.
For the rest of this presentation we’ll look at each of these components, the role it plays in
integrated social media marketing and the basics of how you get it done.
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So bloggers will blog and you’ll be keeping an eye out for their posts. One simple tool – for
you and your client, but also for the bloggers – is a purpose-built del.icio.us account. Here’s
an example from our Coca-Cola Virtual Thirst campaign. Every time we find a post about
the program, we tag it and add it to our linkroll. This costs nothing and takes almost no
time – it’s literally a no brainer. It shows bloggers you’re listening and acknowledging their
contributions, but also looks pretty impressive when del.icio.us users search for your brand
and find hundreds of related posts.
Set up a del.icio.us account for each one of your clients and then, within each client
account, set up a distinct linkroll for each program you run.
One last point – you should linkroll EVERYTHING. Even the negative posts. This isn’t just
about patting yourselves on the back – it’s about aggregating ALL conversation about your
brand and program in a way that provides a complete picture of what people are actually
saying.
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As I mentioned earlier, bloggers have flocked to Facebook – for that matter, so have
consumers. While MySpace is still the largest social network by a long shot, it is also the
one in which it is hardest to make any impact – unless you’re willing to spend six or seven
figures to do it right. We’ve used MySpace as a social network hub for some of our
campaigns only to amass a dozen friends that in the end aren’t particularly engaged with
the brand. Conversely, we’re finding some success with Facebook – primarily with groups
but the new Fan Pages hold promise as well.
What can you do with a Facebook group? Among other things, you can invite bloggers and
other influencers to join and, when they do, use the group as another communications
touch point. This slide shows the group for crayon client Firebrand – the site just went into
beta this week but for more than a month we’ve had over 600 members, mostly marketing
bloggers and high level advertising executives (a key target audience for this client.) To
make this happen, we literally tapped into our own personal networks – this ties back to
the principle of joining your bloggers’ communities. If you already travel in the same
circles, it is easy to make this happen. Now, we are using the group to notify the members
of developments with the beta site and actively solicit feedback and participation.
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Next up Flickr. At a minimum you’ll have logo graphics, executive photos, product shots.
Beyond that, you might have pictures from press events, consumer events and more. This
is a great example by Verizon – to promote FiOS they are producing a VOD makeover reality
series starring real families and throwing block parties in local neighborhoods. Each event
is a content creation opportunity – they capture lots of photos and share those photos in
their branded Flickr account.
You can take this a step further by letting content creators and consumers know how to tag
their photos and contribute them to a purpose-built Flickr group.
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If you have (or can make) video assets – promos, demos, event videos, etc – you should
think about creating a YouTube channel for the presentation of those videos. This also
provides a forum in which you or your clients can directly address the consumer population
during the course of a program -- and just as importantly, a forum for consumers to talk
back. In this screenshot, you see one of our Coke clients describing some of the changes
we made to the Virtual Thirst program as a result of consumer criticism of the prizes and
terms of participation. I should also note that prominent video podcaster and podCamp
organizer Christopher Penn, who you can see at the top of the related videos section,
posted his own response to Coke’s video post. Beyond this video exchange, our channel
hosts promotional videos about the program, video diaries from the crayon team that
managed the project and other related video segments.
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Now to pull all of the shared content – whether photos, videos, links or the blog posts
themselves -- come together, you need to establish a set of consistent tags (or key words)
and make sure the content creators know what they are. Your SMPR should always include
a list of suggested tags – often called Technorati tags, after the popular blog search engine,
even though they are used for more than just Technorati. You should come up with a list of
relevant – and ideally distinctive – words and terms that include your brand names, key
phrases and key descriptive words for your product or category.
Content creators are inclined to use the tags that you suggest because they understand
that it will help increase the visibility of their content in searches and help associate their
contributions with other relevant contributions by other people. In return, consistent
tagging makes it easier for you to monitor activity and stay on top of the online
conversation as it unfolds across a wide variety of social media channels.
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And finally, let’s talk about RSS. More and more people are using RSS as a way to subscribe
to content that interests them. This is most prevalent among bloggers and other social
media creators, so serving your updates via RSS makes perfect sense – to be blunt, most
bloggers won’t check your site for updates, once they’ve been there the first time. Most –
if not all – of the sharing sites that I’ve spoken about allow users to subscribe to topical RSS
feeds. The one channel that you control – your social media press release, or more broadly
your social media press room – should be RSS powered as well. Give influencers an easyto-find link to subscribe to your news updates and you will establish a permission-based
stream of communications with anyone that takes you up on the offer. Over time, this
decreases the burden of proactive outreach while making it easier for influencers to write
about the news that is relevant to them.
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