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Spotting Good Engagement Opportunities

The final step in 720 Strategies’ Reputation Management Service involves identifying good opportunities for the client to 
engage bloggers and other influential online voices.

In the example developed for The Hill article, we located two bloggers worth contacting in connection with how Atul Gawa-
nde’s investigatory piece in  The New Yorker affected the reputation of U.S. physicians: Alan Katz and Jeffrey Parks.  Their 
posts ran June 17, which turned out to be the biggest spike day of all for “Gawande” since his article first appeared, with 
45 web posts.  (Gawande was interviewed on NPR’s “Fresh Air” that day.)

The first blog post was written by Alan Katz.  His blog, at alankatz.wordpress.com, was ranked #6 for influence of the 45 
sources in that day’s harvest.  Here’s his post:

 

As you can see (if you have sharp eyes), Katz lauds Gawande’s argument, and links to the radio interview.  What makes that 
significant becomes apparent when you read Katz’s bio page:  This guy is an influential among health insurance underwrit-
ers and Democratic activists in California.  Depending on the client and the client’s strategy, I would recommend monitor-
ing his blog continuously and/or contacting him.
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Blog post number two, which was ranked #2 for influence among the web sources for that day, was written by Dr. Jeffrey 
Parks of Ohio, ohiosurgery.blogspot.com . (By the way, I can rank posts along longer time frames.)  The “Buckeye Surgeon” 
wrote a refutation of Gawande’s argument running into the thousands of words.  Here’s how it starts:
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And here’s the conclusion.  Note that the post attracted 13 comments, which were also very intellectual.  Two came from a 
conservative activist.

The same logic would apply in how we would render this intelligence “actionable.”

These are real posts and statistics, but the information and analysis is not being used for existing client.


