
Web 2.0: Broadcasting  
Your Way to Success 

Blogs and Podcasts

Group 5
Lindsay Callahan 
Tim Dietz 
Melissa Williams 
Angela Marino 
Christine Berghorn



What is a Blog?      4

Effective Blogging Criteria    

 Corporate Strategy    5

 Credibility      6

 Personalization     7

 Consistency      8

 Mechanical Control    9

 Marketing      10

What is a Podcast?     12

Effective Podcasting Criteria

 Strategic Preparation     13

 Tactical Planning     14

 Consistency      15

 Mechanical control    16

 Promotion/Marketing    17

Conclusion       19

Bibliography      20

Table of Contents

2



Blogs

“A blog is a good way for customers to become interactive; they 
post comments and read inside information about corporate 

decisions they previously did not have access to. “ [[
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What is a Blog? 

The name ‘blog’ stems from the terms ‘web’ and ‘log.’  In other words, a blog is an interactive form of recording a user’s 
entries.  Blogs began as simple text, but the revolution of multimedia technologies now fill blogs with graphics, videos, 
hyperlinks, and feedback. As blogs become more stimulating, the number of blog writers are rapidly increasing. 
Technorati is renowned as the foremost blog rating site and estimates that there are over 1,241,842 blogs.  The site also 
offers many useful services for amateur and corporate bloggers.
Why should corporations blog?
In his book, SocialCorp, Postman argues that transparency is vital to the success of a company.  With Web 2.0, 
customers increasingly have access to direct communication with individuals and ultimately, corporations.  Customers 
can interact by posting comments and reading inside information about corporate decisions and practices.  
Corporations are beginning to understand the effectiveness of posting information on a blog, and receiving immediate 
feedback of commenting stakeholders.  Customers make two-way communication easy, which creates stronger 
relationships and catalyzing viral marketing.
Who should contribute?
Anyone with a computer can blog. However, companies have to decide who would best represent their brand on the 
Internet.  For example,  both Sony and Sun Microsystems have corporate blogs authored by their CEOs.  This makes 
their blogs credible by sharing information from a reliable company figure.  If the objective of the blog is to provide 
customer service, technology experts are best to help with product problems.  Dell’s customer service blog has 
gained awareness due to their amazing turn around in customer service that is directly a result of their blog. These 
technological expert blogs help increase the level of service and accessibility. Depending on the objectives and culture 
of your company, choose the staff who will be the most effective at communicating with your consumers.
Who is the your audience?
According to professional marketing consultants Andy Beal and Judy Strauss, you should assume your blog will be read 
by all your publics—competitors, employees, the industry, and consumers. Be careful—anyone can read your blog, so 
avoid starting conflicts, competition, and finger-pointing.  
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http://technorati.com/blogs/directory/
http://www.scoutblogging.com/success_study/top_habits/22_conduct_blogging.html
http://blog.discover.sonystyle.com/
http://blogs.sun.com/jonathan/
http://en.community.dell.com/dell-blogs/Direct2Dell/b/direct2dell/default.aspx
http://pr.typepad.com/pr_communications/2006/09/whats_the_best_.html
http://www.radicallytransparent.com/online-reputation-management-experts/
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1. Stick to you corporate strategy

Blogs are best when they have a purpose that aligns with the company’s goals, or “bottom-line.”  The best way to do this 
is to review your mission statement and tailor it to your blog. For example, Whole Foods’ states that their vision goes 
past simply being a food retailer; they want to improve their customers’ health and happiness.  Therefore, their blog 
provides customers with organic recipes, fair trade companies, and talks about their dedication toward natural food. 
Whole Foods consistently sticks to their mission, which brings major success. If they blogged about their marketing 
strategies or finances, readership would decline.  Another example is Dell’s response to criticism regarding their failing 
customer service.  Their mission included a blog that actively gave help to customers with problems.  It returned useful 
feedback, gave them more credibility, and increased revenue by gaining new customers.
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Check out Whole Foods’ Blog Check out Dell’s Blog

There are many different characteristics that define a successful, and blog. Here are a few to remember when 
creating your own company blog:

http://www.scoutblogging.com/success_study/starting_a_blog/21_setup_blog.html
http://blog.wholefoodsmarket.com/
http://manonamission.blogspot.com
http://www.bloggingtips.com/2008/12/31/10-blogging-tips-for-2009-to-make-it-your-most-successful-blogging-year-ever/
http://en.community.dell.com/dell-blogs/Direct2Dell/b/direct2dell/default.aspx
http://blog.wholefoodsmarket.com/
http://en.community.dell.com/dell-blogs/Direct2Dell/b/direct2dell/default.aspx
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2. Be real

Establishing credibility is an important aspect of any blog in order to provide legitimate, original material and avoid 
potential legal problems.  For an example of blogs gone wrong, check out this court case: Yoon v. Carney (California).

Credibility starts with professionalism. It’s important to spell check, grammar check,  proofread, and have quality 
postings.  Hyperlinking is essential since it allows users to click a link right back to a reliable source. Showing readers 
where the information came from establishes that you researched the subject and are knowledgeable.  It also provides 
relevant sources to the readers within the industry.  Steve Rubel links to his articles in scholarly journals on their 
websites, showing that he is published elsewhere. Linking to colleague’s blogs increases your likelihood of being 
discovered from other pages.  The more you get linked, the better your search engine ranking will be and the easier it 
will be for customers to find you.

Many blogs, such as Comcast, have an “About” page with information about their story and details on how they came 
to be an expert in the field. People coming to your blog may be interested in how your background influences your 
ideas. Founder of a renowned blog consulting firm, Bob Walsh, explains in his book “Clear Blogging: How People 
Blogging Are Changing the World and How You Can Join Them,”  that having an informational section with some 
personal facts could boost credibility and add some life to your blog. 
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Check out Jonathan’s Blog

http://www.webpronews.com/topnews/2007/03/30/courts-becoming-busy-with-blog-lawsuits
http://www.steverubel.com
http://blog.comcast.com/
http://blog.comcast.com/about.html
http://blogs.sun.com/jonathan/
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3. Be yourself

When you blog for your company, you’re personifying your brand—it 
becomes its own entity with human traits.  Yuwanda Black of Inkwell Editorial 
describes one of the top blogging tips as letting yourself speak in the blog. 
The language of your blog must reflect your brand’s image. For example, 
Disney’s theme park blog speaks in a very familiar, informal tone, since its 
readers are probably looking to go on vacation. The UPS blog is also very 
human, but it draws some more advanced vocabulary obviously intended for 
professionals. It is important to remember that people read blogs for their 
simplicity, so avoid being over-professional—you don’t have to pull out the thesaurus!

B
EI

N
G

P
ER

SO
N

A
L

Check out Disney’s theme park blog

*Ragan Communications interviewed 
Rick Clancy, senior VP or corporate 
communications at Sony Electronics about 
transparency. The video of the interview 
provides you with insight on how large 
companies are applying these techniques. 

http://www.bloggingtips.com/2008/12/31/10-blogging-tips-for-2009-to-make-it-your-most-successful-blogging-year-ever/
http://disneyparks.disney.go.com/blog/
http://blog.ups.com/
http://disneyparks.disney.go.com/blog/
http://www.youtube.com/watch?v=4uVEOUhsFHE&feature=player_embedded
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4. Keep it consistent

Simple color schemes are best for blogs.  Take Rubel’s Lifestream, for example.  He uses a simple two-color scheme and 
avoids flare, which puts all the emphasis on what he is writing. You should put more time into the content of your blog 
than the design.  Keep in mind that too much content on a page looks cluttered and makes it hard to read.   Readers 
want simplicity, so try to keep your posts consistently concise.  To keep readers aware of past ideas, stay organized 
with an archive link.  An example of a simple, readable, creative and professional blog includes Squarespace, a website 
design company.

Readers are also more likely to frequent a blog if there is a set schedule to 
writing content.  Whether it’s posting daily, bi-weekly, or weekly, people like 
to know when content will be available to them. According to Black,  95% of 
blogs have not been active in months, so it is important to not give up on the 
reader if you want to keep their attention.  It is also a good idea to keep your 
opinions consistent, in order to stay true to your audience and purpose.

“Readers are more 
likely to check back 

on a blog of there is a 
set schedule.”[ ]

Check out the Squarespace blog

http://www.steverubel.com/a-lifestreaming-workflow
http://blog.squarespace.com/
http://www.bloggingtips.com/2008/12/31/10-blogging-tips-for-2009-to-make-it-your-most-successful-blogging-year-ever/
http://blog.squarespace.com/
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5. Keep an eye on it

As the administrator of the blog, it is important to have good 
control over the content.  Checking your own content is essential, 
as is fact-checking and responding to feedback.  When citing 
sources, ensure they are reliable.  John Cass of PR Communications 
explains that citing a non-credible source could damage your 
blogs’ reputation. SPAM should not be tolerated; there are many 
applications to prevent them from entering your site.

Make sure you are constantly scanning the web for compliments 
and criticism about your company. It is futile to try and stop 
someone from posting negative comments on their own blog, 
and is a fallacy to ignore them. If you stay informed, you can 
respond and potentially stop a problem before it starts.

Negative comments on your blog can be disputed—but NEVER 
hide the content. Censoring expletives is acceptable, but you 
should never delete a comment—the poster will definitely notice 
and react accordingly. Cass recommends that instead you should 
update and correct the facts, and/or respond to the comment. 
If there’s nothing you can do, pass the comment on to upper 
management.  People, especially your readers, value honesty over 
censorship. 

Posting replies on other blogs not only shows that you are 
listening, and is also a great way to improve your search engine 
ranking and spread your company’s name throughout the 
blogosphere.

http://pr.typepad.com/pr_communications/
http://pr.typepad.com/pr_communications/2007/07/tips-on-writing.html
http://pr.typepad.com/pr_communications/
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6. Promote your blog

Once your blog is set up, it is time to market it.  This is 
fairly simple.  Sharing URL’s on your company’s website, 
social networking sites, and advertisements are good 
ways to share your new posts.  Microblogs, like Twitter, 
can also be used to promote your blog.

Another way to promote is to frequent blogs in the 
same industry.  Sharing your expert comments on those 
sites may direct other viewers back to your blog to gain 
more information.  There are many rating sites that are 
be available for users to promote and share what they 
have just read.  Whole Foods’ blog always provides links 
to rating sites and other social media outlets at the 

end of each blog. Having these links available increases 
the potential for viral marketing; people will take part in conversation about your blog if they have the chance to.  
Examples of sites to advertise your blog and further interactivity amongst publics are: Twitter, Digg, Facebook, Del.icio.
us, and Technorati.

“Sharing your expert 
comments on those 

sites may direct other 
viewers back to your 

blog to gain more 
information.”

[ ]Check out Whole Foods’ blog

http://blog.wholefoodsmarket.com/
http://blog.wholefoodsmarket.com/2010/09/wise-up-with-walnuts/


Podcasts

“Podcasts are an extremely effective tool to develop 
relationships with your audience.  This information-sharing 

builds trust among the customers, as well as gives the company 
message a ‘human voice’. “

[[

11



12Table of Contents

What is a Podcast? 

A podcast is a cost-effective way to connect with customers and reinforce brand awareness; it can ultimately contribute 
to the corporate bottom line. Building relationships with customers is key for modern corporations.  Therefore, 
podcasts are an extremely effective tool to develop relationships with your audience.  This information-sharing builds 
trust among the customers, as well as gives the company message a “human voice” (literally). 
The idea of niche markets is essential for podcasting, since the audience is already segmented to those interested in 
your industry. Northeastern University and Backbone Media explains how allowing these niche members and other 
publics to “listen in” helps them to further understand your corporate mission and strategies; transparency is crucial. 
Podcasts can also promote communication within the company, and can be used as training tools for employees.
Who is the primary audience?
According to Jason Rhode of Northern Illinois University, the primary audience of a podcast is the group of listeners 
that are most intrigued by the topic and will take time to listen to the each episode. Your listeners will vary based on 
the objective and information of the podcast, so it is important to understand exactly who is streaming.  
Who is the secondary audience?
According to George Columbo and Curtis Franklin in “Absolute Beginners Guide to Podcasting,” the secondary audience 
of your podcast isn’t the devoted listeners, but those who listen in on topic-specific episodes.  Competitors are also 
considered a secondary audience, as they may listen to gain first hand knowledge regarding your intentions in the 
industry.  Internal shareholders, including your employees, may also utilize the podcasts to gain additional knowledge 
in the field and about the future direction of the company.  
How and why are podcasts useful for corporate communicators?
Podcasts are an efficient low-cost media function that serve as an immediate source of public information. 
What does the audience need to know? 
Your audience first and foremost needs to understand what podcasts are and how to use them. It is key to have show 
notes and transcripts on a website so listeners can refer back to the information they may have missed. It is beneficial 
to place relevant links throughout the transcript to give listeners an outlet for more information and contribute to your 
credibility.

W
H

A
T 

IS
 A

P
O

D
C

A
ST

?

http://www.bestpricecomputers.co.uk/glossary/podcasting.htm
http://www.scoutblogging.com/success_study/top_content_strategies/23_content.html
http://www.niu.edu/facdev/resources/quicktips/transcripts/podcasting.shtml
http://proquestcombo.safaribooksonline.com/0789734559
http://www.niu.edu/facdev/resources/quicktips/transcripts/podcasting.shtml
http://www.niu.edu/facdev/resources/quicktips/transcripts/podcasting.shtml
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1. Make a plan

According to “Kirk’s Eight Rules of Effective Podcasting” blog, podcasts 
need to be topic-centric, meaning each episode must have a central 
theme. Whether it’s based on technology, books, or your industry, the 
podcast must remain true to your corporate mission.  Before recording, 
decide on the structure of the episode.  The schedule is decided in 
the pre-show, and your pre-show should describe each topic that is 
going to be discussed.  Sharon Housley, an expert in podcasting and rss 
software, stresses having a time schedule to keep your podcast relevant 
and concise. This schedule includes arranging interviews, writing scripts 
or questions, obtaining equipment, and planning the overall structure 
of the show.  After recording, the post-show consists of typing up a 
transcript or having show notes that contain links and articles you 
mention throughout the episode.

It is okay to have a little variation of the segments you air, but overall 
consistency and a set schedule help make the podcast more credible. 
Once you have a plan, research 
your topic to adequately 
prepare for discussion.  Your 
audience comes to you for 
information, and the links you 
use are a good way to provide 
additional information and 

show credible sources.
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There are many effective criteria that help to create a creative and insightful podcast. Here are a few tips to 
consider when creating your own podcast:

“Whether it is based 
on technology, books, 
or your industry, the 
podcast must remain 

true to your corporate 
mission.”

[ ]

http://www.mcelhearn.com/?p=152
http://www.feedforall.com/effective-podcast-tips.htm
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2. How to reach your listeners—Interviews and Entertainment

It is relatively easy to create a podcast, as most computers come 
with a built-in microphone and basic software to record audio.  For 
example, Mac computers come with Garage Band and iMovie to 
make audio and video recording simple.  We will further discuss 
professional equipment later.

You may want to add some entertaining clips or intro music.  This 
keeps the episodes fresh and exciting.  Keeping podcasts new is key, 
as being dull tends to be the cardinal sin of podcasting, according 
to George Colombo and Curtis Franklin Jr. in their book “Absolute 
Beginners’ Guide to Podcasting.”

Having an expert guest to interview breaks up the segments 
and adds a new voice to the episode.  Choose someone who has 
vast knowledge on the subject, such as a fellow podcaster.  Let 
the conversation flow naturally.  Let the interviewee control the 
interview, and prepare before to have good responses.  Podcasts 
are informal and free; it’s important to keep those relationships 
flexible—you do not need a contract.  Promote the interview on the 
prior episode and ask for listener questions to be sent it through 
Twitter, email, or blogs.  Ask the interviewee questions and mention 
the listeners name.  Tom Johnson, author of the blog “I’d Rather Be 
Writing,” suggests this is a good way to involve your listeners and 
gives them direct feedback.  Remember an informal tone is best.
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http://proquestcombo.safaribooksonline.com/0789734559
http://proquestcombo.safaribooksonline.com/0789734559
http://www.mcelhearn.com/?p=152
http://www.idratherbewriting.com/2008/01/25/the-art-of-interviewing-%E2%80%94-10-tips-for-perfecting-the-most-important-element-of-podcasting/
http://www.idratherbewriting.com/2008/01/25/the-art-of-interviewing-%E2%80%94-10-tips-for-perfecting-the-most-important-element-of-podcasting/
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3. Stay on topic

Jason Van Orden in his tutorial “How to Podcast,” suggests to stick to one topic throughout the entire broadcast.  
Whether it’s thirty minutes or an hour and a half, it is important not to sway 
from the central purpose.  According to Michelle Edmudson in “Top Ten 
Tips for Effective Podcasting,” keeping to your format helps the listeners feel 
comfortable and familiar with your podcasts; they will know what to expect 
even with the topic differs.  The objective of the podcast is to be consistent 
an contribute to your bottom line.  Podcasts are a good outlet for brand 
recognition and enforcement.  Therefore, keeping colors and fonts the same on 
your podcast page will also reinforce your company and brand.
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“The objective of 
the podcast is to 
be consistent an 

contribute to your 
bottom line.”[ ]

http://www.how-to-podcast-tutorial.com/03-choosing-a-topic-for-your-podcast.htm
http://www.icthub.org.uk/articles/Podcasting.html
http://www.icthub.org.uk/articles/Podcasting.html
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4.     Get what you need—without spending a fortune

In order to start podcasting, you will need a multi-level track recorder or an entry-to-mid-level microphone, recording 
software such as Audacity.com, and a stereo microphone.  M-Audio, Edirol, and Zoom sell professional voice recording 
equipment.  For further information about these technologies and companies refer to Electronic Musican’s tutorial.  
Mike Levine, an expert in recording technologies, says that USB microphones is fine, but an upgraded compression mic 
will produce better sound. When recording, use 24-bit resolution and 48 kHz quality—you want to record at the best 
possible quality so that editing will be easier.

Most podcasts will include an interview to keep the listeners interested.  Levine also notes it is a good idea to have 
two microphones, one for you and one for the interviewee.  Make sure you use a separate mic for your own voice, so 
you can balance the levels.  You should record in as quiet of an environment as possible, but there will inevitably be 
background noise.  Garage Band and most audio editing software contain tools to take out background ‘hums’ and 
make for the clearest sound possible.  Professional noise reducers, such as Soundsoap 2, are expensive, however, 
provide crystal clear quality.

Since humans naturally vary their pitch throughout a conversation, leveling the volume of a podcast is difficult but 
crucial.  Your listeners do not want to constantly adjust their headphones throughout your podcast. Fortunately, most 
audio editing programs have a feature called Volume Automation, which automatically detects and corrects loud and 
quiet parts.

In order to have the best quality podcast, look to tech-savvy individuals that understand proper editing. Jason Van 
Orden suggests to add other forms of entertainment, like music clips, for different segments in his tutorial “How 
to Podcast.”  Music grabs attention and sets the tone of the episode to be comedic or serious.  It also increases 
professionalism, and allows a smooth flow.

It’s critical to listen and play back all recordings to ensure they are radio-quality and without noise fluctuations, ‘pops’, 
and breaths.  Levine suggests that once it’s finalized, it’s best to export the final result as a 16-bit MP3 file, at 128 Kbps 
or 64 Kbps.  Higher resolution means better quality, but it will take longer to stream.  Always export your MP3 as a 
stereo file, rather than a mono file.  Finally, add ID3 tags, which adds the title and author of the podcast to the file.  Now 
you are ready to put it out on the web, and promote the podcast!

Offer a feedback option; promoting the podcast with a blog or forum is a smart move to have listeners provide 
comments.  Two-way communication is key in making sure your listeners like what they are hearing.
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http://audacity.sourceforge.net/
http://emusician.com/tutorials/emusic_producing_pro_podcasts/.
www.bias.inc.com/product/soundsoap2
http://www.how-to-podcast-tutorial.com/00-podcast-tutorial-four-ps.htm
http://www.how-to-podcast-tutorial.com/00-podcast-tutorial-four-ps.htm
http://emusician.com/tutorials/emusic_producing_pro_podcasts/
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5.  Broadcast it!

Include a website or blog to further promote the podcast.  Provide show transcripts and notes to clarify the different 
episodes.  According to Orden’s podcast tutorial, transcripts make podcasts reader friendly and increase accessibility 
and flexibility in different viewing formats.  Also provide links to rating sites, such as Digg, to increase your podcast 
credibility and visibility in the online realm.  Juicereceiver, formally known as iPodder, sorts podcasts based on genres.  
People searching for specific subjects can come across your podcasts and automatically download it.

Promotional marketing for your podcast is key in order to gain a large consistent fan base that aligns to your 
corporation’s bottom line.
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Check out Juice Receiver

http://www.how-to-podcast-tutorial.com/00-podcast-tutorial-four-ps.htm
http://juicereceiver.sourceforge.net/
http://juicereceiver.sourceforge.net/
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Conclusion 

Now you have all the tools for success!  Creating a blog or a podcasts is just a click away. With our six criteria for blogs 
and five criteria podcasts, blogging and podcasting can be a new social media outlet for your company.  These outlets 
will increase transparency and aid in better internal and external communication.  And remember, you are saving 
money with these new tools to meet your widespread audience!

Here are some more helpful links with more information dealing with podcasts:
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Recording Sites:
audacity.sourceforge.net

www.bias-inc.com

www.castblaster.com

www.i3net.it

www.apple.com/garageband

www.IndustrialAudioSoftware.com

www.rogueamoeba.com

www.megaseg.com

www.mixcastlive.com

www.podcastwizard.com

www.makepropaganda.com

www.felttip.com

For royalty-free music and sound effects, 
here are some website to add pizazz to 
your episode:
www.audioblog.com

www.blogmatrix.com

http://freesound.iua.upf.edu/

www.RoyaltyFreeMusic.com

www.shockwave-sound.com

www.stockmusic.net

http://audacity.sourceforge.net
http://www.bias-inc.com
http://www.castblaster.com
http://www.i3net.it
http://www.apple.com/garageband
http://www.IndustrialAudioSoftware.com
http://www.rogueamoeba.com
http://www.megaseg.com
http://www.mixcastlive.com
http://www.podcastwizard.com
http://www.makepropaganda.com
http://www.felttip.com
http://www.audioblog.com
http://www.blogmatrix.com
http://freesound.iua.upf.edu/
http://www.RoyaltyFreeMusic.com
http://www.shockwave-sound.com
http://www.stockmusic.net
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