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IN BRIEF

As social media such as blogs
gain more recognition, some
companies and consumer
brands are now actively
reaching out to bloggers to
tap their influence online and
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also to leverage on the power
of shared consumer opinions
online.

This "blogger
engagement’ phenomenon
started in the United States
about 3 years ago. Singapore
jJumped on the bandwagon
around 2007, but it has only
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gathered steam in the last one
year.

Brands connect with
bloggers via activites such as
bloggers-only dialogue
sessions, movie nights or
launch parties, as well as
regular online contact through
social networks.




