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Summary
Development of the Internet and remaining information technologies have resulted in a new 

view on markets patterns and have made enterprises rapidly adjust to new conditions. The grow­
ing number of information as well as enhanced access to it provided to citizens is a visible trend 
in the social development process these days. “Societies abundant in information”1 are created 
and their features are significantly different from “societies abundant in material resources” 
whose economies are based on exploitation of these resources. Development of social media: 
social portals, blogs and discussion and recommendation forums is essential in internet activities. 
This paper presents a blog analysis as a corporate tool of influencing customers for information 
purposes as well as building a brand and bonds with customers. Results of secondary research 
will also be presented as well as ranking of the most effective corporate blogs on the Polish inter­
net in 2011.

Blogs as a social media area

B lo g s  co n s titu te  a n  e le m e n t o f  W e b  2 .0  w h ic h  d efin e s  an  e v o lu tio n  a p ­

p ro a c h  to  b u ild in g  an  ap p lic a tio n  -  c re a tin g  In te rn e t e n v iro n m e n ts  w h ic h  w o u ld  

n o t o n ly  g a th e r  In te rn e t u se rs  b u t a lso  b u ild  v ir tu a l k n o w le d g e  b a se d  c o m m u n i­

tie s , m o d ify  an d  d ev e lo p  se rv ic es  in  a c co rd an c e  w ith  in te rn e t u se rs  (c u s to m iz a ­

tio n  o f  th e  co n ten t) . W e b  2 .0  a p p lica tio n s  h av e  v a rio u s  fo rm s an d  ap p lica tio n s  

in  th e m a tic a lly  v a r io u s  p la tfo rm s  b rin g in g  to g e th e r  in te rn e t u se rs  c re a tin g  soc ia l
m e d ia .1 2

1 Internet. Fenomen społeczeństwa informacyjnego, red. T. Zasępa, Edycja Świętego Pawła, 
Częstochowa 2001, p. 54-57.

2 Ch. Li, J. Bernoff, Marketing technologii społecznych. Groundswell, czyli ja k  wykorzystać 
Web 2.0 w twojej firmie, MT Biznes, Warszawa 2009, p. 36-39.



164 Agnieszka Dejnaka

S o cia l m e d ia  is d e fin e d  as co m m u n ic a tio n  ch a n n e ls  w h ic h  en ab le  In te rn e t 

u se rs  to  in te ra c t b y  m e a n  o f  in fo rm a tio n  te c h n o lo g ie s  an d  co m p u te r  sc iences. 

T h ese  are a ll m e d ia  an d  o n -lin e  se rv ic es  w h ere  in d iv id u a ls , co m p an ie s  o r  o rg a n ­

iz a tio n s  p la c e  in fo rm a tio n  a b o u t th e ir  ac tiv itie s , p ro d u c ts  an d  se rv ic es  o ffe re d  

- w h ic h  is su p p o se d  to  re su lt in  th e  “in te g ra tio n ” o f  in te rn e t u se rs  th ro u g h  m e a n ­

in g fu l in d iv id u a l p a r tic ip a tio n .3 S o cia l m e d ia  ca n  b e  ch a ra c te riz e d  in  th e  fo llo w ­

in g  w ay:

-  i t  c a n  b e  u se d  in  a  free  ex ten t,

-  p r im a ry  in fo rm a tio n  m a y  b e  m o d if ie d  e n d le ss ly ,4

-  a n  ac ce ss  to  c re a tio n  o f  co n ten ts  an d  its m o d if ic a tio n  is in fin ite ,

-  a ll e lem e n ts  re su ltin g  fro m  th e  c re a tio n  p ro ce ss  (co -c rea tio n ) o f  th e  c o n ­

te n t  are n o t d e le te d  an d  are ac ce ss ib le ,

-  th e  c o n te n t is sp rea d  th ro u g h  th e  so c ia l in te rac tio n ,

-  th e re  is a n  u n fo rc e d  w a y  o f  c o n te n t fo rm a tio n .5

S o cia l m e d ia  is  a  co m m u n ic a tio n  c h a n n e l w h ic h  as o p p o se d  to  tra d itio n a l 

ch a n n e ls  (e.g . te le v is io n , rad io , th e  p re ss)  w h ere  th e  m e ssag e  is d e liv e re d  b y  

o n ly  on e  p a r ty  -  to  th e  c u s to m e r, secu res  b ila te ra l c o m m u n ic a tio n .6 R e c e n t 

y ea rs  h av e  o b se rv e d  a  la rg e  p a r tic ip a tio n  o f  en te rp rise s  in  so c ia l m e d ia  w h ere  

ac tiv itie s  a re  ta rg e te d  a t an  in d iv id u a l c u s to m e r/g ro u p  o f  cu s to m e rs . T h e  fo llo w ­

in g  a reas  o f  so c ia l m e d ia 7 ca n  b e  d iffe re n tia te d  (tab . 1).

N e x t to  In te rn e t fo ru m s a n d  d isc u ss io n  g ro u p s , b lo g s  a re  o n e  o f  th e  m o s t 

p o p u la r  to o ls  o f  p u b lish in g  th e  co n ten t; th e y  g iv e  co m p an ie s  an  o p p o rtu n ity  to  

ad d re ss  th e ir  m e ssag e  to  in te rn e t u se rs  fro m  a ll o v e r  th e  w o rld .8 A  b lo g  is  a  k in d  

o f  In te rn e t p a g e  w h ere  a  p e rso n  (a  c o m p an y  o r  a  p r iv a te  p e rso n ) p u ts  d a ted  

p o s ts  o r  im ag es  w h ic h  are  d isp la y e d  o n  a  w w w  site  b e g in n in g  w ith  th e  la te s t 

one. T h ere  are th e  so  ca lle d  p h o to b lo g s : a  k in d  o f  b lo g , a n  In te rn e t d ia ry  w h o se  

b a s ic  c o n te n t c o n s is ts  o f  p h o to g rap h s . T h ere  a re  f ilm b lo g s  ca lle d  v id e o b lo g s  

b a se d  o n  film  f ile s  (V O D ca st)  p u b lish e d  b y  a n  au th o r  c h ro n o lo g ica lly . B lo g s 

u su a lly  h av e  a  sy s tem  o f  a rc h iv in g  p o s ts , rea d e rs  h a v e  a  p o ss ib ility  o f  co m m en t-

3 Ch. Treadaway, M. Smith, Godzina dziennie z Facebookiem, Helion, Gliwice 2010, p. 23-18.
4 A. Joshi, Web 2.0 Mining: Analyzing Social Media, InProceedings, Proceedings of the NSF 

Symposium on Next Generation of Data Mining and Cyber-Enabled Discovery for Innovation,
2007, p. 28.

5 D. Bell, An Introduction to Cyberculture, London-New York 2001, http://networked 
digital.com/2010/04/17/definicja-social-media/ (12.02.2012).

6 Definicja social mediów. Raport Social Media 2011, Internet Standard, http://www.internet 
standard.pl/news/365447/Internet.Standard.prezentuje.raport.Social.Media.2011.html.

7 A. Dejnaka, Aktywność przedsiębiorstw i internautów w social mediach, report -  own rese­
arch, Wrocław 2011.

8 L. Evans, Social media marketing, Helion, Gliwice 2011, p. 24.

http://networked
http://www.internet
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in g  th e m  an d  th e re  a re  lin k s  to  b lo g s  rec o m m e n d e d  b y  th e  au th o r  an d  to  o th e r  

w w w  s ite s .9
Table 1

Selected areas of social media

Social m ed ia  areas E xam ple and  app lica tion
Social po rta ls Facebook: estab lish ing  re la tions w ith  custom ers, b u ild ing  a b rand
C onten t po rtals Y ou Tube: p resen ta tion  o f  m u ltim ed ia  m ateria ls , corpora te  advertis­

ing
N etw ork ing  portals G oldenL ine: bu ild in g  an im age o f  en  em ployers, in itia ting  business 

cooperation .
R eposito ries W ikipedia: p resen ta tion  o f  in fo rm ation  m ateria ls  sponsoring  k ey ­

w ords, b u ild ing  a brand.
D iscussion  and
recom m endation
forum s

Streetcom : recom m endation  service, bu ild in g  a co rpora te  im age, 
bu ild ing  confidence tow ards b rands

B logs and 
m icrob logs

Tw ister: m ic rob log  o f  the in fo rm ation  and im age re la ted  character 
B logs: co rporate , en terta inm ent, in fo rm ation

Source: elaboration on one’s own based on the Internet research (participatory observation): 
A. Dejnaka, Aktywność przedsiębiorstw i internautów w social mediach, report -  own research, 
Wrocław 2011.

T h e  b lo g  o rig in a te s  fro m  70s a n d  L es E a rn e s t is co n s id e re d  to  h av e  c re a te d  

th e  f irs t p ro to b lo g  to o l ca lle d  f in g e r  p ro to co l. T h e  te rm  w e b lo g  w as  co in ed  b y  

co m b in in g  w o rd s  w eb  an d  log . T w o  y ea rs  la te r  P e te r  M e rh o lz  a p p lie d  th e  w o rd  

b lo g  b y  b re a k in g  d o w n  th e  w e b lo g  in to  “w e b lo g ” .10 11 C o n tem p o ra ry  b lo g g in g  

b e g a n  in  m id  90s an d  th ree  p e rso n s: D av e  W in e r , Jo rn  B a rg e r  a n d  Ju s tin  H a ll 

a re  co n s id e re d  to  b e  its fo u n d e rs  th o u g h  th e  m e re  te rm  b lo g  b e lo n g s  to  P e te r  

M e rh o lz .11 T h e  g re a te s t d e v e lo p m e n t o f  b lo g s  o cc u rs  o v e r  th e  y ea rs  2 0 0 2 -2 0 0 5 . 

2 0 0 4  w as  s ig n ific an t fo r  th e  b lo g  in  te rm s  o f  b u s in e ss . It is  th e n  w h e n  b u s in e ss  

le ad e rs  d isc o v e re d  th e  p o te n tia l b e h in d  b u s in e ss  b lo g g in g . A  y e a r  la te r  in  2005  

le ad e rs  o f  G en e ra l M o to rs  an d  S u n  M ic ro sy s tem s  se rv ice  sh o w ed  h o w  to  use  

th is  In te rn e t to o l in  an  in te re s tin g  an d  e ffec tiv e  w a y  in  o rd e r  to  b u ild  a  b ra n d  

im a g e .12

9 Technically a blog is a simple system of content management (CMS -  Content Management 
System). According to: W. Gustowski, E-społeczność, Internetowe Wyd. Złote Myśli, Gliwice 
2008, p. 48.

10 http://redaktor.pl/ (10.03.2012).
11 E. Fedorowicz, Blog, czyli nowa nisza reklamowa, „Marketing i Rynek” 2009, No. 10, p. 36.
12 J. Wright, Blogowanie w biznesie, Wyd. Akademickie i Profesjonalne, Warszawa 2007, p. 9 

-10.

http://redaktor.pl/
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In ten s iv e  d e v e lo p m e n t o f  b lo g s  o v e r  a  few  y ea rs  h as  led  to  its u sag e  as 

a  to o l fo r  d if fe re n t p u rp o ses . B a sic  p u rp o ses  o f  a p p ly in g  co m m e rc ia l b lo g s  are 

p re se n te d  in  ta b le  2.
Table 2

Purposes of applying commercial blogs

P urpose D escrip tion
B u ild ing  a co rpo ra te  im age M odern  corpora te  im age (banks) 

C ustom er friend ly  co rpo ra te  im age
G etting  to  kn o w  consum ers 
(insight)

A djusting  p roducts/serv ices to  needs o f  th e  chang ing  
society

B u ild ing  a b rand L ittle  k n ow n  b rands -  in sp iring  positive  em otions. 
S table b rands -  b u ild ing  em o tiona l invo lvem en t and 
loyalty.

P rom oting  an  idea A cting  to g e th er w ith  custom ers fo r  the sake o f  
a com m on m atte r

P rom oting  co rpora te  
p roducts

P aid  and unpaid  advertising  
C om petition  (pho tograph ic  and  w riting) 
Social gam ing  
P roduc t p lacem en t

Social gam ing P roduc t p lacem en t
Invo lvem en t and  an  em otiona l bo n d  w ith  the b rand

P ropagating  o n e ’s ow n  c re ­
ativity

Invo lvem en t and  an  em otiona l b o n d  w ith  the b rand  
(m usicians, actors, thea tres  etc)

C onvey ing  in fo rm ation B u ild ing  a recom m endation  system

Source: Ibidem.

I t is w o rth w h ile  m e n tio n in g  th a t  th e  p u rp o se  an d  ac tiv ity  o f  th e  b lo g  m a y  

in te rp en e tra te  e .g . an  im a g e  re la te d  b lo g  m a y  b ec o m e  a  co rp o ra te  o r  in d iv id u a l 

one. C rite r ia  p re se n te d  ab o v e  are  to  sy s tem ize  g e n e ra lly  a p p lica tio n s  o f  b logs.

Classification of blogs

T h e  d iv is io n  o f  b lo g s  in to  ty p e s  b eg in s  w ith  e s tab lish in g  th e ir  u sa g e  h o w e v ­

e r  th e re  are n o  u n if ie d  c r ite r ia  o f  th is  d iv is io n  a n d  d if fe re n t au th o rs  p rep a re  v a r­

io u s  c la ss ifica tio n s  o f  th is  to o l. A cc o rd in g  to  E. F e d o ro w ic z  c la ss ifica tio n s  o f  

b lo g s  co n s is t in  d iv id in g  th e m  in  te rm s  o f  th e ir  c h a ra c te r  an d  to p ic  d isc u sse d , 

n u m b e r  o f  a u th o rs , th e  ty p e  o f  d ev ise  u se d  fo r  b lo g g in g , th e  f re q u en c y  o f  p u b ­

lish in g  p o s ts  an d  co m m en ts  as  w e ll as th e ir  c o n te n t.13

T h e  f irs t d iv is io n  o f  b lo g s  is d o n e  a c co rd in g  to  a u th o rs  a n d  p u rp o ses  in  o th ­

e r  w o rd s  a c co rd in g  to  th e  p e rso n  ru n n in g  th e  b lo g  a n d  th e  o b je c tiv e :

13 E. Fedorowicz, Blog, czyli nowa nisza reklamowa, „Marketing i Rynek” 2009, No. 10, p. 36.
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-  p riv a te  b logs: ty p ic a l d ia ries  w ritte n  b y  th e  b ig g e s t n u m b e r  o f  b lo g  p a r ­

tic ip a n ts ,

-  p ro fe ss io n a l b logs: w ritte n  b y  jo u rn a lis ts ,  p o lit ic ia n s , in d e p e n d e n t e x ­

p e rts  in  o rd e r  to  p ro m o te  th e m se lv e s  a n d  c re a te  an  im ag e  o f  an  e x p e r t in  
a  p a r tic u la r  f ie ld ,

-  p a r tn e r  b logs: th e y  re su lt fro m  th e  co o p e ra tio n  b e tw e e n  p riv a te  p e rso n s  

an d  co m p an ie s  (a  p e rso n  ru n n in g  a  p riv a te  b lo g  ag re es  to  p ro m o te  

a  sp e c if ic  b ra n d  in  ex c h an g e  o f  th e  rem u n e ra tio n ),

-  co rp o ra te  b lo g s  -  ru n  b y  c o m p a n ie s  o r  o n  th e ir  b e h a lf  in  o rd e r  to  c o m ­

m u n ic a te  w ith  in te rn e t u se rs .14

D u e to  th e  n a tu re  o f  th e  c o n te n t on e  m a y  d iffe ren tia te :

-  te x tu a l b log : n ew s, se lf-h e lp  b o o k s , d ia ries , b o o k s ,

-  v id e o b lo g : co n ta in s  a  v id eo ,

-  p h o to b lo g : co n ta in s  p h o to s ,

-  au d io lo g : co n ta in s  au d io  reco rd in g s ,

-  m in ib lo g : co n ta in s  sh o rt p o s ts  e .g . o n  T w itte r,

-  lin k  log : co n ta in s  links.

A s fa r  as co rp o ra te  b lo g s  a re  c o n c e rn ed  o n e  m a y  d iv id e  th e m  ac co rd in g  to  

th e ir  fu n c tio n a lity , th e m a tic  sco p e  an d  a u th o rsh ip s .15

O ne m a y  d iffe re n tia te  a c co rd in g  to  fu n c tio n a lity  c rite rio n : sa les b lo g s , im ­

age  re la ted  an d  cu s to m e r  se rv ice  o rien ted . W h ile  c re a tin g  a  b u s in e ss  b lo g  it  is 

w o rth w h ile  d e fin in g  its  s tra teg ic  d ire c tio n  a t  th e  b e g in n in g  an d  fo cu s in g  its 

c o n te n t o n  th e  m a in  th e m a tic  scope.

S ales b lo g s  a re  c re a te d  w h e n  th e  c o m p an y  w an ts  to  g e n e ra te  g re a te r  sa les 

(e.g . in tro d u c in g  a  n e w  p ro d u c t in  th e  m ark e t) . S u ch  b lo g  p la y s  a  m a jo r  ro le  

in  e v o lv in g  c u s to m e r  lo y a lty  -  i t  is  reg u la rly  u p d a te d  an d  ru n  in  a  d ire c t an d  

in fo rm a l w a y  a n d  i t  m a y  m a in ta in  p e rm a n e n t cu s to m e rs . T y p ic a l to o ls  u se d  

in  su ch  b lo g  are  th e  fo llo w in g : su b sc rip tio n  to  a  n e w sle tte r , p ro m o tio n a l 

e -m a ilin g  in fo rm in g  a b o u t n o v e ltie s  a n d  in te re s tin g  p ro m o tio n s  w h ic h  m a y  

m a k e  u se rs  com e b a c k  to  th e  w eb site .

Im ag e  re la te d  b lo g s  are p r im a rily  fo c u se d  o n  c re a tin g  a  co rp o ra te  im ag e  o r  

sp e c if ic  p ro d u c ts . T h e y  are u se fu l in  “w a rm in g ” a  co rp o ra te  im ag e  in  th e  m a rk e t 

a n d  in  reb ran d in g . In  ca se  o f  co m p an ie s  w ith  a  g o o d  p o sitio n  th e y  m a y  p ro m o te  

th e  c o m p an y  as  a  le a d e r  in  th e  in d u stry . C rea tio n  o f  a  le a d e r ’s im ag e  m a y  be

14 K. Łazowska-Widz, Blogi jako narzędzie komunikacji marketingowej w świetle badań empi­
rycznych, http://www.swiatmarketingu.pl/index.php?rodzaj=01&id_numer=598602 (2.02.2012).

15 G. Mazurek, Blogi i wirtualne społeczności -  wykorzystanie w marketingu, Wolters Kluwer 
business, Kraków 2008, p. 52-53.

http://www.swiatmarketingu.pl/index.php?rodzaj=01&id_numer=598602
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re a lize d  b y  a  sp e c ia lis t as w e ll as a  se rie s  o f  e m p lo y e e ’s b lo g s  p la c e d  o n  the  

b lo g  p la tfo rm . T h e  im ag e  re la te d  b lo g  is n o t o n ly  ta rg e te d  a t cu s to m e rs  b u t a lso  

a t o p in io n  c re a tin g  g ro u p s: sp e c ia lis t m e d ia , in d e p e n d e n t ex p e rt, b u s in e ss  p a r t­

ners .

C u s to m e r  se rv ice  o rien ted  b lo g s  a re  fo cu se d  o n  c o n v e y in g  in fo rm a tio n  

a b o u t p u rc h a se d  p ro d u c ts  o r  re se a rc h in g  th e ir  sa tis fac tio n  fro m  th e  p u rch ase . 

B lo g s  p la y  an  im p o rta n t ro le  w h e n  a  c o m p a n y  w an ts  to  red u ce  co s ts  re la te d  to  

re sp o n d in g  to  c u s to m e rs ’ q u es tio n s , e x p la in  d o u b ts  re la te d  to  th e  u sa g e  o f  p ro d ­

u c ts  o r  g e t a  fee d b ack . C rea tio n  o f  c u s to m e r  se rv ice  o r ien ted  b lo g s  fac ilita te s  

b u ild in g  cu s to m e r-c o m p a n y  re la tio n s  an d  h e lp s  ach iev e  a n  im ag e  effec t. C u s ­

to m e rs  a re  aw are  th a t  th e  o rg an iz a tio n  u se s  m o d e rn  co m m u n ic a tio n  m e th o d s  

an d  is o p en  to  m a k in g  rem a rk s  a n d  c r it ic is m .16

A cc o rd in g  to  th e  c r ite r io n  o f  th e  th e m a tic  scope , a p a r t fro m  co rp o ra te  b lo g s  

w h ic h  b u ild  an d  s tren g th en  re la tio n s  w ith  cu s to m e rs  an d  m e d ia , th e re  a re  p ro d ­

u c ts  b lo g s  c o n s titu tin g  th e  ty p e  o f  co m m e rc ia l b lo g s. P ro d u c t b lo g s  a re  d ev o ted  

to  a  p a r tic u la r  p ro d u c t, se rv ice  o r  se lec ted  ca te g o ry  o f  p ro d u c ts . T h e ir  m a in  

o b je c tiv e  is  su p p o rtin g  th e  sa les  in c lu d in g  a  b ro a d ly  u n d e rs to o d  p ro m o tio n . 

T h ese  b lo g s  o ften  ta k e  o v e r  th e  c u s to m e r  se rv ice  fu n c tio n  w h ic h  is d one  

th ro u g h  p u b lic a tio n  o f  an sw e rs  to  c u s to m e rs ’ q u es tio n s , sh o w in g  so lu tio n s  to  

p ro b le m s co n n e c te d  to  th e  u sa g e  o f  p ro d u c ts  o r  in fo rm in g  a b o u t p rin c ip le s  o f  

m a k in g  a  c la im . S u c h  b lo g s  are se ld o m  u se d  h o w e v e r  it  a  fu tu re  so lu tio n  th a n k s  

to  en a b lin g  c o m m u n ic a tio n s  w ith  th e  c u s to m e r  b y  m e a n s  o f  th e  c h e a p e s t an d  the  

m o s t e ffec tiv e  ch an n el.

A cc o rd in g  to  th e  c r ite r io n  o f  th e  c r ite r io n  o f  a u th o rsh ip , a  b lo g  ca n  be run  

b y  in d iv id u a ls  o r  p e rso n s  re p re se n tin g  a  co m p an y . A t p re se n t th is  d iv is io n  is 

m ix e d -  co rp o ra te  b lo g s  are o ften  c re a te d  b y  in d iv id u a ls  (e.g . W in ia ry  o r  

L u rp a k ) a n d  th e  in d iv id u a ls  a re  su p p o rted  b y  ad v e r tis in g  a n d  p ro d u c t p la c e m e n t 

b y  co m p an ie s .

Application of the blogosphere in business

T h e b lo g o sp h e re  co n s titu te s  th e  g en e ra l c o n te n t fu n c tio n in g  in  th e  fo rm  o f  

b lo g s  a id e d  b y  p la tfo rm s  an d  to o ls  en a b lin g  fu n c tio n in g  an d  its  stru c tu re  

-  a  n e tw o rk  o f  m u tu a l re la tio n s . T h e  w o rld w id e  b lo g o sp h e re  has  rea ch ed  a  m a ­

tu r ity  p h ase  w h ic h  is  ch a ra c te r iz e d  b y  g re a te r  s ta b ility  an d  s lo w e r  d ev e lo p m e n t. 

S im u lta n eo u s ly  b lo g s  h av e  b ec o m e  a  m a ss iv e  p h e n o m e n o n  w h ic h  h as  n o t h ad  

a  p o s itiv e  im p a c t o n  th e  q u a lity  o f  te x ts  p u b lish e d  in  b lo g s . A c c o rd in g  to  th e

16 Ibidem, p. 59.
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re p o rt p re p a re d  b y  U n iv e rsa l M c C a n n  in  2 0 1 0  th e  n u m b e r  o f  b lo g s  se t u p  in  the  

w o rld  am o u n te d  to  a lm o s t 185 m illio n  in c lu d in g  2 .8 4  m illio n  b lo g s  in  P o lish .17

P o lish  b lo g o sp h e re  h a s  b ee n  d e v e lo p in g  a t a  fa s te r  p ace . A t p re se n t a b o u t 

5 9 %  o f  In te rn e t u se rs  h av e  c o n ta c t w ith  the  b lo g o sp h e re  in  a  p ass iv e  w ay  

(as rea d ers) o r  in  a n  ac tiv e  w a y  (as a  p e rso n  ru n n in g  th e  b lo g  o r  co m m en tin g  

p o sts  in  th e  b lo g ) .18 C o n s id e rin g  co rp o ra te  b lo g s , th e n  on  th e  b as is  o f  th e  R a n k ­

in g  o f  B lo g s  2011 on e  m a y  p re se n t th e  m o s t p o p u la r  p ro fe ss io n a l b lo g s  in  2011 

(tab . 3 ) .19
Table 3

Rankin Blogs 2011

P ro fessional R ank ing  B lo g s 2011 
(category: large firm s)

P ro fessional R an k in g  B logs 2011 (category: 
regard less o f  the size o f  th e  com pany)

P lay P lay
D o m  M aklersk i B O Ś D om  M ak lersk i B O Ś
C ropp B ank  Z achodn i W B K
B ank  Z achodn i W B K E u ra  7
G roupon M B ank
m B ank Szafy
N okia P lodn i.com
A X A  D irek tion Ś lubna P racow nia
B ank  Pocztow y K ra in a  Ś lubów
In fov ite-M atrix In fov ite-M atrix

Source: Najlepsze polskie blogi firmowe, http://blogifirmowe.wordpress.com/2011/12/29/ 
najlepsze-polskie-blogi-firmowe-2011/(1.03.2012).

O n e  m a y  n o tic e  am o n g  co rp o ra te  b lo g s  o f  b ig  co m p an ie s  th a t the  lead e rs  

a re  as  fo llow s: P lay , D o m  M a k le rsk i B O Ś  an d  C ropp . B a n  Z ac h o d n i W B K  an d  

m B a n k  ru n  h ig h ly  a sse ssed  co rp o ra te  b lo g s  -  b o th  in  ran k in g s  o f  b ig  co m p an ie s  

as w e ll as a ll co m p an ie s .

In  ca se  o f  b lo g s  in te ra c tio n  w ith  in te rn e t u se rs  c o u n ts  m o st. T h a t is w h y  the  

f irs t p la ce  g o es  to  P la y  in  ran k in g  o f  b ig  co m p an ie s  an d  so is th e  ca se  o f  E ura7 : 

w h e n  it co m es to  sm a lle r  co m p an ie s20 (fig . 1).

17 Blogosfera, http://www.mccannworldgroup.com/ (10.03.2012).
18 PBI o blogosferze w Polsce, Social Media Day Poland 2011, www.pbi.org.pl/index.php/ 

ida/41/?getFile=49:0 (10.03.2012).
19 Najlepsze polskie blogi firmowe, http://blogifirmowe.wordpress.com/2011/12/29/najlepsze- 

polskie-blogi-firmowe-2011/ (1.03.2012).
20 Blog Play, http://www.blogplay.pl/; Blog Eura7, http://www.labber.pl/ (1.03.2012).

http://blogifirmowe.wordpress.com/2011/12/29/
http://www.mccannworldgroup.com/
http://www.pbi.org.pl/index.php/
http://blogifirmowe.wordpress.com/2011/12/29/najlepsze-polskie-blogi-firmowe-2011/
http://blogifirmowe.wordpress.com/2011/12/29/najlepsze-polskie-blogi-firmowe-2011/
http://www.blogplay.pl/
http://www.labber.pl/
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Fig. 1. Corporate blogs of Play and Eura7

Source: Play blog, http://www.blogplay.pl/; Eura7 blog, http://www.labber.pl/ (10.03.2012).

In fo rm a tio n  p u t in  P la y  b lo g  is ac tiv e ly  c o m m en ted  o n  b y  in te rn e t u sers. 

A  n e tw o rk  o f  v ir tu a l in fo rm a tio n  re la tio n s  is c rea ted . P la y  a c tiv e ly  ac ts  in  o th e r 

a reas  o f  so c ia l m ed ia : o n  th e  F a c e b o o k  an d  o n  T w itte r  (a  fo rm  o f  a  m in ib lo g ). 

I t is s im ila r  to  E u ra 7  in te rac tiv e  a g e n cy  ( th e  firs t in  th e  ran k in g  o f  th e  b e s t b lo g  

in  2 0 1 1 -  n o t a  b ig  co rp o ra tio n ) u ses  a  b lo g  to  c o m m u n ic a te  w ith  In te rn e t u se rs , 

b u ild  a  v ir tu a l c o m m u n ity  an d  ed u c a te  In te rn e t u se rs  on  th e  su b je c t o f  th e  c o m ­

m e rc ia l u sa g e  o f  so c ia l m ed ia .

It is in te re s tin g  to  k n o w  a  la rg e  n u m b e r  o f  b lo g s  u se d  am o n g  co m p an ie s  

ren d e rin g  f in an c ia l se rv ices . I t is in te re s tin g  to  k n o w  a  la rg e  n u m b e r  o f  b lo g s  

u se d  am o n g  co m p an ie s  ren d e rin g  f in an c ia l se rv ices . B e lo w  th e re  are  b lo g s  o f  
se lec ted  f in an c ia l in s titu tio n s21 (f ig . 2 ).

21 mBank, http://www.mbank.pl/porozmawiajmy/blog/, Bossa, http://blogi.bossa.pl/; Inteligo, 
http://inteligo.pl/aktualnosci/inteligo.pl-w-nowej-odslonie/(10.03.2012).

http://www.blogplay.pl/
http://www.labber.pl/
http://www.mbank.pl/porozmawiajmy/blog/
http://blogi.bossa.pl/
http://inteligo.pl/aktualnosci/inteligo.pl-w-nowej-odslonie/(10.03.2012
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Fig. 2. Corporate blogs of mBank, Inteligo, Dom Maklerski BOŚ and Bank Zachodni WBK

Source: mBank, http://www.mbank.pl/porozmawiajmy/blog/, Bossa, http://blogi.bossa.pl/; Inteli­
go, http://inteligo.pl/aktualnosci/inteligo.pl-w-nowej-odslonie/(10.03.2012).

P re s e n te d  b lo g s  a re  im a g e  r e la te d  -  th e y  s h o w  a  c o m p a n y  a s  a  le a d e r  in  th e  

in d u s try . N o t  o n ly  c u s to m e rs  b u t  a ls o  o th e r  o p in io n  c r e a t in g  g ro u p s  a re  r e c ip i ­

e n ts  o f  th e s e  b lo g s .

http://www.mbank.pl/porozmawiajmy/blog/
http://blogi.bossa.pl/
http://inteligo.pl/aktualnosci/inteligo.pl-w-nowej-odslonie/(10.03.2012
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T h e  size o f  th e  co m p an y  d o es  n o t h av e  su ch  im p o rta n ce  as in  ca se  o f  g a th ­

e rin g  a  v ir tu a l c o m m u n ity  in  th e  b lo g o sp h e re . I t is im p o rta n t w h e n  w e  an a ly ze  

th e  f in an c ia l a sp e c t c o n n e c ted  w ith  th e  te c h n o lo g y  o f  u s in g  th e  b log . T h e  b lo g  

o f  B a n k  Z a c h o d n i W B K  is an  ex a m p le  o f  ap p ly in g  in fo rm a tio n  te c h n o lo g ie s  

in  th e  b lo g 22 (fig . 3).

Fig. 3. Corporate blog of Bank Zachodni WBK

Source: http://blog.bzwbk.pl/2012/04/business-zone-%E2%80%93-przepis-na-sukces#more-5587 
(10.03.2012).

B a n k  Z a c h o d n i W B K  in  its b lo g  in fo rm s In te rn e t u se rs  ab o u t fo rm s  o f u s in g  

se rv ices  an d  b u ild s  its co rp o ra te  im age. A n  in te re s tin g  to o l is a p p lie d  to  b u ild  

a  c o m m u n ity  n a m e ly  ad v e rg a m in g  -  an  in te rn e t g am e c a lle d  “B u s in ess  Z o n e  

-  a  rec ip e  fo r  su c ce ss” . T h is  is a  k in d  o f  e c o n o m ic  In te rn e t gam e ta rg e te d  a t 

y o u n g  p e o p le  (s tu d en ts  o f  ju n io r  se co n d a ry  sc h o o ls  an d  se co n d a ry  schoo ls). 

W h ile  reg is te r in g  o n  th e  gam e site  th e y  d e fin e  th e ir  ty p e  o f  ac tiv ity : an  a d v e r tis ­

ing  ag en cy , an  in te rio r  d es ig n  ag en cy , an  IT  co m p an y - th e  in te rn e t u se rs  b eg in s

22 Blog Banku Zachodniego WBK, http://blog.bzwbk.pl/2012/04/business-zone-%E2%80%93- 
przepis-na-sukces#more-5587 (10.03.2012).

http://blog.bzwbk.pl/2012/04/business-zone-%E2%80%93-przepis-na-sukces%23more-5587
http://blog.bzwbk.pl/2012/04/business-zone-%E2%80%93-przepis-na-sukces%23more-5587
http://blog.bzwbk.pl/2012/04/business-zone-%E2%80%93-przepis-na-sukces%23more-5587


Commercial blogs as an information activity area 173

an  a d v e n tu re  w ith  se ttin g  u p  a  v ir tu a l b u s in e ss  w h ere  o n e  o f  th e  ro le s  is  p la y ed  

b y  B a n k  Z a c h o d n i W B K . R a n d o m  e lem e n ts  ad d  rea lism  to  th e  gam e. A  lo n g ­

te rm  em p lo y ee  m a y  b e  b o u g h t in  b y  th e  c o m p e titio n  o r  m a y  n o t tu rn  up  fo r  

w o rk  d u e  to  p ro b le m s in  th e ir  love  life . T h e  o b je c tiv e  o f  th e  g am e is to  b u ild  

a  v ir tu a l co m m u n ity , th e  lo g o  an d  se rv ic es  o f  th e  b a n k  in c lu d e d  in  th e  gam e 

co n s titu te  a  m e re  p ro d u c t p lacem en t.

Summary

T h e  fu tu re  o f  th e  b lo g o sp h e re  w ill d ep e n d  w h e th e r  b lo g s  w ill a c c e p t n ew  

an d  m o re  p o p u la r  In te rn e t p h e n o m e n a  -  In  p a r tic u la r  in te g ra tio n  w ith  c o n su m ­

ers  a n d  o p en n e ss  to  c o n s u m e rs ’ o p in io n s . I f  b lo g s  ca n  fin d  a  sp e c ia lis t n ich e  

in  th e  in te rn e t w o rld , th e y  w ill su rv iv e  an d  d e v e lo p  in  th e ir  o w n  fo rm . C o rp o ­

ra te  b lo g s  an d  th e ir  d ev e lo p m e n t w ill n o t o n ly  d ep e n d  o n  In fo rm a tio n  T e c h n o l­

o g ie s  -  b u t a lso  o n  c re a tiv ity  o f  co m p an ie s  an d  th e ir  o p en n e ss  to  in te rac tio n s  

w ith  c u s to m e rs- in te rn e t u se rs  a n d  th e ir  re s ilien c e  to  p ra ise  an d  c rit ic ism  in c lu d ­

ed  in  th e  b log . I t is a lso  im p o rta n t to  g a th e r  th o se  w h o  th ro u g h  c o m m en ta rie s  

b u ild  a  c o m m u n ity  -  th ey  create an  in fo rm ation  an d  social g raph  fo r th e  com pany.

BLOGI KOMERCYJNE JAKO OBSZAR 
AKTYWNOŚCI INFORMACYJNEJ FIRM

Streszczenie

Rozwój Internetu i pozostałych technologii informacyjnych przyczyniły się do nowego spoj­
rzenia na schematy rynkowe oraz wymogły na przedsiębiorstwach szybkie przystosowanie się do 
nowych warunków. Rosnąca liczba informacji oraz wzrost jej dostępności dla obywateli to obec­
nie wyraźny trend w procesie rozwoju społecznego. Tworzą się „społeczeństwa bogate w infor­
macje”23, których cechy są zasadniczo odmienne od „społeczeństw bogatych w zasoby material­
ne” i opierających swoją gospodarkę na eksploatacji tych zasobów. Znaczący w działaniach 
internetowych jest rozwój social mediów: portali społecznościowych, blogów oraz forów dysku­
syjnych i rekomendacyjnych. W artykule została zaprezentowana analiza bloga jako narzędzia 
oddziaływania firm na klientów w celach informacyjnych oraz budowania marki i więzi z klien­
tami. Przedstawiono także wyniki badań wtórnych oraz rankingi najbardziej efektywnych blogów 
firmowych w polskim Internecie w 2011 roku.

Tłumaczenie: Agnieszka Dejnaka

23Internet. Fenomen społeczeństwa informacyjnego..., p. 54-57.


