
Blogs and Beyond

The Changing 
Communications 
Environment

Bill Black

Chair, Fleishman Hillard
Global Public Affairs Practice



Blogs: Changing the Communications 
Environment

1.  Real Impact: Consumers and, indeed, all individuals have a 
greater ability to participate in any conversation about any 
topic and have a real effect on messages, brands, and 
customer loyalty. 

2. Mass Media Control Diminishing: Gone are the days when 
those with the printing press monopolized the topics 
discussed and presented for consumption.  Power 
fragmentation.

3. Advice for Communications & PR/PA Professionals:
Opportunities to engage in conversational and micro 
marketing – direct engagement with consumers.



Blogs: The Numbers Today



Mechanics of Blogging



Blog Properties

� Usually a personal or noncommercial Web site.

� However government and corporate blogs are increasing

� Increasing ad space being placed on blogs

� Use a dated log format.

� Contains links to other Web sites along with commentary 
about those sites. 

� Updated frequently.

� Can group links by specific subjects, such as politics, health, 
pop culture, or computer issues. 

Source: Yahoo!

Source: Yahoo!



Podcasting: Audio Blogs

� Podcasting is the transfer of digital content to a portable MP3 device 
(iPod) for consumption in a different place or at a different time.

� Part of iPod “revolution.”

� The concept involves recording what amounts to an audio blog directly 
to one’s computer, posting it to a server and making it available to 
fans via free software that scours the Web for the content.

� Time-shifting the consumption of digital content.

� Much like “Tivo” for audio content online; downloaded in the background, listened to 
anytime.

� USA Today: “It’s the Internet penetrating into the rest of your life, when you’re not 
(online.)”



You Tube: Video Posting

� Posting personal videos or clips from mass media

� Big impact on political campaigns

� Requires large bandwidth

� Copyright issues just beginning



Vlogs, MoBlogs and Flogs

� Vlogs use recorded video to add an expanded level of 
visual commentary to a blog.

� Vloggercon, the first annual conference of video bloggers took place on 
January 22, 2005.

� Business Week: “…compelling in the creativity they're unleashing and 
the changes they could bring to the media status quo.”

� MoBlogs use cell phone or other mobile device to 
publish content to the World Wide Web, whether that 
content be text, images, media files, or some 
combination.

� Flogs or fake blogs use made up content and 
characters. Flogs are considered unethical. 



Examples of Vlogs & MoBlogs

Vlog MoBlog



Creating Professional Blogs



Rules for Professional Blogs

1. Be authentic

2. Be an unmatched resource

3. One you start, don’t stop

4. Keep it relevant

5. Measure your effectiveness

6. Monitor other blogs

7. Use blogs for knowledge management

Source: Corporate Webloggers Manifesto and MarketingProfs.com



Legal Considerations

� Every organization and company should have a 
written blogging policy.

� Gray area invites problems

� No borrowing of material without attribution.

� No slander/libel.

� Establish guidelines for employees.

� Don’t steal photographs – they find out.

� Highly regulated industries need to take special 
care how they craft blogging strategies.

� Defense, pharmaceutical, etc.



WOMMA Code of Ethics

� Honesty of relationship: You say who you’re 
speaking for.

� Honesty of opinion: You say what you believe.

� Honesty of identity: You never obscure your 
identity.

Source: http://www.womma.org/ethics.htm



Driving Traffic to Your Blog
� Include something more than your thoughts

� Provide resources that establish expertise and invite returns

� Consider polling on the blog

� Bring in interesting and informative guests

� Change content frequently

� Obtain links to your blog

� Ask blogs and Web sites to link to your blog

� Ask other bloggers to add you to their blog rolls

� Engage other bloggers

� Leave value-add comments on other blogs with links back to your blog

� Read other blogs and reference where appropriate

� Register with blog search engines

� Technorati, Ping-O-Matic

� Measure and monitor traffic

� Track who is visiting your blog, what they are reading and tailor content 

� Distribute online press releases

� Write optimized, keyword rich press releases with links to your blog (PRWeb)

� Provide multiple ways for users to interact with your blog

� Provide email and RSS options

� Create an email for people to contact you directly

� Allow comments



Interacting with Bloggers: 
Similarities with Main Stream Media 

� Bloggers want to be treated like mainstream 
media.

� Bloggers want to receive pitches and press 
releases and be credentialed.

� Bloggers want a scoop. Develop a unique pitch or 
content for top bloggers. 

� Research the blogger before contacting; 
understand the issues they cover and how they 
write about the issues.



Interacting with Bloggers: Differences 
with Main Stream Media

� Assume everything is on the record.

� Bloggers will often republish the exact content 
you provide.

� Bloggers are more likely to link back to your site.

� Bloggers publish early and often.

� Bloggers are often not interested in correcting 
inaccurate information. 



Case Studies



Case Study: NATCA The Main Bang



Case Study: NATCA � Results

� The blog has received 636,079 page views since launch in 
December 2005. Average of 3,133 page views per day.

� “JTB's blog is awesome. There are too many great articles 
on this to even mention. John, You should have done this 
about 4 years ago. I doubt we would be in the position we 
are today if this would have been available then. 
Outstanding posts! Thanks for your great work in this 
arena. Humble charter member who remembers the first 
days of NATCA.” - NATCA Member

� “John, I am in awe of how you are handling our Union 
business and the work you and the NEB do! Please keep up 
the great work for us out in the field.“ – NATCA Member



Discussion and Questions



Thank you!
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