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Blogging for Bucks
Use them, post comments on them, create them, make money!

First things first: what the heck is a blog?

Sure you've heard of the. But what are they? “Blog” is short for “web log.” A blog is essentially another type of
website. But, unlike typical commercial websites where the primary goal is to sell something, a blog is more
about providing information. Blogs are more personal in their approach. In fact, blogs began as online personal
journals or diaries. Those still exist, but blogs have blossomed into one of the most powerful forces on the
Internet. You can quickly and easily use that power to the benefit of your business.

There are five primary differences between a blog and a typical commercial website:

1. Blogs are quick and easy to create and use.
It's normally all done online with no software or special skills required.

2. Blogs are generally NOT a place to sell things. They are about news or information.
...but, don’t let that confuse you into thinking you can’t make money with blogs! Just keep in mind that
the focus is information, usually within a specific area of interest or genre. Their style and tone is much
more informal and personal rather than being filled with overt marketing and over-produced content. If a
blog becomes just an online commercial for your business - you can forget about repeat visitors. That
being said, advertising on blogs is extremely common (think ad-supported newspaper vs. info-mercial).

3. Visitors can usually OsubscribeO to a blog for automaticu  pdates.
Through a magical little feature called RSS (really simple syndication), once you find a blog (or dozens of
blogs) you like, you can subscribe through an RSS reader to have all new information “delivered” to you
in one place, rather than having to visit the websites individually.

4. Blogs are usually FREE to create!
There are hundreds of “blogging tools” and websites to help you create your own blogs in minutes — free.

5. Blogs are more popular than commercial websites!
Much more popular! Blogs are visited thousands of times more often than commercial websites.

For the purposes of this workshop, weOll be focusing on three ways blogs can help you:
1. Using other blogs as a consulting and research resource
2. Posting on other blogs to attract business and create an online image
3. Creating your own blogs to attract business and create an online image

Using Blogs as a Consulting and Research Resource

This one is easy and almost a “no-brainer.” Since blogs are created by and for people within a particular genre or
area of interest, they make the perfect place to access “experts” opinion. After all, can’t know it everthing!

Scenario: you need to find out which ski areas are best for snowboarders over 50.
Sure, you could contact the resorts, spend all day on Google, check out the various opinions and review
websites... but why not go right to the source? Go to the blogs where “mature” snowboarders share their

views, passions and opinions with each other! www.graysontrays.com is just such a blog!

How do you fin d blogs? Easy! Google BLOG SEARCH . It's just like Google, but just for blogs. Go to
Google and click MORE — BLOGSEARCH. All search results are limited to those found on blogs.

Another excellent source for finding blogs is technorati.com . Don’t let the name fool you. This thing is
loaded with travel related blogs!
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Using Blogs To Create the Image (and attract the clients) You Desire

Your image is shaped through online and offline marketing and the way you run your
business. Together these determi ne the type of image and relationships you have.

What kind of image have you created?

OThe worst thing a business can do is develop a price  -relationship with their clients.O

ODeveloping an advice -relationship is the single most important strategy for | ong-term success.O

James K. Clifton
Chairman and CEO of The Gallup Organization

The results of PRICE relationships

A “customer mentality” develops by staff AND customers. (The opposite is a Oclient mentality.O)
(Think K-Mart vs. Nordstrom, E-Trade vs. Morgan Stanley)

Customers think of you when they want to spend less, but go elsewhere for higher-end products
Loyalty factor is at it's lowest and is based primarily on price

Customers’ perceived level of quality and professionalism is very low

Up-selling, preferred suppliers and other strategies are perceived as deceptive

Lower overall profit margins

The results of ADVICE relationships

What

What

A “client mentality” is the norm — it is seen as a relationship instead of a transaction

Price is not a primary factor and clients are more willing to spend more

Loyalty is at it’s highest level and is rarely affected by price

Clients’ perceived level of quality and professionalism are very high

Up-selling and preferred suppliers are perceived as personal recommendations and client protection
Higher overall profit margins

creates PRICE-relationships?

The majority of marketing or ads focus on products and prices

Front line staff are primarily sales trained and focused rather than primarily consulting trained and focused
Fees (if any) are based on transactions and processing rather than service and advice

Fees are too low to create a perception of professionalism and are seen as “service charges”
Compensation and incentives are geared toward productivity and volume rather than service and advice

creates ADVICE-relationships?

The majority of marketing or ads focus on the company, it's uniqueness, and the client relationship

Front line staff are well versed in consulting

Fees are based on advice and consulting rather than transactions and processing

Fees are high enough to create a perception of professionalism AND for funding customer-focused services
Compensation and incentives encourage delivering true consulting services and advice
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Posting (comments) on other b  logs

Why? There are two very important reasons:

1.

To get your OWN website found

Find blogs that are of interest to you. More specifically, look for those that feature things you know about
or in which you specialize. Most blogs allow you to share your own “comments” on existing blog articles

(postings). When you add your own comments include something like this OE| am a travel consultant at

www.mytravelagency.com and | sell this property often DitOs fantasticEO

Before you know it, your agency name, and your name will begin to show up in Google searches when
others search for the thing you commented on, especially if it's on a popular blog.

For the luxury market, be very selective about the blogs on which you post comments. Keep it limited to
luxury and high-end related travel and products and your luxury image will begin to take shape.

To create or change your image (and thus attract a particular market)

Create your own blog and join the revolution! You won'’t believe how easy itis. You don’t need to know
a thing about HTML, graphic design, or anything complicated. First, you’ll need to pick a blog provider.
There are lots of them out there such as Wordpress, Typepad, and Blogger. Blogger is perhaps the
easiest and it's owned by Google. Go to Blogger.com to get started. It’s free, and easy.

You'll be asked to create a name for your blog and to choose a look. Keep the name relevant and
snappy. Try something like “European Luxury Travel Addict” or “Upscale Travel For All.” Keep your
postings personal. DON”T make it a commercial or nobody will visit the blog. You can (and should) refer
to your agency often in your postings: “...the ABC luxury resort is a top seller at My Travel Agency, Inc.,
where | work. | like it because we’ve never had a complaint although we’ve had loads of praise for it...”

Examples - Caution: DonOt fake it! DonOt make it a commercial! Keep it short! DonOt overload one site!

Amazon.com One of the most popular website on earth! Post your own reviews or

comments on books on destinations on which you are an expert.

OEgreat book overall but | disagree with the beach reviews. 1Om a
travel agent at abctravel.com and my clients say the beaches are

amazingeO
Tripadvisor.com or Epinions.com Post your own reviews/comments of various hotels, resorts, cruises, efc.
Travelrants.com It's all about complaints. Start talking about solutions!
Roadwarriortips.com Business travel — surely you have something to say!
Luxist.com All things luxury. Seems like a good way to shift your image.
Concierge.com The online magazine/blog of Conde Naste: luxury, high-end resorts and
more. A few well-placed comments here could really shape your image.
Youtube.com Post comments on various travel videos. Post your own videos too!
S5minlife.com A cool website where people just like you can post short instructional

videos. Travel is a hugely popular section. Post your own videos or
comment on existing ones.

Remember: focus on things that you want to identify with or be OconnectedO with . Post on luxury -related
things and youOll be associated with luxury. Post on discount mass -market things and guess what will
happen? Blogs are THE driving force on the Internet today. They have the power to totally change your

online image. Luckily, itOs very easy to participate in the revolution.
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The Google Factor

Google is a “popularity-ranked” search engine. While you can buy ad space on Google, you cannot BUY a higher
ranking from Google. It is totally automated. There are several issues that determine “popularity” (most of it a
trade secret). Google uses over 100 ranking factors, with other 500 million variables and 2 billion terms. In other
words, you can'’t trick it, but there are some specific things you can do to help.

Get other websites to link to yours (and vice-versa) such as your own other websites or “parked” domains,
resorts, airport parking companies, hotels, your customers’ businesses, local businesses, and postings on blogs.

But... think strategically . Think about the goal of creating a specific image online. Think about businesses or
websites that also cater to the market you are seeking to attract. For example, in the luxury market you might
think about high-end furniture stores, upscale kitchen and cooking stores (ex. William Sonoma), specialty food
stores, high-end luggage shops, etc.

The same strategy applies for blogs on which you might post comments. The more postings you make on blogs
related to discount or “mass-market” travel, the more likely that your image and online identity will be associated
with low-end discount products. Primarily post or comment on blogs related to luxury and Google will begin to
shape that image of your agency! It's all about popularity and relevance .

Think like a searcher!

In any comment you post, think about what people might search for. Use words and phrases that both convey the
image you want AND those that will likely be part of a search string. Example: OWe arelreland specialists with an
upscale twist. When we arrange group tours we always include this amazing hotel. After 20 years of experience
you learn to pay attention to the things your clients love and the things they donOt. They love this hoteD

Creating your own blogs

Posting on other blogs or websites is important. Having your own blog (or blogs) allows you to take complete
control! You still need to post on other blogs, but there are also many compelling reasons to have your own:

* |t'sthe easiest and cheapest (usually free) way to get information online
e It'sfast! If you can type, you can create a blog — no geeks required!
e Search engines love blogs ! Because blogs are so popular, they get higher rankings

* The more the merrier! Having multiple blogs allows you to focus your wide range of specialties
into separate “expert” identities.

e Special purpose blogs are great for specific groups, important clients, corporate accounts and
more. It's so easy, why not?

e Profit! Blogs work. Blogs DO influence buying decisions. Blogs do influence your image. Blog
drive more traffic to websites than any other referral source other than Google.
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Blog creation tools (usually simply called blogging tools)

* Blogger and Blog Spot — now owned by Google, blogger.com is one of the fastest and easiest ways to
create a blog (or as many as you like) in minutes. The free version is the most popular and is “template-
based” which means you don’t need to be a graphics wiz to make an attractive blog.

There is also a Blogger Pro option that is not free, but offers many more features. For $3 a month, you
can add Audio Blogger, which allows you to literally phone-in audio recordings for inclusion on your blog.
Blogger created blogs are completely public, so it's not good for private blogs. However, nearly 2 million
Blogger users find it works for them. Also, if Google owns it, it is far more likely to be ranked a bit higher
in Google searches, don’t you think?

e LiveJournal.com used to be “invitation only” based — meaning an existing member had to invite you.
Now anyone can use it! It is very “communited” focused, so it’s interactive features are great. For
example, you can be notified by email if someone posts a comment on your blog.

¢ TypePad.com is not free, but it's worth itl From only $49 a year, you can create a blog that is directly
tied to your primary domain. For $149 a year you can have an unlimited number of blogs. All incorporate
multiple blog authors, public versus private options, automatic RSS coding, online photo albums, easy
advertising, integration with PayPal and others, and much more. Simply put, this service COULD be the
way you create your existing website as well as your blogs. It's that good and it's that easy.

* WordPress.com and WordPress.org — our personal favourites. Word Press is a free, open-source
blogging system. If you have your own web server, WordPress.org gives you all you need to download
and install the tools on your own system. If that scares you, WordPress.com allows you to set up a
beautiful template-based blog on THEIR server.

Quality artwork for your website, blogs, brochures, flyers and more

You have to be comprehensive about the luxury image you’re trying to create. A huge part of that is the visual
image. High quality photography and artwork is now very easy to obtain and it's more affordable than ever.
Check out istockphoto.com where you can search for nearly any type of image you can think of. The costis
from $1.00 to $5.00 for royalty-free usage. For other providers, just type, “stock photographs” into Google!

Make it Happen with ClientBase
Fast and furious: type the name of the blog where the prospect found you

Or - Systematize it: create Res Card Marketing Sources for the blogs on which you post, including yours!

Final thoughts

Blogs are essentially about “humanizing” the Internet and business. It is the informal nature of blogs that makes
them so appealing. This is very important to remember. Don’t give in to the temptation to over-produce or over-
market. It just defeats the purpose.

Stay true to the nature of blogs and you can win. Keep it real. Keep it personal. Keep it interactive. Make sure it
has “personality.” Don’t try to make it a “sales” site. Instead make it an information and idea exchange site. That
is what blogs are all about.

Keep your blogs fresh and up to date. Writing shorter separate articles is better than one long one. The most
popular blogs stick to 4 or 5 paragraphs per posting. And lastly, don’t forget the word TARGET. A blog is not
about being all things to all people. A blog is for a specific area of interest. Less is more. Informal is the way.
Personal is the secret. Happy blogging!

Suite 1402 — 1765 Pendrell St. Vancouver, BC V6G 1T2 Canada, Tel: 604-628-2000, info@futureprooftravel.com
Page 5 of 5



