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1. Discuss the role of blogs in 

influencing the decision-making 

of consumers. 

2. List 5 potential benefits of 
partnering with bloggers. 

3. Design a plan of action for 

partnering with a blogger, 
including identifying the 

potential partner; defining goals 

of the partnership; and 

developing an implementation 
strategy. 

Learning Objectives 

Suggested learning codes: 

1000, 1020, 1090, 1140, 7000, 

7070, 7120; Level 2 
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Blogs by the Numbers 

 133 million blogs since 2003 

 900,000 blog posts made over a 24 hour period in 81 

languages 

 Most active internet users: 77% read blogs 

• Politics, sports, entertainment, food, fashion, health 
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Blogging Creates 

Connections 
 
 53.3% of bloggers are 21-35 year olds 

 Majority of bloggers are women 

 70% of consumers learn about a 

company through articles rather than 

ads 

 81% of US consumers trust advice and 

information from blogs.  
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Consumers: Blogs are Trusted Sources 

of Information  
Consumers said that 

blogs rank higher 

than Twitter for 

shaping their 

opinions and higher 

than Facebook for 

motivating 

purchasing 

decisions.  

 

 

 

 

 

 

 

Image Source: 

TechnoratiMedia 2013 

Digital Influence Report 
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Less Is More 

When it comes 

to community 

size, 54 percent 

of consumers 

agree that the 

smaller the 

community, the 

greater the 

influence. 

Image Source: 

TechnoratiMedia 2013 

Digital Influence Report 
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The Blogosphere and its Niches 

Green/eco 
lifestyle 

Health Fitness  Food 

Nutrition Recipe 
Makeup/ 

Beauty 
Frugal/Coupon/

Giveaway 

Travel Gaming Technology Entertainment 

News Politics Mommy 
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Brands That Engage Bloggers 

Gap outfitted speakers at a blogging  
conference 

Results:  2 million online impressions without a single 
piece of paid media and advertising 

Coach worked with 4 bloggers to design 4 
one-of-a-kind handbags 

Results: sold out bags 

Dole Food Company/Dole Nutrition 
Institute held 2 day immersion program with 
9 health bloggers 

Results: more than 45K blog impressions 
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Goal: create 

relationships to allow 

information sharing 
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 Mommy Bloggers 

 2005: 8K people blogging 

about their families 

 14% of American Moms 

have a blog 

 4 million active blogs 

 2012: Mom Bloggers now 

control roughly $2 trillion 

worth of American 

purchasing power 

 They mention brands an 

average of 73 times per 

week 

 

 

 

 

Moms are authentic;  

60% say they blog about brands 

they love or hate.  
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The Mommy 

Blogger 

Beauty  Books Family Fashion 

Food 

Healthcare 

Kids & 
Childcare 

Love & 
Marriage 

Nutrition Parenting Photography 

Pregnancy & 
Breastfeeding 

Product 
Review 

Religion 
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Brands that Partner with Mom Bloggers 
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Why Blog-Brand 

Relationships Work  

 Low risk 

 Low investment 

 Ready audience interested in 

specific categories/niche 

market 

 Access to instant reaction of 

products/services 

 Measurable impact 
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Why Should YOU Partner with Bloggers?  

YOU offer a good/service that is unique 

 

YOU represent a brand 

 

YOU are a brand  
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What’s Your Budget?  

What’s it Going to 
Cost? 

Time 

Creativity 

Hard Costs 

Energy 

© 2013 Today’s Dietitian  

15 



Partnerships 
Consider partnerships with:  

 Health and wellness professionals 

 Certified personal trainers 

 Mental health therapists 

 Chefs 

 Farmers/growers 

 Athletes 

 Local “celebrities” 

 Other departments/professionals 
in your organization 

 Other registered dietitians 

 

© 2013 Today’s Dietitian  

16 



 Partnered with professional 

chefs from the Hungry 

Channel: Chef Alex 

Thomopolous  

 Hands on demos with  

recipes that included the 

Wholly Guacamole 

product 
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 Partner with 9 influential 

RD bloggers to build 

awareness surrounding  

the new Share What’s 

Good website 

 How to create family 

moments around food; 

share on Twitter using 

#sharewhatsgood 
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Target Audiences 

Pre-pregnancy, infertility, pregnancy, post natal, childhood, 
family nutrition: mommy/healthy living blogger 

Sports, weekend warrior, personal trainer: 
health/fitness/healthy living blogger 

Supermarket, culinary: food/mommy/budget-friendly 
blogger 

Entrepreneur, small business owner, technology: business & 
technology blogger 
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How to Find Bloggers  

Local, National or Worldwide?  

 Do your homework 

• Read blogs 

 Word of mouth 

 Peer to peer 

 Ask clients what blogs they read 
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How to Find Bloggers in Your 

Community  

Google! 

 

Ex: “Mommy 

bloggers in 

Dallas, TX” 

© 2013 Today’s Dietitian  

21 



How to Find Bloggers 

 Blogger Job Boards 

 Business 2 Blogger 

 Online Blogger Directory 

• The Mommy Blogger Directory 

 Social media accounts 
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Creating the Pitch 

 Get to know them by reading their content 

 Know your brand and who/what you represent 

 Follow their pitch guidelines (if any) 

 Creating the offer based on what             

interests the blogger and the services             

you have the ability to provide 
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What are the Deliverables?  

Identifying deliverables for both parties 

 Your offer 

 What you’d like to see in return 
 

Your offer:  

 10 week weight loss package for free 

 Weekly visits with the dietitian 
 

What you’d like to see in return:  

 Blog each week about your experiences OR at 

least 3 times throughout the 10 weeks  (week 1, 

week 5 and week 10).   

 

Know what you want, but be open to blogger ideas; they know 

their audience better than anyone 
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RD Who Has Written a How-to 

Book on Diabetes 

 Target Audience: Local or national/international 

 Local offer: Meet the author at local supermarket 

 National/International offer: Google+ Hangout “party” 

 Partner: Diabetes friendly food company, local MD or local 

supermarket RD 

 Format: 

• Q and A 

• Store tour 

• Free book/products/supermarket gift card giveaway 

• Free book giveaway to each of the bloggers for a reader 

giveaway 
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Outpatient RD Promoting Services 

at Community Health Fair 

 Target audience: local; moms & health bloggers 

 Offer: Behind the scene peek at your services 

 Partner: Facility or organization’s PR or Marketing 

department  

 Format:  

• Lab draws, anthropometrics & assessment 

• Abbreviated talks on 1-3 popular topics  

• Short food demos/tour the cafeteria-how to choose healthy 

options 

• Giveaways: coupons,  meal tickets, hospital swag for each 

of the bloggers and for on-line giveaway to their readers 
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Angela Lemond: RD in Private 

Practice 
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Goals 
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Angela’s Blogger Strategy 

 Target Audience: local; moms, dads, health, 

pregnancy 

 Local offer: “More peace at the dinner table,” “Get 

your child’s growth on track”   

 Family counseling session; post-partum weight loss or 

visit with child with food allergies 

 Format: 

• Traditional counseling session 

• Offer to interview Angela 

• Giveaway: Eat with Angela: 7 day meal plan for bloggers 

and an offer to giveaway for a meal plan or a session a 

reader 
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Jen Haugen: 

Supermarket RD 
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Goals 
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Target Audience  

 Mom bloggers 

 Healthy living bloggers 

 Fitness bloggers 

 Lifestyle bloggers 

 Food/recipe bloggers 

 Gardening bloggers 

 Frugal/coupon-clipping bloggers 

 Kid bloggers 
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Jen’s Blogger Strategy 

 Store tour OR behind the scenes tour 

 Lots of samples or a meal 

 Cooking demonstration or hands on demo with local 
celebrity 

 Highlight a “specialty” i.e. gluten free  
 

OR 
 

 Invite the children of the bloggers to attend and have a 
“garden” experience 

 Offer interview with the dietitian or a farmer/grower 

 

Interactive Group Event 
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What’s the ROI?  

Measurable: 

 Analytics & metrics from the bloggers posts and other 

social media outlets 

 Your analytics & metrics from the blogger posts and 

other social media outlets 

 Relationship building 

 Awareness 

 $$ 
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Case Study: 

Food Company 
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Goals  
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The Approach 

 Healthy brunch featuring Cabot 

cheeses 

 3 activity stations 

 On-site yoga  

 Access to two registered dietitians  

 Free babysitting 

 Attire: yoga pants 
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Understanding Disclosure 

 Bloggers are required by the FTC to disclose any 

compensation (cash, coupons, samples or gifts), relationships 

(personal or professional) and conflicts of interest 
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Nurturing the 

Relationship 

 Write a hand written thank you 
note before the post 

 ASK to include them in your 
community 

 Offer to provide PR value to their 
effort 

 Encourage them to invite or refer 
another blogger to join them at 
the next experience/event.  

 Be present on their social media 
channels 
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5 Things to Ask Yourself 
Before  Engaging  with 

Bloggers 

1. Does this make sense for me and my 

business? 

2. Am I successful at managing 

expectations?  

3. Will I actively participate in the 

conversation? 

4. Can I dig deep to give them an 

experience that they’ve not had 

before? 

5. How do I continue the relationship?  
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Click the “Reference” tab 

on CE.TodaysDietitian.com 

for supplemental materials 

associated with this 

webinar.  

Thank You!  

Contact  

Phone: 214.725.3947  

Email:  robin@robinplotkin.com 

Website:  www.robinplotkin.com 

Twitter:  @Robinsbite 

Facebook:  Robinsbite 
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Credit Claiming 

You must score an 8 out of 10 or better on the 
associated exam and complete a brief evaluation of 

the program in order to claim your credits and 

download your certificate. The examination and 

evaluation survey will be available on 
CE.TodaysDietitian.com for 1 year following the live 

presentation (expires on 10/8/2014).  
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