CMNU914 WOM, Buzz, and Viral Marketing Communication Dr. Walter Carl
Course Blogging Participation

Introduction

Blogs, or web logs, have emerged as a powerful media form that facilitates consumer-to-
consumer interactions as well as consumer-to-company conversations. In addition to reading
posts by bloggers in the word-of-mouth (WOM) and consumer-generated-media (CGM) industry,
you will gain first-hand experience with blogging as part of a team blog. This will involve
contributing original posts to the blog and also reading and commenting on others’ posts. Ten
percent (10%) of your course grade will be based on your blog participation.

Starting with Class 3 and running until the end of the term, students must create at least three (3)
unique posts and must have at least five (5) comments to other people’s posts. The content of the
posts should be about your experience in the course, and commentary on the readings and
concepts. All blogging activity will need to conform to the Course Blogging Guidelines (see
below). Your blog participation grade will be based on your participation in the course blog, with
the twin goals of making unique contributions, as well as referencing and building off of each
others’ ideas.

e Qur class blog is http://www.wom-teach.blogspot.com To learn about other bloggers in
the WOM & CGM industry visit the “blog roll” on our class blog.

e To see examples of blog posts from earlier classes, simply visit the archives at
http://www.wom-teach.blogspot.com

Course Blogging Guidelines

1. This blog is a space to carry on conversations regarding our course and course-related
concepts. Thus, all posts and comments should be related to students’ experiences with
the course and its content. One exception: exam questions should not be posted on the
blog. And just like in-class discussions, and unlike some other blogs, it’s not just a place
to “express yourself” for the sake of expressing yourself (of course, feel free to have your
own blog where you do this).

2. Think before you write and say something interesting and relevant. Your posts will be
publicly accessible for a long time, so your contributions to the blog should be well-
thought out and relevant to those interested in learning more about organizational
communication and word-of-mouth marketing.

3. Provide links to other interesting web-based materials. This is one of the benefits of web
logs so take advantage of it.

4. Posts and commentary should be respectful of other’s views and you should not attempt
to defame, discriminate, or embarrass others (this includes fellow classmates, guest
speakers, instructors from other courses, or any other sentient being). You are personally
responsible for the contents of your posts.

5. Respect people’s wishes not to have information included on the class blog. This applies
to fellow classmates, guest speakers, and clients. For example, we will have a number of
guest speakers in the class who may share information with us that they might not
otherwise share so that we have a greater understanding of their company and industry.
The guest speaker may request that certain information not be shared on the class blog
and thus it would not be appropriate to include that information. Further, we will also be
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working with actual clients in this class and the projects may involve confidential or
proprietary information. This information should not be shared on the class blog either
unless explicit permission is granted by the client. If you have any questions, please
contact Dr. Carl.

6. All blogging activity should be in accord with Northeastern University’s Appropriate Use
policy (http://www.help.neu.edu/aupContent.html). This comes down to not doing
anything that is criminal, causes harm to others, or anything else that you should have
learned you weren’t supposed to do in kindergarten.
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