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Level 0: Enable
Before we start it is worth to invest a few minutes to recap what is the purpose of this ex-
ercise.

An interesting research conducted by Fusion PR, a tech PR firm in the US, shows that 
journalists jobs have been changed forever by the impact of Social Media. The report will 
be published in early september on Fusion PR's blog, but in the meanwhile here are some 
interesting excerpts: 

Technology journalists at all job levels across the spectrum of media, including newspa-
pers, business press, consumer, trade publications, broadcast and online were surveyed. 
The following are some of  the results:

When asked: “Has social media impacted your stories or the way  you cover 
news?” a plurality  of 40% said “Yes” with 10% of respondents selecting “I feel as if 
I have a new job now.”

• 78% read blogs.

• A plurality  of 49% read just 1-3 blogs and most consult blogs several times a 
day.

• 31% regard bloggers as credible sources.

• 35% maintain their own blog.

• 67% cite blogs in their articles.

• Search engines were the top ranked means for researching companies and 
trends.

• Most prefer to get information from companies or agencies via email, with rela-
tively few rating RSS as important.

• More journalists ranked company  websites as being important for article re-
search, while podcasts ranked relatively  low. The majority  were neutral on blogs, 
Wikis and videocasts.

So if the jobs of journalists have changed, did we as PR firms adapt our methodologies to 
take such change into account? I think not and I think this is a gross mistake, as we are 
forgetting our role in making sure the relationship between our clients and journalists are 
win-win: the client gets exposure, the journalists gets good stories. Part of the latter ele-
ment is getting not only story angles that his/her readers will find interesting, but also get-
ting help in completing a job for which they have less and less resources available. 

We have therefore embarked in a summer project dubbed the Media Room 2.0. The key 
question MR2.0 is trying to answer is: 

WHAT'S THE BEST WAY TO DELIVER CONTENT TO JOUR-
NALISTS WHOSE JOB CHANGED SO DRAMATICALLY BE-

CAUSE OF SOCIAL MEDIA ? 

This translates to a number of requirements (you could almost call them design objec-
tives): 

P.I.K.A.

http://fusionpr.blogspot.com/
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• journalists will  use a good story on multiple outlets: a printed or broadcast tra-
ditional medium, online versions of the same or other publications, their own blog, 
etc.; therefore we need to give them what they need for each and every of those op-
portunities

• a consequence of #1 is that we need to make deliverables as rich as possible: 
while writing for a printed traditional medium will be constrained by e.g. space avail-
able, writing for an online medium usually will not 

• a consequence of #1 and #2 is that the accompanying multimedia will need to 
be in the formats more likely to be quickly usable by journalists: a photograph 
fit for printing will need a much better resolution than one used online... 

• ...but this should not translate to hundreds of megabytes of attachments, which 
most email systems won't let go through and which are very likely to be zapped by 
aggressive antispam or antivirus software especially on corporate email systems 

• ...and all of this should be fully accessible through nothing more than a browser 
(not necessarily running on a computer) both for reason of cross-platform in-
teroperability but also because any solution that requires purchasing (or installation) 
decisions is not likely to get much traction. 

As we will see, all of these requirements can easily be addressed using the software that 
the explosion of  Social media spawned. 

The Press Release 2.0 

Let’s first focus on how we should write our press releases (or any other form of deliver-
able such as white papers or case studies); the traditional way is to write the story in a 
compact text format, then attach (either physically or digitally) whatever multimedia sup-
port we think the journalist will need (e.g. the picture of an executive, or some footage 
showing the new product in action). 

Here you can find an example of a fictitious non-traditional press release issued by a ficti-
tious company, ACME Corporation, manufacturing (fictitious) cars. What are the main 
differences between the two approaches?

• the email transmitting the press release to the journalist will be a one-liner linking 
back to the release - you can’t get any lighter than that. Or can you ? (more later)

• the release itself is equally light as all multimedia are stored in picture sharing or 
video sharing services (in this case Picasa and YouTube, but it’d work equally well 
with, say, Flickr and Metacafe); the facilities to download the pictures or the video 
are provided by the industrial strength of the platforms themselves, but even more 
importantly, they are offered in a manner that makes use by the journalist a snap.

• On the right hand sidebar you see slideshows of other pictures of the products - no 
more calling the press office to find other pictures: they’re all there for you to 
browse and/or download and/or embed in your article.

• The release is as rich in external links as we want - in our fictitious example we sim-
ply linked some entries in Wikipedia, but of course we could link back to technical 
papers on the company's corporate site of other background materials available on-
line.

P.I.K.A.

http://acmepress.blogspot.com/2007/07/acme-releases-new-city-car.html
http://acmepress.blogspot.com/2007/07/acme-releases-new-city-car.html
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• And, should you want to do that, you can obviously comment on the release itself 
there and then.

None of this is difficult, nor does it cost a dime: the Blogger, Picasa and YouTube plat-
form are free to all users  - and so are their many competitors; it does however require that 
we think about our deliverables in a slightly different manner. 

The Corporate Media Room 2.0 

All of these contents can be amassed in a repository (the Blogger-based Media Room): for 
the ACME Corp. beat reporters it’s then very easy to bookmark the ACME Corp. Media 
Room to keep abreast of new releases and information. Obviously, this can be easily 
linked from the ACME Corp. corporate site but it’s important to note that the purpose it 
serves is somewhat different. 

Those journalists who feel very techie could even subscribe to the Media Room RSS feed. 
Once they’ve done that, even the one-liner announcing the release become superfluous 
(see? it can get lighter, after all), as they will get notified through the RSS hit their reader 
will intercept.

But this means that they still have to bookmark a bazillion RSS feeds - as anyone who’s 
ever subscribed to Google News knows, this can become very a annoying chore to per-
form, unless you get organized. 

Here again we can use technology to help our journalist friends, by setting up a Pleon 
Netvibes Universe. 

A Pleon Universe 

A Netvibes page is basically a web page made up of whatever feeds you find interesting - 
since a few weeks you can share this with other and then it's called an “Universe”; many 
media companies already make available their Universes (see e.g. the Forbes Universe but 
also find a list of available universes here) - the Pleon kind is perhaps one where each tab 
represents a country and where each feed comes from a different Pleon client; alterna-
tively, we could have practice-specific universes (e.g. a Pleon Consumer Goods Universe, a 
Pleon Technology Universe and so on). 

This IMHO represents the ultimate resource, and of course each journalist is free to use 
the feeds we will provide (and others s/he’s interested into) to build his/her own universes 
of  interesting news feeds. 

The procedure we describe here can be performed with many software platforms. We will 
use the Google software (and therefore enclose the related screenshots) simply on the ba-
sis of  a complete feature set and single sign-on procedure.

The software platforms we will be using for setting up the Media Room are the following:

• a blogging platform (for Google = Blogger)

• a photosharing platform (for Google = Picasa)

• a videosharing platform (for Google = YouTube)

P.I.K.A.

http://www.netvibes.com/pleon
http://www.netvibes.com/pleon
http://www.netvibes.com/pleon
http://www.netvibes.com/pleon
http://www.netvibes.com/forbes
http://www.netvibes.com/forbes
http://eco.netvibes.com/universes/
http://eco.netvibes.com/universes/
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The Google Account

The same Google Account will allow us to manage all the software platforms required for 
the Media Room and is therefore the starting point of  the process.

Setting up your Google Account

Go to mail.google.com and click on the “Sign up for Gmail” button: you will get the 
main Google Account registration page.

We can now  fill in the required data, as per the table below; note that for some of these 
values I suggest we stick to the same values for all clients, to make sure accounts are port-
able among different account handling people.

Of course, there is nothing preventing you from using different values (maybe for the 
purpose of sharing them with the client) but should you do that, you must carefully note 
them somewhere safe and share them with others in the team.

FIELD VALUE SAME?

First name clientname

Last name media room Y

Desired login name clientnamepress

P.I.K.A.
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FIELD VALUE SAME?

Choose a password pleonmediaroom Y

Security question (write your own) what does pleon mean in greek Y

Answer more Y

Secondary email youraddress@pleon.com

The secondary address is used to send you a confirmation email, which contains a confir-
mation code which (according to Google) you could need should you forget your pass-
word. I have NEVER used one of these confirmation codes, but just to stay on the safe 
side, save that email.

Now you’re ready to configure your accounts on the different services.

Logging in to your Google Account

To log in to your newly-created account, you simply go to any Google property (e.g. 
www.google.com) and click on the “Personal Account” link, which is usually located in 
the top right-hand corner of  the page.

When managing multiple Media Rooms, you will be using many different Google Ac-
counts, and typically your browser will remain logged in to the last account you used; this 
is why Google provides a “Log out” link, usually next to the “Personal Account” link ref-
erenced above.

Configuring the Picasa account

Go to www.picasaweb.com. You are immediately taken to a sign-in page: if you were 
still on the same browser session, your browser will probably remember your user ID, if 
not you should enter it together with the either the default password (pleonmediaroom) 
or the one you chose for this account.

Your sign-in page should now look like this:

P.I.K.A.

mailto:youraddress@yourprovider.com
mailto:youraddress@yourprovider.com
http://www.google.com
http://www.google.com
http://www.picasaweb.com
http://www.picasaweb.com
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Once entered, you are required to accept the Google Terms & Conditions (click on “I Ac-
cept”) and you’re now ready to upload pictures and images for this account.

Uploading a picture

Although Picasa offers a free uploader you can install on your computer to upload more 
pictures in one session, I do not recommend its use, in keeping with the general design 
objective of managing the Media Rooms with nothing more than a browser-equipped 
computer. Therefore I suggest you ignore the content of the page and click on the “Up-
load photos” button on the top right-hand corner.

You are now required to 
create an album; it is a 
good idea to divide pic-
tures in albums to allow 
for faster search when you 
have many, and also to 
allow Picasa to build the-
matic slideshows you will 
be able to show on the 
Media Room (see 2.3 
Embedding a slide-
show).

In this example, we have 
called this album corpo-
rate logo,  but of course it 
could have been called 
product ABC or board 
of directors.

It is important that (fur-
ther down the page) you make sure that the “Public” option is ticked, otherwise nobody 
will be able to see the images you upload: naturally, ticking the “Unlisted” option instead 
allows you to share this album only with the people you invite, an option which could be 
useful for example while you are selecting together with your client which pictures to in-

P.I.K.A.
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clude in this album; of course, any “Unlisted” album can be made “Public” simply by 
changing this option at a later time. 

I do not recommend bothering with the other fields on this page, as they’re more relevant 
to a consumer use than to our Media Room use.

You can now choose pictures from your computer and click on “Start uploading” to up-
load them to this album: on the right hand side, a counter tells you how much of your free 
account space (1 GB) you are currently using; should you run out of space you can either 

delete some old pictures or 
purchase additional space 
from Google.

Once uploading is com-
plete, you are taken to the 
main Picasa page, where 
you can see all of your al-
bums, and their content.

Clicking on an album opens 
it and clicking on a picture 
opens it; it is also useful to 
“tag” your pictures by en-
tering on or many textual 
tags to make it easier to 
find the picture you’re look-

ing for afterwards.

Linking or embedding a picture

Select your picture by clicking on 
it, then click on the “Link to this 
photo” link on the right-hand 
side panel to reveal two options 
for referencing to this picture. 
The difference between the two is 
simple: “linking” works like any 
other link on the Internet: when I 
say that you can see the picture 
by clicking here, it simply means 
that (assuming you’re online 
when you click on “here”) your 
browser will take you to the page 
whose address is contained in the 
link.

“Embedding” on the other hand, 
means including a little code in 
your web page: when this snippet 
of code is executed by the ren-
dering engine of the webserver, it  
fetches the actual image from the 

P.I.K.A.

http://picasaweb.google.com/FrizziLazzipress/CorporateLogo/photo%235110478333489149970
http://picasaweb.google.com/FrizziLazzipress/CorporateLogo/photo%235110478333489149970
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Picasa  database and adds it to your page.

The end result is an image on which you can click to go see the whole album. All we have 
to do to use either option is simply to copy the relevant code or link to subsequently paste 
it where we need it (e.g. on a Media Room post - see X.X title of chapter)

 Embedding a slideshow

Another nifty feature is the ability to create a portable slideshow including all the pictures 
of an album; to do this, o back to the Album level, and on the left-hand side pane click on 
the “Embed slideshow” link to obtain this page:

Here you can decide the size in pixels of the pictures shown by the slideshow, as well as 
whether captions will be visible or if the show will autoplay upon loading. Again, to em-
bed in any web page (like our Media Room), simply copy the embedding code and paste it 
to its destination. 

Before we move on to the next chapter, you should at least load the client’s logo on Picasa, 
as we will need it afterwards.

Setting up the Media Room

Go to www.blogger.com; again, if you’re on the same browser session, it will remember 
your user ID, if not, if not you should enter it together with the either the default pass-
word (pleonmediaroom) or the one you chose for this account.

P.I.K.A.

http://www.blogger.com
http://www.blogger.com
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Your sign-in page 
should now look like 
this:

You are taken to the 
Blogger registration 
page where you en-
ter the general data 
related to this Media 
Room; again, refer 
to the table below 
for suggested values:

FIELD VALUE

e-mail address clientnamepress@gmail.com

Your name clientname media room

Display name client name media relations

You can now select a name for your Me-
dia Room, as well as the URL that will 
identify its address.

The next step is to select a “skin” for the 
Media Room - I suggest we stick to a 
simple one (I chose the one called 
“Minimal”) but obviously you can always 
change it later.

Each press release is entered as a separate 
post, and the Blogger interface provides 
some (limited) typographical control to 
format text.

To embed pictures you must paste here 
the code copied from the “Embed this 
picture” field on Picasa.

P.I.K.A.

mailto:clientnamepress@gmail.com
mailto:clientnamepress@gmail.com
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Ditto for video 
(more on this later) 
as well as for a 
sl ideshow and, 
more in general, 
anything that can 
be coded in HTML 
can be simply 
pasted in the body 
of the post. Once 
you’re done with 
your first post, 
click on “View 
blog” to see the 
published Media 
R o o m w h i c h 
should look like in 
the picture.

Entering personalization mode

You can now personalize how your Media Room will look and which elements you will 
display; all of these set-
tings can be modified at a 
later time. The procedure 
to enter this personaliza-
tion mode is as follows:

• login to the Google 
Account (see 1.2: 
Logging in to your 
Google Account)

• go to the Media 
Room, click on 
“Personalize” 

We will now look at some 
of the most common 
ways  to personalize the 
Media Room, but again, 
as more and more features are being added by the Blogger platform, I encourage you to 
set up your own “sandbox” dummy Media Room and play around with the various op-
tions.

Displaying the corporate logo on the header

To display our client’ logo on the header of  the Media Room you must:

• upload the corporate logo to the appropriate album on the Picasa account (see 2.1: 
Uploading a picture)

P.I.K.A.
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• Enter personalization mode (see 3.1: Entering personalization mode)

• Click on the “Edit” link on the header bar

• On the edit page you can change the title of the media room and/or add to it a 
graphics file, either taken from your computer (click on the “Browse” button and 
select the file) or linked from the Picasa account (select the logo, copy the link and 
paste it here)

The default widget layout

Whatever the skin you have selected, content on the Media Room can be assembled using 
Lego block-like widgets provided by 
the Blogger platform.

The standard widget layout of the 
Media Room should include - 
when available - the blocks below:

This layout makes the Media Room 
a good navigation tool allowing 
journalists and bloggers access to 
all relevant Corporate information, 
making it very accessible and al-
ready formatted in a very Web2.0 
aware mode.

This does NOT mean of course 
that every Media Room MUST be 
made up this way, much in the 
same sense that not all websites 
have the same layout or all blogs 
have the same appearance: in that 
sense we must always be on the 

lookout for new widgets or applications whose use makes sense for our intended target 
audience of  journalists and bloggers.

In the next chapter we will cover how you build the default layout, which is of course also 
the way to change it completely.

P.I.K.A.
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Adding / modifying the content of 
the Media Room

When you enter personalization mode 
you will see a number of potential wid-
get placements (dashed line rectangles) 
where you can place widgets from a list 
which can be accessed clicking on the 
“Add a page element” link. Here is the 
list of the currently available widgets: 
those you already have on the Media 
Room are conveniently grayed out.

Clicking on any of the blue “Add to 
blog” buttons will cause the correspond-
ing widget to be added to your page and 
its position can be decided simply by 
dragging it around while in personaliza-
tion mode.

Please note that elements such as picture 
slideshows are entered as HTML blocks: 
you add a block and paste in its empty 
field the code you copied from the 
Picasa page (see 2.3: Embedding a 
slideshow).

Managing video

The rocketing success of YouTube is the best testimonial of the importance of full mo-
tion video as a new communication tool.

We use the “new” adjective in a pro-
vocative way, as obviously video is over 
50 years old and, so far, initiatives to 
transfer television on an IP platform 
have been met with limited success; 
consumers however seem to have an 
endless appetite for a video product far 
less sophisticated technically than the 
one the same person consumes on the 
regular tube.

As a result, project such as Joost are 
being watched with interest as the 
promise of an IP-based video medium 
holds the great lure for its publisher of 
not having to purchase scarce and ex-
pensive spectrum to exist.

It goes without saying obviously that 

P.I.K.A.
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the video being shown on IP cannot possibly have the same quality and resolution as stan-
dard broadcast fare - true, conversion is always technically possible, but often time con-
suming; in keeping with our design objective of making life simpler for that elusive new 
category of journalists, we must make whatever video content we have available as easy to 
consume as possible.

Create a YouTube account

The same Google Account is also your starting point to set up the YouTube account; go 
to www.youtube.com and click on “Sign Up” link on the top bar; you will be taken to the 
registration page, which should look something like the one in this screenshot.

Again, you can safely 
ignore questions about 
your age, but you will 
need to provide a valid 
email address to which 
YouTube will send the 
activation link.

Be careful in inputing the 
verification code (the 
word written in graphics 
on the right hand side): it 
will change every time 
you refresh the page (so 
also in case you make 
any other mistake in in-
put) and you will need to 
re-enter it every time.

When you finally receive 
the activation email, click 
on the link you’ll find 
inside to confirm beyond 
any reasonable doubt 
that you are not a bot9 
but a real person, and - as such - allowed to upload your stuff by clicking on the ubiqui-
tous “Upload” link.

Upload a video

Uploading a video is a simple affair of telling your browser where the video file is and 
waiting for the upload process to complete - this obviously depends on the length of the 
video, its resolution and compression algorithm, and - obviously - the size of your uplink 
pipe, so you may need a little patience.

P.I.K.A.

9 short for “robot”: some code that scours the web looking for information, using connections available to a 
node to transmit itself  to othe nodes

http://www.youtube.com
http://www.youtube.com
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Once the upload process is complete, YouTube will process the video (BTW, it is fairly 
omnivorous as far as input formats or codecs go) and although there is the full wrath of 
the Googleplex at work behind this simple process, it could take a few minutes before 
your video is available for viewing.

Embed a video in the press release

Once a video is available 
you can reference it 
through the associated 
link or yo can embed 
using the provided code 
snippet, much in the 
same way you did with 
pictures.

You can visit the Pleon 
Media Room to have a 
look at what the result 
looks like (and of course 
also enjoy our cool cor-
porate video).

Of course all of these 
things can be combined 
together in the same re-
lease.

Downloading a video

As we saw, clicking on 
an embedded picture will take you to the photosharing platform for viewing or download-
ing of  hi-res images.

The same applies to video, even though the process is slightly more complicated. First you 
must remember that video on YouTube is rendered as Flash, so that’s what you get if you 
capture the video, e.g. by using a free utility like <video capture page name here>: copy 
the video URL, go to <video capture page link here>, paste the link, click on “Down-
load” .

To make this video usable (e.g. for embedding in a presentation) you must convert it, for 
example to a MPEG-4 or Quicktime format by using your favourite video converter10.

P.I.K.A.

10 I use VisualHub (downloadable <here>) on the Mac, which is nothing but a GUI frontend to the world 
famous open source ffmpeg program: although not free, the cheap registration fee is well worth it: fast and 
very good quality, will convert almost anything to almost anything. [Warning: shameless self-plug ahead] For a 
somewhat detailed comparison of  video conversion utilities, read this

http://pleonmediaroom.blogspot.com
http://pleonmediaroom.blogspot.com
http://pleonmediaroom.blogspot.com
http://pleonmediaroom.blogspot.com
http://www.pleon.it/web/blogs/geektalk.nsf/dx/0508200701.29.38GCAVK3.htm
http://www.pleon.it/web/blogs/geektalk.nsf/dx/0508200701.29.38GCAVK3.htm

