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From Brochures to 
Blogs
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Vocabulary Test: 

Tweet 
Avatar 
Griefer 
Mashup 

Vog
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Evolution of Media
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Applied Creative Training
Lars Ullberg



New Media, New Thinking
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What Are Others 
Doing?•Brochure to Blog Documentary - 

Web/YouTube

•Virtual Town Hall Discussion - 
Live/Web/TV

•Online Scavenger Hunt Game - Web 

•“Izzy” Immunization Bear - 
Facebook/Twitter

•H1N1 Updates - Web/Twitter

•California Kids IZ Game - Web

•Tahoe New Media Training - 
Web/Virtual Reality
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lifornia Department of Public Heal
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INTERNET USE 
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from Edelman Trust Barometer 2009

PUBLIC 
TRUST 



How many times in general do you need to hear 
something about a specific company to believe 

that the information is likely to be true?
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from Edelman Trust Barometer 2009



SHIFT
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AUTHORITY PEER



SOCIAL CHANGES IN 
TRUST
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from Edelman Trust Barometer 2009



SHIFT

© 2009, AppliedCreativeTraining.com 

ATTENTION ENGAGEMENT



Social Marketing
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•Interruptive Marketing is in decline
•Consumers are not listening any more
•The audience controls the environment:

Creating, Selecting, Changing, 
and Communicating 

PUBLIC HEALTH = PUBLIC PARTICIPATION
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Public Health 2.0
Family 2.0



Health 2.0 is Patient Empowered 
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61% of American adults look online for health information.



SHIFT
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SCIENCE IDENTITY
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WHO AM I?
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QuickTime™ and a
TIFF (Uncompressed) decompressor

are needed to see this picture.

Hungry?

Conservationist?

Rugged?

Individualist?

Sportsman?
Healthy? Traditional?



SHIFT
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AUDIENCE PARTICIPANT



Internet is Collective 
Storytelling
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Technology to Technique

JOIN THE CONVERSATION!



Losing control of the public 
conversation is frightening.
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FISH FORUM 2.0 
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QuickTime™ and a
TIFF (Uncompressed) decompressor

are needed to see this picture.
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INTERACTIVE FISH
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QuickTime™ and a
TIFF (Uncompressed) decompressor

are needed to see this picture.



YOUTUBE
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FACEBOOK 
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TWITTER 
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Google Maps - Fishing 
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WIKI
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FISH WIKI?
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GEOCACHE
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CONNECTIONS 
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Data Visualization
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Dashboards
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Info Ring
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INFOmersion
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VIRTUAL TRAINING 
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IMMERSIVE EDUCATION
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EXPERIENTIAL HEALTH 
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VIRTUAL WALKATHON
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In 2007, the Second Life Relay for
Life raised more than $118,000 and 
attracted 1,700 participants to the 

virtual walkathon.



Prescription for New 
Media
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PHASE 0
• Assess Need/Identify Improvement Goals

• Review/Debrief Incidents and Exercises

• Plan/Execute Next Generation Follow-up Exercises

• Identify Strategic Partners

• Generate Evidence-base along the way

• Find Topical Centers of Gravity

• Identify Pre-Existing Online Community Partnering 
Organizations

• Identify Blog Opinion Leaders and eVangelists

General

Digital



Prescription for New 
Media

• Spring Strategy

• Create “PULL” Applications/Websites - Interactive/High Value 
Downloads

• Digitize All Assets - convert all video and print materials 
into digital archives

• Share Digitized Assets - with partners across jurisdictions

• Identify Existing/Establish Local Social Network Site - 
based around unique/key issues

• Online Registration for “PUSH” Messaging

• Pre-Visualize/Evaluate Plans and Exercises - think visually

• Mixed Media Training - with partners
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PHASE 1



Conclusion

© 2009  AppliedCreativeTraining.com 

Prioritize needs

Look for natural synergy

Be innovative

Remember that you 
already have the 
skills

START!



Applied 
Creative 
Training

www.AppliedCreativeTraining.com

http://www.appliedcreativetraining.com
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