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Blog power: Examining the effects of practitioner
blog use on power in public relations
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Abstract

While blogs are not yet a standard public relations tool, practitioners use blogs to enhance their power within their organizations.
Using an online survey of public relations practitioners, this pilot test examined the relationship between power and blog use. Three
factored categorizations of blog use among practitioners emerged: routine information and research, interactive blog communication,
and issues identification. Results showed differences based on power, between blog users and non-users, owner-practitioners and
non-owners, among others.
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1. Introduction

The Internet provides limitless opportunities for issues management, relationship management, environmental
scanning, and other key public relations functions. Yet, researchers disagree on whether the potential and opportunities
availed through the Internet are actually being used (Springston, 2001). As more Internet-based communication tools
emerge and gain popularity, it behooves practitioners to understand how to integrate such tools early on. However,
practitioners have been labeled “laggards” when it comes to technology (Anderson & Regan, 1992; Porter, Sallot,
Cameron, & Shamp, 2001).

Weblogs, or blogs, represent a potentially useful communication technology for practitioners (Kelleher & Miller,
2006). Considering the popularity of blogs, their potential to impact the media and public agenda (Drezner & Farrell,
2004; Pew Internet & American Life, 2005), and the credibility bloggers wield among readers (Johnson & Kaye, 2004),
it seems fitting that practitioners would not only begin monitoring blogs but engage them as they have traditional media
outlets (Edelman & Inteliseek, 2005).

This study extends the work of Porter and colleagues by examining power in relation to blogs (Sallot, Porter,
& Acosta-Alzuru, 2004; Porter & Sallot, 2005). Here, researchers investigate how blogs factor in to practitioners’
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structural, expert, prestige, and ownership power within their organizations (Finkelstein, 1992) and the relationship
between power and blog use.

2. Method

This study used an online survey to explore the relationship between power and blog use among public relations
practitioners. The questionnaire employed Porter and Sallot’s (2005) power and Web use items. Blog credibility was
measured through two questions previously used to assess media credibility (Kiousis, 2001; Johnson & Kaye, 2004).

Participants were identified as being public relations practitioners through the Public Relations Society of America
(PRSA) directory. From the directory, 1,125 individuals were randomly selected and then sent an e-mail to take the
survey. Only 916 went to working e-mail addresses. Even though 37% of respondents aborted the survey before
completing it, their responses were used in the analysis.

The invitation guaranteed respondents confidentiality and was sent in two waves a week apart in early 2006. The
overall response rate was 14% (N = 132), with 87 practitioners responding in the first wave and 44 in the second.
This response rate is similar to other Web surveys (Porter & Whitcomb, 2003), those conducted on public relations
practitioners (Porter & Sallot, 2003, 2005), and online surveys of public relations students (Sha & Toth, 2005).

3. Results

Consistent with national figures on blog use at the time, 9.8% of the respondents reported writing/maintaining
blogs. Of those bloggers, 45.5% indicated that they discuss public relations on their blogs, 23.1% were blogging as a
part of their job, and 76.9% maintained personal blogs. Using a 5-point Likert scale ranging from never (1) to very
frequently (5), half of the participants reported reading blogs written by others (M = 2.45; S.D. = 1.08) and only about
1 in 10 indicated that they interacted by leaving comments on the blog (M = 1.52, S.D. = .86). In asking practitioners
to predict the future use of blogs in the profession, practitioners disagreed with the statement that blogs were a passing
fad (M = 2.55; S.D. = .78).

Indices were constructed from the Likert-type blog use items adapted from previous studies (Porter & Sallot, 2005).
Principal components factor analysis of the 16 items employed varimax rotation, producing three factors: routine
information and research, interactive blog communication and issues identification.

H1. Practitioners who use blogs more frequently will perceive greater structural power within their organizations
than practitioners who use blogs less frequently.

This hypothesis was not supported.

H2. Practitioners who use blogs more frequently will perceive greater expert power within their organizations than
practitioners who use blogs less frequently.

An ANOVA of subjects’ responses to the item “My informational use of blogs has empowered me as an expert in
my organization” approached significant main effects for blog use for routine information and research factor (F(1,
117) = 3.2, p < .078) and yielded significant main effects for blog use for issues identification factor (F(1, 117) = 7.3,
p < .01). There was no significant finding for the interactive blog communication factor.

H3. Practitioners who use blogs more frequently will perceive greater prestige power within their organizations than
practitioners who use blogs less frequently.

This hypothesis was not supported.

H4. Owner-practitioners will use blogs more frequently than practitioners who are not owners.

A one-way ANOVA yielded significant main effects. Owner-practitioners used blogs more than non-owners for
the interactive blog communication factor (F(1, 113) = 8, p < .006) and for the issues identification (F(1, 112) = 4.3,
p < .05) factor.
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RQ1 Will practitioners who write or maintain a blog have more power than those who do not blog?

A one-way analysis of variance found that practitioners who write or maintain a blog perceive that they have
significantly more prestige power (F(1, 120) = 23.4, p < .000) and expertise power (F(1, 119) = 22.9, p < .000) than
those practitioners who do not blog.

RQ2 How does PR practitioners’ blog use relate to gender, age, professional tenure, race, education, and income?

A one-way analysis of variance found that practitioners who use blogs for routine information and research have
been working in public relations significantly longer (F(1, 81) = 3.8, p < .05). A one-way analysis of variance found
that practitioners who use blogs for issues identification are significantly older (F(1, 77) = 5.9, p < .018) and have been
working significantly longer in public relations (F(1, 81) = 9.1, p < .003). Males were marginally significantly more
likely than females (F(1, 79) = 3.2, p < .077) to use blogs for issues identification.

RQ3 Do practitioners of different affiliations (agency, corporate, not-for-profit, etc.) use blogs differently? A one-
way ANOVA found that practitioners of different affiliations use blogs differently (F(1, 83) = 2.452, p < .032) for
routine information and research. Tukey follow-up procedures found that sole practitioners use blogs significantly
more (F(1, 83) = 2.5, p < .032) than practitioners of other affiliations.

RQ4 Do practitioners’ levels of blog use affect amount of time they spend analyzing issues? A one-way analysis of
variance found that practitioners who use blogs more for routine information and research believe that blogs help
them sort through and analyze issues more quickly than practitioners who use blogs less for routine information
(F(1, 112) = 10.8, p < .001).

RQ5 Does practitioners’ blog use for revenue generation relate to overall blog use? A one-way analysis of variance
found that practitioners who use blogs more for issues identification believed that blogs generated additional
revenue for their clients (F(1, 112) = 5.9, p < .02).

RQ6 Is there a relationship between blog use and the credibility practitioners assign to blogs? Practitioners who were
high users of blogs for routine information and research believe that blogs are more credible than practitioners
who use blogs less for routine info at a marginally significant level (F(1, 111) = 3.7, p < .06).

4. Discussion

Data here indicate that blogs are not being used as a standard public relations tool. Even so, it is clear that practitioners
see the importance of blogs. This study notes those who use blogs are very different from those who do not, confirming
other Internet use findings (Porter et al., 2001). Practitioners who blog feel they have more expertise and prestige power
than those who do not blog. As such, this pilot study emphasizes the importance of examining the relationship between
power and blog use. Those who write or maintain blogs were the only practitioners who saw increased prestige power
for themselves as a result of their blog use.

The blog use factors here differed somewhat from similar, more general studies of pervasive technology among
public relations practitioners (Porter & Sallot, 2005). There appears to be a natural evolution of adoption for blog use
in the reported factors. Practitioners begin using blogs routinely for informational purposes – seeking out alternative
viewpoints, the latest news, and experimenting with blogs for research purposes. Then, use shifts to a more professional –
albeit passive – orientation. This issues identification factor allows practitioners to continue to use blogs for information
but in a more strategic and professional manner. The final step in the evolution of blog use is to begin engaging in two-
way communication. Here, users have already been indoctrinated into the quirky blog community, are aware of how
their organization or client is being discussed in blogs, and are then ready to become an active part of the conversation
as well by maintaining a blog or interacting on others’.

The findings here establish a clear link between blog use and power. Certainly merely using blogs will not provide
a practitioner with power. Yet, it is evident that those with power continually drive themselves to not only stay current
with trends in the industry, but they seek to lead the industry and establish protocols for using emerging tools that can be
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used to better target publics. Reading blogs provides a useful information tool for practitioners. However, practitioner
bloggers believe that blogging provides a way for practitioners to truly establish themselves as prestigious experts
in public relations. Future research should expand the initial work done in this pilot study, broaden the sample, and
continue to explore the interesting relationship between power and blog use.
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