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What is blog and blogging?

A blog is a website in which items are posted on a regular basis and displayed in reverse chronological order. The term blog is a shortened form of weblog or web log. Authoring a blog, maintaining a blog or adding an article to an existing blog is called "blogging". Individual articles on a blog are called "blog posts," "posts" or "entries". A person who posts these entries is called a "blogger". A blog comprises hypertext, images, and links (to other web pages and to video, audio and other files). Blogs use a conversational style of documentation. Often blogs focus on a particular area of interest. Some blogs discuss personal experiences.

Blogs can be hosted by dedicated blog hosting services, or they can be run using blog software on regular web hosting services. In the early 21st Century, blogging has quickly emerged as a popular and important means of communication.

There is no doubt that blogging has become an influential part of the Internet. According to Technorati they monitor over 2.5 million blogs and there are 12,000 new blogs every day. And along with blogs comes the new technology of content syndication with RSS feeds.
How blogs differ from traditional sites
A blog has certain attributes that distinguish it from a standard web page. It allows for easy creation of new pages: new data is entered into a simple form (usually with the title, the category, and the body of the article) and then submitted. Automated templates take care of adding the article to the home page, creating the new full article page, and adding the article to the appropriate date- or category-based archive. It allows for easy filtering of content for various presentations: by date, category, author, or other attributes. It usually allows the administrator to invite and add other authors, whose permission and access are easily managed.
Blog and PR

Blogs provide a unique and personal way to communicate with current and prospective customers. By talking to people, in a conversational manner, a blog puts a human face on a company, that is difficult to duplicate in any other way.
Should a disaster happen, either to the business or its customers, a business blog provides an immediate and personalized vehicle to discuss the issue with the public. Instead of the “spin”, usually associated with public relations, the blog can serve as an honest and concerned pipeline, directly to the public.
Getting someone to hear the message is half the battle. Having the members of the media consider it newsworthy is the other half. Somewhere, there must be another vehicle, that can gain the attention, of an already swamped news editor. That help, for the publicity seeking business person has arrived, in the form of the blog.
A growing number of journalists and news editors are reading blogs, on a daily basis, to find new and interesting story ideas. Often faster and more efficient than reading press releases, blog entries are likely to yield targeted short and feature article material.
The value of personalization
Perhaps the single most powerful aspect of blogs, in the area of public relations, is the personalization aspect. The writer is a real person, putting a human face on what might otherwise be perceived as a unknown and distant company. By developing trust among the various readership groups, the blog writer provides a personal link to the company.
If the goal of a public relations effort is to work in coordination with sales and marketing, a blog will establish trust with current and prospective customers and clients. It’s a well known truism that people will buy from their friends and people whose word they trust. The development of a blog component to the company website will go far in achieving those trust based goals.
Blogging as a public opinion medium gives up that tight control, and presents a message in a conversation with the reader. In that sense, the blog cultivates public opinion. With increasing transparency, inside and outside of organizations, the best approach is one of open discussion. A blog is the ideal delivery vehicle.
Getting traditional media exposure through a blog
The traditional media has begun to visit blogs, and to subscribe to blog RSS feeds, via an RSS reader. As a blog is updated, the RSS feed, usually coded in XML and Atom, sends the post or part of the post to its subscribers.
Developing and adding an RSS feed is easily activated, and is readily available with almost every blogging tool. For sites preferring their own coding, there is widely available code, that can be modified as needed to suit the personal requirements.
The blog’s readership can easily access the posts, as they are updated, in real time. Much of that regular blog audience are members of the traditional mainstream media, consisting of newspaper, television, and radio journalists and editors.
Why Blog For PR?
According to a report at the Web 2.0 conference there are now over "4.1 million blogs around the world with a new blog created every 7.4 seconds". However, there are only about 5000 company blogs. That leaves a lot of room for you to stake your niche and gain valuable exposure.
An article in BusinessWeek highlighting blogs new importance to companies states, "Blogs or websites with content management systems are changing the model for companies, we really now have to engage customers on a one on one level". Corporations have accepted blogging as an integral part of public relations. Companies now recognize the need to talk to their clients and potential clients in a more intelligent and unbiased way.
Business blog expert Wayne Hurlbert sums up the reason to blog for PR, "A rapidly growing number of journalists and editors are reading blogs on a daily basis. It's becoming imperative that a company start a blog to keep up with that trend".
Even the Public Relations Society of America felt the power of blogging when a storm of blog posts appeared about the fact that the PRSA national conference was not covering blogging as a PR function.
The plus side of blogging is the fact that it can build a reputation and thought leader status for the blogger and create a communication channel with your audience.
How blogs can help your web content strategy?

Every business needs to be aware of blogging and what is being said in blogs.  It's where the thought leaders and the early adopters are sharing ideas. Creating a cloud of content in top ten search results ,so the audience bumps into wherever they search, raises visibility and brand awareness. Blogging is no longer something that can be ignored.  It is a vital part of web content strategy.
Instead of conclusion
Businesses seeking a public relations vehicle, that provides numerous additional benefits, should consider adding a blog component to their website. The authentic and personalized blog voice is a natural fit for any public relations effort.
A rapidly growing number of journalists and editors are reading blogs on a daily basis. It’s becoming imperative that a company start a blog to keep up with that trend. Thanks to the addition of an RSS feed, a blog’s updated post can be on a journalist’s computer in seconds.
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In this third issue we offer some thoughts about using blogs in PR. 
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