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Chitika Blog Bash 2007

Introduction

BlogBash - 30 days 30 experts! was one of the most successful events ever 
done on the Chitika Blog.

Dreamed up by Chitika's CTO Alden DoRosario and inspired by an interesting 
series from the Month of Apple Bugs, Chitika's goal for this event was to 
“empower the blogger.”  The experts wrote about an array of wide-ranging topics, 
from"Dare to be Odd" and "Shopping and Blogging: How to make the marriage 
work", to “Help me! My mom is my blogs only reader!” and many more.

Before the project began it seemed an impossible goal - get 30 unique experts 
from all over the world to participate in such a unique project. 

Looking back, the project couldn't have gone any better.  What an honor to have 
thirty strong, successful bloggers take over the Chitika blog for each day in the 
month of April.

Go ahead; explore the deep secrets of these 30 expert bloggers, learn from their 
mistakes and their success as we celebrate YOU the blogger!

Blog Bash! 2007 was a great success thanks to all 30 Experts who took the time 
to share their best blogging advice with the world!  Thanks to all!!
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Ten Secrets of an Earlier Adopter Tech Entrepreneur

April 1st, 2007

Expert: Chris Pirillo

Can’t stay long. Too busy trying new things. That’s what 
being an early adopter is all about, I guess. We use 
sentence fragments. Quite often. Too often. We also 
come up with “top ten” lists that appeal to people who 
have short attention spans:

1. Watch trends - big ones, not just the ones the media 
tells you to watch.

2. Watch friends - personal ones, not just Ross and 
Rachel.

3. Ignore the echo chamber - once everybody starts 
talking about it, you’ve already missed your chance for 
being an early adopter.

4. Stay up late - you’ll get more work done after hours 
than you ever will during the middle of the day.

5. Sell to buy - don’t go out and get a new gadget until 
you’ve sold your old one.

6. Go to conferences - you can’t be a player unless you 
get out of the house and play.

7. Try something new - if you think your current set of 
tools is good enough, quit now.

8. Send feedback - tell producers what you like, and what 
you don’t like.

9. Leave ‘em hungry - don’t show all your cards.

Yeah, that’s nine. Want more? Cool. Subscribe to me. ;-) 

Copyright © 2007 Chitika.com | All Rights Reserved

About the Expert

As one of the most entertaining 
and authoritative personalities 
on the Internet today, Chris 
Pirillo was our 1st choice to 
write on the topic of “Secrets of 
an Earlier Adopter Tech 
Entrepreneur.” Chris is the 
driving force behind 
Lockergnome, launched in 
1996 as well as The Chris 
Pirillo Show, launched in 2005. 

In addition, he is the author of 
several e-books on consumer 
electronics and a monthly 
column in CPU Magazine. A 
writer, columnist, TV 
personality, radio show host, 
conference producer and web 
superstar, Chris does it all the 
while informing, empowering 
and entertaining his audience. 
We are thrilled to have him on 
board as our expert of the day.

Page 7

http://www.chitika.com/
http://www.chitika.com/
http://www.chitika.com/
http://www.lockergnome.com/nexus/lockergnome/
http://www.chitika.com


Crossing the Chasm to going as a full time blogger

April 2nd, 2007

Expert: Liew Cheon Fong, LiewCF

I just finished reading John Wood’s “Leaving Microsoft to 
Change the World”, who made a life-altering decision to 
leave Microsoft and founded “Room to Read”, a non-profit 
organization that has established more than 3,000 
libraries in the developing world.
I am nothing to compare to John, but I also made a 
difficult decision which changed my life two years ago — 
becoming a full time blogger.
Back in 2005, I was a small webmaster for a local 
cosmetic company who only blogged in the free time. My 
blogging income was as much as my job’s salary. The 
idea of quitting my job and becoming a full time blogger 
came to my mind.
It was a hard decision. It was about quitting a stable job 
with fixed salary and bet on a new job with unknown 
income. As far as I know, nobody has done that before in 
Malaysia. I probably was the first full time blogger in 
Malaysia! I had no one to seek for advices or guides.
However, I was only 25 year old and loan free. I had 
prepared enough savings for six months living as a 
backup. My biggest risk would be failing the job as a full 
time blogger, wasted few months time, and back to 9-to-5 
office job as a webmaster or programmer. I can handle it!
My family members were not tech geeks. They did not 
even understand a “blog” nor “blogger”. I only told them 
that I will quit my job and work at home using Internet. 
Though my family did not understand what would I do 
after quitting my job, they still gave me their full moral 
support. Until today, my mother still does not understand 
what I am doing and how do I get checks every month! 
*grin*
Family support was the most important to support my decision as a full time blogger.
When I told my blog readers about my plan, I received generally good wishes and, of 
course, some negative voices. Some laughed at my poor English command. Some 
asked me to be realistic because blogging is not a job. There are always people to 
discourage your dream. Ignore them!

Copyright © 2007 Chitika.com | All Rights Reserved

About the Expert

Liew Cheon Fong, or LcF as 
he likes to be known, is author 
of LiewCF.com, one of the 
most popular blogs in South-
East Asia. LcF is Malaysia’s 
first full-time blogger. A former 
professional programmer and 
webmaster, LcF courageously 
made the jump from hobby 
blogging to blogging as a full-
time, successful career.

Today he enjoys working from 
home and spending time with 
his family as well as ever 
increasing popularity at 
liewcf.com with thousands of 
daily visitors and millions of 
hits per month. Chitika is 
pleased and honored to host 
this international blogger’s 
words of wisdom on crossing 
the chasm from part-time to 
full-time blogging. 
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After a month of consideration and planning, I handed over my resignation letter to my 
manager at August 18th, 2005, a day before my birthday. I became a freeman and a 
full-time blogger September 9th, 2005.
The life as a full-time blogger is great! I have plenty of time for my family and freedom to 
go to anywhere at anytime. My current blogging income is few times more than the 
webmaster’s salary two years ago. But, I have gained a few more pounds since then. :P
I proved that full time blogging is possible. Some bloggers, especially Malaysian 
bloggers, have been inspired and become a full time blogger too, or created their 
second income source.
Cheers! 
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Sell Without Selling -By Rosalind Gardner, NetProfitsToday.com

April 3rd, 2007

Expert: Rosalind Gardner -NetProfitsToday.com

I was kind of shocked when the nice people at Chitika 
asked me to blog on the topic of Learn to Sell, because 
although I’ve sold millions of dollars of products for my 
affiliated merchant partners each year for the past several 
years, I still don’t consider what I do as ‘selling’. 

Quite frankly, I hate being sold to and can only imagine 
that you feel the same about the steady barrage of 
product pitches that you see on sites and in your email. 
The point is to remember that our customers are likewise 
put off by the hype they too see every day, so it’s our job 
as online marketers to advise, recommend and endorse 
products rather than try to ‘sell’ them.

The first step is to start from a friendly perspective by 
getting to know who your site visitors are and what they 
need and want through polls, surveys or direct request. 
Then prove that you understand and have empathy for 
their concerns by echoing their frustrations. Share a 
personal story of your own experience with a similar 
problem and tell them how you were able to solve that 
problem with the product you are about to endorse. 

Above all, be honest. No product is perfect, so a 100% 
positive product endorsement will be met with skepticism 
and resistance by your readers. Therefore, be sure to 
point out any minor shortfalls and limitations. 
Alternatively, consider comparing and contrasting two 
different products to give your visitors a variety of options 
from which to choose. Finally, close your endorsement with an enthusiastic reminder of 
your thumbs up rating and a recommendation to buy the product. 

In a nutshell, take that salesman’s hat off and start talking to your visitors the same way 
you would if you were discussing a product you really like with a friend. That’s how to sell 
without selling. :) 
 

Copyright © 2007 Chitika.com | All Rights Reserved

About the Expert

As a pioneer in online affiliate 
marketing, we could think of no 
better individual to lend their 
wisdom on “Sell Without Selling” 
more than Rosalind Gardner. 
Rosalind Gardner is the owner 
of NetProfitsToday.com and has 
been doing business online 
since 1998.

Prior to starting her venture she 
was an air traffic controller with 
no business or web 
programming experience. With 
focus, determination and 
persistence to learn the 
business, she was able to quit 
her day job and become a 
successful full-time online 
affiliate marketer in 2000.

Rosalind’s knowledge and 
successes have been the 
subject of many articles in 
publications such as Six Figure 
Income and Revenue Magazine 
as well as her own best-selling 
book, The Super Affiliate 
Handbook. 
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Create.Promote.Track.Optimize -By Allen Stern

April 4th, 2007

Expert: Allen Stern, CenterNetworks.com

Several people over the last few months have asked me 
what I do to increase CenterNetworks traffic and user 
loyalty.
I started drawing on my whiteboard and after drawing and 
erasing, I was able to distil my process to four words:
Create.Promote.Track.Optimize.

Create
Naturally creation is the key. If you create poor content, 
the other parts won’t matter. So how do you create good 
content? I think it begins with reading blogs inside and 
outside your niche. See what types of content works. Yes, 
having a great title is important but the meat is equally as 
important. What entry lengths work? What level of 
vocabulary is used to reach the audience? These are all 
questions you should ask yourself as you craft your 
content style.
Promote
This is an area where bloggers can sometimes go down 
the wrong path. How do you promote your best articles? 
There are the easy ways like Digg, Reddit, Netscape, and StumbleUpon. But some 
other ways might be worth considering as well. 
First, make every single post you craft search engine friendly. Doing it from the 
beginning is much easier than going back a year later to do it. At a minimum use a good 
title tag, description and keywords. There have been some recent tests which prove that 
even just these three things can make over a 15% difference to the traffic to your posts. 

Copyright © 2007 Chitika.com | All Rights Reserved

About the Expert

Allen Stern is the editor of 
CenterNetworks, a site with a 
focus on “new” Internet such as 
social networking, Web 2.0 and 
social lending. As a consultant 
and resource to his clients and 
readers, Allen has worked with 
companies such as IBM, 
Georgia-Pacific, Wimbledon and 
Citibank to focus on strategy, 
optimization, analytics and 
social media solutions.

CenterNetworks provides site 
reviews, news, insight, 
interviews and conference 
coverage all with the focus of 
helping its readers to create 
better business-focused web 
applications. With Allen’s vast 
experience in this realm, Chitika 
is excited to host his advice on 
how to Create, Promote, Track 
and Optimize. 
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Second, when you write a post that references a company or person, let them know! 
Don’t expect them to find it themselves. A simple email can work wonders as they may 
link back to your post.
Third, head out to conferences and meetups. Hand out a card that has your blog 
address and contact information. This has worked very well for me so far. People will 
forget you after a week-long conference. But when they pull out your card, you instantly 
draw them to your blog. 
Finally, add Microformats to your site. Microformats are basically an extension of HTML 
which allow peoples names and addresses (vCards), and reviews (hReviews) to be 
tagged for future reference.
Track
The most important part of this chain is analytics and it’s the area most bloggers ignore. 
Creating and promoting content is important. Knowing what’s working and what isn’t — 
priceless. 
There are hundreds of great tracking applications out there (some are free). I have 
reviewed many on CenterNetworks. Let’s say you know that Tuesday is your best traffic 
day. Use that to your advantage by posting your important stories on Tuesday. What I 
have learned on CenterNetworks is that 4-7am in the Eastern time zone produces the 
lowest numbers of users and so I think about that as I post my content. Of course this is 
just scratching the surface of what can be done. No matter what you use, use 
something.
Optimize
Take everything you have learned from the previous effort to make the next post better. 
The key is to keep improving as it is a continual process. As you continue to optimize 
you will see your traffic — and more importantly — your user loyalty grow.
Now get out there and go, go, go! 

Copyright © 2007 Chitika.com | All Rights Reserved
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Dare to Be Eccentric -By Manolo

April 5th, 2007

Expert: The Manolo, shoeblogs.com

Manolo says, over the past two-and-the-half years, since 
the Manolo started his humble shoe blog, many other 
professional bloggers have asked the Manolo, “Manolo, 
how can we be more like you, the God of BlogMarketing, 
the Six Figure Blogger, who has been mentioned in the 
publications as diverse as the Vogue, the Times of 
London, and the Sydney Morning Herald, and who has 
his own weekly newspaper column, and will soon have 
the very amusing pamphlet and the autobiographical 
book coming out?”
To which the blushing Manolo replies, you cannot be 
more like the Manolo. You can only be you, just as the 
Manolo can only be the Manolo.
The good news, however, is that in being you there is 
opportunity, and the secret to this opportunity is in being 
extremely you. You must be you to the point of perhaps 
being eccentric, indeed you must dare to be eccentric.
You may think, Mr. Arturo G. Bloggerman, that your grand 
mission is to enlighten the unwashed masses, to whom 
you declaim the unpleasant truth from your exalted perch 
at declaimingloudly.blogspot.com. But in the point of fact, 
if the unwashed masses do not find your loud 
declamations entertaining they will quickly move down 
the street to the Cuteoverload to look at the pictures of 
the squirrel babies.
So, what must you do to compete with the squirrel 
babies?
First learn to write the good, lively, entertaining prose, 
and then, second, do not be afraid of giving your readers 
the odd combination of the topics, or the peculiar view of 
the world, or the different way of approaching your subject. Do not be afraid to be seen 
as different, or even eccentric. Indeed, to be eccentric in this crowded market is the 
strength.
For the example, there are five hundred thousand gadget blogs, but how many these 
write from the point of view of the technology shunning Amish? Eh? Think about it.

Copyright © 2007 Chitika.com | All Rights Reserved

About the Expert

The Manolo, is publisher of 
Manolo’s Shoe Blog as well as a 
host of other blogs focused on 
topics ranging from Prada to 
designer shoes to wedding 
dresses to food.

In addition, you can catch the 
Manolo’s weekly shoe advice 
column in ReadExpress, a 
publication of The Washington 
Post. While the Manolo’s identity 
remains a mystery to the world, 
the unconventional humor, style 
and personality conveyed in this 
master blogger’s posts attracts 
and engages readers worldwide. 
It is Chitika’s pleasure to host 
this unique blogger’s 
perspectives in the guest blog 
post, Dare to Be Eccentric.
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Well, perhaps that’s not the best example, but you understand what the Manolo means. 
And if this hypothetical Amishman wrote in the lively and entertaining manner you would 
read him everyday.
Next, do not take yourself too seriously. You are blogging, you are not carving the 
wisdom of the ages into the stone tablets.
Of the course, this does not mean that everything is the big joke, but only that you 
should lighten up sometimes. No one wishes to be pummeled with the unrelenting 
seriousness of the world. It is boring. To be alive is to wish to experience joy, to wish to 
experience happiness. Provide some.
Finally, the Manolo would tell you do all these things and to post faithfully everyday, and 
then to be generous with your readers, and with your links, and even with those you 
believe are your competitors. Be kind and do good, be funny and entertain.
If you do all of these things, your audience will find you soon enough and you will be 
successful. 
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Crunching Numbers For Blog Success -By Tim Flight

April 6th, 2007

Expert: Tim Flight, GPSReview.net

There are two types of people in this world, those who 
enjoy crunching numbers, and those who don’t. 
Regardless of the camp you reside in, crunching numbers 
is an important part of success. To effectively use crunch 
data you need to understand exactly what the numbers 
represent, and then plan for what you can do with the 
data..

Try to only track data that is actionable. It might be fun to 
track what day of the week you have the highest CTR, 
but is there much you can do about it? Would you really 
make a change to your site on certain days of the week to 
change the CTR on those days? Tracking only actionable 
data can apply both to the type of data collected and the 
frequency which you track that data.
Is it worth it to track CPC on a daily basis? Probably not. 
CPC fluctuations from many of the most popular 
advertising systems are common these days. Therefore 
looking at CTR on a daily basis is probably too frequent, 
whereas looking at it from month to month will have much 
more meaning.
Do you track page views on a daily basis? Is it 
actionable? If your page views drop one day by 15% over 
the previous day, is there really much you can do the very 
next day to increase page views? Maybe, but those 
changes wouldn’t likely be something that would remain 
long-term.
Therefore it might not make sense to track page views on 
a monthly basis. Are there changes you could make that 
might increase page views on a monthly basis, looking 
more long term? This is far more likely.

For me, beyond total revenue the most important item to track is revenue per unique 
visitor. This gives me the most consistent figure that weeds out “exceptions”. Some days 
you might get ads that result in a high CTR but low CPC, but the revenue per unique 
visitor would remain relatively the same.
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Let’s say you have a graph of total revenue for each day. One day you get a news scoop 
and have a sudden surge in traffic. If you just graph revenue, you will have a spike in 
your graph for that day. When looking back at that graph a week later you will want to 
explain that spike, and you will need to look at other data to figure out why.

However a graph of revenue per unique visitor will probably not show a spike for that 
day. Therefore this figure becomes a better figure to gauge the daily “health” of your site.
Another example is tracking eCPM. You decide one day to double the amount of 
advertisements on each page. Even if you slightly increase your revenue, your eCPM 
will go down! Therefore comparing eCPM before and after you change the number of 
advertisements on a page is almost meaningless. However if the change was effective 
you would notice a change in revenue per unique visitor.
When looking at the different type of data you track, make sure you understand the 
differences between data that can receive growth over time as well as data that should 
have a more level trend. For example we all strive to constantly build traffic. Therefore 
we hope the number of daily unique visitors continues to grow. When graphed, we 
expect that line to trend up.

On the other side of the spectrum there are figures like CPC and CTR. It is nice when 
these figures grow, but that is not the expectation. Doubling your traffic will not double 
your CTR. Therefore when looking at graphs of data, try to keep figures that are 
expected to change over time together, and keep figures that are expected to remain 
level over time together.

As practice exercises, frequently take a look at your data, spot some idiosyncrasies, and 
try to figure out why the data changed at that point. You do this by understanding what 
makes up that data point. Did your eCPM drop? Then you either added to the number of 
ads on the page, your CTR dropped, or your CPC dropped. If you added to the number 
of ads on the page, then there is the explanation. If the CTR dropped, check to see if 
you recently altered any ad placements or styles. If your CPC dropped… well, not much 
you can do about that except experiment with a different type of ad.

Another important tip to remember is that bigger isn’t always better. Do you always want 
to be increasing your CTR (click through rate)? Probably not. I know of steps I could take 
today which would double my CTR tomorrow, but they would probably not be healthy to 
the long-term success of my site.
Often, I’ve found myself wanting to decrease a figure like CTR. Most people generally 
want people coming back to their sites. If you over-optimize a site then people might 
never see what a great site you have. You might make some short-term money, your 
long-term prognosis for growth probably isn’t that good.
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Finally, you have to apply what you know about your site when interpreting the data. For 
example let’s say you have one site that averages 1.5 page views per unique visitor and 
another site that averages 5 page views per unique visitor? Which site is doing a better 
job? You can’t really tell. It could be that the people on the first site are getting deep 
linked into the site, finding exactly what they want, and then moving on. Or it could be 
that they were turned off by the site and moved on.
With the second site it could be that your internal navigation is a mess and people are 
frequently clicking around trying to find what they came there fore. So analysis of data 
isn’t always a left-brained activity. You will need to use your intuition to understand the 
data.

Tracking data can be lots of fun, and it can yield lots of critical information about your 
site. However in order not to become too obsessed with stats and to allow more time for 
writing content, try to only track data that is actionable, and produces useful information.
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Making the Leap: Going from the Single Blog to the Blogpire -By Jay Brewer

April 7th, 2007

Expert: Jay Brewer, Blogpire.com

A burning question for many bloggers is whether to 
continue full force on the one blog they have or to 
diversify and create a whole host of al niche topics. As 
owner of Blogpire, with over 18 sites under management, 
clearly you a perfect resource for this topic.

Q. Tell me the thought process that went into making 
your decision to branch out beyond the one blog.

A. I started with singleservecoffee.com and it really 
wasn’t with the idea that I would probably launch more 
than just one site.
Basically I took a topic and I wanted to own a category, 
try to figure out an emerging category which was single 
serve coffee, not too glamorous not too amazing but just 
exhaustively covered the news as that category grew
within a month or so we had the only news on the subject 
and already people with products and advertisers 
contacting us saying hey we just want our presence on 
singleservecoffee.com because there is no where else to 
advertise coffee pods and other single serve products, so 
I quickly thought, hmm! I could be seeing a lot of other 
topics like this.
Deciding to expand to the second title was a decision of 
being able to potentially either write for it myself and be 
interested in the topic or find the perfect person I could 
partner with to potentially create a second title. The best 
way I thought to do this was to get someone I know who 
was interested in the topic that I thought would be 
popular, someone I could trust and also share the 
revenue with them equally- That was what the Blogpire was all about, sharing revenue 
50/50 and growing titles, out of the gate thats how we initially did it. I also wrote for blogs 
basically writing for the topics and expanding or to go from one to many, you have to 
really realize that you are putting in for two blogs not twice the commitment but four or 
five times the commitment because there is a lot more than just writing to promote each 
title and thats another thing to think about. 
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Q. What are some of the benefits and challenges to owning and maintaining 
multiple blogs

A. One of the challenges will be making sure that you can promote both titles that you 
can represent and sell advertising for it and to create good partnerships. Also make sure 
you are maintaining lists of contacts for each of the different sites and all the different 
products- its really keeping the whole business structure around it. The writers typically 
write and do a couple of posts a day or more and thats great and there are experts in 
keeping them insulated from the advertisers and the business point so they could focus 
but also letting them know from an analytical stand point like hey these are all the top 
articles and these are all the different things that are going on- to providing each site with 
the business framework, great editorial and basically giving the author information so that 
they know what’s working and what’s not working(one has to figure out how to make that 
scale so that you can add one or more titles). We are a small company but we have 
figured out a variety of tools to make that happen- to grow the Blogpire without having to 
make it a strain for each of the different titles. 

Q. Owning multiple blogs can yield a network effect and in turn change the way 
advertisers want to do business with you. Have you experienced this and if so, can 
you elaborate a bit on what you have experienced?

A. There is a network effect but you will need a successful blog to start. I see a lot of 
people branch out with a bunch of different titles, but none of the titles were successful, 
so they didn’t figure out what it takes to make a successful blog to start with so they are 
duplicating and replicating unsuccessful blogs. Example: we have gpslodge.com , 
singleservecoffee.com, etc all of those blogs are pretty big blogs generating 10,000 or 
more pages a day and that you can attract advertisers with, once you can attract 
advertisers and ad agencies then they can say, we had a great success advertising with 
you on such and such site, then you can say, by the way we have other food blogs, and 
we also have other blogs that may be of interest to some of the other clients that you 
represent. Even if the titles are smaller, you get a network effect with the fact that its 
cheaper for them to purchase the smaller titles along with the larger titles and you can 
kind of give them a whole package to pick from versus it just being one title. This also 
helps out for other advertisers to find out about the other sites. Larger places are a little 
wearier because its a lot of energy for them to advertise so advertising in a larger way is 
easier for them and it shows there is a real business behind what they are buying.
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Q. One advantage of having a network effect is being able to compare, observe and 
measure the performance of different types of advertisements on different niche 
blogs. Please share a few of the observations you have made from this so far. 

A. This is true, we end up having a testing ground that you can’t really rival, you get all 
these different verticals. singleservecoffee.com people are totally different from 
gpslodge.com people. We’ve been able to try out different ad integrations across all the 
sites from using Chitika to using amazon programs to Google ads to direct advertisers. 
Some of our titles have worked great for direct advertisers and some of them haven’t so 
we also know that not every title we make will convert over to someone who would 
advertise with us directly. You also can learn a lot from different types of ads, the fact that 
different ad programs have different graphics or link styles or different ways that you can 
integrate them or search boxes for, Chitika has Shop Clouds$ and ShopLincs, we try out 
those different things and see what our readers and the people who come to the site 
organically or on a daily basis want, you really have to try out a program for a period of 
time thats measurable like 2weeks or 3weeks or a month and say what did i do last 
month and what did i do this month now that I’ve changed in the program. You’ve got to 
be able to take that financial risk with changing something that you think might work to 
see if something works better for a period of time and measure them against each other 
and you also have to figure out if people like to buy products because they read the 
reviews that they find in the ad or do people like to buy products because we provide 
them related prices or other places where they could purchase it or they’re not really 
interested in buying the products but they’re interested in just finding out more 
information on the topic and what kind of ad will be relevant for that. I think you really 
gotta get into the clicking in the mind of the reader to figure out what is going to be good 
for the reader, the other thing is you don’t want to have a whole bunch of ads that don’t 
do anything for the site and drives the reader away. Ads could be a very helpful thing but 
they don’t necessarily have to be a thing where they’re seen as “ Oh they’re advertising 
so they must not be standing behind their content, we really try to pick ads we think are 
good and we also try to tell our readers about deals and places to go shop where they’re 
not going to have their credit card stolen and everything will be good. There’s more to 
that whole thing than just looking at the site and not really putting a lot of effort in your 
advertising, it’s equal amount of effort for that as it is for spinning off with a great content 
because it’s either going to work or it’s not going to work and especially having different 
sites and their network as you could basically really try out different types of readers and 
to say if we are launching other GPS or electronic sites, I guess we know something that 
will work versus trying from scratch. That’s been a big help. 
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The alchemy of Blogging -By David Ponce

April 8th, 2007

Expert: David Ponce, OHGIZMO.com

So, let’s say you’ve done everything right, and you 
managed to build yourself (through sweat, hard work and 
dedication) a shiny blog, with heaps and heaps of traffic. 
Congratulations! But, you surely must have noticed 
something: this blogging thing takes an awful lot of time. 
And as we all know, time is money. So it would make 
sense to… compensate yourself for all the hours you put 
into this. Hell, if you compensate yourself enough, and do 
things right, you could enter the ever growing ranks of the 
pro-bloggers, and forever say goodbye to the 9 to 5. In 
the next few bullets, I’ll try to show you the things I 
learned while doing just that.
One last thing before I start: never underestimate the 
value of the work you do. If you have traffic, it’s because 
you are putting a quality product out; your readership is 
proof that you’re doing something good. Your words, your 
insight, your research is valuable to yourself, your 
readers and prospective advertisers. I say this to you as a 
foundation for the advice that follows: always seek to 
maximize the worth of each and every visitor to your site. 
Never settle for “good enough”, because all that time you 
put into this isn’t worth “good enough”. Advertisers will 
always try to get you to settle for less. Don’t.
That said, there is a right way and a wrong way to 
achieve this. I’ll start by telling you what you can do 
wrong.

1. Respect your readers. The single worst mistake you 
can make is to underestimate the importance of this point. Of course, no ads at all is best, 
but we’re not looking at that option. But there is a balance between too many ads, and 
too little. So:
No one likes flashing ads, pop-ups, pop-unders, interstitials (ads that appear out of 
nowhere, and obscure the entire page) and a page so full of ads that you have to scroll 
down before seeing any content. Don’t do it. You’ll lose current readers and wont gain 
any new ones, so there’s no point in giving in to the extra marginal income.
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2. Placement. Where you put ads makes a big difference in how much money they 
generate. At least, for CPC (cost per click) ads. CPM (cost per thousand impressions) is a 
different story, and I’ll address that later. Google Adsense is a typical CPC advertiser 
(Even though they give you an eCPM figure. The “e” is key). Adsense is also the most 
ubiquitous, so lets look at them. But, before I do, keep in mind that all this applies to 
Chitika as well, which can be used in addition to, or instead of Adsense.
-The 300 by 250 unit is arguably the best performing unit. Two spots are best suited for it:
-Above the fold on the right (or left).
-In a permalink page, sandwiched between the end of your article and the beginning of 
the comments.
-Another great performer is the 728 by 15 Link Unit.  Place it below a Leaderboard (728 
by 60) unit. Having something graphical right above the link unit dramatically increases its 
performance.  Alternatively, place it below your logo and navigation section at the top of 
your page.  It’s unobstrusive and performs wonderfully.
The theme is that the Link Unit does best when placed below something that will attract 
readers’ attention.
-Leaderboards (728 by 60) perform reasonably well. Place them at the very top of your 
page, but leave enough space so that things don’t look cramped.
-Full Banners and Skyscrapers from Adsense have performed somewhat poorly in my 
experience. 
When placing these units, always keep aesthetics in mind.

-Leave space.
-Be symmetrical.
-Be balanced.
-Be nice to your reader.

3. Layering. Aside from obvious graphical ads, there are many ways that you can layer in 
more advertisement without crowding out your screen real estate and without annoying 
your users too much. The “too much” is key. Remember, all ads are annoying to some 
degree, so it’s important to find the right balance. 
So, what else can you do to maximise every page view?
Text ads. They are a good steady source of income, and they tuck away on your site 
quite neatly. The advertisers are usually in search of a Page Rank boost. Whether or not 
this is a good thing is a debate for another day. The best company for text ads is: 
http://www.text-link-ads.com
Dynamic text ads. These are arguably the most annoying ads I’ve ever run on the site, 
but I found that the impact was less negative than expected. They are the ads that 
appear when you mouse over certain keywords. The important thing to keep in mind is 
that you don’t want to fool your readers, so make sure that the highlighted text looks very 
different than a regular link on your page. http://www.vibrantmedia.com is the leader in 
this field.
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Sponsored posts. You can get paid to write reviews for advertisers, but keep in mind the 
“not fooling your readers” theme. This is a hot button topic, and I’m quite clear in my 
guidelines for doing so:
-Clear, unambiguous disclosure at the top of every single sponsored post. Disclosure 
should start with “This is a sponsored post”. Don’t, don’t, don’t give in to the temptation to 
make it any less clear.
-Never accept to write reviews that dictate tone. Even with disclosure, it’s not right to be 
told what to say about something, even for money. It’ll make you look bad, no matter what 
you do.
-Don’t be afraid to say a product is bad. If it affects your future relationships with the 
company, so be it; this is the most expendable part of your income, and if you have to 
choose between your credibility and this stream of cash, the choice should be obvious. If 
it later comes out that you reviewed something positively, and it turns out to be a total 
flop, your readers will remember.
The two largest companies in this field are http://www.payperpost.com and 
http://www.reviewme.com

4. CPM ads, fixed monthly ads. Sometimes, advertisers will get so excited about the stuff 
you put out, they’ll want to strike special deals with you. These can take several forms:
Fixed monthly deals. They’ll offer a specific sum to appear on every single one of your 
pageviews. That’s usually good, but don’t set your price too low. You should aim 
somewhere in the $7CPM range. That means $7 for every thousand page views. On a 
site like OhGizmo, with 300,000 page views a month, that means you should ask for at 
least $2,100 per month. Of course, this number will be negotiated down, but $7CPM is 
not an ungodly figure to ask for.
Straight CPM deals. Sometimes, an advertiser has a set amount of money he wishes to 
spend on your site. So, it’s up to you to determine how many page views that will buy 
him.

5. Agencies. Of course, by this point, things are getting a little complicated. You want to 
write, but you find yourself managing all the ads, buying an ad server so you can split 
pageviews between advertisers, etc. It’s taking time and becoming counterproductive. So, 
sometimes it’s better to let someone else do that part of the work, and let them take a cut 
of your revenue for their effort. The cream of the crop of such agencies, in my experience, 
is Federated Media. http://www.federatedmedia.net 
These guys are angels, and they take care of their authors like no one else does. They 
manage everything for you, so you can focus on your writing. And they get you top rates 
for your impressions. Of course, getting into Federated Media is not a simple matter of 
applying. You have to have a special site, with a sharp focus and a strong voice. You 
have to be respected in your field. If you have this, apply and make your case, but 
inclusion is not guaranteed.
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And that’s it really.

Well, no, that’s not true. There’s so much more that I could go on for quite some time. But 
these are some basics. But, if there’s only one point to take away with you, it’s #1. Don’t 
let greed get the better part of you. 

And, well… best of luck! 
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Get More Out of Conferences and Networking Events -By Chris Brogan

April 9th, 2007

Expert: Chris Brogan, Network2.tv

You’ve shuffled into the convention center, and found 
your way over to where you pick up your badge. It’s 
finally here. You’re at the big conference. There’s a big fat 
guide of topics and speakers, and lots to do. 
Looking around, there are thousands more just like you. 
Some are better dressed. Others look like they’re in the 
wrong place entirely. And which of these are people you 
should connect with? Who here is a client? Who’s a 
future partner? Where are your new friends that you’ll 
keep in touch with in coming years? 
There’s a strategy for this, and there are tools. 

Your Personal Brand 
When you’re at a conference or a social gathering, you 
may or may not be representing a corporation or larger 
organization, but you’re also there as YOU. People 
seeing you are building an icon for their relationship with 
your larger organization that focuses on you at that moment. If you’re Sonya from 
Microsoft, they’re thinking of you as a big company in Redmond. But even if you’re 
Mohammad from Mohammad Rahman Consulting, you are at once a person and a brand 
unto yourself. 

Before You Attend
• If you blog, blog about the event. Look for a link to the event in Upcoming.org, and 

add yourself to the attendance. 
• Post a current picture of yourself on your blog, so that people can identify you at 

the event. 
• If you find others who are attending via social media sites or by using a service like 

Technorati or Google Blogsearch, drop them a comment on their blog mentioning 
that you’re attending as well. It might make for a good early ice-breaker to know 
others coming to the event. 
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During the Event 
During the conference or networking event, there are a few things to consider. If there are 
lots of people present, it’s important to remember that everyone has a similar mission: 
meet lots of new people, find friends/clients/partners, discover new information that’s 
important to their organization. This means you can’t monopolize people’s time. 

• Introduce yourself clearly by name when meeting new people. You decide whether 
to add your company name to that introduction. “Hi, I’m Chris Brogan from 
Network2.tv” might come off as too much to swallow, or it might come off as the 
next conversation to happen. 

• Bring business cards to foster future conversations. You don’t always have to lead 
with that card exchange, but try to end your brief interaction with a card exchange. 
It will make the whole process more memorable. 

• A secret trick about business cards: it’s better to get theirs than give yours. 
Because then YOU control dropping them a line. It puts the power to respond back 
in your hands. 

• If you don’t remember the person’s name by the end of the conversation, it’s okay 
to ask it again. And then repeat YOUR name. Leave them with that name in their 
heads. 

• Remember that brevity rules. People love those who can speak succinctly. 
• People love to talk about themselves, and the magic trick is, they somehow walk 

away from this experience thinking YOU are a great person. 

After the Event
Once you get home, do your best to find the most pertinent business cards you collected 
during the experience and drop a quick, personal email. Remind them in that brief contact 
about something you both discussed, to connect your email address with the experience. 
And then, if you’re feeling a little more adventurous, try some of the following additional 
bits. 

• If you blog, blog about the event, and drop names. Tell people about the event, but 
also about the people you met that you found engaging. Sorry, but it’s still true that 
we love to see our names in print. 

• If you’re a videoblogger, or use a photo service like Flickr, edit and upload your 
media quickly. 

• Use tags to ensure that people attending the event find your post, and tag the 
names of the people you mentioned in the post as well. Make it easy to be found. 

• Now, go find other people’s blog posts about the event, and leave comments. If 
you’ve met them at this event, make sure to drop a comment on their blog and 
remind them of your your meeting. 

• Build the most important of the business cards into whatever you use as a contact 
database, and if you can, in the notes/comments section, mention that you met the 
person at X event. That’ll help when months from now, you get an email from them, 
or you see an event coming up that might appeal to people you met at X event. 
Make sense? 
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• Look for these new friends on sites like LinkedIN, Flickr, MySpace, Twitter, and 
wherever else is an appropriate social network for the group you’ve found. 

Make Your Mantra For Events: “Connect with People” 
There are lots of moving parts to conferences, and sometimes at networking or social 
events, things move quickly such that you find yourself at the end of the night without 
having had much opportunity to have conversations or meet the people who matter to 
you. 
Turn conferences and networking events into your opportunity to expand your circle of 
friends, build your personal brand, and connect with people who might be good to know in 
the coming months and years. Instead of simply accepting the content, make an 
opportunity to build your connections to people through the experience you share. It will 
certainly change the way you approach conferences and social events, and it might 
change your lot in life going forward. 
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Blogs and Widgets -By BUMPzee

April 10th, 2007

Expert: Scott Jangro, BUMPzee

2007 has been called the Year of the Widget. Visitor 
stats, news headlines, weather, cartoons, and video all 
pulled in from various sources on the Net are dressing up 
the sidebars of blogs everywhere like rock posters on the 
walls of a teenager’s bedroom in a web 2.0 world of user-
generated content.

What is a Widget?
In the web context, a widget is a small bit of code, usually 
JavaScript, that a non-technical blog owner can paste 
into a the template of a blog. This code serves up fresh 
content delivered from other servers, such as news 
headlines or product information.
Widgets can serve up virtually anything, but what they 
have in common is that what they display can be 
controlled and changed at any time by the service that 
provides the widget.
Why would a blog owner give up this control? Because the information provided through 
that widget is fun, interesting, or useful to their readers. 
There are many types of widgets:
Fun - You can put a sudoku or a crossword puzzle on your blog, pictures from Flickr, 
even a retro game of Pong. There are dozens of frivolous widgets you can include in your 
blog just for the fun of it.
Relevant Content and Information - One of the most popular uses for widgets is to pull 
in timely and relevant information, such as news headlines or related blogs. You can 
serve up google news headlines related to any topic, or related blogs from a service like 
Technorati.
Monetization: Widgets like Chitika’s eMiniMalls display product information to your 
readers, based on relevance or keywords chosen by the blog owner. Google Adsense, 
BlogKits, and AuctionAds are essentially widgets that display advertisements. The idea is 
that these will display information that is useful to the blog reader while providing some 
revenue to the blog owner.
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Community: Widgets that display information and visitors related to a specific interest 
group can add a social aspect to a website. If you have a widget that displays the most 
recent visitors, that shows that other people find your blog interesting, lending credibility. 
And being part of a community can bring extra traffic from related blogs through links 
served up in widgets. Some examples of community widgets are MyBlogLog and 
BUMPzee.com.

Where do you find widgets?
If you’re looking for widgets for the sake of widgets (for fun or dressing up your website), 
check out resource sites like WidgetBox.com and Snipperoo.com. Yahoo and Google 
have their own widget directories as well. Even better, discover widgets through the 
services that you use or feel that your readers will be interested in. Finally, read up on 
widgets. Blogs like CostPerNews love widgets and love talking about them.

Test, Test, Test
Nothing belongs on your website that doesn’t benefit you and your readers. Try out some 
widgets and evaluate whether your users are interacting with them. Try out some page 
tracking tools like CrazyEgg to see if your visitors are clicking on them. Or if your widget 
is community-related and you’re sending traffic to other related blogs, watch your website 
stats to see some extra traffic coming your way as well.
Finally, keep an eye on performance. Remember, widgets are loaded in real time from 
other websites which can be overloaded if they become popular. A slow loading widget 
can cause your page to stop loading while it catches up. This may send your visitors 
away dissatisfied by the slow load times of your blog.
Widgets can be fun, but make sure they’re worth the valuable space that they consume 
on your website. Go get some widgets, but make them work for you. 
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Diversifying Your Revenue with Chitika -By Joel Comm

April 11th, 2007

Expert: Joel Comm, JoelComm.com

Although Chitika’s products are great revenue-earners for 
any publisher, there’s no reason why you can’t use them 
together with other advertising programs. Because 
eMiniMalls and ShopCloud$ are so different to everything 
else out there, they’ll easily complement the other ads 
you offer users, without competing with them.
Referral buttons and affiliate ads are probably the 
simplest ways to add revenues to income from Chitika. 
Amazon lets you pick from a huge range of products, and 
you can also try taking ads from one of the specialist 
affiliate companies such as Commission Junction or 
Performics. You will have to choose your ads very 
carefully though.
One of the strengths of Chitika’s ads is that they offer 
your users very specific products. Because affiliate ads 
also offer product ads, you’ll want to make sure that 
you’re not offering ads for the same products in two 
different ways.
A better strategy is to offer affiliate ads that provide good 
additions to the Chitika ads. So if your Chitika ad is 
showing a Nikon digital camera, you could try offering a 
book on Amazon that teaches digital photography. That 
could give you two good revenue-generators instead of 
one.
Similarly, AdSense has long been a favorite joint source 
of income for Chitika publishers. But Google’s ad units 
can compete for space on the page with eMiniMalls: both 
do well embedded into articles.
If you have a site that focuses on products though, you 
should put the AdSense units above, below or next to the 
article and embed an eMiniMall into the text.
The closer the eMiniMall appears to the discussion of the product, the better your results 
will be. The image will help to illustrate the article, and a well-blended AdSense unit can 
provide further reading for users when they reach the end of the post.
Chitika can certainly be a major source of revenue for your site, but it can be even more 
profitable when you combine it cleverly with other programs too. 
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Ten lessons for an aspiring professional blogger -By Andy Merrett

April 12th, 2007

Expert: Andy Merrett, AndyMerrett.co.uk

Though I’ve been using the Internet since the mid ‘90s, 
and have blogged for over three years, I’m only just 
approaching my first year of full-time professional 
blogging.
Here are ten lessons that I’m learning to apply to my new 
career. I hope aspiring probloggers may find something 
that motivates them to greater success.
Please don’t read these thinking that I know it all. I don’t 
(see point 7):

1. Banish Distractions
I’m convinced that the number of distractions increases 
exponentially with workload. Banish them:

• Do whatever it takes to find and keep focus, and to 
block out external distractions. 

• Improve your working environment to minimise 
noise and interruption. 

• Tame online communication tools: Don’t check 
email every time a message arrives, turn off IM 
when you need to concentrate. 

• Allocate exclusive blocks of time for researching or 
writing copy, and stick to them. 

• Try to schedule meetings and conversations, set a 
reminder, then forget about them. 

Personal examples: I do my absolute best to ignore my 
noisy neighbours. Sometimes the only way to shut out distracting noise is to use 
headphones and music that I know will help me to work (it’s Celtic jigs at the moment). I 
often stay off IM until mid-afternoon so that I can get the bulk of my work done in the 
morning.

2. Be Good to Yourself
When working primarily alone in a home office, it’s easy to neglect your body:

• Drink plenty of fluids. 
• Eat proper meals and healthy, energy-boosting snacks. 
• Exercise during the day. 
• Try to take a one or two day break at least once a month. 
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This will help keep your body and brain active, and fend off everyday illnesses.
Personal examples: I feel the difference if don’t drink enough water, eat fruit, or miss out 
on a midday walk. I’m just not as focused or clear in my thinking, and it slows the whole 
working day. A weekend away every so often helps me to refocus.

3. Work your Natural Rhythms
Part of the reason I left a 9-to-5 job to be my own boss was the freedom to work when 
and where I wanted:

• Don’t feel guilty if you’re not using your home office all the time. 
• Work to your body’s strengths. If your productivity drops at certain times, don’t 

work then. You’ll become weary and frustrated. 
• Thrive on change? Mix things up. Work in the garden. Go to a café. If it makes 

you a more productive, happier blogger, it’s good. 
Personal examples: Working in bed doesn’t cut it for me, but if the mood takes me, I’ll 
happily use the garden, the sofa, the home office, or occasionally I’ll take a trip out.

4. Plan and Prioritise 
Free-for-all blogging may be fun at times, but a plan will help you achieve your goals:

• Know why you blog and what you want to achieve: more money, personal 
recognition, greater knowledge. 

• Work out which of your blogs and projects are ‘non-negotiable’ - those that 
absolutely must be done (either contractually or because they are important). 

• Work out which of your projects are expendable - those that would be good to 
finish, but you could let go for a day or two if you had to. 

• Plan your work around these priorities. You’ll have greater focus and achieve 
more if you know what you need to achieve each day. 

Personal examples: Some articles I have to write, or I don’t get paid. I keep a daily 
record of how much I’ve written so I know when I’ve hit targets. I also try to work in press 
conferences and personal events that take me away from home so that I can maximise 
the amount of work I get done on the move.

5. Nurture your Networks. Know your contacts.
• Get to know other writers in your niche. Who are the influencers, the key voices, 

the up-and-coming newbies? 
• Leave relevant comments on other blogs and participate in forums and online 

communities. Work towards becoming a trusted authority. 
• Keep your contacts list up-to-date. Get to know PR people and ‘insiders’, making 

enough noise that they send you news and information first, but don’t become 
irritated by you. 

• Use social networking sites to your advantage. Spend enough time promoting 
your profile and adding interesting content, but not to the detriment of your 
blogging. 
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Personal examples: Forming the Blue Fish Network, and working for Shiny Media, my 
online network has increased, and I have a decent set of UK PR contacts. I’m also 
investigating ways of using sites like Facebook and Twitter to increase my profile.

6. Grab beneficial opportunities. Learn to say ‘No’
• Look for and be open to opportunities that further your blogging goals. 
• Generally, if someone offers you a blogging opportunity (regular or one-off), it’s 

because they want you. If you have the time, energy, and desire - and the 
opportunity fits - snap it up. 

• Beware of projects that sound good but may take up large amounts of your time 
and energy with little reward. Ensure you know the scope and expectations for 
every piece of work you take on. 

• Don’t be afraid to say ‘No’ to projects that don’t feel right, will take resources away 
from more important projects, or don’t benefit you. 

• Having said all that, it’s good to be involved in projects that benefit others when 
you can. 

Personal examples: I’m amazed by some of the opportunities that have come up already, 
thanks I’m sure to the fact that I’m writing for two blogs in the Technorati top 1000. 
However, I also know what it’s like to take on a project that was far too big and took me 
away from my core blogging tasks, and where the benefits were far outweighed by the 
costs. It can be hard to say ‘no’ sometimes, but it has to be done.

7. Avoid Arrogance. Beware False Modesty.
• Don’t act as if you know it all, and that everyone should listen to you and agree 

with your point of view. They won’t. 
• Don’t put yourself down, or write in a way that belittles your expertise. 
• Aim to balance self-confidence and humility. 

Personal examples: I have strong views on a number of subjects, and I’ve acted like I 
know it all, but articles I’ve written with more compassion generally get a better reader 
response, and more respectful conversation. Graciously admitting you’re wrong when 
someone pulls you up on a mistake is a trait worth mastering.

8. Improve your systems. Find shortcuts. Automate!
• Don’t assume that your working system is the absolute best it can be. There’s 

always room for improvement. 
• Find ways of shortcutting or automating common or laborious tasks that sap your 

productivity. 
• Look out for new software and productivity tools that can be integrated into your 

work patterns. 
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Personal examples: Moving from Bloglines to Google Reader and getting as much news 
in RSS feed format as I can has been a time saver. Typinator is a brilliant little keyboard 
shortcut program that I now couldn’t be without. Dual monitor working definitely boosted 
my productivity, too.

9. Minimise Admin
Admin is important, but it can easily swallow time and energy:

• Get your online world and computer systems organised, adopt a system, and stick 
to it. 

• Adopt efficient ways of keeping on top of finances - tax, domain registrations, 
affiliate and ad revenues - or hire an accountant to do it for you. 

• Beware of filing and tidying when you’re procrastinating and should be writing. 
Personal examples: I keep a fairly simple spreadsheet to track various revenue streams, 
ensuring that I’ve been paid the correct amounts at the right times. My paper filing 
system isn’t the neatest at present, but I know where everything is. My computer system 
is pretty well organised, with separate folders for different projects, image banks, ideas, 
invoices, and so on. OS X’s Spotlight function still comes in very handy, though.
10. Write Something!
Procrastination kills productivity:

• If you feel lethargic or stressed by the amount of work you have, and it’s sapping 
your productivity, start writing something. 

• It’s far better to write something that could turn into an article, or be a springboard 
for your ideas, than to sit watching the time slip away and getting distracted by 
other activities. 

Personal examples: Some mornings, I don’t know where to start. I can tap through my 
feed reader aimlessly, finding stories but not knowing what to write about them. That’s 
usually when I write a short personal piece, just to get a bit of creativity going and the 
fingers working.
And finally…
* There will be some that support you wholeheartedly.
* There will be many who won’t understand what you’re doing.
* There will be plenty who ridicule what you do and try to tear down any achievement.
* There will be a few who will expect or even want you to fail.
Stay close to those who support you, explain to those who don’t understand, work hard 
and believe in what you do, minimising the others’ impact.
Good luck in your problogging journey. It’s an exciting one! 
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Blogging & Shopping: How to Make the Marriage Work - By Manfred Luigi 
Lugmayr

April 13th, 2007

Expert: Manfred Luigi Lugmayr, I4U.com

Can combining blogging and shopping on your site be a 
match made in Heaven? Critics will quickly point out that 
blogs should be unbiased and free from commercial ties. 
I agree with the unbiased request, but not with the 
commercial ties. Sure there are many folks out there that 
blog just for the sake of being heard. But many people, 
especially those who are reading this, are blogging to 
make some money or ultimately to even quit their day job. 
Issues with shopping related content can arise when you 
use links to shops that pay you a commission (I do not 
focus here on contextual ads or banners, as users are 
familiar with them). There is an intrinsic bias that your 
readers can pick up on or get upset about. I have almost 
never received negative feedback on our practice of 
linking to product offerings via affiliate links. Why? 
For I4U NEWS, shopping is part of the content. A cool 
new product that is available for pre-order on 
Amazon.com or another site is interesting news. My 
readers are interested when I find a unique new product 
on an Asian export site. 
I am up front in describing what the blog is all about. Our 
site title reads: “Technology News and Shopping Guide”. 
If we review a product we offer prominent ways to 
purchase the product. I try to give users a fair choice for 
shopping by combining a link to my favorite vendor 
(highest conversion and commission ratio) and a link to 
our price comparison partners.
To maintain credibility for a blog that offers shopping, the 
important things to keep in mind are:

• Make it clear to your readers that your site is 
offering shopping tips 

• Make shopping an interesting part of your blog content 
• Give your users more than one choice to purchase a featured product 
• Only feature products and vendors that you can personally stand behind 
• Listen to feedback or complaints from your Users about featured products and 

vendors. 
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Confessions of a Small-Time Blogger -By Prashanth

April 14th, 2007

Expert: Prashanth, Fitness Mantra

Confessions? 
Really, did I just say “confessions”? Almost makes it look 
like I am owning up to a deep, dark secret that had best 
be left buried for all eternity. The hopes, aspirations and 
sometimes just plain naive dreams about the earth-
shattering success that I hope my blog will become - are 
these really things I should be making public? But, if self-
realization is the first step toward success, then this 
baring of the soul is a long time coming and who knows, I 
might actually learn something new when I see this 
history on black and white.
Maybe not confessions, but certainly there are paths I 
have trod on, things I have learned, failures I have 
overcome and (admittedly small) successes I have 
achieved in the past year. For all my trepidations, writing 
about them might even be a fun exercise. So make room 
in the confession box and summon the high priests. My 
name is Prashanth and here are some “Confessions of a 
Small-Time Blogger”.

A seed is sown
“I think I’ll blog about health and fitness”. I don’t even remember now when those fateful 
thoughts first crossed my mind. But I know one thing for sure: a deep-seated interest in 
health and fitness far preceded this thought itself and if anything gives me hope that I 
can achieve at least moderate success it is this fact. I love what I blog about … and I 
blog about what I love. Whenever I read posts by established bloggers I can feel their 
passion flow right through the screen. I know I can do this only because I know I like it.
But I didn’t have in-depth knowledge about fitness. My desire to learn something about 
the topic was more from the proverbial necessity of scratching-my-own-itch (or in my 
case: stop altering my pants every year!) I don’t have degrees in nutrition or sports 
training - after all having an interest in something does not mean you already know 
everything about it! So, could I “learn on the job”? Actually, it was only after I was 
underway did I realize I could (and I still am). My interest in fitness made me set out to 
find the facts for myself and then share the newly acquired information with the readers. 
Doing this not only makes it easy for me to refer back to data I probably spent hours 
compiling together from various sources, but also saves this time for my readers. And the 
best part? I know the unbiased facts since I refer to and assimilate often-contrasting 
points of view.
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What’s in a (domain) name?
For personal reasons I knew wanted the blog name “FitnessMantra”, but the .com 
domain name was already taken. Didn’t all successful blogs have to be .com? Hmmm… 
not really I quickly learned - there are many famous names out there that are .net or .org 
and a few don’t even own a domain name but choose instead to be hosted on the big 
blog networks (Lorelle and Digital Inspiration spring to mind but I know there are many 
more out there).
When asked if it was OK to go ahead with a non .com domain, a friend of mine with a lot 
of experience in the blogging industry, gave me this piece of advice: pick a domain name 
and write. So I did and so it came to be: FitnessMantra.info was born on May 4th, 2006 
(the date is special too) and, ever since, it’s been one amazing discovery after another. 
My thoughts have been provoked, my diet revised, my gym routine turned upside-down, 
myths shattered - heck, my entire belief-system on “what works” has been uprooted. But 
if you believe it’s about the journey and not the destination, a few more tales are in store.

Quantity over Quality
June 2006 will always be a special month in the history of FitnessMantra. Not because 
any landmark strides were made in the history of blogging or because ground-breaking 
research on my part begat ideas leading to the betterment of all mankind. No, nothing 
that lofty. Rather, it was because looking back at this month will always remind me of an 
important lesson: it’s not always about the quantity. But first, a little history.
For some reason, when I first started blogging, an idea wound itself into my head: 
posting daily is the surefire way to success. If successful icons like Lifehacker and 
Techcrunch do it, then surely I must too? And so just a month after I started I decided to 
make June the post-a-day month. At first things went smoothly - since I had just started 
the blog, many ideas I had not yet written about were still floating in my mind making for 
easy entries. When I got more than one idea I could space them out to “fill” the days. But 
by mid-month and with a full-time job on the side (wait, that doesn’t even make sense - 
wasn’t FitnessMantra supposed to have been on the side?), I couldn’t find the time to 
research new posts each and every single day.
Slowly, what was meant to be a pure health and fitness blog started to test its 
boundaries. A story about painkillers? Bring it on. Free nutrition guide e-books? Well it 
does deal with nutrition, doesn’t it?! I myself could see how my quest for quantity 
resulted in a few of the writings suffering in quality - although I did manage to stick to my 
target of 30 for the month. I now know better. If it takes 3 days to research a topic in my 
free time, then it will take 3 days for my next post. No rush to publish. My readers would 
expect nothing less.

Stats, Stats And More Stats
Sometime during the middle of 2006, the System Administrators of several large site-
metrics tracking companies would probably have been put on high alert. Surely those 
massive spikes in requests for traffic metrics (and that too for the same exact site) had to 
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be the work of an internet hacker unleashing a Denial Of Service attack? But it was 
nothing every brand-spanking-new blogger had not done when he/she was just getting 
introduced to the whole new concept of site-traffic: Yes, I was on a stats-roll (and yikes! I 
am taking this confessions thing really seriously)!
Visitors, page-views, clicks, heat-maps, click-through-rates: I was a Walking-Webster of 
all things site-stats. There were so many JavaScript snippets on my blog giving me so 
much information about my visitors that at one point I actually considered creating a blog 
about website-visitor-tracking. But then I realized that the new site would probably have 
its own share of visitor-tracking JavaScript and my brain entered into an infinite loop and 
that was when I squashed that idea.
But, I learned much during those first few months of visitor information gleaning and 
finally narrowed down my tracking to just two-three tools which I still use today. SiteMeter 
( (I still consider this a mandatory tool for all bloggers) gives me the straight-up data: how 
many unique visitors, how many page-views and what brought them to my site along 
with daily, weekly and monthly reports (this is the bare-bones essentials that no blogger 
worth his salt can live without). Another, called 103bees gives me information about 
individual page metrics (what is the most popular page, what search-terms people used 
to get there and so on) and even long-tail data.
Keeping these trackers to a minimum has a two-fold advantage: firstly, with only two-
reports a week, I actually have the time to read them and tweak my blog to make use of 
the data. Second, my site loads much quicker than when I jammed in the 35 or so 
trackers (the removal of just one of which caused my home-page to load 5 seconds 
faster!)
The Five Stages of Blogging Grief
When Elisabeth Kübler-Ross wrote “On Death and Dying” in 1969 little did she know that 
37 years later a so-called small-time blogger would, beyond any reasonable doubt, 
validate her quintessential5 stages of grief. Yes folks, in the early days I saw it all - all 
five (and unbelievably in the same order - maybe there is something to this psychiatry 
hooey after all!)
First came the denial: no, that was not just 3 visitors in two days - no way! There must be 
something wrong with SiteMeter! Anger. It can’t be this difficult; I mean I thought with 
millions of people online someone would find my site! Onto some bargaining then! 
Please, if I post everyday (okay, maybe every other day) will I get more traffic? I promise 
to write interesting stuff - just try me I am sure you’ll like what you read and be a 
subscriber for life! Oh forget it … depression. Maybe I am not cut out for this - who am I 
to compete with the big names? It’ll just be me and my lonely little blog filled with fitness 
goodies that no one cares about.http://ads19.chitika.net:8509/myspace2.php Why do I 
even bother?
And finally acceptance: It is what it is. After all, Rome wasn’t built in a day (Sorry; I really 
tried but those were the worst clichés I could come up with!). I’ll just keep plugging on 
and doing what I do. Some day, someone will take notice, I am sure.

Copyright © 2007 Chitika.com | All Rights Reserved

Page 38

http://www.chitika.com/
http://www.westegg.com/cliche/random.cgi
http://www.westegg.com/cliche/random.cgi
http://www.westegg.com/cliche/random.cgi
http://en.wikipedia.org/wiki/K?bler-Ross_model
http://en.wikipedia.org/wiki/K?bler-Ross_model
http://en.wikipedia.org/wiki/K?bler-Ross_model
http://en.wikipedia.org/wiki/Long_Tail
http://en.wikipedia.org/wiki/Long_Tail
http://en.wikipedia.org/wiki/Long_Tail
http://103bees.com/
http://103bees.com/
http://103bees.com/
http://www.sitemeter.com/
http://www.sitemeter.com/
http://www.sitemeter.com/
http://www.chitika.com/
http://www.chitika.com/
http://www.chitika.com


Show me the money
Now, the color palette of FitnessMantra is based on a moderately dark brown, but it 
wasn’t long before I started to see green: dollars, that is. And at least then, it was all in 
my dreams. My nights were filled with recurring fantasies of me walking into my boss’ 
office with a copy of the Wall Street Journal proclaiming me the next big thing in 
blogging, followed by an “I quit! I am now a pro-blogger!” My days were consumed with 
thoughts about how I was going to monetize my site. Whether there was content or not I 
knew my site needed one thing and one thing only: Contextual Ads!
Or so I wrongly assumed. Consider: I spend hours assimilating the healthful benefits of 
low-fat dairy. I look up the benefits of milk and yogurt, describe active cultures and whey 
proteins and even talk about calcium and osteoporosis. I then warn people to be careful 
about certain dairy-based products like ice-cream which should be consumed sparingly. I 
am happy. I have activated contextual ads. I click “Post”. And then I sit back waiting for 
the moolah to flow in. But wait, what is this I see? Sitting smartly right next to the 
paragraph that tells people to cut down on ice-cream is an ad for - you guessed it - ice 
cream! No matter what foods I spoke about, whether positively or negatively, there 
always seemed to be an ad promoting the product and at one point my site became a 
huge resource for hypocrisy (and reader-confusion).
Over time, different contextual-ad companies came up with assorted ways to forbid 
certain keywords from triggering ads, but adding all that additional code to my posts (and 
then crossing my fingers) made me consider what my primary goals in blogging were. If 
educating the user was that primary goal, then I definitely needed a better way to support 
my site without hampering that objective. I don’t claim to have found a solution, and I am 
still experimenting with different systems, but I can vouch for one thing: these days I am 
seeing a lot more site-palette-brown than green.
Just write (reasonably well) - people will come
Darren Rowse once wrote in his popular Problogger blog that a huge majority of blogs 
are not updated regularly and they simply die a slow natural death. He went on to 
mention that probably the simplest advice he could give anyone starting out now was 
this: write (somehow it always come back to this, darn it!). I have always suspected, but 
can now confirm this biggest lesson of all: site design, contextual advertising, plugins, 
link-baits - none of these matter if there is no (good) content to bring the reader back for 
more.
Every step of the way I have documented here has taught me invaluable lessons and it’s 
probably a good idea for beginners like me to go through this cycle to learn what works 
best for each of us. When I first broached “monetizing” (another of the numerous non-
words invented everyday in the blogosphere - there’s another) to the same friend who 
told me to pick a domain and write, he advised me to never worry about that at the 
outset. Write. Writing brings traffic. Traffic is people. And people bring money (sometimes 
directly to buy something, and sometimes indirectly to check out your advertising).
So I guess I’ll keep on writing. Maybe the key to blogging success is really just that 
simple. 
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Driving traffic using Del.icio.us -By Neil Patel

April 15th, 2007

Expert: Neil Patel, ProNetAdvertising.com

Del.icio.us is the popular bookmarking service that 
can drive thousands of visitors in a short period of 
time. By getting on the Del.icio.us popular or hotlist 
page you can get thousands of visitors to your 
website. Here are some tips that can help increase 
your chances of getting on the Del.icio.us popular or 
hotlist page:

• Be thorough with your submissions - when 
submitting a story make sure you add a 
description and relevant tags because this will 
help others find your story and bookmark it. 

• Use popular tags – the tag cloud feature can 
help you understand what users like and what 
they dislike, so make sure you use it. If you 
notice any popular tags that are related to your 
story, make sure you add them. 

• Leverage your traffic – the key to getting on 
the popular page is to get tons of people to 
bookmark your story. A great way to get votes 
is to leverage your traffic by placing Del.icio.us 
buttons on your website. 

Getting traffic from Del.icio.us isn’t the easiest thing 
to do, but with a little hard work it is very doable. The 
main thing to keep in mind is that if you don’t get on 
the Del.icio.us popular or hotlist page don’t give up but instead learn from your 
mistakes. 
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Synergy between SEO and Traditional Marketing -By Aaron Wall

April 16th, 2007

Expert: Aaron Wall, SEO Book.com

At one point in time, due to an aggressive filter that 
knocked sites out for having too much similar anchor text, 
my site did not rank for SEO Book. While my site was not 
ranking for its own name my sales were still 85% of the 
prior month, and that is for a person selling an information 
product on how to rank in the search engines. For 
expensive (or high trust) purchases, search has a low 
value unless it is working syndergistically with other 
marketing or leveraging others brands. 

Virtually all SEO techniques that revolve around tricking 
search engines are dead by the time you read them, 
because they are either already outdated, or they are 
about to be abused so heavily that it forces the search 
engines to react. If you aim your marketing toward people 
your brand value, mind-share, profit margins, and 
rankings all increase in parallel. 

Google has discounted the value of many low quality 
links by being less willing to index sites that link to bad 
sites, and by being less willing to index sites that have too 
many low quality inbound links relative to their number of 
high quality inbound links. Google is also trying to 
minimize the value of creating content for the sake of 
creating content by setting crawling priorities that require 
a minimum page level PageRank score to include a page 
in the primary index. Going forward the key to doing well 
is to move a site away from being static to being 
something that is dynamic and comment worthy. If other people are talking about you then 
you win. If they are talking about the competition instead of you then you need to change 
your approach to make people want to talk about you. Attention, subscribers, traffic, mind-
share, and links are all signs of quality. If people talk about you then you get all of them. 
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Chemistry behind converting one-time visitor into a loyal reader -By Thilak 
Raj Rao

April 17th, 2007

Expert: Thilak Raj Rao, Tech-Buzz.net

Before I start talking about the chemistry, I would like to 
confess that I’m no guru nor will I presume as if I know it all. 
Although I’ve been blogging for the last two years, it was only a 
year ago that I started blogging seriously. 

I truly believe that comments power the web 2.0 aspects of a 
blog. You might have come across blogs like Problogger or 
Successful Blog where readers enjoy talking though 
comments. As a fulltime blogger, my friends always ask me 
“How to encourage comments on my blog”. Well, the two word 
answer is “Respect your readers”. Whenever someone leaves 
a comment on your blog, he/she expects a response from my 
side. 

I learned this lesson from Liz Strauss, when I first came across 
her blog six months ago, I dropped in a comment and she 
immediately responded to back. It kicked off a series of 
comment from my side. Soon, I was great fan of her blog. Why 
am I telling all this? Well, just to let you know that maintaining 
a healthy relationship with your readers means it all!

Whenever someone posts a comment on your blog, please try 
to respond back. It will encourage him to continue the 
conversation and keep coming back. This way, you’ll convert a 
one time visitor into a loyal visitor. Wordpress users are lucky 
because there is a prefabricated plugin called Comment Relish 
which automates the whole process of maintaining good 
relationship with your first time commentators, by sending 
them thanks you messages. I tested this plugin on my blogs 
and the outcome was very successful. 

To keep the conversation going, you need to notify your commentators if someone responds to 
their comment. The most conventional approach would be to provide RSS feed for comments, 
but not everyone is educated about RSS. So, providing an email alternative to RSS makes 
complete sense. Yet again, Wordpress users are in advantage here because a plugin called 
subscribe to comments painlessly adds email alternative to track new comments. 

In a few cases, readers look for an incentive to comment. In such cases, providing a free 
linkback to the top commentators come beneficial. If you are using Wordpress, you could do that 
using Top Commentators plugin, else you just might need to hand code all the links. 
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Quality Vs. Quantity -By Julie Strietelmeier

April 18th, 2007

Expert: Julie Strietelmeier, The Gadgeteer

Chitika:
When we think of The Gadgeteer we think quality posts.
Striking the right balance between giving the reader too 
much information and not enough can be a challenge.
You are clearly successful in not bombarding the reader 
with too much information and you do this by writing 
quality content reviews with just the right amount of 
information and pictures to support it. 

Please share the thought process behind your writing and 
how you strike that perfect balance between too much 
information on a product and not enough information on 
it. 

Julie:
From the very beginning of The Gadgeteer back in 1997, 
I decided to try to write reviews that I myself would want 
to read. I know there are a lot of other sites on the net 
that provide product reviews, but sometimes they can 
have so much information that my eyes glaze over and I 
end up just looking at the pictures and quickly leaving. While I do like to provide a lot of 
product images in my own reviews, I also try to give the reader only the necessary 
information that can help them make an informed buying decision. I like to include real 
world test info and actually talk about how I use a product. My goal is to keep the 
reviews light and fun so that people don’t get bored. 

Chitika:
Another part of striking a balance in content is in the amount and type of pictures you 
provide. How do you determine what kind of pictures to take and display? When is 
enough enough? 

Julie:
A. Yet again, I think about the pictures that I would want to see if I was interested in the 
product. For example, if it’s a phone review, I try to show it in my hand to give the reader 
an idea of its size. You know you have enough pictures when there is almost an equal 
amount of text / info and pictures. I also try to remember that not everyone has 
broadband yet, so I just include only the pictures that I think are the most necessary. 
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Chitika:
You are the force behind The Gadgeteer and you successfully manage other bloggers 
on your team to be consistent and share your passion. What are the pros, cons and 
challenges of having a team of writers contribute to your site? 

Julie:
The pros are having other people contribute content so that I won’t have to always be 
the one to have to post something. I actually have a full-time day job too, so having 
extra hands makes things much less stressful. The opposite side of that coin is that I 
have to keep track of who is writing about product x and who owes me a review for 
gadget y and z. It really helps to be organized, that’s for sure! You also want to keep 
your writers happy so that they will want to continue to write for you. Monetary 
incentives help a lot 

Chitika:
Advertisers fear having their products affiliated with negative remarks or even 
questionable content. On the flip side, bloggers want to maintain unbiased and honest 
content but still may have concerns that a negative review they give could alienate their 
advertisers. What advice can you give bloggers on handling this dilemma? 

Julie:
I’ve been doing this for close to 10 years and my advice is to be honest to a fault. Your 
readers will respect you and your advertisers will too. If your advertisers get mad, then 
you really don’t want them as advertisers… at least that’s my opinion. I’ve not had any 
qualms writing negative product reviews for products that my advertisers happen to sell 
or even manufacture. So far I’ve not had an advertiser storm away in a huff either. The 
biggest asset that a blogger can have is their reputation, so don’t screw that up by trying 
to make everyone happy. Just tell it like it is. 
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Holistic Content Optimization -By Lee Odden

April 19th, 2007

Expert: Lee Odden, TopRankBlog.com

Due to the lure of the so called “free” traffic and monetary 
goals, many site owners, webmasters and web marketers 
succumb to short term strategies and find themselves 
chasing after the latest “trick” or tactic. Because search 
engines and traffic opportunities change often, web 
marketers find themselves in a never ending loop. 
To hedge against unsustainable search engine marketing 
tactics that drive many misguided web site promotion 
efforts, marketers would do well to diversify their 
optimization. Taking a more holistic perspective not only 
provides additional streams of web site traffic, it also 
benefits standard search engine rankings. 

Here are three considerations for holistic 
optimization:

-Keyword Messaging. 

Keyword insight, whether it is in the form of a detailed 
analysis or a basic keyword glossary should be shared 
with any department responsible for generating content 
that might get published to the internet. In fact, keyword 
research should be involved with messaging and 
branding from strategic branding to product descriptions. 
That way, whether it’s the company tagline or a product 
data sheet in pdf format, content is produced with the 
keywords that are relevant and in demand. Press 
releases, announcements, case studies, webinars, 
archived company newsletters, audio, video, images and 
of course blogs, are all candidates for keyword 
messaging. 

-Channels of distribution. 

A holistic approach to content optimization starts with an 
inventory current media and channels of communication 
and then includes a program for information sharing, 
training and feedback on the optimization effects of the 
various channels. At a minimum, best practices can be 
implemented that allow communications to be keyword 
relevant whenever new content is published online. 
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Imagine a prospect that searches Google and is presented with your company’s brand in 
the natural search results, PPC or both. Depending on the query type and topic, your 
brand might also display in Google’s one box results. The same goes for blog or news 
search. Consistent keyword messaging in the channels where the target audience is 
looking instills brand familiarity, credibility and confidence. 

-Make optimization a habit. 

There is a demand in each marketplace for solutions. Making content optimization a part 
of best practices content creation will help meet that demand by making information 
easier to find wherever prospects are looking. 
An organization that can proactively implement the insight that comes from keyword 
research across company electronic communications, within the various marketing 
channels and as a process, will benefit from more sustainable and productive search 
engine visibility whether it’s a standard search engine, news, blog, social media or even 
mobile search. 
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7 Ways to Make your Content Search Engine Friendly -By Daniel Scocco

April 20th, 2007

Expert: Daniel Scocco, Daily Blog Tips

Content is surely king, but if people can not find your 
great content through search engines you might have 
trouble over the long run. Like it or not the majority of the 
Internet users start their navigation on Google; that is 
how they find most of the information they are looking
for.
Don’t get me wrong here, you should firstly write your 
content with humans in mind; people that write for 
search engines exclusively end up having very poor 
articles that are boring to read. That being said if you are 
aware of some basic SEO principles you can tweak your 
articles without affecting their quality. Below you will find 
7 ways to make your content more search engine 
friendly, check it out:
1. Use searched keywords: suppose you are writing an 
article about a funny picture that you found across the 
Internet. Would you rather title the article “What a funny 
image” or “What a funny picture”? From the reader
point of view it is probably the same, but if you pick the 
second option you will maximize your chances of 
receiving search engine traffic since the term “funny 
picture” is 39 times more searched than “funny image”. 
You can research about keywords with Yahoo’s Overture 
service. 
2. Focus on few keywords: it would be nice if you 
could write about several topics on a single article and 
rank well on search engines for all those topics. The 
reality if quite different. Make sure to focus on a single 
topic with every post; this will ensure that your are using
keywords with consistency.
3. Use keywords on the title: the title of your posts is one of the most
important factors on search engine algorithms. Ideally your title will
contain the main keywords of your text and it will also be short and
descriptive.
4. Use keywords on the right places: apart from using the keywords on the
title of your posts you can also place them on strategical spots. Usually
search engines give a higher weight to keywords positioned on those spots.
Two strategical places that you can use are the beginning and the end of
your posts.
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5. Use the Alt and Title tags: whenever using images you should include
both the ALT and the TITLE attributes. Those tags are used from search
engines not only to identify images but also for keyword density purposes.
6. Make keywords bold and italic: if used correctly the bold and italic
properties will not only make your content more structured and scannable,
but they will also give a higher value to your keywords.

7. Use H2 and H3 headers: just like the last point using headers will make
your content more readable while optimizing it for search engines. Search
engines rely heavily on titles, headers and subheaders to determine what a
web page is about so make sure that you are not neglecting them. 

Copyright © 2007 Chitika.com | All Rights Reserved

Page 48

http://www.chitika.com/
http://www.chitika.com/
http://www.chitika.com/
http://www.chitika.com


Staying connected: The secret to keeping those loyal readers –By Liz Strauss

April 21st, 2007

Expert: Liz Strauss, Successful-Blog.com

Chitika:
You have 20 years of experience in print, online 
publishing, and you’ve worked for various companies, out 
of all the career paths you could have chosen, why did 
you pick blogging to showcase your writing talent?

Liz:
Why not? Blogging is wonderful. I have this blog post that 
I’m using for my presentation and it’s called “Why Every 
Blogger Is An Entrepreneur” and why every blogger is a 
business person whether they monetize or not. Because 
blogging is publishing. There is a reason that button is 
called “Publish” not “Go”, “Send” or any other number of 
words it could say. It really is publishing.
I started blogging because I wanted to leave education 
publishing and not stay a product person. I was standing 
in an education publishing conference talking to a friend 
of mine who is the vice president of a very good 
educational publisher. He asked why are you blogging? 
And I said, “There are three product jobs in this whole 
industry that are left and I don’t want any of them. I have 
all this marketing experience and I don’t want to be in 
product job anymore. But if I handed you my resume, you 
would tell me I’m a product person.” 
He said “I think you’re right.” 
So my response was, “Now I have a 1600-page resume 
on the Internet that says I am a marketing person. So, 
that’s what my blog does for me.”

Chitika:
Your blog encourages such a warm relationship with your 
readers and you really know how to get them glued to 
your site. Since cyberspace can be such a difficult 
medium to communicate in, what is your secret to 
keeping them coming back for more? 

Liz:
When I changed the blog design, it was really important to me how my blog was 
designed. If you can see behind me in my picture, the blinds were closed, and I thought to 
myself, I would like to open the blinds so that the outside would show, this would give the 
impression that you were “inside” my house, giving a very warm, personal feeling. 
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There is also is a harbor behind me outside that I wanted to show but it didn’t work. So I 
chose a picture of the stars, but it has the same effect of making users feel like they are 
inside. 
One of the things I did before I settled on the blog design, I went around and looked at 
other blog designs and I thought I wanted one of those AJAX designs with a lot of white, 
and I love those. But when I went to the comments, I felt like I was in a truck stop at 4am, 
and the last thing you want to do when you are in a truck stop, is give a person comment. 
Right now at the top of my blog post there’s a header in handwriting, I decided to do this 
because I wanted to climb down from the podium and talk more personally instead of like 
a teacher. I put the handwritten headings there as a reminder to myself and as a visual 
reminder to my readers that I am going to say what I am thinking. So they would think of 
this as more of a conversation. 

Chitika:
How do you go about consistently maintaining such a personal tone in your posts? 

Liz:
When you write a blog, you have to be yourself. You can’t write a blog and try to be 
Darren Rowse, and Darren can’t write your blog either.
You have to know who you are. Bring yourself into what your passion is. It may take some 
time to sort that out the same way it takes time to find out who you are. I don’t walk in a 
straight line, but I do have enough consistency that readers know that if they come to my 
blog on Friday, they will know that it will be something to take them into the weekend. If 
they come on Friday afternoon they will find the SOB Cafe. And if they come on a 
Saturday they’ll find the successful blogs of the week and it will be the blogging questions 
because a little bit of structure is good for the both of us and makes life easier. 
There’s a pattern to what I do that kind of keeps me going. If I send you to the world’s 
biggest mall to buy a white shirt, you will be stunned, because there are so many different 
choices. But if you put a few rules on it, it makes it a lot easier. So I do put a hand full of 
rules on every day just to make it easier to breathe. 

Chitika:
After reading your blog, I noticed one of your posts from August 2006 where you talked 
about “10 Reasons Readers Don’t Leave Comments”. You have 167 comments on that 
post! Should bloggers worry if they receive comments or not? How should they go about 
handling getting readers to participate in their blog? 

Liz:
Getting comments is a real art form and it has a lot to do with forming a relationship with 
your readers. Your first comment in your blog is the most important. The one who posts 
the first comment is the brave one, being the second to comment is easy. I put up a post 
the other night, the entire post was simply a question, and it was, “What are you afraid 
of?” and the one who put in the first comment, I believe the reason he wrote the comment 
was to get the conversation going, because his comment was “what are you waiting for?” 
After that followed about 42 comments, but I believe that if he hadn’t put in that first 
comment, there may have been none. 
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I am really sensitive to what the atmosphere is on my blog. My sense will be like, “oh gee 
it’s been about 3 days since someone has been here, and that happened last year 
around this time, and I knew something was little bit off. I wrote a post called, ‘An open 
thought, take the keys’.” It was Sunday afternoon, it pointed to someone who had made a 
comment, a good reader, a good friend, and he told me that the reason he sometimes 
won’t leave a comment on my blog is because “I was such a beautiful writer” the only 
thing he really had to say was “wow that’s great.” In that post I asked questions about 
what I did wrong and right — if I tied up my stories too tight, and after that I got comments 
telling me, “no your articles are great.” So I asked “What am I doing wrong?” and a good 
friend of mine, wrote me 5 bullet points, which kind of broke the ice for others to add more 
bullet points. Eventually it came down to “leave a little room for us to talk, don’t play the 
whole blog post out” and “gave us a point to give out.” They just came right out and told 
me what I was doing wrong in 42 comments. Basically get down off the pedestal and start 
talking to us. That changed a whole lot about the blog, I stopped being an instructor and 
started being a member of the community. 

Chitika:
I found something unique about your posts; sometimes you share your personal life with 
your readers. When do you draw the line between becoming too personal?

Liz:
That’s interesting. I don’t tell anything that would actually embarrass my husband, I don’t 
use actual names, the stories that I tell are stories that I would share with anyone. And if 
anything they are at my expense. They are stories of human life, usually. 

Chitika:
You are such a great writer, are you planning on publishing your own book?

Liz:
Well no, since I came from publishing, I have contributed to many books.. I am just having 
so much fun blogging, my thoughts and exploring the conversation and having real 
conversations on the blog. I’ve turned my blog into such an event in which sometimes, 
there is no blog post but its just conversations. Why write a book? 

Chitika:
If you were to give one tip to the average blogger who wants to be at your level, what 
would that be?

Liz:
Be yourself. That’s really got to be it. Know who you are, add value to who you are. 
Because the internet has no eraser. 
If you put too much out there, or the wrong stuff out there, you’ll be handing it to your 
grandchildren, or your future self, and its always better not to. The more you feel like you 
want to run, you should walk.
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Give Your Blog An Edge – Get the Scoop! -By Tom Foremski

April 22nd, 2007

Expert: Tom Foremski, SiliconValleyWatcher

Getting a scoop in the news business is extremely difficult 
and extremely desirable.
If I have a scoop I have news that is completely unique, 
nobody else has it, and that creates a distinction that very 
few others can match. In the increasingly crowded online 
space you need exclusive content to distinguish yourself 
and rise above the white noise. 
Here are some of the benefits in going after scoops:
• A scoop is one of the best ways of building readership. 
People will want to come back again and again to see if 
you have anything new that nobody else has. 
• Scoops are a type of exclusive content and exclusive 
content builds on itself. Journalists or bloggers who have 
developed a reputation for scoops become magnets for 
exclusive content. 
• Companies and individuals with news to release will 
often release it exclusively to that person or organization 
with a reputation for exclusive content because it 
becomes a highly effective distribution platform. You can 
see that happen with sites such as the Drudge Report, 
and in sectors such as Web 2.0 where Mike Arrington 
from TechCrunch will often have exclusive content 
because companies release it to him first, knowing that 
he has the reach and readership to distribute their news. 
But being pre-briefed by a company on their news is not 
the same as a scoop. A scoop is news information that 
has been gained by hard work and through experience.
So how do you get a scoop? And how do you 
continue getting scoops?
The answer is in knowing your subject matter. If you write about the medical industry then:
• You know the companies.
• You know the individuals.
• You have established relationships with people in that industry.
• You are known by people in that industry.
• You have established trust in that community.
• You spend time in the industry and understand the dynamics of that industry.
• You talk to people in the industry on a regular basis. 
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Scoops are found by:
• Following leads or tips from contacts.
• By noticing something that others haven’t noticed in public information.
• By following a unique angle in news stories.
• By trading exclusive information with your contacts.
• Sometimes a contact has information that they don’t know is a scoop. That’s why you have 
to know your subject matter extremely well. 

Sometimes you will be told information that makes a great scoop but could get your contact 
into big trouble, they could lose their job. Or they will never speak with you again. 
You need to be careful in those situations because if you “burn” your contact you will lose the 
opportunity to gain future scoops from that person. But sometimes, the scoop is so important, 
or so huge that you may have no choice but to burn your contact. 
In the newspaper world, when someone is talking with a journalist, everything is on the record 
unless agreed otherwise. Everyone knows the rules of the conversation and knows the 
consequences. 
But in the “blogosphere” the rules are much grayer and the consequences of saying the 
wrong thing are less well understood. So the blogger has to be aware of this and act in a fair 
and proper manner with their contacts. 
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Finding Your Direction with Google Analytics -By Dan Allen

April 23rd, 2007

Expert: Dan Allen, LoveAccess.com

So you’ve created a website or started a blog, but do you 
know who’s visiting it, or more importantly, why they’re 
visiting it? With the help of Google Analytics, you’ll be 
able to answer those questions and many others. It’s 
free, quick and easy to set up, and provides information 
that you probably won’t find anywhere else. So what’s the 
big deal? Why should you use it? Here are a few ways 
you can use it to improve your content:
Overview
When you log into Google Analytics, the first thing you’ll 
see is the Executive Overview. This page gives you a 
quick glance at four useful pieces of information:

• Visits and Pageviews - this section shows you 
how many visitors you had for the week, and their 
average amount of pageviews. This is a good way 
to watch your site/blog’s performance over time. 

• Visits by New and Returning - with this section, 
you can see the balance between people coming 
back to your site and people coming to your site for 
the first time. As your site/blog grows over time, 
you want to see your New Visitor percentage 
slowly decrease and Returning Visitor percentage 
increase. This will show that as you’re getting new 
visitors, many older visitors keep coming back for 
more. 

• Geo Map Overlay - this section shows a small 
map of the world, with yellow dots to show where 
your traffic is coming from. Knowing where your 
visitors are coming from can help you with 
marketing and keywords if you write about local or 
global content. 

• Visits by Source - this section is a great way to see how your visitors found you. 
This will let you see the balance between new organic traffic, returning visitors, 
people that found you by word of mouth, and marketing campaigns if you have 
any. 

Marketing Optimization
This section has more in-depth reports than the overview. While they are all useful in 
their own ways, here are the ones you’ll want to check:
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• Visitor Loyalty - you can find the Visitor Loyalty report under the Unique Visitor 
Tracking section. This page will give you a better idea of how many visitors keep 
coming back to your site/blog. Remember, SEO is a good way to get traffic, but 
you need good content to keep them coming back for more. 

• Visitor Recency - you’ll find this report right below the Visitor Loyalty one. Of the 
returning visitors you saw above, this page will tell you how often they’re coming 
back. 

• Referring Source - this report is under the Visitor Segment Performance section. 
This page will show where your traffic found you, how many visits you got from 
each, and their average number of page hits. This can be a great way to get an 
idea of the types of sites you want linking to you. 

• Overall Keyword Conversion - this report can be found under the Search 
Engine Marketing section. This is probably the most important page for checking 
how your keywords are performing. This page shows how many clicks you got for 
each of the search terms shown, and the average number of page hits for those 
visits. This will give you an idea to the importance of each of your keywords, and 
how they relate to the rest of your content. 

Content Optimization
This section will give you a good idea of how visitors are spending their time on your 
site/blog.

• Top Content - you can find this report under the Content Performance section. 
This page shows how many times each of your pages are visited, the average 
amount of time someone spends on that particular page, and how often people 
leave your site/blog from that particular page. 

• Length of Visit - this report can also be found under the Content Performance 
section. This page simply shows the average amount of time people spend on 
your site/blog. 

• Entrance Bounce Rates - this report is under the Visits by Source section, and 
will show you not only the first pages that your visitors are seeing, but also how 
often they’re viewing that one page and then leaving. This can let you know if you 
need to improve your site/blog’s navigation. 

• Top Exit Points - this report is right beneath the Entrance Bounce Rates page, 
and will also show you how often visitors are leaving your site from particular 
pages. This can give you a heads up on pages that may need improvement. 

There is a lot more info available than the sections that I mentioned, and you should 
decide for yourself whether or not they’re relevant to you. The sections above will not 
only show you how your site/blog is performing over time, it will also give you hints as to 
which keywords to expand on or drop, and which pages out perform others. This can 
point you in a direction that will make your site/blog stand out from the others. Rather 
than molding your writing style after someone else’s, it lets you see how your own 
writing style works and how to improve it. Remember, keep your content unique, easy to 
read, and most importantly, keep it interesting.
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“Help me, my mom is my blog’s only reader!”-By Darren Rowse

April 24rd, 2007

Expert: Darren Rowse, Problogger.net

How do I get my blog beyond the initial launch phase and 
actually find readers beyond my mum, girlfriend and work 
mates? 

Launching a blog and getting a few regular readers 
(usually friends and family) isn’t the hard part of blogging 
(although it’s not ‘easy’) - the challenge comes in trying to 
find a way to take things up a notch and hit some sort of 
‘tipping point’ where you hit a new level of readership.
In this post I’d like to explore some basic techniques on 
how to grow your readership beyond your circle of friends 
and family. 

Before we begin - One little ’secret’ for you before I give 
some ideas on how to grow your readership - no matter 
how big your blog gets, there’s always another ‘next level’ 
that bloggers strive for. I spoke to a blogger this week 
who has 70,000 daily readers who asked me how to go 
to the ‘next level’. Blog readership is like money - no 
matter how much you’ve got, most people seem to 
always thirst for more. 

So how do you get out of the plateau that your blog is 
in (whatever that level is)? 

There are many answers that could be given to this (for 
example I wrote 19 tips for finding new readers 
previously) - but as I’ve pondered the question today two 
main ideas came to mind. 

1. Learn to Leverage Big Traffic 
When I first started blogging, I had romantic notions of an incoming rush of traffic hitting 
my blog. A couple of months in I began to realize that that wasn’t going to happen.
I remember the light going on in my mind one day - the rush of traffic just wasn’t going to 
‘appear’. Of course there was a trickle of traffic that did just ‘appear’ - but if I wanted 
traffic in large numbers I was going to have to find some way of going and getting it.
I began to ask myself a question: 
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‘where is my potential traffic?’ 
At any given moment, millions of people are using the Internet - a certain percentage of 
them were interested in and even searching for the information that I had written - so 
where were they and how was I going to get them? 
So where are your potential readers? 
I can’t answer that question for each of you (because it varies, depending upon your 
blog’s topic) but here are a few suggestions of where your readers may already be 
gathering: 

1. Forums - yep, they are Web 1.0 (or 1.3 maybe) in many ways - but the reality is that 
people are probably discussing your topic every day already on a forum somewhere in 
large numbers.
2. Social Sites - sites like Digg, Reddit, Flickr, YouTube and MySpace are generating 
massive traffic at the moment. Many of them won’t have the kind of traffic that will 
naturally relate to your site - but increasingly social networking and bookmarking sites 
are arranging themselves around specific topics and verticals.
3. Bigger Blogs - on most topics there is already a blog that is at least covering a 
related topic.
4. Bigger Sites - don’t just look at the blogosphere - doing so will limit yourself so much. 
Ok - the above list is pretty general but it’s hard to be more specific without knowing the 
topic at hand.

The key is to find those places where your potential traffic is already gathering and 
then to think about how you can become a part of those sites/communities in a way 
that draws traffic to your blog. 
In general I find that other site owners are more than willing to share a little link love 
around IF you provide them with some value too. 

Notice I said IF you provide them with value. It doesn’t mean: 
• sending an email asking for a link or offering to trade links 
• spamming their site’s comments/forum 
• manipulating their site or readers into coming to your site 

Find out a way of genuinely enhancing their site and becoming a valued part of their 
community. 

• Write them free content 
• Genuinely participate in comments in ways that add value to the conversation 
• Use a signature in your communications with people in the community (as long as 

it’s within the rules to do so) 
• Provide them with some link love (even if it’s not returned) 
• Get to know the authors - thank them for anything that they do do for you 

Over time (and this isn’t usually an overnight process) you’ll find that the more you add 
to and participate in larger sites, the more you’ll personally get out of it. 

Copyright © 2007 Chitika.com | All Rights Reserved

Page 57

http://www.chitika.com/
http://www.chitika.com/
http://www.chitika.com/
http://www.chitika.com


2. Get discovered one reader at a time 
The second piece of advice I’ll give is to not get caught up in finding the big incoming 
link that will bring a rush of traffic.  
Yes you should be on the lookout for these opportunities - but don’t forget the readers 
you’ve currently got and don’t forget the small trickles of traffic that you already have 
from smaller sources. 

Google and other Search Engines - millions of people start their search for information 
here every day - while it’s a long term thing to grow SE traffic it does add up over time. 
Learn some basic search engine optimization techniques and incorporate it into the way 
you blog. While search engines like Google will only ever send you one reader at a time 
- they can do so in very large numbers over time. 

Reader Recommendations - one of the most powerful forces at your disposal as a 
blogger is your current reader. 10 readers who each find two new readers for your blog 
each month who each find two new readers for your blog each month will see you end 
up with a readership of over 40,000 within 12 months. While that might not be a 
reasonable expectation - the fact remains that blogging is by its nature a viral medium. 
Tap into this - concentrate on providing value to your current readers and you will find 
over time that you could be on the receiving end of some viral growth. 

Smaller Blogs - Getting a link from a larger blog or website can be a huge rush (for 
example last week I got a link from the front page of Yahoo.com as a featured article and 
it was a fun thing to watch) but sometimes it’s the links from smaller blogs that have a 
more lasting impact upon your blog. Build relationships with other blogs in your niche 
(not just the powerful ones) and over time you’ll find that the traffic that they send will not 
only bring you new loyal readers but that the links will help your search engine ranking. 

Bonus Tip - Live with an Attitude of Openness to Opportunity
A few years ago I had a business coach. The main thing I took home from the time I 
spent with him was that he was someone that was constantly on the lookout for synergy 
and opportunity with those that he met. He didn’t do it in a manipulative way - but he had 
this ability to connect with people and spot potential connecting points between what he 
did and what the other person did. 
Almost as if every conversation he had led to a new mutually beneficial business 
partnership, customer or product idea. The result was that his business grew. 
As bloggers, I think this is an attitude that all of us could learn from. 
Don’t expect the large rush of traffic to land in your lap - it rarely comes. 
DO look for opportunities and DO be willing to act quickly upon them and in time you’ll 
find the growth will come. 

This post was inspired by a question that one of my readers (thatedeguy) 
recently asked at ProBlogger.
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What is at the Heart of a Powerful Blog? -By Wendy Piersall

April 25th, 2007

Expert: Wendy Piersall, eMoms At Home

Speculation abounds about what it takes to create a 
successful blog. Do you need a huge viral campaign? A 
hot niche? A top Digger best friend?
Quite frankly, many blogs have all of the above – but 
don’t find lasting success. The reasons for this are as 
varied as the bloggers themselves. But the one thing I 
can say that the top blogs have in common is one thing – 
they haven’t confused the messenger with the message.
A blog is just a vehicle. The real heart of a successful 
blog is in the person or people behind it. These people 
stand out in the Blogosphere because they would stand 
out in a crowd. You know what I mean - the kind of 
person who lights up a room.

So How do You Light up a Blog? 
Give us the Real You - It sounds like a lesson from a 
children’s book. You’ll always be a second best someone 
else, but you can be the number one you. As simple as it 
sounds, the reality of it isn’t so simple to put into action. 
And although imitation is the sincerest form of flattery, it 
won’t get you a successful blog. It is important to learn 
from prominent bloggers you admire, but use their lead to 
find your own voice. It may take a few weeks or months 
to develop that voice, but once you’ve got it, you’re 
automatically ahead of the pack.

Lead by Example - An incongruent leader is one 
doomed to fail. People are smart and catch onto a phony 
writer fast. I’m not advocating perfection, nor am I saying that you must be an expert in 
order to start a blog. Many great blogs are ‘learning’ blogs – the author writes about what 
they are learning rather than what they already know. But whatever you write about, it’s 
important to have real-life experience behind your posts. Hollow writing makes for a 
hollow readership.
Have a Strong Message - A message is not just great posts – it’s also the message that 
you send in between the lines. People pick up on little details – sometimes not even 
consciously. Make your blog an “experience” by creating and fostering community and 
interactivity, keeping your template in line with your topic, and writing posts that stick to 
your niche. Too much randomness can create confusion and undermine your outcome.
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Build a Strong Brand - You wouldn’t show up to a networking meeting in a torn up pair 
of jeans and plain white t-shirt. Yet your blog is your “outfit” that people see and they will 
immediately make snap judgments – in about 2 seconds or less. Great content is crucial 
to a successful blog, but if your site is difficult to navigate, ugly, or doesn’t work properly, 
people won’t stick around to find it. It also says to your visitors, “I don’t really care about 
my site” – if you don’t, your readers sure won’t, either.
Be Human - Blog readers don’t want to know that you are super-human – they want be 
entertained or learn something that you can teach them. Not every blog is personal, but 
the more you get to know the people behind the words, the more your readers can relate 
to the content. The more they can relate, the more they want to read.

Mingle with the Masses - A successful blog is not a successful person – it is a 
successful community of smart people who know how to add to the conversation with 
great insights, great questions, and great blogs in their own right. Responding to reader 
comments, links and questions tells blog readers that they are important – which they 
are.
Put the Readers First - If you study the great copywriters of our time, you’ll find that 
they use a few words very sparingly, especially “Me, Myself and I”. It’s important to 
remember the golden rule of marketing, which is to constantly answer the question, 
“What’s In It For Me?”. Blog readers are a super-savvy audience – let them know you 
value their time by adding value in your posts.
Make Your Readers Famous - I first heard this from Darren Rowse at the San 
Francisco Elite Retreat – and he is the master at putting his site visitors front and center. 
By linking out frequently, giving readers control (by suggesting topics) and through his 
group writing projects, Darren proves that there is plenty of room to share the spotlight at 
the top. 
Rapport, Rapport, Rapport - In many ways, your blog is a constant sales pitch – you’re 
either pitching products or pitching ideas. Great sales people don’t sell to leads and 
prospects – they sell to friends. Building a relationship with your readers takes time, but 
without it, you’ll never ‘close the deal’.

Write from the Heart - Although last, this is the most important of all. Passionate people 
are infectious – they are the ones that bounce into a room filled with energy. They are 
the ones who make a difference just by showing up. People who come from the heart 
can touch lives through a computer screen – even if they are just talking about blogging. 
And it’s this kind of person who will be successful no matter what they do – because 
their message from the heart is more important than the messenger.
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Advertising in the blogosphere -By Chris Batty

April 26th, 2007

Expert: Christopher Batty, Gawker Media

Q. Advertisers see the Blogosphere as a swamp land 
but we see the blogosphere as a fertile ground. What 
are your thoughts on this? 
A. Well, apologies in advance for having it both ways (or, 
every which way!) but the truth is that the blogosphere 
runs a very wide gamut — from professional journalistic 
enterprises that have already developed strong brand 
equity with readers and advertisers all the way to 
personal websites with readerships that extend no further 
than the nexus of its creator’s personal relationships (or 
fewer).
Advertisers have two challenges; first, they need to find 
vehicles that are appropriate to their task and, second, 
find an efficient way to transact with them. For brand 
advertisers (who typically define success by lift in metrics 
like awareness, message association, brand favorability, 
purchase intent), finding blogs that have real equity with 
their readerships is first and foremost. Second, and 
frankly more challenging, is finding a way to transact with 
these people. There are challenges to validating 
audience on small sites given the current market for ad 
research, finding professional counterparts at these 
publishers with which to engage and frankly getting 
enough scale (reach) to make it worth their time, agency 
transaction costs being what they are.
Q. What does the blogosphere need to do to get the same love from advertisers 
as the mainstream media sites do ?
A. Small publishers need to create advertising solutions that marketers demand that the 
larger publishing organizations for a variety of reasons cannot execute or can only 
execute at significant minimum outlay — so things like — custom ad integration, reader 
contests, promotions, & custom publishing.
Q. Every blogger craves for some link love from Gizmodo or LifeHacker. Can you 
walk us through the thought process that goes into linking to other blog articles ?
A. Its not really some drawn out thought process: break a story, dig something up no 
one else has, and present anything in an extremely entertaining fashion. 
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Q. There is a thin line between product endorsement and product promotion (as 
has been the topic of heated debate lately). What are you doing to maintain that 
balance?
A. We make every effort, from every angle, to make sure that our editors have a free 
hand to speak their minds without any undue influence from our marketing partners 
(including PR) and so, at this time, we don’t see any role for product endorsement in our 
advertising mix.

Q. Any advice for budding Gizmodo-wannabes on blog monetization? 
A. Honestly taking on the entire consumer electronics category is a big bite so if I were 
an independent publisher with a passion for consumer electronics and gadget porn, I’d 
look for a niche to cover with a deep expertise and relentless focus.
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Building and Engaging Community Around Your Blog -By C.C. Chapman

April 27th, 2007

Expert: C.C. Chapman, crayonville.com

I’m a huge fan of building communities and then working 
with the community for continued growth and success of 
everyone in it. TheBlogosphere is one large community 
filled of thousands of smaller ones. When I was asked if I 
could contribute to this new community about blogging I 
jumped at the chance.

Everyone defines community differently, but I simply view 
it as any group of like minded individuals gathered 
together and connected in some way. Sometimes they 
form around an event, charity, people with similar likes 
and desires or even around an individual or a company. 
But, in the end a community is made up of people and 
they are the most important thing.

The minute you post the very first post to a blog, a 
community will start forming around you. It’s a strange 
concept at first when complete strangers will react and 
post comments. You’ll notice that as you link out to other 
people and sites they more often then not will swing by 
and say hello right back. Over time through the power of 
new media more and more people will start reading the 
content you write and a small or potentially large 
community will form.

I am a fan of the quality over quantity philosophy. You 
should not write a blog just for the sake of building the 
community, but rather let it happen. Does it really matter 
what the number is as long as the people are committed, 
active and engaged in the conversation with you? I know 
some would argue that you must have at least xxxxx 
number of readers to be deemed a success, but I have 
never bought into that.

It’s important that you reach out and get to know your 
community. After all that is the only way it will grow and 
expand. Just writing to your blog every day and ignoring the comments and conversation 
happening around you is not going to work. If you do not want to engage your 
community then I suggest you stop the idea of a blog right now and return to a paper 
diary as your not ready to embrace what is ahead of you.
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Now, this next point depends on the sort of blog you are writing, but at the same time 
holds true for them all. You need to determine if you are going to write posts for 
yourself/company or for the community. What I mean is that when you write about a site, 
service or topic keep in mind that people are reading your content because they are 
getting something out of it. Give it to them! Share information and ask for feedback. 
Engage them and give them a reason to be more active in the conversation with you.
If the community around you grows to be very large or very dedicated (it’s amazing when 
both happens) you’ll also begin to realize that you can make things happen through a 
simple blog post. I saw this happen last year when I began raising money for a charity 
walk I was doing. Through a blog post and a mention on my podcast I suddenly hit my 
goal in one weekend. You need to realize that this is a responsibility that many forget 
about because if you activate this community too often or for the wrong reason they can 
turn on you just as fast.

The important thing is to just get out there and do it. Write from the heart, be honest, be 
transparent and keep the conversation going long after you hit the publish button and 
the post hits the web. People out there want to engage with you and they want to read 
what you have to say. But, you need to remember that it IS a two way street and they will 
be expecting to be able to engage with you. 
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What is this thing called a blog anyway? A Perspective from India -By Keith 
Dsouza

April 28th, 2007

Expert: Keith Dsouza, Techie Buzz

Blogging in India did not build up much momentum until 
the last couple of years. Till then, blogging was a medium 
used by a select few people who were already aware of 
it. Even though I had a passion for writing, taking up 
blogging took a longer time for me as I was not aware of 
it even though I used the Internet on a daily basis.
It was when one of my friends came up with this topic of 
blogs that I realized what blogging was. The first thing I 
learned about blogging from my friend was that he made 
money every month from his blogs and how many hits he 
got from Google.
This was the biggest mistake of my blogging experience, 
thinking of a blog as a money making tool rather than a 
medium of communication with countless numbers of 
people who I have never met or known.
But within a few months, I liked blogging and so money 
went down to second rank on my list. I did make my first 
100$ after 6 months of blogging, but that was just the 
icing on the cake, because within six months I had started 
enjoying blogging so much that I was finally hooked on it. 
I went from owing one domain to owning two in the first 3 
months itself.
I have made quite a few mistakes in my blogging career. I 
didn’t follow a niche and wrote just about everything on 
the same blog. I write more about technology so mixing a 
personal blog with technology didn’t turn out to be the 
right choice. People would be more hesitant to visit my 
blog to read tech related news as it was in my personal name.
Though I corrected the mistake and bought another domain name within a couple of 
months and moved my tech news to that domain, it was a costly mistake because I lost 
those readers I had generated in the first couple of months.
Along the way, I’ve made lots of friends across the blogosphere, thus coming to know 
people from various places which would have been impossible if I hadn’t taken up 
blogging. The reason I am writing this post is also because of a dear friend, Liz Strauss.
Mistakes, mistakes and more mistakes
The hardest part about blogging is that many people take it up just as a medium of 
making money and in the end earning nothing and losing a medium of communication.
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Many bloggers tend to get lazy if they are not making money because that’s the reason 
they took up blogging for. Many such blogs die a painful death, even if the blogger is an 
extremely good writer.
One way I see many bloggers err is that they sometimes just write for the sake of writing 
completely unaware that what they write is being communicated to their readers. I have 
come across blogs where the title is good but the English is horrible or at times, the 
whole thing is horrible. I have had to use the close button the moment I have read the 
first paragraph because if I don’t understand what I am reading, what’s the point in 
reading it?
It’s ironic how people assume others to interpret things when they cannot understand it. 
Communication using blogs has to be good if not perfect. Though there are many blogs 
that are very good, there are far too many that are very bad.
Many bloggers do not realize that content is king and if they have good content people 
will definitely want to come to their site. Once the blog is successful, money will also 
follow.
The other thing is that there are far too many duplicate posts being created. What I read 
on one blog will be a copy of what I read in another blog a few hours ago without much 
effort made to write the post in their words. 
If there is a major release by a company like Google many posts have the same 
content, though it is bound to happen, some effort should be made by the author so that 
the information being passed through the blog is in his own words, something that 
makes a user read it again even after the information he has already devoured. 
Many a times a flaw found in software gets more attention than the software itself, so if 
the blog is about software, rather than writing about the software, it could be more useful 
to use it and find out its features and limitations and write a post about that.
I had an experience when Google Calendar was released, many people wrote about it 
being released. I took the time to use the software and found out that it did not work in 
IE7 passing back that information to my users through the blog. It made a lot of sense 
for me to do that, unfortunately not many bloggers do that.
Another thing is many bloggers do a lot of SEO for their sites. They tend to write posts 
for search engines not humans. Few succeed but many more wither away.
Lack of original posts and ideas
Another thing about many of the blogs I’ve seen is the lack of originality in the articles, 
most of the blog posts are news picked up from the blogosphere or new software 
releases which is bound to duplicate, though that’s not bad as not all readers are aware 
of all the things at times so imparting that information is not bad, but writing an original 
post is a must, which many bloggers tend not to do. 
I like to read articles from Digital Inspiration as it posts original articles. LifeHacker is 
pioneer of original articles and I love reading those along with CyberNet Technology 
News.
I have made a few posts which are original and help users solve problems or add value 
to their computers. Whenever I have solved a problem which I cannot resolve using 
search engines, I make a blog post out of it so that my readers can benefit from them.
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 Few articles were related to un-installing Media Player 11 when it was in beta stage (I 
get about 200 visitors from Google for this), mounting box.net in windows explorer, fixing 
Firefox search box problem etc.
Making such original posts regularly increases the value of the blog and keeps readers 
coming in from various search engines even months after you have written a post, since 
it is more likely to turn up in search results.
Also most of the new trends that pick up in the blogosphere make its way into Indian 
blog sites rather than the other way around. Contribution to the blogosphere by writing 
articles is a great thing but we need to also contribute with more trends that are used by 
others. A recent trend was that of guest writing which picked up a lot of momentum in 
the last couple of months.
That’s a definite sore point missing in the Indian blogosphere. 
Abuse and Misuse
Many new bloggers abuse the blogosphere to get more traffic. A couple of things I have 
noticed is that many new bloggers comment on better rated blogs which will be read by 
a lot of people as a way to get traffic. This is a menace and cannot be identified as lots 
of comments relate to the topics. 
Another thing I have seen is that many bloggers post their own content to sites like Digg 
and Reddit using different identities and getting a meager amount of traffic but in the 
process losing credibility in front of thousands of people and also misusing a system to 
generate traffic.
I have seen literally every new article from many new sites in the upcoming pages of 
Digg. This is what irks me as many new bloggers use this platform to build their sites 
which is not wrong but in doing this they lose many a readers and may really not have a 
chance to be on the Digg home page even if they write a very good article.
Lack of Information
When I started blogging there was not much information I could make use of, but today 
there are loads and loads of sites where you can get information about blogging. 
ProBlogger is the best place to start from. No one could be better than Liz Strauss to 
learn about having a relationship with the blogger. She is also the reason I am writing 
this post today.
There are many more things that come up as problems with blogging in India. Internet 
bandwidth is a costly affair in India and thus writing articles, gathering information about 
software, downloading and using them has to be done carefully.

Technical Difficulties
Many ISPs in India provide users with a cap of 1 GB download per month and charge 
per MB for any additional downloads. This limits the researching capability as many 
users will be blissfully aware of their remaining bandwidth. Though there are unlimited 
data packages, those are during odd hours when half of the people are asleep.
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Finding a good hosting solution is also quite a pain, many hosting providers charge a 
princely sum for a meager 20MB of web space, which usually deters a user from having 
their own blogs. Even in these there are bandwidth caps which further add up to the 
cost, a couple of Digg front page hits and the blog is paying thousands of rupees as 
bandwidth charges. I host my blog on Dreamhost which is a very reliable and provides 
me with unlimited bandwidth, etc.
Many users look for free blogging platforms like Blogger, but look at the content - more 
than 50% of bloggers host crap and a very large amount of those sites are created by 
Indian bloggers. Most of the blogs that have a personal domain turn out to be pretty 
good.
Future Looks Good
Today blogging in India is big and most big media companies like Rediff, NDTV, 
CNNIBN are pushing the blogging platform to the users and making them more aware of 
it. Newspapers like Mumbai Mirror are also publishing snippets from around the 
blogosphere on a given current topic.
The exposure has definitely reached great heights, but the quality has yet to do the 
same thing. I find significantly less bloggers in India whom I prefer to read in my RSS 
reader. Hopefully along with the exposure the quality will improve too.
Unfortunately at the time when I started blogging, I did not have the luxuries of knowing 
more about blogging other than the money making part. That mistake caused me to lose 
an opportunity to create a great niche and even more revenue at this stage of my 
blogging.
But I am starting all over again, I got a well deserved break that allowed me to think over 
and plan what I need to do. Now that I am in the US, it will allow me give more time 
towards blogging, which I love. Hopefully I will keep up the trend of writing more original 
posts. 
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Blog to Blog, Inc. -Turning a Cup of Coffee a Day into Millions -By Jeremy 
Wright

April 29th, 2007

Expert: Jeremy Wright, b5media

Y’know, I remember back when blogging was simple. 
More community oriented. Less commercial. There were 
no “blog measurement” companies, no “blog consultants”, 
hell there were probably only 3 companies that had blogs 
at all.
A simpler time. A quainter time. The wild, wild west. 
Home, home on the blog… Where the jerks and the 
buffalo roam.
Yep, them were simpler times. 
And then, just like our precious wild west, somebody 
realized there was gold in them thar hills. I still remember 
the original feud that raged across the blogging world 
back in 2003 about ads on blogs. At the time it was a 
shitstorm (pardon my French) around “running AdSense 
on your blog will compromise your integrity!” I mean it 
was serious! People unsubscribed from A List bloggers by 
the dozens! The blogging world nearly imploded!
It’s pretty funny looking back on it. 
But eventually bloggers got used to ads. Readers got 
used to ads. And the truth was that almost nobody’s integrity was compromised. And 
those who had their integrity compromised were self-selected out and shunned.
From Day 1, bloggers have always stumbled along in the world of advertising.
Even at b5media, the blog network I help run, that we’ve often stumbled along a little 
bit. Sure, there’s a bit of a process for going from 3$ a day (where we started) to 3,000$ 
a day (what we’re about to reach)… but we totally ignored that process. We made a lot 
of mistakes. This post is designed to share a few of the lessons we learned while 
stumbling along in the dark. Sure we got lucky, had a fantastic team and had great 
timing… but we still made a crazy number of mistakes! I hope you’re able to learn 
something from them ;-)
Have a Vision
I remember in early 2005 when the first email that kicked b5media off was written. It 
was something like “hey, we’re all making decent money, let’s pool together and sell our 
blogs as a package!”
Famous last words, eh? (yep, I’m Canadian!)
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Then, like a bunch of putzes, we figured “well, if we’re going to do that we should put 
them under their own brand” and “if we’re going to have our own brand we should 
launch new blogs” and “if we’re going to do that we should hire writers”.
One of our biggest mistakes in the early days was having a clear vision. We did fairly 
well at planning 2-3 months out, but we simply weren’t able to figure out how the 
company would grow 2-3 years down the road. What would it look like if we had 200 
blogs, tens of millions of pageviews a month, millions a year in revenue? We were 
pretty good at imagining the status quo growth (10-20% per month)… But because we 
didn’t envision big growth, we often had to stop in the middle of the highway, open up 
the hood and go “hang on, if this continues we have some changes to make here!”
It’s pretty funny looking back on it. 
Basically, because we spent our first year playing catch-up with b5media’s potential 
(which felt like trying to race a boulder tearing down a mountain!) we simply didn’t do 
enough looking ahead to the future and we didn’t do enough “what would happen if?” 
type discussions. Who knows where we’d be if we had (I’m hoping it’s not Iowa… 
*shudder @ Iowa*)?
Shut Up Until You Have Something to Say
I remember the day we launched b5. Duncan and I had been working basically non-
stop for 3 weeks. We’d found bloggers, picked names, installed Wordpress, designed 
themes, put plugins in, done the homepage… it was crazy. Absolutely crazy! We were 
all so excited that we … well, we kind of got ahead of ourselves. The day of launch we 
realized there was no tagline. So in a rush of excited, youthful enthusiasm we made the 
site headline “b5media – a new kind of blogging network”.
Yeah, that was a good move.
We got absolutely roasted. Especially because just weeks earlier, Weblogs, Inc. had 
sold to AOL for 25M$ (give or take). Everyone said we were just followers, that we’d 
copied WIN’s model, that there was nothing different about b5 at all and that we’d be 
dead in 2 weeks, nevermind 2 months.
Yep, a great move.
It didn’t matter that we’d been working on the project for 6 months, that we were trying 
to basically do the opposite of WIN, and that the tagline was really just a funny 
placeholder to us. It also didn’t matter that we had big plans! Big ideas! Big … erm… 
yeah.
What mattered, and what I’ll never forget, is that we spoke too soon. We knew it would 
take time to show off all of our ideas, but we wanted to tell the world how great our 
ideas were right now! Hell, we still haven’t done half of what we originally set out to do!
Only talk about things when you’re ready to show them off, or when you already have a 
history of doing cool shit. And even then…
The Main Thing is to Keep the Main Thing the Main Thing
We started b5media with a few key things that we wanted to accomplish (one of the 
things we were very, very good at early on was documenting things… we had to be, 
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until we got funded nobody in the company had ever even met!):
1. Make our bloggers famous – every chance we got we wanted to promote our 
bloggers
2. Value community – we honestly felt (and now know) that a strong internal community 
can make anything happen
3. Focus on great writers and keeping them happy – do this and the rest (traffic, 
revenue, etc) will happen
4. Build an industry – we’ve believed from day 1 that working with other networks, other 
owners and building real partnerships and sharing resources was the only way to turn 
the hodgepodge of networks into a real industry
Each of the biggest mistakes made in b5’s history was caused by us forgetting about 
one of these things. Sometimes we’d forget how important a healthy community was 
and make some bull-headed decision and it would hurt! Other times we’d focus more 
on b5 than on the health of our industry and find that other companies didn’t want to 
work with us as much. 
We’ve never had a mission statement; the above 4 points are as close as we’ll likely 
ever come. But when you have a mission, you really, really need to stick to it!
Challenges of Growth
When we first launched b5media, it was our goal that within 3 months we’d grow to 50 
blogs and 100,000 pageviews per month. What ended up happening? 100 blogs and 1 
million pages per month. We weren’t a TechCrunch or a Boing Boing or a Gawker. But 
we had serious growth challenges. Hell, we still do!
We’ve had challenges in:
1. Keeping servers up – we started out sharing my 5$/month hosting plan. We’re now at 
12 high-end servers. Each transition step was painful!
2. Managing the platform – running 200 blogs, maintaining the software, managing 
plugins, upgrading stuff… is HARD!
3. Paying bloggers – Ooh, blogger pay. We started out doing a type of revenue sharing 
(we did 60/40, but gave bloggers 100% of the first 100$ each month so it was basically 
50/50). We’ve now moved to a 2-tier system where bloggers get a base pay (50-250$ 
depending on experience) plus a traffic bonus (1.65$ currently, though it goes up every 
quarter). The truth is that finding a fair way to pay the stay-at-home mom who loves 
gardening and just wants to write about gardening while also ensuring that the high-
traffic blogger who has a massive audience are both compensated fairly is HARD! 
Paying our community has been, and will likely always be, a challenging exercise!
4. Stats – The metrics industry is in a state of upheaval right now. If we measure our 
stats the way some of our competitors measure theirs we’d be doing 30,000,000 
pageviews per month. If we measure it the way others do, we’d have 7,000,000 
pageviews per month. Finding a way to measure stats that is both accountable (ie: to 
advertisers) and stable (ie: for bloggers) has been one of our biggest challenges.
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5. Designs – Yeah, when we have challenges we try and make them major! Blog design 
is a massive challenge for us. In an ideal world every blog would be totally unique, and 
totally imbued with personality. But doing that makes it totally impossible to manage the 
backend of those blogs centrally (which is fine with 15 or 20 blogs, but stupid with 200 
or 300). Walking that tightrope between maintainability and customizability has been a 
huge challenge for us. The new templates we’re rolling out now are our newest attempt 
at this: they rely on a core template, but allow bloggers and Channel Editors to move 
elements around, do some minor restyling and add their own elements (like widgets 
and such). It’s not perfect, but yeah ;-)
And those are just the biggest challenges! We’ve gotten into useless fights with 
competitors, had to put out new contracts for all of our bloggers, had to move the 
company across country lines, raised Venture Capital funding, had to part ways with a 
founder, spent too much money on meals with potential partners, had to manage 
acquisition talk…
Running a blogging empire is a lot of work!
But it’s a lot of fun ;-)
If you’re looking to go from 0-3$/day or from 3$/day to a full-time wage or even trying to 
start a major blog-based empire, I have only 3 more tips for you:
1. Make sure you really, really want to do it first… It’s not easy. Sure, it’s rewarding, but 
if you can’t handle 100-hour weeks for months at a time it probably isn’t for you, heh.
2. Plan, plan, plan… Build financial models, traffic models, everything. Ask yourself 
what happens if you only grow by 1/10 of what you planned… Ask yourself what 
happens if you grow by 10000% of what you planned… Planning makes the world go 
round!
3. Build a great team… I can’t tell you the number of times the team and community at 
b5media have saved the company. Hell, how many times they’ve saved me and kept 
me sane. It’s way more balanced now than it was in the early days, but even today it’s 
the team and our community of absolutely amazing bloggers that makes us tick and 
that lets us do cool stuff. Without them, we’d be nothing, nada, kaput.
It’s never perfect. It’s always fun. It’s always scary. It never stops. But going from Blog 
to Blog, Inc. is one of the most rewarding things I’ve ever done. We aren’t “there” yet, 
but if we can stay a community, stay a team and stay focused on what truly matters, we 
will eventually get “there”!
See you at the finish line. We’ll bring the mojitos! 
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A positive response to negative word of mouth -By Andy Sernovitz

April 30th, 2007

Expert: Andy Sernovitz, WordofMouthBook.com

We’ve all had to deal with negative blog posts about us, 
our companies, or causes we believe in. It’s hard to 
ignore … and it’s even harder to resist getting into an all-
out battle of the bloggers. 
Try to resist the temptation to get drawn into a fight. As 
they say “Never pick a fight with anyone who buys ink by 
the barrel.” You can’t win a fight on someone else’s blog - 
they will always get the last word.
But you can do a few reasonable things to calm things 
down, and get your side of the story out there.
What you can do is participate, earn respect, and tell your 
story. Jump in, join the conversation, and be a part of it. 
You can make sure that the conversation ends on a 
positive note, that your views are heard, and that you’re 
part of the community.
Working with bloggers is hard for many PR-trained 
executives because of the inherent lack of control over 
the situation. It’s about learning to respond and 
participate instead of plant and initiate. It’s no longer 
about managing what other people say, but letting your 
own words speak for themselves. And it’s about earning 
respect (but not necessarily agreement) from bloggers by 
showing you know how to participate the right way.
Five steps to dealing with negative blog posts
1. Listen carefully. Every day you should be searching 
for your name, company, and products on the blog search 
engines. You should always know what is being said 
about your company, and never get caught by surprise. 
Stay in the loop, because it’s too late to respond to a post 
that you discover weeks after it appears.

2. Participate. Nothing earns more credibility with 
bloggers than a company that is part of the blog 
community. Blog. Comment. Converse. Don’t be a stranger. Become part of the 
community. It’s too late if you aren’t already blogging when a negative attack happens. 
You can’t earn respect after you need it … you need to earn it up front, and build a 
storehouse of good will.
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3. Show that you are listening. Many bloggers are (pleasantly) shocked when they 
find out that a company is actually reading what they write. Post a note when you read 
something you like. Post replies and comments when you see unfair criticism. Post an 
offer of help when you hear a complaint. Always identify your affiliation with your 
company, and offer to solve any problems. In many, many cases, this is the most 
important thing you can do. 
4. Convert critics when you can. You can’t make all people happy all time, but you 
sure can try. Work your butt off to find ways to make people happy. You should be doing 
this for all customers, but you should work extra hard to help bloggers. There is a 
double payoff here: First, you’ll have the story of a happy resolution as the most recent 
post on the blogs. Second, much research shows that converted critics are the most 
enthusiastic fans.
5. Write for the record. In the end, don’t expect to win every point in every blog debate. 
It’s not possible. What you can do, however, is tell your side of the story. Post comments 
or entries in your own blog for posterity. Remember the permanent record, and write 
what you want history to see. 
And then … move on. 
Once you’ve made a genuine attempt to resolve a problem, and after you’ve told your 
side of the story, it’s time to let it go. You’ve done all you can, and anything else will just 
drive more traffic to the negative post. 
The Bottom Line
If you want a good rep in the blogosphere, you need to be good. Genuinely good.
Your reputation is the amount of respect you earn, less the number of people you 
annoy. So choose to earn respect.
In the end, it’s much more fun to go to work each day at a respected company that is 
honest, fun, and treats people well. You might as well work to make that happen.
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About Chitika

“Barely a week seems to go by without the company doing something innovative to make life 
even easier for its publishers.” - Joel Comm

Chitika provides bloggers the opportunity to harness their independent original content 
and opinions to monetize  traffic to their site.  This company is  the only  blogger-driven 
merchandising/shopping network that combines on line consumers directly with the 
products that are relevant to them.  Chitika is the sole producer of four innovative 
products: eMiniMalls, RPU (Related Products Unit), ShopLinc,  and ShopCloud$.

The Related Products Unit (RPU) is a simple, 
non-intrusive text link format that integrates right in 
to your content, requiring minimal design changes. 
The RPU is a PPC (pay-per-click) unit designed to 
complement rather than cannibalize revenue from 

           other ad networks.   If interested, contact 
           Ryan Travis at ryan@chitika.com

Chitika's flagship product, eMiniMalls, brings pay-per-click 
product promotion to life on the web. It provides  users with 
relevant content and comparative shopping information without 
even leaving your site!

ShopCloud$ display popular products in an interactive tag-cloud 
format, where each product is linked to search results featuring deals, 
promotions and offers from hundreds of name-brand merchants. 

ShopLinc gives you the power to 
create a personalized pay-per-click 
shopping experience for your 
audience. The unique thing about this 
product is that it allows expert reviews 
to be featured alongside the products 
you choose to endorse! ShopLinc 
features the products next to YOUR 
content and reviews from your website 
or blog posts, as well as expert 
reviews.
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DISCLAIMER AND TERMS OF USE AGREEMENT

The author and publisher make no representation or warranties with respect to the accuracy, 
applicability, fitness, or completeness of the contents of this Ebook. The information contained in 
this Ebook is strictly for educational purposes. Therefore, if you wish to apply ideas contained in 
this Ebook, you are taking full responsibility for your actions.

EVERY EFFORT HAS BEEN MADE TO ACCURATELY REPRESENT THIS PRODUCT AND 
IT'S POTENTIAL. THERE IS NO GUARANTEE THAT YOU WILL EARN ANY MONEY USING 
THE TECHNIQUES AND IDEAS IN THESE MATERIALS. EXAMPLES IN THESE MATERIALS 
ARE NOT TO BE INTERPRETED AS A PROMISE OR GUARANTEE OF EARNINGS.  SINCE 
THESE FACTORS DIFFER ACCORDING TO INDIVIDUALS, WE CANNOT GUARANTEE 
YOUR SUCCESS OR INCOME LEVEL. NOR ARE WE RESPONSIBLE FOR ANY OF YOUR 
ACTIONS.

The author and publisher disclaim any warranties (express or implied), merchantability, or 
fitness for any particular purpose. The author and publisher shall in no event be held liable to 
any party for any direct, indirect, punitive, special, incidental or other consequential damages 
arising directly or indirectly from any use of this material, which is provided “as is”, and without 
warranties.

As always, the advice of legal, tax, accounting or other professional services should be sought.

The author and publisher do not warrant the performance, effectiveness or applicability of any 
sites listed or linked to in this Ebook.

All links are for information purposes only and are not warranted for content, accuracy or any 
other implied or explicit purpose. 
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