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INTRODUCTION

OBJECTIVE
» Understand blog readers’ usage patterns and selection
processes

METHODOLOGY

» Conducted using the Vizu Answers research network

* Research conducted between November 20th and
December 4th, 2006

» Each question run across 40+ English language blogs

» Subset of questions run against Spanish speaking audience
on 12 Spanish language blogs with international reach

EXECUTIVE SUMMARY
» Two thirds of blog readers read more than three blogs
regularly and many are read daily
» Community is a primary driver of readership
within blogosphere
- Search engines are secondary to links and
recommendations as a way to find blogs
* Quality of writing is a very important driver of how people
perceive blogs
- Personal opinion oriented content is the defining
characteristic of blogs
* Personal interest and entertainment drive more readership
than business or education
» About one quarter of blog readers are active participants in
creating content
* Spanish blog audience very similar to English audience
except claim to read more blogs on a regular basis
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RESEARCH

HOW MANY...
AND HOW OFTEN?
* Two thirds of respondents read more
than three blogs regularly
- Of the blogs they read most often,
more than two thirds are read
every day

FINDING BLOGS
* Blog readership begets blog readership
- About two thirds report finding those
blogs they read through other blogs
- Recommendations are as important
as search engines with respect to
selecting which blogs to read

HOW MANY BLOGS DO YOU
READ REGULARLY?

1%

24.7%

30.8%

16.7%

16.7%
N\

\_

Select 1 Respondents 263

HOW DO YOU FIND THE
BLOGS YOU READ?

67.3% Links on other blogs

22.9% Recommendation

Search engines (eg.

19.6% Google or Yahoo
8.9% Other
5.6% Blog search engines
N\ _J
Select up to 5 Respondents 214
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OF THE BLOGS YOU
READ MOST OFTEN,

HOW FREQUENTLY DO
YOU READ THEM?

68.3% Every day
15.7% A few times a week
4.6% Once a week
11.4% Less than once a week
g _J
Select 1 Respondents 394
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WHAT MAKES A GOOD BLOG?
* “Quality of writing” counts for a lot
— driving readers’ choices of which blogs
they will read as well as helping them to
determine which blogs are credible and
high quality
- Topical focus is a key determinant
of regular readership
- Author reputation is a key driver
of perceived credibility
- Post frequency and, to a lesser
extent, site design are key drivers
of perceived blog quality

DEFINING ELEMENTS OF BLOGS
* Personal opinion is the key element in
separating blogs from other online media
+ Other factors that make a blog a blog
- Editorial freedom
- Writing style
- Layout

HOW DO YOU CHOOSE
THE BLOGS YOU

READ REGULARLY?

HOW DO YOU ASSESS
THE CREDIBILITY OF THE
BLOGS YOU READ?

43.9% Quality of writing

43.6% Topical focus

24.8% Author reputation

18.8% Visual design

17.5% Recommendations

14.2% It's random

13.2%

Popularity

51.5% Quality of writing

38.0% Author reputation

23.5% Recommendations

22.5% Popularity

20.0% Visual design

N\ .

Selectupto 3

Respondents 263

IN YOUR MIND, WHAT

MAKES A BLOG A BLOG?

38.4% Personal opinions

28.2% Writing style
26.3% Editorial freedom
25.8% Layout
18.4% | don’t know
14.2% It's random

16.7% Not for profit

15.9% One writer

15.1% Other

Platform (Bloggers,

0,
14.98 TypePad, Etc.

14.2% User-generated

KI
\_

Select up to 9 Respondents 365
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Select up to 3 Respondents 200

WHAT FACTORS CONVEY
BLOG QUALITY TO YOU?

56.3% Quality of writing

47.9% Post frequency

29.8% Site design

21.4% Author reputation

Popularity (buzz,

21.4% recor%men%l/a(tions)

11.6% Multi-media content
N\ _/

Select up to 3 Respondents 215
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REASONS FOR READING BLOGS
 Entertainment and Personal Interests/
Hobbies are the reason for many to
read blogs
- Nearly one third read for education
or information
- One in eight respondents report that
they read blogs for work/business

TRACKING TRENDS/ISSUES

» The majority of those who read blogs
for work use them as a tracking tool
as opposed to a research tool.

WHY DO YOU READ BLOGS?

65.7% Entertainment

o Personal Interests/
42.5% Hhiee

32.5% Education/Information

13.1% Relationship to Author

12.3% Work/Business

(III
\_

Select up to 5 Respondents 268

WHY DO YOU TYPICALLY
READ BLOGS FOR WORK?

| don’t read blogs
49.0% for wogn]'k

Track specific
27.3% trends, it

Track general
26.9% trends,gissues

Want to know what the
13.1% author thinks

Answer a specific
10.2% qu%stion
7.8% Other
- /
Selectup to 3 Respondents 245
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BLOGS ARE SOUGHT FOR

MANY TYPES OF INFORMATION

» There does not seem to be a dominant
type of information sought on blogs

READING VERSUS PARTICIPATING
* Three fourths of those who interact
with blogs consider themselves
primarily readers
- Over 20% of blog readers claim
to be primarily involved in creating
content, with an equal percentage
writing their own blogs as
commenting on others

WHAT TYPE OF
INFORMATION DO YOU LOOK

FOR SPECIFICALLY
ON BLOGS?

37.7% Niche information
33.8% Rumors, gossip, buzz
30.4% | don’t search specifically

Immediate/breakin
28.4% informatiog
Non-established
27.5% editorial opinion
g _J
Select up to 4 Respondent 204

HOW DO YOU INTERACT

WITH BLOGS?

76.9% Read

11.7% Comment

11.4% Write

N\ /

Select 1 Respondents 281
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SPANISH

LANGUAGE RESEARCH
COMPARE AND CONTRAST

HIGHER SPANISH LANGUAGE

READERSHIP

* Spanish language respondents report
reading more blogs than their English
language counterparts

FINDING BLOGS
* Spanish and English language
respondents find blogs in identical ways

¢CUANTOS BLOGS LEES
NORMALMENTE?

11.3%

4%

17%

'
-

24.3%

43.3%

N\

Select 1
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¢.COMO ENCUENTRAS LOS
BLOGS QUE TE INTERESAN?

Buscadores (Google o

59.6% Enlaces en otres blogs

18.7% ahoo por ejemplo

9.6% Recomendaciones

II<
KIII
\_

6.9% Otros

5.2% Buscadores be blogs

N /

Selectup to 5 Respondents 582
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HOW MANY BLOGS DO YOU
READ REGULARLY?

- I

1%

N\ W,

Select 1

Respondents 263

HOW DO YOU FIND THE
BLOGS YOU READ?

67.3% Links on other blogs

Search engines (eg.

19.6% Google or Yahoo

22.9% Recommendation
8.9% Other

5.6% Blog search engines

Selectup to 5 Respondents 214
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SIMILAR FOCUS

* Topical focus plays a slightly more
important role with Spanish language
respondents, while author reputation
and quality of writing are less important

“QUALITY = CALIDAD”

* Spanish and English language
respondents have identical perceptions
when determining blog quality

¢COMO ELIGES QUE
BLOGS LEER?

El tipo de temas

81.1% que trata

31.6% Calidad de escritura

24.6% Disefio

5% Recomendaciones

13 i
0 !

10.4% Popularidad
7.4% La reputacion del autor
6.1% Elijo al azar

Affiaciones externas (diarios
0 :
3.7% corporaciones, etc)

N\ /

Selectup to 3

Respondents 297

¢CUALEA SON LOS
FACTORES QUE
DETERMINAN LA CALIDAD
DE UN BLOG?

N\

HOW DO YOU CHOOSE
THE BLOGS YOU
READ REGULARLY?

43.6% Topical focus

43.9% Quality of writing

18.8% Visual design

17.5% Recommendations

13.2% Popularity

24.8% Author reputation

13.2% Popularity

Outside affiliations
2.3% (newspapers, corporate, etc.)

W,

Selectup to 3

Respondents 303

WHAT FACTORS CONVEY
BLOG QUALITY TO YOU?

59.4% Calidad de escritura

Frecuencia de
47.4% publicacion

25.9% Disefio del sitio

17.9% Reputacion del autor

Popularidad (buzz generado,
resomendaciones)

18.3%

15.5% Contenido multimedia

N\ /

KI
\_

56.3% Quality of writing

47.9% Post frequency

29.8% Site design

21.4% Author reputation

Popularity (buzz,

21.4% recommendations)

S Multi-media content

Selectupto 3 Respondents 251
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SAMPLE POLLS

Vizuble

Hintende's Mighty Wii Outmaneuvers P53 and Xbg
Waw, Will With all the K
that went into the launch,
the Xbox 360 and P53, wh)
\ have expected Nintende's|
steal the thunder?

:'\l L
vizug

Twix gaming blogs, Aedrps 3

That serwebl sentl

re——— How do you choose How many blogs do
Tl iy oo, . nsonse, the blogs you read you read regularly?

bl
bl 320 respondents to date sald the Wil had the best launch
ThatGameBlog, a similar 70% of the 168 respondents agre.
do's console had the best launch,

reqularly? Ple: ot 13

ot up te

‘What 15 equally amazing to Nintendo's succ]
dark. horse was how poorly the pre-game d
favorite to win the launch war fared. In f:
Aeropause an anemic 5.3% of respondents ]

P53 had the best launch and the readers o D lt £ randum
ThatGameBlog were only slightly more kin
P53 with %% of respandents to date giving D 1 _Z
1o Sany's unit.

After the Wil's strong start, the quesiton remains.., D Tupical fucus

O Popularity

O 5-10

O Recommendations

O  Quality of writing

O Author reputation

thtside affiliations
O (newspapers,
corporate, etc.)

O  Visual design

. \ A
www.VizuAnswers.com M-z
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RESEARCH NETWORK OVERVIEW

“UNTIL NOW, MOST RESEARCH HAS BEEN
LIMITED BY A LACK OF TIME, MONEY, OR KNOW HOW”

QUESTIONS TARGETED POLLS

/ﬂ\/E\

CLIENTS \‘ PUBLISHERS

[N

 corporations * web sites
« consultants * networks
* researchers VIzu & * blogs
* individuals Answers * portals
» small businesses * retailers

ANSWERS / VOTES /

Welcome to Vizu Answers.
The Internet’s First Research Network.

Vizu Answers allows you to conduct custom market research quickly,
easily, and at an affordable price.

If you want an answer, the key is asking the right people. Our diverse network of
publishers makes that possible by providing you access to their unique audiences.

VIZU ANSWERS

» Custom data delivered in as little as 24 hours
* Targeted respondent audiences

* Do-it-yourself convenience and ease

£ELVizu's simplicity and
effectiveness is unmatched.
The speed at which you can

* 24/7 availability create a survey, distribute it to

* Costs $100’s, not $1,000s the web and gain real consumer
feedback has made Vizu a vital

THE POWER OF KNOWLEDGE tool for our marketing team. 9 9

+ Conduct preliminary fact finding — Geoff Hamm,VP

* Test concepts for inclusion in bigger research projects Western Region, Orbitz Worldwide

« Differentiate sales pitches
* Test nagging questions and hunches
* Answer questions left out of research budgets

www.VizuAnswers.com .oz
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Put your wizu web poll here

VIZU ANSWERS WORKS FOR
MANY TYPES OF QUESTIONS...

» Consumer Insights 7
Wh hop fi H h H ft Id
. Concept Research beaﬁgl;ur::u:tg, :ro wolll:;vyr:::(;:er:lv?lrl?ng vis‘i,l‘::nrleei;:lhwyofl::st?::d
. .. you preplan your visit to pay for your airline restaurant?
. Pub“c Op|n|0n by browsing online? ticket to offset the Tetimes 2 week
pollution that is e ]
* Product Research created by your flight? e -
* Investment Insights m— L T —
. . - 2.3 times a week
* Graphic Design $5 10 $10 TR —
M Menu DeSIgn Onceaweek
* And MORE...  —
=] Hever
|25

i VIZU ANSWERS USES ITS NETWORK OF PARTNER WEB SITES

HOWITWORKS  AND BLOGS TO ACCESS CUSTOM TARGETED RESPONDENT GROUPS

Car Nuts Music Fans
\ /

Sports Fans My Space Cadets Fashionistas College Kids
~N AN / -

Investors Hipsters Retirees Jet Setters

~N e
Cat Lovers Urban Youth
K\ w7 ___ Foodies

_ il — Yuppies
Techies — Brides vAnlsfeE& Liberals °e

—

FAST, COST EEEECTIVE ANSWERS

FIND OUT HOW YOU CAN GET STARTED TODAY

. £ £ Vizu Answers is an innovative w
Contact anders@yvizu.com U ANSWErS 1S a ovative way

to promptly obtain consumer insights.J J

- Betty Chen, Institutional Research,

Vizu Corporation
Cowen & Company

463 Pacific Avenue

San Francisco, CA 94133 £ £ We were very pleased with the

Phone: 415 362 8498 data from the 10 polls that we
Email: research@vizu.com conducted with Vizu Answers.J )
www.VizuAnswers.com - Steve Douty, Founder/CEO

Snapjot.com
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READER FRIENDLY WEB SITE MONETIZATION

Vizu Answers is an innovative way for Publishers
to generate additional revenue for their Web site(s)

Instead of serving banners or text links from advertising networks.

Vizu Answers pays you to host interactive Web polls. The polls only appear
in locations that you specify and are from individuals and organizations that
pay you to ask questions of your users.

ENHANCE YOUR SITE

* Voting does not take visitors away from your site

* Polls fit the look and feel of your site

* Polls are interactive and encourage use participation
* Polls provide content targeted to your audience

GETTING STARTED IS EASY AND FREE...

1. Register at VizuAnswers.com and create an account
2. Design your Poll template(s) and set your pricing

3. Paste the Vizu Answes Poll Zone code into your site(s)

Casl Your Yole

. [}
www.VizuAnswers.com S
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