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Introduction 
 
Each year Fortune Magazine compiles a list of America’s largest corporations. The list 
includes publicly and privately held companies for which revenues are publicly available. 
The Fortune 500 is a definitive list of the country's largest (by revenue) and most 
influential companies. A company's fall in rank on the list could indicate or reflect 
problems for the company or its industry, and a move up the list generally signals good 
news. The Fortune 500 is often viewed as a list of America’s most admired companies. 
 
This study examined the 2008 Fortune 500 list in an attempt to quantify the adoption of 
social media by identifying those with public-facing blogs. Similar work has been done 
with the Inc. 500, US colleges and universities and the Fortune Magazine’s list of the 200 
largest charities. (http://www.umassd.edu/cmr)  
 
As social media becomes more integral to the business function, we should see evidence 
of it in the use of blogs, podcasts, Twitter or other tools. Given that the Fortune 500 stand 
as a model for business success, it is interesting to examine their involvement in the 
social media arena.   
 
Methodology 
 
For purposes of this research, the following definition was used to locate 2008 Fortune 
500 companies with blogs. A company was counted as having a blog if they had a 
public-facing corporate blog from the primary corporation with posts in the past 12 
months.  
 
Due to the complexity of corporate legal structures in this group and no clear 
methodology on how subsidiaries have been located or analyzed by others, the research 
presented here focuses on the primary/listed corporation. 
 
In addition, it is worth noting that there is some evidence there is usage of social media 
such as blogs inside of large companies like the F500. This research did not look at that 
subject but instead focused on public-facing blogs as a barometer of usage.  
 
All companies were analyzed using multiple steps. First, working from the 2008 Fortune 
500 list, all corporate home pages were examined for links to, or mention of, corporate 
blogs. If none were found, a search on the company’s site was conducted using the key 
word “blog”. Any links resulting from that search were followed and evaluated using the 
established criteria.  



 
If no blogs were located on the home page or through a site search, other search engines 
were used. Both Google and Technorati were employed to check for corporate blogs 
using key words that included the primary/listed company name and the word “blog”.    
This proved to be an effective method since additional blogs were located. 
 
All 500 companies on the list were examined using this process. The data was collected 
in February and March 2008 at the University of MA Dartmouth Center for Marketing 
Research. 
 
Findings 
 
1.  Changes in the Fortune 500 (2007-2008) 
 
Thirty-one companies dropped off the Fortune 500 list in 2008. Of those, two had blogs 
(Avaya and Lucent Technologies). Among the new 31 companies to the list, only one has 
a blog (Symantec). It is important to note that while the turnover on the list is about 6%, 
the impact of one less company blogging is negligible. See lists below. 
 

NO LONGER IN FORTUNE 500 

Avaya 
Beazer Homes USA 
BlueLinx Holdings 
Caremark Rx 
CDW 
Cincinnati Financial 
Comerica 
Conseco 
H&R Block 
Hilton Hotels 
Jones Apparel Group 
KeySpan 
Kindred Healthcare 
Level 3 Communications 
Lucent Technologies 
Lyondell Chemical 
M&T Bank Corp. 
MDC Holdings 
Mellon Financial Corp. 
Mirant 
Mutual of Omaha Ins. 
Nash-Finch 
Phelps Dodge 
RadioShack 
Ryerson 
Ryland Group 
S&C Holdco 3 
Solectron 
Temple-Inland 



TEPPCO Partners 
Triad Hospitals 

 
 
 

NEW TO 2008  (31 companies) 

AES 
BlackRock 
Cameron International 
CB Richard Ellis Group 
Embarq 
Fannie Mae 
Fidelity National Information Services 
FMC Technologies 
GMAC 
Great Atlantic & Pacific Tea 
Holly 
Insight Enterprises 
Jabil Circuit 
Jarden 
KBR 
Kraft Foods 
Oshkosh 
Perini 
PetSmart 
Precision Castparts 
ProLogis 
Robert Half International 
Spectra Energy 
Symantec 
Targa Resources 
Telephone & Data Systems 
Thermo Fisher Scientific 
TravelCenters of America 
Universal Health Services 
URS 
Western Refining 

 
 
 



2.  Blogs in the 2008 Fortune 500 
 
Eighty-one (16%) of the primary corporations listed on the 2008 Fortune 500 have a 
public-facing corporate blog with a post in the past 12 months. These early adopters 
include three of the top five corporations (Wal-Mart, Chevron and General Motors). The 
two remaining in the top 5, Exxon/Mobil and Conoco Philips do not have public-facing 
blogs at this time.   
 
This is the first study to systematically examine the entire 2008 Fortune 500 list.  Based 
on available information to date, the result is a higher percentage of Fortune 500 bloggers 
than suspected. (Figures estimating Fortune 500 blogs commonly range from 8%-12%) 
 
3.  Blogs by Industry 
 
The 81 companies with blogs come from a cross section of industries. A partial list is 
presented below showing those industries with the greatest presence in the blogosphere.  
 
 

Industry 

Number of 
Companies 
with a Blog 

Computer Software, Peripherals, Office Equipment 8 
Telecommunications 5 
Food Production, Services and Drug Stores 5 
Commercial Banks 4 
Insurance 4 
Internet Services and Retailing 4 
Semi Conductors 4 
Specialty Retail 4 
Motor Vehicles 4 

 
 
Blogging differed by industry type with Computer Software, peripherals and office 
equipment companies having the most blogs (8). Companies in this category include 
Xerox, Dell, Microsoft, Oracle and EMC. The Telecommunications industry represented 
by companies like Verizon, Sprint and Virgin Media had 5 of the blogs studied. Food 
related firms like McDonald’s, Tyson, Whole Foods, General Mills and Safeway also had 
5 blogs. 
 
Many industries had 4 blogs. These, with some examples, include:  Commercial Banks 
(Bank of America, JP Morgan Chase), Insurance (Progressive, NY Life), Internet 
Services (Google, Amazon), Semi Conductors (Intel, Texas Instruments), Specialty 
Retail (Foot Locker, Best Buy and Motor Vehicles (Ford and General Motors). 



It is interesting to note that in the General Merchandise category there are two retailers on 
the list, Wal-Mart the #1 Fortune 500 company and Nordstrom, #299. Wal-Mart has a 
blog. Nordstrom does not. 
 
4.  Blogs by Rank 
 
Rank appears to influence the adoption of blogging by the 2008 Fortune 500. Of the top 
100 companies on the list, 38% (31 companies) have a corporate blog. Of the group listed 
101-200, 25% (20 companies) have a corporate blog. The top 200 companies account for 
63% of the corporate blogs among this group. In contrast, the bottom 200 (those listed 
301-500) account for 26% of the corporate blogs. 
 

 
 
Of the top five corporations on the list, three have blogs. These include Wal-Mart (#1), 
Chevron (#3) and General Motors (#4). Exxon Mobil (#2) and Conoco Phillips (#5) do 
not have blogs. 
 
4. Level of interaction on corporate blogs, links to Twitter 
 
All 81 blogs were examined to determine the level of interactivity the blog allowed. This 
was done by looking at the blog to see if comments were accepted, if RSS feeds or email 
subscriptions were available and checking the date of the last post to determine how 
current it was. Over 90% of the Fortune 500 blogs take comments, have RSS feeds and 
take subscriptions.   
 
These blogs are kept current with frequent posts on a range of topics.  It appears that 
those companies that have made the decision to “blog” have utilized the tool well.  There 
is frequent posting, on-going discussion and the ability to follow the conversation easily 
through RSS or subscriptions.   
 



Of the 81 blogs located, 23 (28%) linked to a corporate Twitter account.  Many more may 
have Twitter accounts, but at this time they do not link to those from their homepage or 
blog. 
 
5.  Use of Podcasting and Video 
 
The 2008 Fortune 500 blogs were examined to determine usage of additional social 
media tools. Researchers looked for the use of podcasting (audio files available for 
download) and video to enhance the blog. Sixteen percent of the F500 are podcasting and 
21% are using video on their blog sites. The data collected in an earlier study on the Inc. 
500, indicates significant differences between the two groups on their involvement with 
these social media tools. See below for comparisons. 
 

 
 
 
 
6.  Comparison with other sectors 
 
Our research with other groups, using 2008 data, indicates that the Fortune 500 are 
blogging at a lower rate than other business groups (Inc. 500), US colleges and 
universities and the largest US Charities as listed in Forbes Magazine. 
 
 



 
 
 
The Fortune 500 is blogging at a rate that pales in comparison to the latest data on other 
businesses and organizations. The Inc. 500 are made up the fastest-growing, private 
companies in the US, while the Fortune 500 is based on revenue and may include public 
and private companies. It is possible that the difference is related to size of company, 
internal structure or corporate philosophy regarding open communication with its 
stakeholders.  
 
Colleges and universities are moving quickly to develop more effective communications 
with a very wired generation. America’s charities are leveling the playing field by 
quickly adopting social media. As budgets get tighter and donations more scarce, not for 
profits have jumped ahead of all other sectors in the use of social media. Regardless of 
the motivation, the Fortune 500 companies appear to be moving more slowly in their 
adoption of social media tools.   
 
Conclusion 
 
This research represents the first comprehensive study of public-facing blogs in the 2008 
Fortune 500. It conclusively shows that while the Fortune 500 companies are adopting 
social media at a rate much slower than other leading businesses, universities and 
charities, many more of them are blogging than has been previously reported.  
 
Those F500 companies that have taken the leap into the blogosphere represent all the 
things that make social media great. They’re diverse in both size and industry thereby 
adding a range of new perspectives to the online conversation. They’re offering RSS 
feeds and comments to enable their readers to better control and participate in that 



conversation. And they’re exploring other ways – like videoblogging and podcasting – to 
communicate with their readers.  
 
Given the multitude of challenging communication obligations that large organizations 
have to a diverse range of stakeholders, it’s exciting to see this much adoption already. 
And just like the rabbit and the hare, we expect “slow and steady” to win the race for 
these companies.  



 
 

2008 Fortune 500 Companies with Blogs (n=81) 
(As of March, 2009) 

 
Rank Name of Company 

1 Wal-Mart Stores 
3 Chevron 

4 General Motors 

7 Ford Motor 

9 Bank of America Corp. 

12 J.P. Morgan Chase & Co. 

14 Hewlett-Packard 

15 International Business Machines 

17 Verizon Communications 

23 Procter & Gamble 
27 Boeing 
34 Dell 

35 Johnson & Johnson 

41 Wells Fargo 
44 Microsoft 

46 United Parcel Service 

49 Time Warner 
55 Safeway 

58 Sprint Nextel 
60 Intel 
65 Motorola 
66 Best Buy 



67 Walt Disney 
68 FedEx 

71 Cisco Systems 

72 Johnson Controls 

75 American Express 
80 Alcoa 

82 New York Life Insurance 

83 Coca-Cola 

88 Tyson Foods 

106 McDonald's 

111 Emerson Electric 
113 Wyeth 

115 Electronic Data Systems 

119 Goodyear Tire & Rubber 

120 Manpower 

129 Delta Air Lines 
137 Oracle 
144 Xerox 
150 Google 
153 Nike 
163 Avnet 

170 Computer Sciences 

171 Amazon.com 

175 Progressive 
181 CBS 

184 Sun Microsystems 

185 Texas Instruments 



189 Toys 'R' Us 

197 Marriott International 
201 EMC 

214 General Mills 
217 Medtronic 

238 Eastman Kodak 

240 DISH Network 

242 Principal Financial 

267 Southwest Airlines 

299 Nordstrom 
300 Alltel 
305 Monsanto 

313 Virgin Media 
321 KeyCorp 
326 eBay 
346 PPL 

348 GameStop 
353 Yahoo 

362 McGraw-Hill 

369 Whole Foods Market 

378 Newell Rubbermaid 

396 Starwood Hotels & Resorts 

398 Thrivent Financial for Lutherans 

399 Pitney Bowes 

406 Advanced Micro Devices 



427 Micron Technology 

431 Owens Corning 

442 Foot Locker 

443 Agilent Technologies 
454 DaVita 
461 Symantec 
474 Clorox 
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