I spent my summer 2008 in Canada, in British Columbia; exactly in Vancouver. It is located to 96 kilometres of Victoria and to 38 kilometres of USA. The agglomeration measures 2930 km2 and counts a population of 600 000 people. 40% of this population are between 20 to 44 years. According to Canada Statistic, there are 68 ethnic’s origins and the Chinese is the more speaking language after English. Vancouver is a dynamic and multicultural city. There is an unemployment of just 5 % and 18%of the households earn more than 100 000$ per year. In 2010, it will be the Olympic & Paralympics Winter Games in Vancouver. Vancouver was voted the "Best City in the Americas" for 2004 and 2005 by Condé Nast Traveler magazine, based on the Vancouver life (culture, shopping, friendliness, ambience, restaurants...). You will understand the energy of this city.

My summer was divided in two parts. My first time was six weeks in a Canadian school, in English Bay College. It’s an English school located in the heart of the owntown. I attended to language courses and Business courses. It was a good preparation to my six other weeks. 

During my second time, I started an internship. English Bay College organized for me three appointments in two weeks in Vancouver. My aim was to do an internship in a firm where I can find opportunities to develop my personal project. Firstly, I met Intrinsyc. It's a firm who creates and sells to other companies (B to B) software and phones. My appointment was a face to face between me and three employees: the senior director of corporate marketing, the marketing and communications manager and the recruiting specialist. All the time, the same questions go back:’ tell me about yourself'', ''what are your future career goals?'', ''what would you like to get out of this internship?''. It was an interview for position in Intrinsyc's Corporate Marketing department (marketing support: develop marketing material, marketing/media research, marketing presentations, marketing administration, website coordination and updates)

Secondly, I met The Vancouver Board of Trade. It’s an important Vancouver association who is driven by events. It coordinates and manages over 80 major speaker programs a year. The director, programs and chief learning officer welcomed me. The aim of the position was to assist with coordination for upcoming events, reviewing marketing materials, writing invitation letters.

Thirdly, I met the public relation manager of Blast Radius. It's a strategic interactive agency who creates website and software. It’s the leader of the website creation. I visited the different firms’ departments. During my visit, I met a recruiting specialist, some designers, and the receptionist. It was an interview for position in Marketing/Public Relations.

At the end of these three interviews, John Jessome, the EBC director, said me I could choose the firm I want because I made a success of my interview. I picked Blast Radius because of my future career goals. At the INSEEC School, my major is ''entrepreneurship and project management''. I choose this because I want to start my own business. I need to have experiences in projects management. Blast Radius proposed  to give me a mission, to discover what is the importance of the advertising on Internet, how we can use this new media, how we can work hard but with fun. That's the principals’ reasons of my choice.
So, I arrived in Blast Radius the 14 July. I discovered the importance of a new trend. In nowadays’ connected world, customers are tuning out one-way brand monologues and listening to each other instead. It’s a new game with a new kind of rules. 

 ''The advertising is dead''. Now, we are functioning in community. The founder of Blast Radius understood that and created in 1997,a strategic interactive agency. At the moment, over 400 people including business strategists like my supervisor, creative designers, technology visionaries and architects, work in the same way: helping major consumer facing brands, revolutionize marketing and branding. They don't create ads, they create advocates. These lawyers are the consumers. It's a totally new way of thinking.


Blast Radius believes that the web is not just another channel to push a message. It's about brands inviting people to engage around a cause, beliefs, a passion or a mission. Together brands and consumers create content, tools, services and other useful tools that serve the cause.


It is 25 nations around the world and has homes in Amsterdam, London, New York, San Francisco, Toronto and Vancouver (the head office).

I will start with a presentation of Blast Radius, targeted on the Vancouver Public Relations. After, we will describe the need of Blast Radius and my mission. To finish, we will conclude.

PART ONE
Presentation of a Canadian firm: Blast Radius

A- The Social Marketing and its using:

As I said previously, I worked in Blast Radius publics relations service specially focused on the ''groundswell'', a part of the social marketing. When I started my first days, my supervisor explained me the department specificity and it way of thinking. I will try to explain to you in my turn.

Firstly, what is the social marketing?

Kotler wrote in ''Social marketing: improving the quality of life'', “social marketing is the use of marketing principles and techniques to influence a target audience to voluntarily accept, reject, modify, or abandon a behaviour for the benefit of individuals, groups, or society as a whole”.

In our case, this definition is a little utopic according to the reality. The social marketing is commercial. The aim is to create profit in following a trend.

At the moment, we think in community, with the advice of our family, friend or hero endorsement. Blast Radius understood this and tries to take advantages of this.

Secondly, what is the ''groundswell''?

The Blast Radius slogan is: "the advertising is dead". Now, firms need to broadcast their message not just by the traditional media like television or press. Customers are saturated with commercial and ad. They use a new media to inquire, to communicate with their entourage, to have opinion and to buy: Internet.

The ''groundswell’ is an expression picked in the book of the same name. According to this, the groundswell is ''a social trend in which people use technologies to get the things they need from each other, rather than from traditional institutions like corporation''.

Looking at it this way, you can give the example of eBay. You buy from other people instead of a store.

 The ''groundswell'' is an important, whole different way for people to connect companies to each other. The question is why is it happening now?

Three forces were hit.

First, people have always depended on each other and adopted a behaviour from each other. But the advent and spread of social technologies changed their behaviour.

Technology, the second force which changed everything. It's the enabler. People's connections are fast and ubiquitous .Because software that connects people can take in charge the huge masses of people who are connected. Furthermore, the softwares are more interactive. People aware with people connecting all the time. Application like Facebook or Msn Messenger can connect people directly with each other.

Third, it's the online economics: on the Internet, traffics equal money.

These three trends created a new era. Blast Radius work with these news market rules.


In order to understand the interest of Blast Radius to the social marketing; you can see some objectives which can achieve thanks to a social strategy.

- Listening: Companies can use social technologies (internet) for research to better understand the customer.

- Talking: Firms can spread messages about them.

- Energizing: They can find the most enthusiastic customers and use them to persuade other.   

- Supporting: They can set up social tools like forum, to make possible for customers to help each other.

- Embracing: Companies can integrate their customers into the business works. For example, using their help to design products and improve processes.

These are the objectives that firms can have. Blast Radius builds the strategy to achieve aim.

To illustrate the Public Relations' work, you can go on the Roxy website. Blast Radius creates this site. 

The pain of Roxy was:

• No e-commerce capability

• No support for seasonal campaigns

• Holiday season only 3 months away

On this site, Roxy shows it collection (clothes, accessories, footwear, water wear, snow wear) and the favourites Roxy's looks for the season on the lookbook.

Likewise, there is a blog. Moreover, customers can rate products with hearts and comment on products (reviews). Below, an example:
I Loove This!! 

By Laura from New York on 5/31/2008 

Waist: Feels true to size

Pros: Good Fit, Breathable, Soft, Comfortable

Cons: Wears Out Quickly

Best Uses: Casual, Everyday Describe 

Yourself: Comfort-oriented, High-end shopper, Stylish

Bottom Line: Yes, I would recommend this to a friend

haha i love them they r a-doable! plus my names laura soo.....

Moreover, there is a link to Delicious and to Facebook with all the products. 

Customers can show what they like on Roxy collection to their friends to have advice. Automatically, the selected product appears on the Facebook or Delicious customer's profile page. (Facebook and Delicious are social networking website)

Furthermore, like a wedding list, clients can have a wish list in their private account.

On the Blast Radius website, you can read the challenge, the solution and the result of his work.

“Roxy.com

Challenge: Roxy, leading girls’ surfwear manufacturer, challenged Blast Radius to fully re-design its website to accommodate e-commerce, while preserving the brand’s equity and supporting multiple seasonal campaigns in an unbelievably tight timeframe.

Solution; Blast Radius developed a multi-tier strategy that involved: anchoring the site’s visual language to the style of online communities inhabited by their consumers; imaginatively utilizing existing rich Roxy content assets; providing a social-shopping component so users could share, save and review products; and offering multiple, intuitive ways to browse and buy.

Result: The Roxy.com re-launch resulted in an immediate and sustained 120% increase in North American traffic, generated an overwhelmingly enthusiastic consumer response and established a powerful, autonomous e-commerce platform that would form the core of their interactive sales and branding efforts.”

Other example. Madden 07. It's a video game.

The pain was:

• Traditional marketing channels not effectively reaching target customers

• Online content not effectively supporting the game sales cycle

• Madden Nation want to keep users returning to the website

The team of Blast Radius found solutions. The website proposes advantage and various game extension features. On the Madden website, there are some advices to play. Now, you can confront with one other on the website, give appointment to battle online. It allows users to view and vote on their favourite games strategies from the community. Moreover, it allows users to keep a record of their profile and statistics. Blast Radius created a community.

On the Blast Radius website, you can read the challenge, the solution and the result of its work.

''Challenge: Deliver an expansive and engaging online experience to compliment the newest version of the blockbuster Madden franchise before and after purchase.

Solution: Launch the game with a completely new, highly polished identity for the Madden franchise. Follow up with a nationwide player tournament and an enriched player community where fans can view stats, enjoy play-by-play interactive gamecasts and share and rate strategies in the "coach’s corner".

Result: Generated significant buzz for EA and contributed to the most successful sales year in the company’s history.''

B-The Blast radius service
The process is all the time the same. It’s divided in three steps:
Step one:

The company (the client) explains what its goals are. After, Blast Radius and the firm determine what the customers’ want (they hear their dreams, understand their frustrations, uncover their desires and discover their needs).

The strategy includes:

-
The customer insights (the new approach)

-
The social Networking Integration Digital Product/Service Extensions

-
The e-commerce

-
The business process design

-
The ROI analysis (Return of investment)

Step two

Blast Radius realizes the idea. It’s the build of the company website according to their needs. Blast Radius can provide, for example, site analytics, consumer insights (Social Research, Customer Segmentation), e-commerce, multi channel expansion (interactive advertising, online Video)

Step three

It measures the effects of the strategy and analyzes how customers are responding, to identify trends, and to uncover new opportunities.
C-How does Blast Radius find new customers?
The company is focalized on big firms with important financial resources. Because of its higher prices. Its service isn't affordable to every company.

It has differentes approaches to meet them.

Blast Radius is known by important firms on the world. It has Nike, Heineken, Roxy, Philips, BMW, AOL, Nintendo and Jordan for customers. It’s just a little part of its clients. The good feedback of its customers is the first way to meet new clients.

Furthermore, it uses the ranking of CNN and Forbes.

Forbes is a company who spreads business news. It does the ''Global 2000 world's business leaders''. It's a ranking of the powerful firms. It uses the sales, profits, assets, market value.

In addition, CNN spread an other assessment according to the revenues and profits. It's the Fortune 1000 companies.

Thanks to these two lists, Blast Radius creates an emailing. It sends a brochure. (Appendix 1, Profits and the promise-keepers, p 30)

The last strategy, is the events sponsoring, only the Forrester events. Forrester is a famous independent research company that provides opinion and advice to global leaders in business and technology. 

Since the start of 2008, Blast Radius has sponsorised three events. These events are marketing and communication reachers’ forums or workshops only for professionals. The upcoming forum is the Forrester's consumer forum in Dallas (USA) the October 28-29. The topic will be ''Has the Internet or mobile technology really changed consumer behavior?''. As well as the upcoming workshop is the Persona Creation the December 3-4 in Cambridge (Canada). It's a course for company about the persona of companies.

The last was the Forrester's Marketing Forum 2008 in Los Angeles the April 8-9. My team is in charge of the sponsoring. A colleague went to Los Angeles during these two days in order to check the presence of Blast Radius and to meet potential client. 

There is an other way to find customers. You will see that on the part two of the report. It was a part of my project.
D- Memberships and partnership
To improve it know-how, Blast Radius has some menberberships and a partnership.

It aligns with Wunderman Network. 

Wunderman is the most diverse marketing services network in the world. Since 2002, Wunderman work was recognized with 25 Lions at the prestigious International Advertising Festival Cannes Lions. In 2006, The Wunderman Network was recognized with nearly 300 awards. This year, The Wunderman Network ranked 4th in Advertising Age’s Top 10 Digital Agencies.

Wunderman is a division of WPP's network of advertising and marketing companies.

WPP is one of the world's largest communications services groups. WPP offers to its clients an access to companies with the necessary marketing and communications skills; companies with strong and distinctive cultures of their own. 

Since 2001, the Blast Radius and ATG partnership is an enthusiastic meeting of minds and philosophies. ATG helps firms to increase revenue and customer loyalty, and to reduce sales and service costs. It also helps to reduce the cost of ownership through an e-commerce Web site software platform that evolves with theirs needs as their business grows and changes.

Both teams have in common the research of true innovation. Blast Radius collaborates with ATG to help clients identify and implement the best possible ecommerce and self-service solutions with over 50 successful ATG project launches. Blast Radius also invests in its ATG competency through:

''•Participation in Beta Programs for new product releases

•Partnering with ATG Professional Services on implementations

•Active participation in ATG Insight (ATG’s annual user group conference)

•Ongoing interaction with ATG Product Engineering, Customer Support & Service, Marketing and Sales''

E-The recognition of the Blast Radius work

Since its creation, Blast Radius received a lot of Awards. We will just give the 2008 Awards. 

June 9, 2008 at New York: It has been awarded best in class by the Interactive Media Awards™ for its work on Jordan Brand's Jumpman23.com. Jordan Brand is a division of Nike. It is a premium brand of footwear, apparel and accessories inspired by Michael Jordan.  The site was honoured for excellence in the Consumer Goods category as one of the most professional and standout experiences on the web. The judging consisted of various criteria, including: design, usability, technical innovation, standards compliance and content. 

May 13, 2008 at Toronto: Blast Radius won the “E-commerce Award” for their work on Jordan Brand’s Flight Club as part of the seventh annual FITC Design Technology Festival. Flight Club, designed by Blast Radius, is a premium member only e-commerce site that rewards the brand’s highest value customers with access to coveted limited edition Jordan footwear and clothes. 

We can add an important Award received in 2007. It's the Forrester Groundswell 2007 Award Winner, category: Supporting, These awards are the first to recognize excellence in business uses of social technologies. Winners were chosen across seven categories that comprise the main goals Forrester recommends companies consider as reasons to use social technologies to interact with customers: listening, talking, energizing, supporting, embracing, managing, and social impact.
F- Organization of the company


Vancouver is the head office of Blast Radius. There are 150 people who work in this headquarters. The firm has 4 floors:

1
The first floor: Accounting, Human resources, application development, Quality Analyst, technology, IT (Information technology), office services

2
The second floor: Experience design, Project management, Interface development

3
The third floor: Business development, Client services, Executive, Legal and Operation

4
The fourth floor: Marketing and Communication.

My office was in the 4th floor.

The Vancouver organization chart evolves every month because of the dismissal. People who aren’t competent are dismissed.

Moreover, employees move between an office in a country to another.

At the moment, the Chief Executive Officer, Gurval Caer, is the manager of the managing director Europe, of the Chief Financial Officer, of the Chief Operating Officer, of the Executive Vice President of Human Resources and of the Executive Vice President of the Corporate Affairs. (Appendix 2, Corporate Structure, p 31)
All managers are in charge of employees with different positions. For example, my department is the Marketing/Communication. It’s a part of the Chief Operating Officer Service. In the COO Service, there are the Vice President of Marketing, the Executive Vice President of the Customer Experience, the Executive Vice President of Marketing Services, the Senior Vice President of Global Business Development, the Senior Vice President of Business Development and the Senior Vice President of the technology/Chief architect. 

We can note that is very surprising, it's the communication style within the firm. The employees don't have the same position in the company but everybody talk together without procedure. All the staff is equal.  It's a family management.

G-The work environment
How to attract and retain good employees has always been a hot topic. Blast Radius gave an answer to this subject. It created a friendly work environment. 

The company has a full kitchen available on both main levels of the Vancouver office. Although where I worked, on the fourth level, we sat less than 15 employees; there was still access to our own mini fridge, microwave, toaster oven and a water cooler that provided hot & cold water.

The company stocks free tea and free coffee as well. Some afternoon, it was a beer cart came around our desk.

The company also provides bike locks and two showers to encourage employees to maintain their healthy lifestyles. Many employees at the Vancouver office choose to bike to work. Blast Radius also offers ping pong tables, games consoles, sofa and television for whenever you need a break

In addition, Blast Radius organizes a weekly event called Goody Wednesday. Every Wednesday at around 3pm a snack is provided. Sushi, ice cream, guacamole, fruits, each week the snack changes. A team of three different employees (every week a new team) organize this event. It's a good way to involve all the Blast Radius staff. Furthermore, the greatest treat though, is the chance to spend 15 minutes getting to know others in the office. It's a great way to get to know others outside your department.

There are also special events. In fact, there was a barbecue in July for lunch. 

Blast Radius have theirs sports teams. Tournament between colleagues are organized. Sports are soccer, ping pong, volleyball and Frisbee.
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The Frisbee team
PART TWO
My project in the Publics Relations department

A-Twitter: a free social networking and micro-blogging service
The Blast Radius team is in charge of the web communicaton of their customers. They analyse for them, their needs and creates a strategy that they will use. 

This step is the same for its own communication.

The Publics relations department recruited me to work on the Blast Radius communication, in the first time.

They determined the strategy, and gave me some recommandations to set up the project.

Blast Radius has three main targets:

1-
Reporters: they can writte article about Blast Radius.

2-
Analysts: they can do recommendation and reports.

3-
Potentials clients: They constitute by the Fortune 1000 companies and marketers. They can call Blast Radius to buy services.

My mission was to find solution to meet these people on Twitter.

Twitter is a free social networking and micro-blogging service that allows users to send updates which are text-based posts, ranging up to 140 characters long. Updates are displayed on the user's profile page and instantly delivered to other users who have signed up to receive them. Moreover, Twitter is a way to do free advertising to opinion leader in his market.

Thanks to Twitter, Blast Radius can convey information about it to reporters, analysts and potential clients.

I found two solutions:

1-
Twitter directory. It's a website which permit to look for our target(Twitdir.com).

2-
There are some people list on Google.

After I did the second part of my mission. I used my results to find journalists, analysts and potentials clients.

In first, I looked for the reporters and analysts thanks to Twitter directory and the Blast Radius Media list. 

The Blast Radius Media list is an intern document which includes the name, the position and the company or the publication of important people who work in the media sector. There are seven sections: trade, business, online publications, blog, analysts, broadcast, national news wires. (Anppendix 3, Extract of the Media list, p 32)

My approach was to took the publication or company name in the Media list and to put this on the twitter directory. For exemple:

Ad Age within descriptions
I found anupkaphle, an Ad age reporter.

I used the title of these people too. Like ‘’executive editor’’ within descriptions.

I picked people with an interesting profil in the result. For this, I saw where they work and their position.

Moreover, I tried to find our target with the media list people name but I didn’t have results because usually, they use a twitter username different as their own name.

After this, I looked for analysts and reporters list on Google. I found some lists.

In second, I found the potentials clients with twitter directory and ‘’the Global 500’’. It’s an annual ranking of the world’s largest corporation. 

You can see this list on CNNMoney.com.

I have put the brandname on twitdir.com and after I have picked people who work in this firm in a big departement(not people who work like seller for exemple). People who can do that their firm will become Blast Radius’s customer.

Furthermore, like to the analysts and journalists, I looked for a list on google but I couldn’t find.

At the end, I obtained a list with four criteria: nickname on Twitter, adress, firm, position. (Appendix 4, Extract of the Twitter list, p 33)

The second part was to create sentences on twitter to attract our target .We had the people, we needed the message. Every week, the sentence on the Blast Radius Twitter account will be change.

Thanks to the firm intranet, I have found sentences on old brochures or some documents.(Appendix 5, example of document for the Twitter sentences, p 34) I have put slice of sentences. I took care to the number of characters (140 maximum).

The message couldn’t be too commercial because it could affect the Blast Radius’ image. The company could lose credibility and become just a business like its competitors. That’s why the messages didn’t look like an ad.

For that, I adopted three strategies.

- I showed the knowledge of the firm about the social marketing.

- I created questionning about Blast Radius

- I started a conversation with the target

Below, an exemple of the application of the three strategies.
· About Blast Radius’s knowledge


Customers don’t trust controlled brands, and a top-down approach most earns a dismissive “yeah, yeah…” from a disillusioned marketplace

Follow-through with proof that your brand personality and its promises are not just superficial, but experiential


Mainstream brands are taking the social media plunge and reaping the benefits in the form of brand development and customer engagement.

Brands that we perceive as taking risks earn our respect especially those who aim to know us and inspire us


Stop worrying about different technologies and brand names. These are only tools

· Weird sentences or formulate with image


Personas are the psychographic story of a single archetypical customer

Your customer speaks to you through a persona , they become your muse, the heart, the soul: the face-to-face

Nice to meet you. My name’s Joe. Your public.


Figure out how do things that you make you my source


The community is the medium

· About conversation


How do you leverage the opportunity of a billion people building your brand?

We spend tons of money on our marketing. Why can’t we be like the Apples or the 
Google of the world?

Your marketing dollars are simply not producing the returns they used to

How your brand can create more authentic customer experiences?

Do you want to transform your online presence into a valued service offering?

I realized in average 200 sentences.

B- The Blog
My second mission was to pick a blog for the Blast Radius website.

A blog (contraction of web log) is a website where everybody can add commentary.

The interest is to have a feedback about their services and comments about a subject. The company wants to state a marketing topic and to have opinions about it.

A blog permits to involve bloggers in their strategy. The bloggers will be the potentials clients, the customers, the analysts, reporters and everybody who have an opinion about a Blast Radius topic.

The company has its website but it doesn't have the good program to create a blog. That's why; I looked for information about six programs: Blogger, Drupal, Symphony, Trac, Rails, Wordpress.

It's a list gave by my supervisor. There are the six most popular blogs.

I created index card with information. It's a presentation of the software, a kind of ''identity card''.

For Blast Radius, the originality of the presentation is very important. That’s why, the cards are like ‘’identity card’’.
ID CARD of Trac



Name: Trac

Parents’ name: Edgewall Software

Genre: Project management software 

Born on: April 30, 2008

Written in: Python

License: Modified BSD license

Website: http://trac.edgewall.org/
User interface: Web

OS: Cross-platform

Back end: SQlite, PostgreSQL, MySQL

Source code revision control system integration: Subversion, Darcs, Bazaar, Mercurial, Perforce, Git

Dynamic documentation integration/generation: integrated Wiki

Test planning integration: plug-in
Customizable workflow: yes

Unicode Support: yes

LDAP user authentic: plug-in

Description

Trac is an enhanced wiki and issue tracking system for software development projects. It allows wiki markup in issue descriptions and commit messages, creating links and seamless references between bugs, tasks, change sets, files and wiki pages. Moreover, it is a web-based project management and bug-tracking tool. It provides an interface to Subversion and report facilities. 

ID CARD of Rails
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Name: Rails

Parents’ name: Rails Core Team

Genre: Web Application Framework

Born on: July 2004

Written in: Ruby

License: MIT license

Website: http://www.rubyonrails.com/
MVC (Model-View-Controller) framework: ActiveRecord, Action Pack

MVC: Push

ORM: ActiveRecord

Testing framework: Unit Tests, functional Tests and integration Tests

DB migration framework: yes

Security framework: Plug -in

Template framework: yes

Caching framework: yes

Form validation framework: yes

Description

Rails is a full-stack framework for developing database-backed web applications according to the Model-View-Control pattern. It’s a software for collaboration, community, e-commerce, content management, statistics, and management. Rails is intended to be use with the Agile development methodology. It’s separated into ActiveRecord, ActiveResource, ActionPack, ActiveSupport and ActionMailer.

ID CARD of WordPress




Name: WordPress

Parents’ name: Matt Mullenweg, Ryan Boren, Donncha O Caoimh

Genre: Blog publishing system

Born on: 2003

License: GNU General Public License version 2

Website: http://wordpress.org/

Supported databases: MySQL

Support Tag

Templating system

Integrated link management

Search engine-friendly permalink structure

Support for plugins

Support for widgets

Nested categories and multiple categories for articles

Trackback and Pingback

Typographic filters for proper formatting and styling of text

Statistic pages

Multiple authors

OS: Cross –platform

Platform: PHP

Description

WordPress is a blog publishing system. It is an Open Source project. Links allows you to create, maintain, and update any number of blogrolls through your administration interface. Moreover, WordPress comes with a full theme system which makes designing everything. It fully supports the Trackback and Pingback standards. Visitors to your site can leave comments on individual entries and through Trackback or Pingback can comment on their own site. Furthermore, WordPress has a built-in user registration system that (if you choose) can allow people to register and maintain profiles and leave comments on your blog. You have some others features like the possibility of given passwords to individual posts to hide them from the public. Moreover, it makes it so much easier to create separate content pages that are not just standard blog entries or categories. 

In May 2007, a Slashdot study revealed that 98% of WordPress blogs being run are exploitable. In a June 2007, an interview of Stefen Esser, the founder of the PHP Security Response Team, spoke critically of WordPress's security track record, citing problems with the application's architecture that make it unnecessarily difficult to write code that is secure from SQL injection vulnerabilities, as well as other problems. He said too: “I think the WordPress software is the best blogging software around from an end user’s perspective.”

ID CARD of Blogger




Name: Blogger

Parents’ name: Genre: Pyra Labs (it was bought by Google in 2003)

Born on: July 31, 2000

Genre: Blog host

Registration: Optional, Free

Website: http://www.blogger.com/
Current status: active

Description

Blogger is a free blog publishing system. It offers a template editing feature. You can have multiple authors.

Any actions performed on Blogger will take a screen or two to complete, and the speed with which you accomplish anything on Blogger depends heavily on both the speed of your Internet connection and the user load that Blogger's servers are handling but the screens are well-designed and easy to move through. In addition, the application is accessible from any computer with Internet access; users can fastly update a site from anywhere. Moreover, users can take advantage of this flexible, powerful site creation and management tool for a mere $10 a year

ID CARD of Drupal



Name: Drupal

Parents’ name: 

Genre: Content management framework, content management system community and blog software

Born on: 2001

Written in: PHP
OS: Cross-platform

License: GPL

Website: http://drupal.org/
Supported Databases: MySQL, PostgreSQL

Community web portals

Discussion sites

Corporate web sites 

Intranet applications

Personal web sites or blogs 

Aficionado sites 

E-commerce applications

Resource directories

Social Networking sites

Description

Drupal is a free software package that allows an individual or a community of users to publish, manage and organize a wide variety of content on a website. There are some features: Content Management Systems, Blog, collaborative authoring environments, forums peer-to-peer networking, newsletters, podcasting, picture galleries, and file uploads and downloads.

Two modules are very important to Drupal installation:

 - The content Construction Kit who allows site administrators to dynamically create content types and - the view that facilitates the retrieval and presentation of content to site visitors.

We can do some critics. Drupal exclusively uses procedural programming, not object-oriented programming (OOP). This has two consequences:-No encapsulation enforced by the underlying programming language system and - less efficient code reuse since object inheritance is "weak" and polymorphism is only approximated in the rendering layer. It is considered to be an excellent platform for developers due to its clean code and extensibility
ID CARD of Symphony
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Name: Symfony

Parents’ name: Twentyone Degrees

Genre: Web publishing system

Features: blog, blogging, CMS, contenet, opensource, contentmanagement

Website: http://21degrees.com.au/products/symphony/

Community forum

Description

Symphony is a web publishing system made for web developers. . It is focused upon web standards and delivers websites through XML and XSLT. It gives you complete control over how authors publish. Every field is customizable, from order to validation rules. Symphony's XML-RPC Campfire services allow desktop applications like MarsEdit to publish entries to your website remotely.

Symphony lets you to create small blocks of XSLT code called utilities, which you can use as building blocks to construct your site's pages. Due to the nature of XSLT, these utilities are reusable.


In order to choose the best blog for the using of Blast Radius, I used the main important point. I caught what sort of blog my supervisor wanted and what it was essential for him during a meeting. 
This table was a help to finalize my choice. 
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As you can see two softwares are more competitive: Rails and Wordpress.
To finish, I found on Internet consumer and computer scientist opinion.
Wordpress is:
· An enormous community and a seniority

· Famous for its ‘’5 minutes install’’

· Focalized on blog publishing system.  He has a lot of blog functions. (Rails has less blog function but other. For example: e-commerce. It’s not our target)

· WordPress is one of the simplest forms of Social Media Content Management Systems

· Stefen Esser (the founder of the PHP Security Response Team) said: “I think the WordPress software is the best blogging software around from an end user’s perspective.”

Wordpress seems to be the best
To be sure of my choice, I asked a colleague who has knowledge about program. (a computer scientist of Blast Radius)

He confirmed my choice. He had the same opinion like me.

At the moment, Blast Radius uses Wordpress.
C-The update of the database


My last mission was to find specific customers. This work was divided in three parts.

Firstly, my aim was to create a list of companies for both categories: Discount Retailers and Communication Providers. Each company must meet the target criteria:

1 The revenue: US $1 billion or more

2 The field business: Business to consumer in four sectors:

GROUP 1: Consumer Packaged Goods 

a. Apparel

b. Household & Personal Products

c. Consumer Electronics: Audio, Personal Computers, Phone

d. Automotive

e. Toys & Sporting Goods

f. Health Care: Providers, Equipment & Devices 

g. Pharmaceuticals: Drug Manufacturers, Biotechnology

GROUP 2

Media & Entertainment: Film, Publishing, Television, Music

Transportation: Airlines, Bus & Charter, Car Rental, Delivery Services, Postal, Rail, Trucking

Financial Services: Banking, Insurance, Asset Management & Investing, Stock Exchanges

Leisure: Entertainment (cinemas, theme parks), Gambling, Lodging, Sports

Computer Equipment: peripherals, software, display, printing 

GROUP 3

Retail 

Telecommunications: Cable & Satellite Services, Equipment, Wireless Communications Services 

GROUP 4

World’s most recognizable brands (it may have low consideration level for purchase, but brand name is world class)
3 The geography: major North America or United Kingdom presence (if subsidiary  revenue is more than 500 million)
The process was to use Hoover data.

Hoowers gathers some firms’ lists according to criterions. It's a website like Kompass. Blast Radius as a membership and it can consult data

In addition, when the marketing department finds stores, it uses:

- www.stores.org. It's a website with:

· The ''stores annual report on the nation's retail power players''

· The ''stores annual report on the nation's fastest growing retail companies''

· The ''stores annual report on the world's largest retailers''

·  The''2008 global power of retailing''

These ranking give information about retailers.
I picked firms in Hoovers and in stores.org according to the criteria.


Secondly, I compared the new target list to the list of companies that already exists in salesforce.com.

Salesforce is Blast Radius’ contact management system where all lead and customer information is stored. In Salesforce.com, there is a file with the old target list. In this list, there are the name of the firms and some people who work currently in these companies with information. I removed companies from the new target list if they already existed and I checked if I had 2 or more relevant contact names. The relevant audience is the senior marketing (director, Vice President, c-level). 


Thirdly, with the revised new target list, I used Internet (Hoover and Google) to search and find relevant contacts for each company. Ideally, 2 or 3 senior level marketing contacts for each company.

I looked for the following pieces of information for each prospect:

•
First Name

•
Last Name

•
Title

•
Company

•
Mailing Address (Street, City, State, Country, Zip)

•
Phone number

•
Email address (optional)
•
Industry


Before to go in Vancouver, I had some aims. I chose to leave the France during three months because of my objectives.
Thanks to the English courses and the internship, I achieved my main objective: improve my English. Everyday, I spoke with my colleagues: in meeting, during the lunch, when I presented my work to my supervisor...Each day was an opportunity. 

In addition, I wanted to discover the Internet advertising. Thanks to my work and my reading, I understood a new trend: the social marketing. It's operated on Internet. In the future, I would like build my own business and I will use the social marketing.
My other aims were to discover the organizational structure and functioning of a foreign firm. I observed these points.

My last objectives were to discover a communication style. I learned in Business course the different communication styles and I wanted to observe this in the reality.

Furthermore, I exceeded my first aims.

During my internship, I met people who speak another language than my native language. I had to forget my hang up and develop my open minded. It’s very good because I took self confidence for the future. When you work in business, it's very important.

Moreover, I worked during six weeks behind my desk. I prefer realized a mission with a team or be in contact with people. But not just be alone in front of my computer during eight hours. Fortunately, I had meeting and break with colleagues. 

In the future, I want to have a position where I will talk with colleagues or customers.

I think before entering the workforce, I will need to develop my marketing knowledge. Thanks to the INSEEC courses, I am going to learn more as soon as September.

To conclude, I am going to do an analysis of the strengths and the weaknesses of this internship. 
So, the strength was the lack of common work with my colleagues. It was a big point to improve my English. 

The weaknesses were:

- The frequent meeting with my supervisor

- My fast integration in the firm

- My friendly colleagues and the work environment

- My missions

- The training gave by my supervisor

I enjoyed my internship. As you can see, there is only one bad point and five positives points. 

This experience was actually a luck.
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