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ABSTRACT 
 

This paper addresses the newest practice area in public relations—blogger relations. It also examines the 
central role bloggers play in influencing public opinion from a diffusion- of-innovations perspective. 
Weblogs are reshaping the news media and public relations industries, because they allow news and 
commentary to flow directly to the consumer, bypassing journalists. Bloggers facilitate the diffusion of 
information among highly involved consumers. These early adopters, strive to develop personal 
relationships with organizations, persons, issues, or products. Characteristics of early adopters and 
attributes of organizational-public relationships are explored as they relate to this new type of Web 
communication.  
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