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Blogs have become an indispensable part of our life as both tools for
discussions or conveying information and a catalyst for long-term social,
economic, cultural, and political change. Blogs may create and enlarge the space
for conversation and collaboration. Blogs are an incredibly valuable tool of
mediated social communication that may be easily adjusted to any audience and
scale. The main feature of a blog is its personalized character. The blogosphere is
the space where users may express themselves, interact, and create online
communities. Blogging has become ubiquitous. There is nothing extraordinary in
blogging today. Meanwhile, like any cultural phenomenon, blogging may reveal
some features that can be interpreted from the viewpoint of marketing
communication.

Blogging in China is an example of how social media may develop in
particular countries and regions. The popularity of the internet and the
development of network technologies in China are due to their economic effect,
provided by bringing to a new level of communication between manufacturers of
goods and services, opinion leaders, celebrities, and consumers. Popular bloggers
in China compete with mainstream media for attention and influence. Some of
them overtake traditional media in revenue. Chinese experience of blogging in
marketing communication is a rather significant phenomenon from the viewpoint
of rising a networked economy.

The first blog-like content online appeared in the USA in 1994. The
predecessor of blogging was a genre of online diary. The first open diary was
published online at the MIT Media Lab in November 1994 by Brazilian media
scientist and researcher Claudio Pinhanez [7]. The mainstreaming and
popularization of blogs occurred in 1997, when an American programmer Jorn
Barger coined the term «weblog». He gave this name to the online records he
published on his «Robot Wisdom» page linked to other internet pages. Then Peter
Merholz announced in early 1999 that he was going to pronounce it «we blogy.
Subsequently, the word evolved to the shortened «blog», and weblog authors and
editors got referred to as a «blogger» [2].

When blogging became popular, some researchers and writers began to use
the term «blog-space» to describe the collective output of all the individual
blogging in cyberspace. However, soon it was substituted by the term
«blogosphere» that was introduced as a joke by Brad L. Grahm on the 10th of

311


mailto:ekadumova@gmail.com

Medicoynapoonas HayuHo-npakmuyeckas Kongpepenyus
«Dunocoghus u sxoHoMUKa 6 INOXY Yyupposou mpancghopmayuuy, 15 dexabpsa 2020 (FI'IY, e. Munck)

September, 1999 [1]. One decade later, blogs had come to dominate on the
internet. As the cheapest, easiest, and fastest publishing tool ever invented
blogging provided people a way of communication they didn't have ever before.

The core of blogging is composed of user-generated content (UGC) — content
that can be seen as the sum of all ways in which people make use of social media.
The term gained popularity in 2005 and it is usually used to designate the various
forms of media content that are publicly available and created by end-users.
According to the Organization for Economic Cooperation and Development, UGC
is the content that fulfils three basic requirements: «First, it needs to be published
either on a publicly accessible website or on a social networking site accessible to
a selected group of people; second, it needs to show a certain amount of creative
effort; and finally, it needs to have been created outside of professional routines
and practices» [6]. A sceptic may warn that our culture is suffering from the
superficial, unedited, and opinionated flow of online information spread by
bloggers. Blogs may distribute misinformation and rumour and contribute to the
prevalence of amateurs over the experts. They may cause some issues with
copyright. Meanwhile, blogs have gained their niche. Blogs satisfy one of the basic
human needs — the need for self-expression, the need to be heard, and to have an
audience. Like any social media, blogs overcome the border between private and
public media. Web-platforms for blogging provide their users with a great choice
of modes of communication with varying degrees of privacy and amounts of
people a person may wish to interact with.

Blogs are often regarded as a tool for social innovation and cultural change.
These are really beneficial outcomes of blogging. The drivers and the very nature
of blogs are in people's sociality which is leveraged by new media. Opportunities
for blogging encourage people to strive to be read, listened to, and seen by a very
large audience. Blogging as an activity has been transformed from a personal tool
for inner dialogue and self-representation into a personal digital networked media
appropriate for organizing new ways of economic activity where user-generated
content is the key asset.

Over 2 billion blog posts are being published each year worldwide. That’s
5,760,000 blog posts published per day, and 4,000 blog posts published each
minute (2018, Internet Live Stats). All that blogging is being done not only by
individuals but also by businesses. Economic implications of the blogosphere
development are mostly related with marketing communication. 85% of B2C
marketers and 91% of B2B marketers say their companies blog or use other types
of content marketing (2018, Content Marketing Institute) [3]. 77% of Internet users
read blogs. Blogs have been rated as the 5th most trustworthy source for gathering
online information. Websites that also have a blog are shown to have 434% more
indexed pages. 46% of bloggers edit their own work, while 54% have editors or
have at least shown their work to someone else to review. 77 million new blog
comments are generated by readers each month.

China is one of the greatest markets for internet giants like Google, Microsoft,
and Yahoo, and Cisco Systems. Blogging influences how the online and offline are
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related in everyday China. Although rather little is known about aspirations and
opinions of Chinese bloggers, the most obvious and definite assumption on
blogging in China could be made is that the blogosphere in China is developing
vigorously.

According to the 46th Statistical Report on China's internet Development
Status released by CNNIC, as of June 2020, the number of internet users in China
IS 940 million, the internet penetration rate is 67%, and the mobile internet is
99,2% [8].

The Chinese blogging community is actually huge. The total amount of
population in China is 1,44 billion. There were 854,5 million internet users in
China in January 2020. Active social media users comprise 1,04 billion. The
percentage of internet users aged 16 to 64 who own smartphones comprise 95%.
The number of social media users in China increased by 15 million (+1.5%)
between April 2019 and January 2020. The average daily time spent using the
internet on any device by each internet user was 5 hours and 50 minutes. 2 hours
12 minutes of them were spent on using social media in January 2020 among
internet users aged 16 to 64. 98% of the same cohort were actively engaged with or
contributed to social media in the previous month [4].

The regulation of blogging in China defines how the blogger’s personal IP is
established, how the domain name, the blogger’s name, the publishing area, and
other parameters are selected. The planning of content placement and blog
positioning starts in the early stage of its development. According to the blog
positioning, it should be clarified what type of texts to publish further. Clearly
positioning the blog and improving the quality of the content is the main work that
provides the blog’s prospects for a profit. Blog content influences and stimulates
clicks. The followers' attention accumulated by the clicks form a competitive
ranking. Blog-hosting services are allowed to operate as far as they comply with
the regulations of setting their software tools and organizing business processes
that ensure governmental control of the internet content. Chinese bloggers have no
choice but to accept these conditions in order to blog and actually have an audience
inside the People's Republic of China. Despite a situation with freedom of speech
that looks rather oppressive from the perspective of people who live in Western
democracies, outsiders are surprised to discover that many Chinese bloggers rankle
at the Western media’s focus on censorship of blogs, and the disregarding of many
positive accomplishments of the Chinese blogosphere [5].

The development of the blogosphere in China encourages the development of
e-commerce platforms. 80% of the Chinese population have accounts with a
financial institution, 21% have credit cards, 49% make online purchases [4, p. 50].
Businesses that provide blogging software and hosting services to Chinese users
have played a significant role in shaping the Chinese social media ecosystem.

Celebrities (movie stars, reputable writers, TV presenters, sportsmen,
established entrepreneurs, and leaders of the industry) may hold a significant fan
base in the blogosphere. China had made concerted efforts at the outset on
establishing links with and attracting celebrities as a way to encourage them to use
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China’s blogging platforms. This mutually beneficial strategy served to raise
China’s profile as well as further increase the platforms’ subscribers base, along
with enhancing the popularity of individual celebrities. Making use of celebrity
blogs to promote blog services can be considered a prominent characteristic of the
Chinese online space. As the popularity of blog services began to diminish, China
persisted with promoting celebrity blogs on its micro-blog service. The celebrity
effect was one of the most important strategies conceived by China to distinguish
itself from the competition.

Peoples interest, attention and creativity are the main drivers that turn
blogging into a national economy asset. Although nowadays the actuality of
personal page blogging is decreasing a lot, professional information still catches
the eye because specialized information gets into the top list more easily. The
percentage of internet users who use social media for work purposes was 45% in
January 2020 [4, p. 38]. For benefit, Video Blog and Combine software are used
successfully. Another type of blog with rewards promising for bloggers is a
resource of hot issues, followed by notable people. To publish his or her blog one
may use WeChat Vlog, then entertainment or political medium. A good example is
the Shanghai Ladies Group and iPhone 12 conference, China’s hot issues recently.

Rewards are available to video channel owners with millions of subscriptions.
Many people follow the videoblogging path, it’s a good way for earnings, although
this is not easy to achieve millions of subscriptions.

Thus, the development of blogging in China has significant economic
implications. The main realm of the Dblogs' economic impact is marketing
communication. The overall features of the blogosphere in China today are the
following.

1. The development of blogs in China is vigorous, involving internet users of
all ways of life. With the strong promotion of major portals, the number of blogs
has grown drastically. Among them, news blogs and financial blogs are the most
popular, and people often browse news blogs. Most of these blogs are created by
individuals and play a tangible role in conveying information about various news
and events, providing a way for the internet users to publish their comments and
involve in online conversations. Blogs are also a new public opinion monitoring
platform.

2. Many blogs are launched for profit. The main way of getting profit for most
of blogs is still advertising as is the most direct and most extensive way. Total
spend on digital advertising in China in 2019 was 52,51 billion dollars [4, p. 60].
Many blogs contain an advertising code. According to clicks and other metrics, an
advertisement is placed on a certain blog. Meanwhile, advertising is not the only
profit model for blogs. Fans may also contribute to a blog's profit by giving a
reward directly to a blogger. Among the most promising ways of gaining profits
for blogs in China there are raising the click-through rate, rewards, advertising,
brand exposure, product promotion.

3. The profit model of blogs should be adjusted for mobile devices. 95% of
internet users in China access the internet via mobile phones [4, p. 25]. There were
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1.61 billion mobile connections in China in January 2020 [4]. Most of the wireless
value-added services are for mobile blogs, including mobile phone domain
binding, mobile publishing, functional classification, etc. Due to transactions via
mobile devices, e-commerce is now developing at the best speed.

4. Participation in the further development of online shopping. Online
shopping is very popular. 93% of internet users in China reported in February 2020
that they visited an online retail store on the web in the past month [4, p. 51]. In the
future, the development of blog marketing may be directly related to the value
created. By integrating blogs and C2C websites, people can be the owners of small
online shops. As they can also be bloggers at the same time, they can display the
things from their shops in their blogs. A blog can also become a C2B website so
that the blog can serve the company, and the blog can be used to become a
consulting platform for consumers.

5. The quality of blog sites is an issue that cannot be ignored. Regardless of
whether the blog is carried out by an enterprise or an individual, one thing is
common: breakthroughs and innovations in content can attract the attention of
consumers. By resonating with consumers, a blog may continue its click-through
rate in the long run. With the increase in quality, the marketing effect of the blog
also becomes more obvious.

At present, the total number of blogs in the world has exceeded 500 million.
The influence of blogs is rather significant and they have good prospects. On this
background, Chinese blogs may be expected to develop towards a more
professional pattern, and they will probably become more diverse and more
profitable.
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M.B. 3yoxko. KOJVIEKTUBU3M / UHAUBUAYAJIN3M B CTPYKTYPE
COIMNAJIBHO-O9KOHOMHNYECKOI'O MEHTAJIMTETA BEJIOPYCOB

CouunaabHO-3KOHOMUYECKU MEHTAJIUTET ABIISIETCS OJTHUM M3 He()OpPMaIbHBIX
COLIMAJIBHO-D)KOHOMHYECKUX HWHCTUTYTOB, Hapsay C TPaJuUUsIMH, OOBIYASIMHU,
HOPMAaMH TOBEJICHUS, TPUHATHIMU B OOIIECTBE, TO €CTh BCEM TEM, UTO BIIMAET Ha
HKOHOMHUYECKOE MOBEJECHUE U PEIICHHS XO3SHUCTBYIOIIUX CYOBEKTOB, HO HE UMEET
OoQUIMANTBHOTO FOPUIUYECKOIO CTaTyca.

HannoHnanbHbl COUMATbHO-35KOHOMUYECKH MEHTAIUTET (POopMUpYyeTCS MOJ
BIIUSHUEM NPUPOJHO-KIMMATUYECKUX, TEONOJIUTUYECKUX, COLUOKYIBTYPHBIX,
uaeonoruueckux (axktopo. B cBowo ouepenb, OH BIUSET HAa SKOHOMHYECKOE
IIOBEJICHUE JIIOJEH, YTO IO3BOJIIET XapaKTEPU30BaTh €r0 KaK JIBMXKYILIYI0 CHIIbI
pa3BUTHS PKOHOMHKH. Llenn X03sHiCTBEHHON NIEeSITEIHbHOCTH JIIOJICH, BHIOMpacMbIe
VMMM ITyTH JOCTHIKEHMS DTHUX LIEJIEH pas3jinyaThCs B Pa3sHBIX CTpaHax U B Pa3HbIE
DIIOXU B 3aBUCUMOCTH OT TOT'0, KAKOBA COLIMAIIbBHO-DKOHOMUYECKAsT MEHTAJIbHOCTD
DTHUX JIOAEH.

XOTSl MEHTAJIUTET Hapo1a 00JIa1aeT BBICOKOW YCTOMYMBOCTBIO IO OTHOIIEHUIO
K MPOUCXOJAIIMM B MUPE M3MEHEHUSIM, HO B NIEPEXOAHBIEC MOXH OH HEU30EkKHO
nperepneBaeT  u3MeHeHusA.  [[03TOMy  MEHTaIMTET  MEPEeXOAHOM  BMOXHU
XapaKTepUu3yeTcs CBOEH CJII0KHOCTBIO, HETOCIEA0BATEIbHOCTHIO,
MIPOTUBOPEYMBOCTBIO, KOTZIa MPEXKHUE MEHTAJIbHBIE XAPAKTEPUCTUKU WIH YXKE
VCYE3JI, WIA CYIIECTBEHHO W3MEHWJIMCh, @ HOBBIE €II€ HE 3aKpenuiauch. B
3HAYUTENbHON CTENeHH JTHUM MOXXHO OOBSICHUTH TPYAHOCTH MEPEXOIHOTO
nepuoAa, BO3HHUKAIOIIME B  Mpolecce pepopMUPOBaHUS  OOIIECTBEHHBIX
OTHOILIEHUM.

BrlieckazaHHOE HMMEET HEMOCPEICTBEHHOE OTHOIIEHHE M K OelopycCKOMY
HAallUOHAJIBHOMY MEHTAJIMTETY. B  IOMHAYCTpHanbHBIA II€pUOA, KOTHa U
(GbOopMHUPOBATUCH MEHTAJIbHBIE XapaKTEPUCTUKU OEIOpYycCKOro 3THoca, bemapych
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