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RELENTLESS ADVANCES

Widespread use of virtual reality for education and recreation
All government services delivered electronically
25% of UK workforce teleworking at least 2 days a week
Solar reflector satellites bringing sunlight to major northern 

hemisphere cities
All domestic animals tagged
60% of internet accesses from mobile devices
Electronic newspapers
Neighbourhood video surveillance networks
Neighbourhood intranets
People reduce tax liability by being partially paid in information 

products
Worldwide population of over 65s increases by 1 million monthly
Cybercommunity with 100 million people

S ource: ‘Tech nology Tim eline’ BTExact Technologies



6

S ource: „H ype C ycle for E m erging Tech nologies, 2 0 0 6 ‟ 
Gartner, July 18, 2006



SEISMIC SHIFTS
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Web 2.0 – the evolution from read-only to read/write
― “C ontent creator” an d “consum er” are being re-defined
Anyone with a point of view can talk to the world

― Text
― Audio
― Video
Disrupting traditional businesses and models
New companies, new ideas appearing to leverage 

the shifts
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TRUTHS

New media do not replace old media
Markets are conversations
The audience controls the message
N um bers don‟t m atter
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PARTICIPATION

Institutions must cede
control of the message
in order to participate
in the conversation.



10

FORCES OF CHANGE: EQUATION #1

Low barriers to entry
+ Pervasive access
+ Growing broadband
= The N et’s origin al prom ise
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FORCES OF CHANGE: EQUATION #2

The N et‟s original prom ise
+ Shifts in trust
+ Demands for transparency
= Tectonic change
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WHO DO WE TRUST?

W e trust…
Each other
Independent subject 

matter experts
NGOs

W e don‟t trust…
Business
Government
Mainstream media

“P erson like yourself or your peer” is seen
as the most credible spokesperson about
a company and among the top three
spokespeople in every country surveyed.
– 2006 Annual Edelman Trust Barometer

“S om eone “S om eone 
like m e”like m e”



13

THE ERA OF SOCIAL COMPUTING

The social structure
in which technology

puts power in
communities, not

institutions.
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FIRST RUMBLINGS OF TECTONIC CHANGE

Social communication
tools
 Weblogs
 Podcasts/videocasts
 Internet telephony
 Mobile/text/video
Virtual communities
 MySpace
 Second Life
 CyWorld
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A PERSON LIKE ME…
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A PERSON LIKE ME…
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IMPACTS

Personal relationships
Business relationships
The workplace
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PERSONAL

Getting to know people – before you meet them
Creating virtual relationships
The doppel-gänger lifestyle
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BUSINESS

New forms of trust
The virtual extension
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THE WORKPLACE

Disruptive technologies
They herald change
 Not every organization ready
 Not every organization willing
New ways of working
 Facilitating collaboration
 Participating in conversation
New types of employer/employee relationships
 Greater informality
 Greater empowerment
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PODCASTING: WHAT IS IT?

Digital audio file, 
typically MP3
“R adio show ” form at

 Time-shifted – listen 
when you want

Delivered via RSS

Optional:
Auto-sync with 

portable digital 
player
 Detach and go – listen 

where you want

Complemented by 
show notes
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W H O ’S  P O D C A S TIN G ?
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PODCASTING: RELENTLESS GROWTH
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WHY PODCAST?

Low barriers to entry
 Anybody can do it
A growing audience
 10 million and counting

Niche audiences
You can listen while doing something else
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CASE STUDY: THE HOBSON & HOLTZ REPORT

Started January 2005
First podcast in the 

communication profession
Co-hosts: Neville Hobson 

(Amsterdam) and Shel Holtz 
(California)

60-80 mins, twice weekly, 
Monday and Thursday, 
recorded via Skype

Global audience
 Local reporters
Building community
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IT’S  A B O U T C O M M U N ITY

Involve listeners
Listen to them
Encourage listeners
Address their needs
Engage

Global distribution: FIR listeners 31/8/06
http://www.frappr.com/fir
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THE SOCIAL MEDIA ECOSYSTEM

Blogs
Wikis
RSS
Podcasts
Videocasts / Vlogs
Moblogs
MMS
Internet telephony

Tools that facilitate:
 Communication
 Engagement
 Transparency
 Trust

Tool that are:
 Complementary to 

traditional communication 
activities

 Used by organizations who 
recognize the social 
characteristics of effective 
communication
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KEEPING UP

Attention: The scarcest resource
 Focus and refine your attention
 RSS: the attention device

Strategize
 It‟s still business com m unication:

What will achieve desired outcomes?
Engage
 Audience appetite is focused
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COMMUNICATION CHOICES

Engage and Participate vs. Transmit

Advocate vs. Preach

Influence and Persuade vs. Command and Control

Informal and 
Conversational vs. Formal and Instructive

Build Community vs. Tell Your Audience
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C O N VER S ATIO N …

Neville Hobson, ABC
Amsterdam
www.nevillehobson.com
www.forimmediaterelease.biz

+31 629 323 282
neville.hobson@gmail.com
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