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definition: blogger outreach
 

the process of developing relationships with bloggers to offer 
them something of value to their audience with the goal of 
improving your brand’s online image.

“
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rule#1define your objectives
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Please...please... please don't skip this 
part! If you're working to a strict 
deadline or feel under pressure due to 
client demands it's tempting to dive 
straight in without nailing down what 
you actually want the project to achieve.

Spend as much time as is necessary, go 
into detail, get down to brass tacks and 
make sure that every one of your 
outreach team understands what the 
desired business objectives are. 

This is the backbone that will guide 
every single facet of the campaign and 
as such it'll never get off the ground 
without it. There will be many occasions 
where you feel you’re going astray - 
being able to refer to the original 
objectives is absolutely vital in making 
sure you stay on track.



rule#2 do your research
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Once you've defined your target 
audience, it's time to start identifying 
those bloggers that are talking about 
your product, service, event or industry. 
The most common mistake that people 
make when contacting bloggers is not 
doing adequate research. Trust me, if 
you haven't researched which blogs are 
most relevant to your target audience 
then your email will end up in the trash 
folder. 

Read their About page, read their posts, 
what do they like/dislike? How do you 
know who's relevant? Google blog 
search, Technorati, Alltop, BuzzStream 
and Outreachr are all great places to 
start your blogger search!
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Try to find out each of your targeted 
bloggers Twitter handles in the run up to 
the campaign - it's a great way to find 
lots of valuable information. 

It's also a great way to strike up natural 
conversation and start your blogger 
relationship early. Later in the campaign 
use it to retweet the bloggers and keep 
up the relationship.

rule#3 use twitter
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rule#4 make your offer
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Most bloggers won't earn money from their 
blogging efforts and some of the most 
influential may only get paid through 
advertising or speaking engagements so it's 
clear to see that the majority are blogging for 
their own satisfaction. First and foremost it's 
important to offer quality content. Bloggers are 
more likely to write about your product or your 
brand if you do. It's also important to get 
creative - think outside the box! 

There are instances though, where bloggers 
will ask for compensation. If this is the case, 
then ensure that you advertise the blog as a 

"sponsored post" and make sure you follow 
Google's Penguin/Panda rules. 

If you're working to a tight budget but are still 
looking for some bang for your buck then it 
may be beneficial to segregate bloggers by 
value. How valuable are they to your audience 
and how much are you prepared to invest in 
them based on that valuation. A simple 
spreadsheet that shows their value should do, 
for example if you're looking for mass coverage 
then why not divide blog pageviews by a 
monetary value and work it out from there? 



rule#5 personalise your approach
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Another huge faux pas of blogger 
outreach is failing to personalise your 
proposal. An impersonal blanket email 
will find its way onto the blogger's trash 
bin or worse still forwarded on to all of 
their blogger peers!

You need to show that you value your 
chosen blogger by adding a personal 
touch - and that's where all that prior 
research you do comes in handy! One 
of the most important things to do is to 

place yourself in the blogger’s shoes 
and ask yourself if any of your requests 
will add value to the blog? If the answer 
is no, then try to offer something else.



rule#6 make it easy
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It takes a lot of research time to write a good 
blog post and bloggers will want to receive 
easy-to-publish content - but always keep in 
mind that bloggers won't just publish your 
bland press release - they want to write stories 
that will appeal to their audience so a mass-
targeted press release won't be met with a 
friendly reply.

As we've said try to put yourself in the 
blogger's shoes - it's important to provide 
information that adds value to their blog. This 
could be a great inside scoop, it could be an 
attractive infographic, a white paper or an 
informative video.  Whatever you use, make it 

valuable to the blogger and make it easy for 
them to write a post using it.  Don't forget to 
also give each post a push down your existing 
marketing channels to help the blogger 
achieve success.  Success early on will be a 
great help in getting the blogger coming back 
for more.

Another general rule of thumb - get to the 
point! Bloggers are busy – with kids at home, 
with work, and with hobbies and other 
interests. They don’t have time to read lengthy 
pitches. Try to keep email pitches to three 
short paragraphs or less.



 

blogging is a conversation, not a code

mike butcher 
techcrunch editor

“ ”



rule#7 be nice... make friends
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Blogs are called "earned media" for a 
reason. You'll have to work hard at 
developing a close relationship with the 
blogger and the overall aim is to 
become part of their online community 
and to do this you'll need to become 
their friend. If you think you don't have 
the time to make friends with a blogger 
then don't bother - your outreach 
program will never work. 

Make sure you know their name, follow 
them on Twitter, promote their blog 

posts, be personal, if they're local why 
not invite them out for a drink? Many 
bloggers will start from a negative 
position when dealing with blogger 
outreach demands especially when you 
consider the number of agencies who 
use underhand techniques to get 
bloggers on-side.  

Remember that the quality of a blogger 
relationship is far more important than 
the quantity. 



 

Blog articles influence purchases. 
Companies that blog have 55% more 

website visitors

HubSpot 

“
”



rule#8 tracking and measuring
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Go back and look at your objectives, 
these are what you need to measure 
your campaign's success against. Find 
out how many of the bloggers wrote 
about you, what was the size of the 
relevant readership and how many 
people from that audience shared, liked, 
commented and engaged with the 
story.

It's also important to analyse your data 
and try to identify trends. Did a proposal 

fail miserably with one type of blogger 
and work well for others? Find out why. 

Did your content engage one audience 
particularly well and fall on deaf ears in 
front of another? Try to discover what 
the reason was. If you just don't know 
why, try asking the blogger why they 
rejected it, most of the time they'll be 
more than happy to provide you with 
some constructive criticism. 



rule#9 keep up the relationship
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Always keep in mind that blogger 
outreach isn't a one off event - who 
knows when you may need a brand 
ambassador in the future. That's why 
it's so important to keep a good 
relationship with all the bloggers that 
you contact - why let all that hard work 
go to waste.

Last but not least - make sure you 
thank the bloggers, keep up the 
correspondence and treat them as a 
valued partner. It doesn’t matter if they 
angrily rejected your post or happily 
accepted it, you should thank them 
either way—especially if it's the latter.
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We’ve lots more resources, white papers and 
help guides available on our website. So if 
you’ve enjoyed this one, take a look...

take a look

There’s More...
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getsocial
hello@coupmedia.co.uk

 @coupmedia                                          
  coupmedia.com

0845 805 7345
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