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o reach consumers through
. & traditional means such as
TV and print, advertisers have

reliable and longstanding tech- -

nigues: 30-second spots and
print ads. When it comes to

“blogs and other emerging Web
venues, however, marketers are
less certain.

Technorati, the Web portal
that tracks blogs and other on-
line content, is trying to help ad

- agencies find their way in these

" new areas. The San Francisco

company is joining with WeP
Group PLC’s Ogilvy North Amer-
ica to provide new services to
the agency’s clients, Ogilvy an-
nounced recently.

For Ogilvy, the alliance will
help the agency reach consum-
ers who spend their time creat-
ing content on the Web rather
than watching or reading con-
tent produced by someone else,
said Steve Hayden, vice chair-
man and chief ereative officer
of Cgilvy & Mather Worldwide.
“Our whole industry for 200
years has been foensed on talk-.
ing or broadcasting,” he said,
“We need more listening.”

TechnoratiIne.’s Peter Hirsh-
herg suggests marketers are be-
coming less anxious about us-
ing blogs and other Web con-
tent and discusses some strate-
gies they can use.

If you went to a cocktail party
and heard everything everyone
was saying about you all the time,
and tool it all really seriously, it
might drive you nuts. You need to
use judgment,’ says Peter
Hirshberg.

The Wall Street Jourhal:

~ Shouldadvertisersreally be pay- -
-~ ing attention to every little

thing going on in the bloge-
sphere? There seems to be a
heightened sensitivity about
the need to engage with blog:
gers who may have something
negative to'say about a particu-
lar product or marketer. How
much of this isreally feasible, or
even necessary?

M. Hirshberg: If you went to a
cocktail party and heard every-
thing everyone was saying
about you all the time, ahd took
it all really seriously, it might
drive you nuts. You need to-use
judgment. But it turns out that
if you read what people are say-
ing, you very quickly get a sense

ofhow you are playing, Are peo-

ple passionate? Are you doing a

" good joh? Is your competition

doing a good job? Marketers
need to be carveful to not overre-
act.... Is there something you
coddlearn‘?lfwe are being criti-
cized for poor cuStomer ser-
vice, are we aware of this? If peo-
ple repeatedly say our product
is confusing, mavhe we could
make our product easier to use,
You can learn a lot by going
through this stuff.... The impor-
tant thing is to read this stuff
and consider it.

Wsd: How possibie do vouthink
itis for an advertiser to react to

Web conversation in real time?

. see,

Are marketers ready to hire

Web and blog monitors to keep
track of conversations as they
happen?

My. Hirshberg: Marketing orga-
nizations really ought to have

.50omebody on board whose job

istolisten to, converse with and
ensure the company is engaging
with its customers, whether

"+ theyareonblogs, MySpace, You-
- Tube, whatever, In other words,

companies have field-markét-

- ing people, companies have pub-

lic-relations people...special-
ties built up around a. tradi-

- tional communications environ-
“ment....

If you have one person
who minded this, it would be
good. That one person could do

.many things. They can manage
@ blog. They can respond to

blogs. They can listen.... You

should hire someone who is of
. that world, hire someone who

canfocus and understand social-
networking *by nature, These
people, the new 24-year-old per-
son you will hire, you will be
amazed by the knowledge they
bring to the table.... You should

‘respond if someone says some-

thing inaccurate. You should go
on to the blog that day and cor-
rect it, If someone says some-
thing great, you should thank
them. If a brand pays attention
to its customers, wonderful

‘things happen.

WSJ: How do yvou envision
Ogilvy using Technorati?

My, Hirshberg: Ithink thisis an
important new tool to start get-
ting advertisers to think about
more than one-way market-
ing.... A brand that is sponsor-
ing a new film festival can cre-
ate a page that aggregates all
the conversation around that
event that not only draws the
brand closer to the event but
highlights the bloggers cover-
ing the event, ultimately mak-
ing the brand more central to
the event.... We are anxious to
working. closely with
Ogilvy, what forms of market-
Ing evolve.

By JANET MORRISSEY

Manhattan’s class A office-
market vacancyraterose in. Jan-
uary, the first increase since
last March, according to a new
study. But one month doesn’t
make atrend 50 mdustry watch-

He said he expects Manhat-
tan’s vacancy rate to resume its
downward march in February
and believes the vacancy rate
could fall to' 5% by vear end. He
said financial-service and law
firms continue to hire, causing
demand for real-estate space to

has not seen a lot of new con-
struction, other than proper-

‘ties such as 7 World Trade Cen-

ter, making the office market
tight. “It would take some big
block [tenants] moving out of
the ¢ity”- and sharp rent in-
creases for the demand/supply

a range of Web and technology
ventures, including a stint at Ap-
ple Computer. In your experi-
ence, howlong does it take a big-

spending adveriiser tocatch on

- WSJ: You have baen involved in - '

to new and emerging forms of |

.communication?

My, Hirshberg: One thing we
see is that technology brands
and entertainment brands are
early adopters, because they
know it’s all about word of
mouth.... Our first customers
were .Independent films, Inde-
pendent films live for word of
mouth..., Prestige, high-con-

‘cept brands, brands that really
put alot of time into curating :
" and polishing every aspect of it,

take longer to get on board, be-
cause they think there is more
to lose. In fact, there is more to
gain.... I got on the Technorati
board less than two years ago.

Until maybe last summer, until.

nine months ago, when vou said
‘the blogosphere’ to a brand, it
ducked. The basic reaction was,

‘Thope they don’t say bad thmgs :

about me. I'm not sure I want to
advertise on a blog, because I
can’'t control it, and I'm very ner-
vous about letting my users talk
about my brand online because
that would be giving up con-
trol” This is until about nine
months ago. Then, all of a sud-
den, I think brands saw an
emerging growth of MySpace,
of YouTube and the blogo-
sphere...

tually realized that the next gen-
eration of branding involved lis-
tening to and including the audi-
ence in marketing and building
a dialogue.,

WSJ: Technorati is betting that
blogs and Web-based chatter
are here to stay, But could blogs
be usurped by some new for-
mat? Is there a sense that over
time, people will gravitate to
only a few while the rest dwin-
dle in importance?

Mr. Hirshberg: It is a fact that
people spend alot of time onthe

. The brand people got |
over the control issue. They ac- |

popular blogs, and wehave seen

an evolution over the last cou-

ple of years that the most popu-

lar blogs have gone more main-
stream.... That said, themost in-
teresting action .in the blogo-
sphere is really in the hundreds
of topic areas where communi-
ties coalesce and people are  hav-
ing conversations::, Blogs are

-just one form of user-generated
content. [There dre] podeasts, .
video, pictures, All of this stuff
is growing.... We’ll probably see |
a lot of growth in areas that-
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