
MEMO 

TO:   Carter Roberts, CEO 

FROM:  Alisha Crete, Head of Media Relations 

SUBJECT:  Proposal for a Corporate Blog 

DATE:  14 April 2009 

 

The world of social media is growing every day.  Facebook, Twitter, Skype, and blogs are 

examples of the social media that businesses in every industry are embracing and using to 

expand their horizons.   

 

This report is an overview of corporate blogging, including statistics of the current blogosphere, 

examples of blogs of our competitors, and a proposal for the World Wildlife Federation to start 

their own blog. 

 

The Media Relations department strongly believes that creating a WWF blog would help our 

organization in customer relationships, supporter feedback and suggestions, and reaching a wider 

talent base.  We recommend taking advantage of this new technology as soon as possible—the 

results have the potential to be exceptional. 

 

Best, 

 

Alisha Crete 

 

 

Head of Media Relations  
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Introduction 

Purpose 

With so many supporters around the globe, communication is the key to maintaining strong 

relationships as well as spreading our message to potential customers.  As the Media Relations 

department of the World Wildlife Federation, we believe that having positive, open, and honest 

communication with the public is the best way to succeed in all facets; it also helps to reinforce 

the reputation of the WWF.  The purpose of this report is to introduce you to corporate blogs: a 

tool that has the potential to expand our customer support base and help the company grow. 

Scope 

This report covers the current conditions of corporate blogging, its benefits and disadvantages, 

examples of our competitors‟ corporate blogs, and a recommendation to start a corporate-run 

blog for the World Wildlife Federation.  This report also covers suggestions for the blog‟s 

guidelines, as well as its general purpose.  This report does not cover the time frame for starting a 

corporate blog. 

Report Organization 
This report begins with an overview of the current blogosphere followed by examples of current 

corporate blogs that we feel are successful, well-run, and influential.  The report then outlines a 

proposal for a WWF corporate blog which includes its potential advantages, challenges, and 

limitations.  Finally, we request further action be taken on this initiative.  

Corporate Blogging 

The blogosphere, or the total community of online blogs, continues to double every 5.5 months.  

In this blogosphere, about 40,000 of them are corporate blogs (Cass, 2008).  Company blogs are 

important because, if executed well, they can build credibility in the company and project a 

message of self-confidence (Durbin, 2006). 

 

There are certain things that can be expected in a successful blogging campaign: 

 They allow companies to present accurate information without the filter of media or 

advertising. 

 They can be used to amplify marketing messages through traditional channels. 

 They allow a direct connection with online communities, increasing the number of 

qualified applicants by identifying communities of interest and building a loyal talent 

pool. 

 They allow the corporation to have more of a human feel without the traditional 

“corporate-speak” (Durbin, 2006). 
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Advantages  
The companies across the world which have taken action and have successfully maintained a 

corporate blog do so for reasons that vary by the company; however, there are some general 

benefits that any corporation who launches a blog has the potential to take advantage of: 

 Blogs can bypass the complicated process of corporate publications. 

 Blogs contain content which reflect current events. 

 Blogs generally tell a story. 

 Blogs can create credibility and generate incoming links. 

 Blogs lead to increased performance on search engines. 

 Blogs manage the transparency of the company. 

 Blogs facilitate direct interaction between employees and customers (Renaud, 2007). 

 

In the case of our company, this last point is the most essential.  We feel that a blog would be the 

most useful in developing and maintaining relationships between employees, customers, and 

supporters across the world. 

 

The increased search engine performance would also be beneficial to the company.  Blogs allow 

the search engines to tag and catalog you, increasing the performance of the content.  Also, since 

they are written in a natural, flowing language, they more easily match internet searches.  

Finally, search engines love new content, so this encourages frequent updates (Renaud, 2007).  

We believe it a good idea for the WWF to capitalize on the free and easy publicity that increased 

search engine exposure provides. 

Disadvantages 

Although our department believes that blogs are more beneficial than not, there is the potential 

for blogs to fail.  Some of the reasons that corporate blogs occasionally do not succeed are: 

 There are no clear objectives set. 

 There are unrealistic expectations and resource allocation for the blog. 

 The writers are not sourcing content for the long term. 

 There is no feedback mechanism established (Odden, 2008). 

 

The main disadvantage of starting a corporate blog is that a lot of planning must be done 

beforehand regarding the content, design, and all others factors mentioned above.  If every aspect 

is not considered carefully, the blog will ultimately not meet its goals. 

Corporate Blog Success 
A survey performed by Cymfony, a market influence analytics company, and Porter Novelli, a 

global public relations agency, found that the success of corporate blogs is steadily increasing.  

“Early experiences with blogs show promising results and emerging implementation practices to 
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efficiently manage the entire blog process,” said Andrew Bernstein, CEO, Cymfony (Behar, 

2006). 

 

From this survey,  

 as many as three-quarters of the companies surveyed (76 percent) indicated that they 

have noticed an increase in media attention and/or web site traffic as a result of their 

blog(s); 

 respondents reported posting to their blogs across a wide range of frequencies: 37 percent 

blog at least once or multiple times per day; 39 percent blog several times per week; and 

24 percent blog once a week or less; and, 

 as many as four out of 10 respondents (42 percent) indicated that there has been at least 

one specific post that has affected the company or a brand and in the vast majority of 

cases it has had a positive effect (Behar, 2006). 

Our Competitors 
The WWF Media Relations department researched four other organizations in the wildlife 

conservation industry that currently maintain some type of blog through their company website.  

These organizations are: 

 The Nature Conservancy 

 Sierra Club 

 Royal Society for the Protection of Birds 

 Defenders of Wildlife 

The Nature Conservancy 

The Nature Conservancy is a leading conservation organization working around the world to 

protect ecologically important lands and waters for nature and people.  Their company blog is 

called “Cool Green Science.”   In their “About This Blog” page, The Nature Conservancy states 

that readers will find four things: 

1. Scientists and experts talking about conservation issues of the moment. 

2. Links to online news articles and features about their work. 

3. Links to conservation news around the world. 

4. Reader comments on the issues raised in their posts (Cool Green Science). 

 

Their blog format is very aesthetically pleasing and easy to read; it is also well organized.  Figure 

1 shows a screen shot of the Cool Green Science main blog page with some of its most important 

features circled.  These circled features are those which we recommend to include on a WWF 

blog. 
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Figure 1: Cool Green Science, the blog of The Nature Conservancy 

 
 

Search blog: This feature helps the blog readers find the topics that they are most interested in 

using keywords. 

Subscribe: This link allows the readers to subscribe to our blog using an RSS feed. RSS stands 

for “Really Simple Syndication,” and this tool automatically updates new posts in the blog 

followers‟ syndication tool.  A popular RSS reader is Google. 

Latest Posts: By listing the post titles from most recent to least recent, a blog follower who 

hasn‟t been to the page in a while can quickly catch up on the latest content. 

Latest Comments: This section goes along with „Latest Posts‟; readers can quickly browse the 

comments and see if any catch their eye. 

Categories: In lieu of typing in their own search keywords, readers can browse the categories to 

focus only on the topics that interest them the most. 

Conservancy Links: This section includes descriptions such as „How We Work,‟ „Where We 

Work,‟ etc.  These links would help our blog readers become acquainted with our organization. 

About This Blog: This section would be a summary of the blog‟s purpose, intentions, and 

important features.  This is also where we recommend short biographies of the different authors 

of the blog. 
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Sierra Club 

On their website, the Sierra Club states, “Since 1892, the Sierra Club has been working to protect 

communities, wild places, and the planet itself. We are the oldest, largest, and most influential 

grassroots environmental organization in the United States.”  This organization maintains nine 

different blogs that follow different topics.  For example, one blog is called “The Green Life” 

with a purpose of “ideas for living well and doing good” (Sierra Club Blogs).  However, they 

also have a blog named “Taking the Initiative” which has entries only from the Sierra Club‟s 

Executive Director Carl Pope.  This is a more formal style of blog with entries from a single 

person. 

Royal Society for the Protection of Birds 

This organization for bird conservation focuses on the issues of climate change, agricultural 

intensification, expansion of urban areas and transport infrastructure, and over-exploitation of the 

seas.  This organization also runs multiple blogs, one of them being called “Notes on Nature.”  

This blog has very casual entries from RSPB‟s web-editing employees.  What is interesting 

about this blog is that reader comments are encouraged, often instigated with a question at the 

bottom of the post.  While employees are sharing their thoughts on nature, their loyal blog 

followers are adding their own insights and opinions on the topic (Notes on Nature).  We 

recommend that the WWF blog also encourage reader comments. 

Defenders of Wildlife 

According to their website, the Defenders of Wildlife, founded in 1947, is one of the country‟s 

leaders in science-based, results-oriented wildlife conservation.  They are a national, nonprofit 

membership organization dedicated to the protection of all native animals and plants in their 

natural communities (Defenders of Wildlife). 

 

Although they technically do not have a formal corporate blog, they do run a blog called “My 

Yellowstone Wolves” with eight different DOW employees as the authors.  Their blog is meant 

to “serve as an open forum for the many people interested in the highly controversial and 

passionate issue of the fight to restore wolves the American West.”  This blog also allows reader 

comments on each entry, serving as a means to connect with supporters of the cause, and 

ultimately, supporters of their organization (My Yellowstone Wolves). 

Project Description 

Statement of Need 

Although we currently issue press releases about three times per week highlighting important 

news items or issues pertaining to the company, a corporate blog would serve our audience on a 

more personal level.  WWF needs a more interactive form of media. 
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Our Goal 
To maintain our current supporter base, seek out potential customers and company talent, and 

gain positive media attention by creating a corporate WWF blog. 

Objectives 
The objectives of this new blog are: 

 To reach the millions of WWF supporters across the globe on a more personal and 

relatable level. 

 To provide opportunity for supporter and employee feedback and suggestions. 

 To reach a wider talent market for potential new employees who share the same passions 

and goals as the World Wildlife Federation. 

 To allow fellow supporters to communicate with each other and create support groups for 

any initiatives, whether they are personal or global. 

Guidelines for a WWF Blog 

 The Media Relations department of the WWF suggests that a blog be created on which 

all employees are allowed to write entries, but on a regulated schedule.  These entries 

would be entirely work-related and would be reviewed by our department before being 

cleared for posting. 

 Employees who volunteer for posting would be put on a rotational schedule so that a 

consistent amount of entries from a variety of writers could be maintained. These 

employees would be encouraged to share their work experiences and offer any 

encouragement or advice they have for interested readers. 

 This blog would allow and encourage reader comments; guidelines would be written for 

these comments and the MR department would check all comments to clear them before 

allowing them to be viewed by all readers of the blog. 

 Besides employee postings and reader comments, the blog would link to our press 

releases and news articles related to the work of the World Wildlife Foundation, similar 

to the blog of The Nature Conservancy.  As a special feature, we suggest that our CEO, 

Carter Roberts, post occasionally so that our supporters can hear from him first-hand. 

 Members of the Media Relations department would also write posts when there are more 

formal topics related to the company that need to be covered. 

 A blog would cost nothing to set up.  The cost of hosting a blog runs from $8-$30 per 

month, and to have the blog designed and customized would cost around $500. (Durbin, 

2006) These are approximate costs; however, the real cost of corporate blogging is 

time—the individuals who post would have to be committed to providing accurate and 

helpful information that is interesting and worth reading. 

 The minimum blogging commitment needed for it to be a sustainable and worthwhile 

project is: 

o 200 words per entry 
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o 1 entry per week 

o 8 hours per month (Ek, 2007). 

Again, these numbers are approximate and will vary on the amount of time the blog has 

been published.  The Media Relations department recommends these statistics as the 

starting goal numbers for the WWF blog. 

Conclusion 
We believe that if the WWF launched a corporate blog, we would be maintaining our status as 

the most influential, innovative and successful wildlife conservation agency in the world.  Being 

able to share personal employee insights with supporters would spread our message faster and 

farther than simply a website could ever attain.  Additionally, supporter feedback has the 

potential to improve the way our organization is run.  With guidelines intact, a successful 

corporate blog is achievable. 
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