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Tool for Bloggers
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Abstract-This study examines the impact of a new communications tool, the Social Media Release (SMR), on bloggers.
Specifically we seek to determine what factors will influence bloggers ' intents to use SMRs or their components. Our global
survey of 332 bloggers finds that bloqqers' perceptions of the effectiveness of the SMR, and the use of SMRs by companies
positively affect their decisions to use SMRs now and in the future. We also find that bloggers' current use ofSMRs
influences their decisions to continue using SMRs. Implications on the use of SMRs as corporate communications tools are
drawn.

Index Terms-Blogs, bloqqers, social media releases; technology acceptance model.

Over the past 20 years organizations have probably
been exposed to more new communications tools and
technologies than they have been in the previous
half-century. While arguably these tools are all part
of the same phenomenon of the internet - email was
succeeded by the world wide web, then came blogs
and social media (such as YouTube and Facebook],
and more recently, micro-blogging applications like
Twitter; managers could hardly be blamed if they
were unable to keep up with the latest medium or
technology, while scholars have found themselves on
a research treadmill as they study various aspects of
new communications media and technologies in
order to better understand what they will mean to
practice and research.

Blogs, and the blogging phenomenon have been of
particular importance to both managers and
researchers alike. Organizations have found that in
many instances the best avenues to get their
messages to target audiences in a credible way are by
way of blogs and the bloggers who construct them.
Formally defined, a blog (a contraction of the term
web-log) is a type of website that contains mainly
narrative, usually maintained by an individual (a
blogger], with regular entries of commentary,
descriptions of events, or other material such as
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graphics or video [11. Most blogs are essentially
informal online diaries, loosely maintained by
individuals as a way of recording events in their lives,
mainly in order to keep friends and family members
informed and amused . However a large and growing
number of blogs have more formal agendas. Many
organizations use blogs to keep their audiences and
stakeholders informed of their activities , and many
journalists have turned to blogging as a way of
attaining a more immediate rapport and interaction
with their readers . Consumers of blog content value
them because they are more current than most mass
media, and also because in many instances they are
seen as more credible than most mass media - not
only with regard to advertising, but with regard to
content as well.

So when a new tool emerges that has the capacity to
change the way managers interact with bloggers, and
that also has implications for scholars , their research
and teaching, it is important that it be given
attention, not only from a practical implementation
point of view, but from a research perspective as well.
That is the purpose of this paper. In the article that
follows , we examine a relatively new professional
communications device called the Social Media
Release (SMR), and its effects on bloggers .
Specifically, we seek to determine what factors will
affect bloggers' decisions to use SMRs in their blogs .

We proceed as follows: First, we provide a brief
overview of the blogging phenomenon, with specific
reference to the communications literature. Second,
we examine SMRs, defining and describing them.
Next, we explore a theoretical framework that permits
an explanation of the future uptake of SMRs by
bloggers. Then, we outline and present the results of
a survey designed to determine whether and why
B2B bloggers would use SMRs or elements of them in
their work. We conclude by acknowledging the
limitations of the resea.rch, the consequences for the
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