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Executive Summery 
The pop and urban music market is overwhelmed with artists and artistic works competing for 

music consumers’ attention, and money. Similarly mass media are bombarding consumers with 

information, adverts, and symbolic massages. Because of technological advances the entry barriers 

for music artists, as well as informers, are lower than ever before. Success thus relies on one’s 

ability establish, activate, and sustain the audience needed to ensure profitability, and publicity is 

key to create awareness, and distinguish oneself from like producers. But how does one mass-

mobilize consumers in a market where devotion, and purchase choices, rely on personal and 

undisputable tastes, and mass media’s effect is diminishing? 

Music blogs provide music publicists with the tools to target audiences, as blogs build networks 

based on taste similarities, and employ judgment devices, which provide readers with the 

knowledge needed to reduce product uncertainty and make reasonable decisions of which subjects 

comply with their personal tastes and affiliations, and thus would be compatible buys. By finding 

blogs whose aesthetic criteria are met by a publicist’s subject, publicists locate media rooted in the 

networks of the target market, and that are perceived as credible and relatable by their followers. 

By focusing on few central blogs, publicists save resources and benefit from the blog’s credibility, 

and ability to generate buzz by sharing music reviews with agreeable key consumers. As blogs and 

the music market are driven by the adoration of originality, the environment is ever changing 

rapidly. Publicists thus by monitoring feedback from their blog-interaction, get updated about 

current market trends, and those which are to come. They must adapt their strategic communication 

to this audience-feedback, to ensure the relevance and attractiveness of their clients and subjects. 

Today’s public sphere is fragmented and organized around personal interests and tastes. Publicists 

must use blogs as a gateway to adhere to the interests of the key consumers, and penetrate the 

dominating information noise, as blog readers generally respect the credibility, and listen to the 

judgments of followed blogs.  
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1. Introduction 
The digital revolution and development of information and communication technologies (ICT), 

have enabled people to globally share and listen to music easier and cheaper, if not free of charge, 

changing the entire ecosystem of the music industry.  

The music market has changed in terms of attaining income; the money no longer mostly comes 

from direct music sales but must equally stem from live concerts, royalties, rights sold to movies or 

TV, and many other things, in order to ensure balance in the books (Moltke 2012). There are also 

more music artists, which publish music independently without assistance from the major record 

companies, called The Big Three; Universal Music Group, Warner Music Group, and Sony Music 

Entertainment. Independent music artist then deal with management, distributional, and 

promotional issues themselves, or hire consultants to assist them usually on limited budgets, 

compared to the greater resources of major music companies. 

Because of these changes in the music market it is more and more important to establish and 

maintain a good relationship between music artists and their fans, in order to not only get a message 

across, manage an image, but also to mobilize a buying audience that will invest in digital music 

downloads, concert tickets, or other merchandises. A way to reach audiences is through blogs. In 

Denmark alone the music blogosphere has exploded from approximately ten blogs in 2009 to 70 in 

2011. Anyone can create a blog within minutes on the Internet. On music blogs, blog authors 

voluntarily, and without payment review new music, and recommend videos and performances 

from artists they like e.g., and upload this information online accessible free of charge (Vourela & 

Christensen 2011). Based on read blog descriptions (Appendix A), I believe that bloggers are 

usually more driven by interest and the desire to share valuable information, rather than economic 

compensation, when it comes to choosing content for their blogs, so by incorporating blogs in a 

communication strategy could contribute to decreasing public relations-costs.  

 

Motivation For Research Topic 
In the fall of 2011 Koda, the Danish organization, which administers copyrights for music makers 

and publishers when their music is performed in public (Koda 2012), demanded that music bloggers 

should pay for the music audio that they post on their blogs, even in cases where an artist or their 

representatives had allowed the music to be featured. Koda explained that this measure was initiated 

to ensure that musicians got paid for their work, and that their musical works did not get reduced to 
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just being used promotionally every time it got displayed publicly (Vuorela 2011). Most blog 

authors could not understand this demand as they viewed themselves as co-promoters of the artists’ 

music, an endorsement they gave voluntarily and free of charge. They retaliated by threatening to 

stop writing about music and promoting new artists all together. In addition to the dispute some 

artists and companies, which Koda represents, had no problems with music blogs posting their 

music, because blogs can reach different audiences than mainstream news media do, and help make 

new unknown acts more visible to the larger audiences (Vourela & Christensen 2011). In the end 

Koda dropped their demands explaining that they had evolved on Internet issues, and realized that 

music blogs are a positive contribution to the growth of music in Denmark, based on idealism and 

volunteer work. Non-commercial music blogs are thus still free to write about, and post, music on 

their sites, granted that the artists have given their consent (Vourela 2012). 

 

Even though the matter got resolved by Koda backtracking, it made me realize that it is unclear to 

music industry leaders which role music blogs play in the music business ecosystem in general, and 

which value they can create for artists, and the companies that benefit from the success of music 

artists. And because of this it is difficult to point out which of the blog’s components can be utilized 

by marketers, especially PR professionals as music publicists, who deal with managing 

communication between musical artists and their key audience. Whether the publicists are 

professional or amateurs, they must consider how to find good music blogs, how to activate them, 

and which possibilities such activation could lead to, if they want to exploit this media-form in 

producing free, or low-cost, publicity. 

 

Problem Field 
As a frequent music blog reader I was already interested in this topic, but the dispute between the 

music bloggers and the industry representatives, motivated me further into examining the outcomes 

of using music blogs strategically in music PR, and how to exploit them to reach target audiences. 

Not only to explore the possibilities of legitimizing the work of bloggers, but also to provide 

publicists, professionals and amateurs, with a guideline on how to utilize the medium’s tools and 

resources in regards to music promotion. 

I believe that if music publicists actively search and find the right blogs, and successfully establish a 

dialogue with bloggers, this will motivate bloggers to post content about their specific artists, and 

then they can access a core part of their target audience. Especially because as a social medium, 
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blogs enable ‘word of mouth’, and the interest-driven content grants them an authentic character. If 

bloggers portray a new artist, or a new musical work in a positive light, readers who usually agree 

with their taste are likely to take their word for it and give it a try.  

This led me to the following research question, which will be the basis of this project paper. 

Research question:  

“How can music publicists benefit from a music blog-centered public relations strategy, when they 

are promoting musicians?” 

- In particular which tools music blogs use, and how they by this functionality are valuable to music 

publicists. 

 

Delimitation: Pop and Urban Music 

In this project examining dynamics between publicists and music blogs, in the market of music and 

its related products and services, I only focus on the industries that revolve around pop and urban 

music. Any mention of music will imply music attached to these genres. Music publicists are thus 

publicists working to promote subjects within these industries, and music blogs are similarly blogs 

concerned with issues of the area of pop and urban music industries, and its actors. Any mention of 

blogs, publicists, consumers, and their works, will take outset in this particular music industrial 

context. 
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2. The Role of Public Relations and Media Selection in Marketing 
Marketers are involved with stimulating demand for several types of entities such as goods, 

experiences, events, and persons, amongst prospects. In the music industry this could be translated 

to marketing new music releases, live performances, and artists. A marketing manager must master 

“[…] the art and science of choosing target markets and getting, keeping, and growing customers 

through creating, delivering, and communicating superior customer value” (Kotler 2003; 6). 

To reach this target group of prospects, marketers must use communication, distribution, and 

service channels, which are specifically balanced in a plan to achieve the specific desired 

objectives. This collage of tools, also called a marketing mix, is classified in four broad groups: 

Product, price, place, and promotion. The marketer’s four Ps correspond to a later developed 

costumer-driven marketing mix, called the four Cs: Costumer solution, customer cost, convenience, 

and communication. Clearly, there are many aspects of marketing, but this project is limited to 

focus on the promotion/communication-fragment of music marketing, which includes Public 

relations (PR) as a promotional tool (Kotler; 11). 

PR is the practice of publicly promoting and/or protecting an entity’s image, its activities, and 

individual products. Publicists perform tasks like; press relations, presenting information about a 

represented entity in the most positive light in media; product publicity, publicizing specific 

products; and corporate communication, promoting understanding of the represented entity through 

communications. The entity here could be artists, musical works, or events. 

Marketing PR is commonly used to cost-effectively build awareness and brand knowledge, through 

narratives, amongst specific audiences, as space and time obtained in the media are not paid for. A 

story picked up and circulated by media freely, could be worth large sums in equivalent advertising, 

and is also more credible than advertising. 

A reason to why the assessment of blogs in this context is interesting is because marketing 

channels, organs involved in making a product available for use or consumption, are very important 

in marketing. For management marketing channel decisions are among the most critical, as chosen 

channels intimately affect all other marketing decisions, and this includes communication channels 

(Kotler 2003). 

 

Media selection means finding the most cost-effective media to expose messages through to target 

markets, and measuring the qualitative value of that exposure in a given medium. It is thus 

important that a publicist knows the capacity of different media types, and how it corresponds to the 
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audience’s media habits, the publicist’s resources/cost, and the product and message to be 

promoted. 

Mass communication media are characterized as non-personal communication channels, which 

affect attitudes and behavior through a two-step flow-of-communication process; flowing from 

media sources to opinion leaders, and from these leaders to less media-involved population groups. 

This flow of information depicts that people primarily interact with people within their own social 

circles and acquire ideas from opinion leaders in their network. It is therefore recommendable for 

publicists to use non-personal channels to direct communication specifically to opinion leaders and 

let them convey the significance to others (Kotler 2003). It would thus be optimal if publicists could 

use music blogs to effectively reach opinion leaders in their target markets, and stimulate further 

dissemination of messages to key publics. It is this ideal and its correlating assumptions, which the 

evaluation of the music blog as a medium will be measured against. 
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3. Network Society and Contemporary Communication 
In this chapter the social theory of The Network Society is introduced to establish a societal 

framework, from which the study will take its outset, and to explain the society in which publicists 

and other social actors operate.  

 

The modern-day technological revolution led by the Internet has reshaped and continues to shape 

social life and the way people and organizations interact. This advancements in ICT, enables the 

integration of globally produced parts of culture and customizing them to fit the taste of individual 

or groups of identities. This creates new channels of communication, which shape and are shaped 

by social interactions. According to social theorist Manuel Castells these changes to traditional 

social structures and classifications, which also have political and economic consequences, have 

been so dramatic that they have resulted in society’s structural schizophrenia. “In such a world of 

uncontrolled, confusing change, people tend to regroup around primary identities: religious, ethnic, 

territorial, national” (Castells 2000: 3). The search for identity, collective or individual, ascribed or 

constructed, becomes the fundamental source of social meaning, which is not a new phenomenon 

for humans, but identity is becoming the main, if not the only, source of meaning in a historical era, 

where de-structuring and de-legitimization of institutions is a norm. Identity is defined as “[…] the 

process by which a social actor recognizes itself and constructs meaning primarily on the basis of a 

given cultural attribute or set of attributes, to the exclusion of a broader reference to other social 

structures” (Ibid.; 22). People increasingly gather around what they are, or believe to be, in global 

networks of contributory exchanges. This creates societies structured around a bipolar opposition 

between the net and the self. When identities become more specific they on the other hand also 

become more difficult to share, alienating social groups and individuals from each other, and 

spreading social fragmentation (Castells 2000).  He continues to elaborate that before where local 

society and neighborhoods were at the root of symbolic meaning creation, the Internet has enabled 

people to connect based on unity, regardless of geographical location. Communities thus become 

networks of interpersonal ties that contribute to the creation of information, common values, social 

identity, and affiliation. Especially social actors on online communities, known as specialized 

communities around specific interests, are drawn to them because of the community’s topic, and the 

intensity of this attraction correlates with the topic’s importance in the individual’s identity 

creation. Stable online networks, can thus build virtual communities distinguished from physical 

ones, though nevertheless as effective in regards to the adherence and mobilization of participants 
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(Castells 2003). It is now possible for people to meet online and seek out the communities and 

channels, which deal with their subculture of preference, such as a specific music genre or a 

specific type of musical artist, and disregard all the information whish is not of interest. Publicists 

must therefore be aware of this tendency when deciding on which media channels to use to 

successfully reach audiences.  

 

Communication expert Kresten Schultz Jørgensen (2008) has some tenets on how to be strategically 

communicative in the network society, where constant change has replaced stability. Despite 

constant change being the mantra, traditional marketing terms like segmentation, consumers, sales 

prospects, and target groups are still applicable. The role of strategic communication is to reduce 

the complexities of the network society, and thus in market research it is important to clarify which 

decisions must be made, and how segmentation should be used before anything else; what Philip 

Kotler calls backward market research (Ibid.; 7), which focuses on the prospects. In e.g.; which 

media, messages, price offers should be allocated the specific target groups; how many resources 

should be allocated to reach the specific target groups; and which target groups should be 

approached before, or prioritized, before others? 

Network-based marketing takes its outset in the consumer, dialogue marketing, and customization, 

and is concerned with how to motivate recipients of communication to share the received messages 

with others. These messages are shared more than ever through word of mouth, or at least from one 

person to another via social media (Jørgensen 2008). When word of mouth messages about a given 

product or a brand are aggregated it is also called a buzz (Rosen 2000; 7), making word-of-mouth 

marketing equivalent to buzz marketing. In relation to this, studying the benefits and abilities of a 

specific medium becomes very relevant in regards to how it can be used to create a buzz.  

 

The functionality of music blogs as a specific medium in relation to low-cost PR communication is 

explored on the basis of this perspective, with its attached assumptions. 
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4. The Blog - A Modern Medium 
Traditional news media can be viewed as a social institution where news workers draw upon 

institutional processes, and conform to institutional practices in an institutional method of making 

information available to consumers (Ørsten 2005; 127). News media have ingrained practices and 

ways of dealing with selecting, producing, and disseminating news. Although different types of 

traditional news media organizations use different technologies, they structure deadlines, source 

interactions, and audiences similarly in their internal organization, based on an overarching logic of 

appropriateness where objectivity is highly valued, if not the main concern. This logic of 

appropriateness is continuously shaped by formal and informal ideals, rules, routines, etc., which 

effect the daily production of news. In Denmark the press regards itself as a counter power to the 

state that watches over the population, and ensures that leading figures do not misuse the power 

they have been granted. The journalistic time is defined by deadlines, which structure and 

determine the news product’s form and content, as journalists must select which news to work on 

within the given time frame based on news criteria. Lecturer Mark Ørsten recognizes five news 

criteria: sensation, conflict, identification, timeliness, and significance. These different criteria 

revolve around the notion that news must be surprising, dramatic, relatable, current, and significant 

to the potential readers, and takes it outset in pleasing the readers’ needs and demands for general 

public information (Ørsten 2005; 140). The traditional news organizations are also usually divided 

into several editorial groups that cover different topics, where music journalism typically is 

designated under headlines like the culture section, entertainment section, events section, or arts 

section. Music journalists, critics, and articles have traditionally been published in before-

mentioned sections of news organizations, or industry-specific journals, and thus also been ruled by 

the institutional logic of appropriateness, and news criteria. 

Here a bargaining game plays out between the journalists and their information sources; the 

journalist needs information to complete news stories; and the sources have this information, but 

also wish to control its exposure to benefit their own agenda. Traditionally in PR, publicists play the 

role of the source. The description of traditional news media is used as a juxtapositional starting 

point to describe what kind of medium a blog is. 

 

The term blog is derived from the term web log, thus initially being perceived as online diaries. 

Blogs are time-stamped, chronologically ordered series of journal entries, called blog posts, posted 

in reverse order on a website with the newest post on top. Blog authors are simply called bloggers, 
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and blogs provide a platform for bloggers to construct narratives and share stories, and explore, 

construct, and present their identity or identities online (Huffaker 2006). They are usually narrowly 

focused on a single topic area, and accordingly apply their own filter before sharing the details with 

their potentially global audience. Bloggers can relatively be compared with columnists and editorial 

writers in traditional media, as they apply the filter of personal opinion and taste, and can also be 

viewed as traditional trade journalists, since they concentrate on a specific issue or industry 

(Gulniven 2004). This makes their logic of appropriateness and code of ethics personal rather than 

institutionalized. Nardi et al. (2004) explored the motivation behind blogging, and found that 

among other factors, blogs are used as commentary by their authors to express their opinions and 

point of views, as well as promoting conversation and community. In this sense music bloggers are 

similar to freelance amateur music and cultural critics, or debate facilitators, and in contrast to 

professional writers employed by a media organization to analyze on their behalf. 

 

Blogs have social characteristics that assist in creating and maintaining social ties, such as the 

ability to comment on posts, link to other bloggers and websites, and form a community where 

online actors comment on each other’s post and comments (Huffaker 2006). Blogs are thus included 

under the umbrella-phrase social media, containing media that are dialogical in nature where 

traditional news media are monological. According to Marketo (2010 cited in Andzulis 2012; 308) 

social media can be defined as “the production, consumption and exchange of information through 

online social interactions and platforms”, with ‘social costumers’ where every interaction is part of 

a new collaboration of message creation between the involved parties, including between an 

organization and its prospects. 

On several levels blogs seem at odds with traditional news media’s concerns about news criteria, 

and fulfilling the reader’s need for unbiased information, making the blog a strong alternative to 

traditional media. As the blogosphere dramatically increases individual control over content and 

information consumption it also decreases the power and authority of the traditional, and more 

general intermediary media. Even when weblogs influence traditional media to try to deliver 

opinions like blogs, or blogs try to deliver information like traditional media, it is now more a 

matter of credibility, trust, and reputation for the readers and the bloggers alike (Rosenbloom 2004). 

Therefore the blog is a media form whose character, influence, and evolution publicists should 

monitor closely and adapt accordingly to when selecting and interacting with marketing channels. 
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Blogospherical Interactions 
Thompson (1995 & 2001) distinguishes between three types of interactional situations created by 

the use of communication media: face-to-face interaction, mediated interaction, and mediated 

quasi-interaction. Face-to-face interaction occurs when the participants share the same time and 

space, by sharing physical presence. Mediated interaction involves a technical medium to transmit 

information or symbolic content to individuals who are remote in space, time, or both. Mediated 

interaction is limited in its use of signals and cues compared to face-to-face. Symbolic cues are the 

gestures and expressions that add to words or replace them in communication. A letter only allows 

for cues conveyed through the written language or visual symbols, and phone calls only transmit 

audible cues, e.g. 

Mediated quasi-interaction covers the social relations created by mass communication media. The 

form also expands the distance of time and space in the communication process of different parties, 

and contrary to the two other interaction forms, it is not designed to address anybody specifically, 

but is transmitted to an unknown amount of potential recipients, in a monological manner. Though 

it is not interpersonal it does create social situation where individuals are linked together in a 

process of communication and symbolic exchange; a party primarily produce symbolic forms for 

others, who are not physically present, while others primarily are engaged in receiving these 

produced symbolic forms. Through the symbolic forms created in transmitted messages, it is 

possible for information receivers to form bonds of friendship, affection, or loyalty to information 

producers. 

The three distinctions are building blocks that alone or together can explain media-created 

interactional situations. Blogs create a hybrid interaction. 

Blog posts that allow readers to comment are dialogical in nature, whereas posts that do not are 

monological, as they do not incorporate the reader’s opinion or input. When bloggers/readers 

comment on each other’s posts the communication becomes directed at a specific addressee, though 

the indefinite range of recipients also receive this direct comment, and can also comment on it. 

Blogs function despite the separation of contexts, meaning that readers can receive and access 

messages in situations different in time and space from which the message was produced. Blogs can 

exploit multiple symbolic cues as audible, visual, and linguistic signals, elements, and references 

can be equally incorporated in multimedia posts. The number of symbolic cues is vast during a 

face-to-face interaction because the merger of time and space permits for participants of 

communication to have the exact same system of cues to reference, but interacting through a blog is 
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not face-to-face, so the amount, and nature, of symbolic cues are still limited, and affected by the 

separation of time and space. 

 

All human actions are done within an interactional framework with its own sets of presumptions 

and conventions that people to a certain degree adapt to. Interactional situations where people 

project a desired self-image based on the social set of rules are described as front regions by 

sociologist Erving Goffman, and inappropriate or strategically repressed actions are hidden away in 

back regions, where interaction does not take place (Thompson 2001; 101). The split between front 

and back region is often ambiguous, making the individual exploration of the regions’ borders a 

constant process. These interaction patterns create and are equally affected by the social 

organization of communication in various ways.  

I have illustrated the social organization of blog interaction in a model. The blog itself becomes the 

front region where interaction occurs, separated from the back regions of the actors. The model also 

shows how the blogger’s production context is separated from the readers’ reception context; that 

the blog transmits to numerous recipients; and that these recipients each can respond on the blog, 

which immediately transmits this respond to all readers.  
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Model: The social organization of blog interaction. Inspired by Thompson 2001, p.105 

 
 

When message recipients react to the content of a blog post or the actions of a blogger, they do it as 

contributions to other interactions that they participate in e.g., with people in their everyday life or 

other online actors. This turns the received message into the object of discussion amongst 

themselves and others, by criticizing it, praising it, processing it, etc. Thompson (2001; 124) 

describes this phenomenon as discursive elaboration. Even people, who were not participating in 

the original message interaction, can be involved in the discursive elaboration process through 

witness accounts. This creates a secondary, tertiary, and so forth, audience for a message. Further 

more it is normal for media to take existing media-messages and incorporate them in new messages, 

in a process called extended mediazation, where media are self-referential by referring to other pre-

published media-messages, or the events described in them. Accumulated this phenomenon is 

called the extended process of reception, which is depicted in a model below for overview. 

 

Model: Extend process of reception. Inspired by Thompson 2001, p.125 
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Thompson’s concept of acquiring is connected to the extended reception model, which is to take 

ownership of something that initially is foreign, and the process of finding a way to relate to a new 

object and incorporating it in one’s life. In this process people pull from their background 

knowledge, attained and cognitive skills, and other resources at their disposal, which can be 

characterized as social tools. These social tools are the main elements of an acquiring-process, 

which can extend far beyond the reception of a message, and involve other contexts, people, and 

messages connected to the original message (Thompson 2001). 

 

I believe the concept word-of-mouth falls under the concept of discourse elaboration, and extended 

mediazation. I further assume that these processes are highly connected to the recipients of 

messages’ ability of acquiring the content’s messages. By this I assume that, music consumers are 

more likely to engage in discursive elaborations about messages regarding an artist, or a musical 

work, if they can relate to it and make the it their own. This ability to acquire is dependent on the 

available social tools. Therefore it is interesting to explore which social tools can be found in music 

blogs, to determine how blogs, besides being communication channels, can assist readers and music 

consumers in incorporating new objects into their lives, and possibly stimulate an extended 

reception process. In addition to this, a focus is placed on how music publicists should position 

themselves to this media form dissimilar from traditional news institution, and how they should 

engage it. 
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5. The Economics of Singularities 
In Vince Karpik’s theory economics of singularities (2010) he explains how to navigate in the 

market of singularities, which includes the music market. In this market judgment devices as tools 

are vital for consumers to make reasonable choices regarding which singular products to appreciate, 

consume and purchase. Implying that effective marketing cannot function without the presence and 

use of judgment devices, as consumers cannot relate to music products without them. 

The main premise is that traditional neoclassical economics does not recognize singular products, 

only standardized and differentiated products, which essentially only differentiate on price. 

Singularities however, are rather heterogeneous but share crucial characteristics with common 

consequences. They are multidimensional, and every dimension of a singularity cannot be viewed 

separately from the significance of all the others. This collection of qualities explains why different 

consumers view the same singular products differently; it depends on the context in which they are 

presented and made meaningful for, and interpreted by, the consumer. One of the underlying 

philosophies in Karpik’s theory is that things and people alike are cultural constructions beyond 

their physical or biological entities. This multidimensionality also results in the incommensurability 

of singularities; they cannot be measured or compared to each other by the same standards (Karpik 

2010). 

 

Singularities are whelmed in uncertainty because of multidimensionality. When a selection of a 

singularity’s dimension are publicly presented, it is at the expense of others, but these choices are 

not guaranteed to match the prospect’s point of view, creating a strategic uncertainty based on the 

intersection of two different interpretation processes. With music products this is expressed by 

marketers promoting aspects of the products inconsistent with the music consumer’s self-perceived 

needs. In contrast to the neoclassical market, the quality of singular products remains imperfect at 

the time of purchase, and sometimes remains so long after. Though it is possible to preview songs 

through media, still at the purchase point it is unclear for the consumer if the musical product will 

stay relevant for a week, a year, or 30 years. Quality uncertainty prevails turning exchange of 

products into an exchange of promise, unless the consumer gains assistance in building more 

accurate judgments. This is why judgment devices are invaluable in the singular market, as the 

issues lie not with information asymmetry because uncertainty cannot be eradicated simply by 

extending information and calculations (Ibid.). 
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Judgment Devices 
Judgment devices are the tools that provide buyers with knowledge to reduce opacity of the market 

and assist them in making reasonable choices without which the market of singularities could not 

function. This knowledge must be credible, and in order to be credible those who use judgment 

devices must trust them, for them to work efficiently. They come in different forms but all are 

communicational at their core. Some promote agendas, some give impartial information, some aim 

to protect consumers, etc. They employ a diversified range of practices that combine teaching, 

seduction and persuasion amongst other elements; are built by multiple actors; producers, 

marketers, mass media, sellers, and personal networks; and can be divided into five broad 

categories: networks, appellations, cicerones, rankings and confluences (Karpik 2010; 45) 

 

Networks 

There are three types of networks: personal networks, networks and practitioner networks. 

Networks are usually invisible, but are very robust and effective social structures (Karpik 2010). 

Personal network encompasses interpersonal relations, including family, friends, colleagues, and 

other contacts of the personal realm. They emerge spontaneously, are socially invisible, and operate 

by circulation of word of mouth. The personal network provides its users with credible knowledge 

about products, via one or several persons chosen from any position in their network, based on the 

peoples’ personal experiences, capitalized knowledge, and usually free from opportunism. In the 

music market the personal network can be detected when an uncertain consumer asks for a friend’s 

opinion of a new song; when a co-worker recommends a music album to a college; or when an 

acquaintance on Facebook encourages a boycott of a disliked artist’s work. Practically, whenever an 

individual provides others with knowledge and information, based on personal experiences about a 

musical work or artist that is the personal network operating, regardless of the mediated form of 

these messages. As bloggers also write and share personal experiences and knowledge, blogs can 

also employ personal network devices. 

 

Trade networks consist of sellers, their representatives, and buyers, which during uncertain 

situations can provide the trust that is crucial in relation to exchanges. This network includes all the 

parties that have a stake in the sale of a product on one side, and consumers on the other. When an 

uncertain consumer in a store asks a salesperson which product would be best to get, this is a 

manifestation of the trade network. Here the salesperson might provide an honest answer to which 
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product would be best for the consumer, however there is still an underlying agenda of wishing to 

sell something to the consumer. This network also includes marketers, and other representatives, 

employed to lead consumers to purchase, and to highlight the advantages of the products, at the 

expense of the disadvantages. This network assists the consumers in providing technical and 

intricate knowledge about a product/service. Its actors however are not entirely unbiased, if 

unbiased at all. On music blogs they reveal whenever an artist, manager, promoter, or anyone else 

who would benefit from the success of a product, is quoted, or whose explanations are referred to 

by a blogger. 

The network the practitioners’, is the network of professionals and the circulation of knowledge of 

non-observable events amongst professional practitioners. This device will not be elaborated on 

further as this is not a practitioner-to-practitioner communication case. 

 

Appellations 

Appellations comprise the titles associated with some attributes, and meanings that define singular 

products or groupings of singular products; e.g. quality labels, certifications, and brands. 

Appellations thrive on their social meaning, and by being placed on a singular product the social 

meaning of the appellation along with its connotations is transferred to the product. Simultaneously 

the product it is associated with affects the overall meaning of the specific appellation. 

I recognized six different appellation devices throughout Karpik’s description of devices (Karpik 

2010). 

(1) Certification: A label, which confirms certain characteristics or achievements of a 

product/service/artist, such as certifications for a certain number of music records sold, or 

shipped. Certifications can also cover the reference to achievements which are not awards, 

such as the selection of an artist/a work to participate in a special or prestigious event, or a 

very earning a very honorable achievement or title. 

(2) Label of origin: A label that ensures the consumer that the uniqueness of the good/service is 

rooted in the mandatory use of specific production methods, and/or special geographical 

locations certified by an authorial administration. In the music industry this equivalent to 

referring to specific producers, or writers, who use specific methods and tools in their 

production of musical works. 

(3) Product brand: A label upholding a meaning containing and maintaining its identity, as well 

as the product/services it represents over time and through space. By naming a product 
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brand that endorses a singularity, some of the power and meaning of that brand transfers to 

the value of the singularity and artist, and links the singularity to the social world of the 

brand. If consumers know and are opinionated about a brand, these opinions can color their 

perception of the singularity connected to the brand. 

(4) Umbrella Brand: A label upholding a meaning containing and maintaining its identity as 

well as the brands it represent over time and through space. This device’s function is similar 

to that of product brands, but on a higher level, as umbrella brands consists of multiple 

brands, which are furthermore made up of products/services. 

(5) Professional title: A label describing a functional role, which might have meaning to how 

good an artist/craftsman is perceived to be, based on the likelihood of achieving the specific 

professional title and the connotations attached to it. 

(6) Quality label: A label ascribing an approval, as well as upholding a meaning containing and 

maintaining a certain quality or trait connected to the label, as well as the 

product/service/artist associated with it through space and over time. This label ensures the 

consumer there is a certain explicit and measurable quality, or standard, that can be expect 

from whichever the label is attached to. 

In general, appellations help structure singularities by structuring the labels that are attached to 

them, and the shared image-space with other similar, or like-products. 

 

Cicerones  

People and experts who act as critics and guides are also calls cicerones. A cicerone offers specific 

evaluations of singularities, in this case music, and is usually covered in vague and symbolic forms 

of authority. These evaluations can be delivered in any mediated form, and are objective compared 

to renditions delivered personal network device, more reminiscent to traditional media’s music 

critic and musical guide. I distinguish between three types of cicerone devices: Critique, guide, and 

comparative review.  

Critiques are devices, which are specific evaluations of a singular product. This encompasses 

amongst other things a music album review, a critique of an artist’s abilities, and the appraisal of a 

song. However, if a blogger bases the critic of a singularity on the critic of another artist and/or 

musical works produced by this other artist, then it is a comparative review. Comparative reviews, 

namely compare singularities by different artists as an outset for positioning their critique, as well 

as placing the product/artist in a societal and musical relational context.  
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Guides however as I define them only compare products to other products of the same 

artist/producer or very similar musical works. Here the goal is not to criticize a product, but to refer 

to variation of the product, similar products, or other works of the same artist. Blogs use guide 

devices when they mention or recommend other products by the same artist or similar to readers, to 

increase their knowledge about a certain group of musical works.  

 

Rankings  

There are two forms of ranking devices: expert rankings and buyer’s rankings. Rankings are 

hierarchical schemes of singularities according to the specified criteria (Karpik 2010). 

Expert rankings are occupied with prizes and nomination-acknowledgement awarded by juries, like 

music awards and award nominations. As the case of appellations, the meanings and values 

associated with a specific award, and all its former recipients, will transfer to the singularity or artist 

that wins it, and in some cases also to the nominated parties, depending on how prestigious and 

socially valued the award is. The main part of expert rankings is that the awarding jury is perceived 

to be a panel of experts, or a panel of authoritative status. In some cases the audience can vote about 

who should win an award out of the nominees, however an expert jury has still selected the pool of 

nominees to be voted upon. 

Whereas buyer’s rankings are rankings based on the choices of the people/buyers. Some charts 

depict a ranking of a week’s best selling records, others the week’s most played songs on radio, and 

others are based on consumer votes/requests. In all cases the rankings are more illustrations of 

people’s actions and choices, making them more ‘democratic’ pictures than the ‘technocratic’ 

nature of expert rankings. 

 

Confluences 

Confluences are functions that gather, collect, or channel buyers, such as shopping malls or luxury 

shops (2010). Shopping malls and luxury boutiques select brands, singularities and outlets of which 

the consumers can choose from. They base this selection of brands on the image that they want to 

project, and also the consumers that they wish to attract. In the music blogosphere confluences are 

represented by the websites and functions that cater to consumer’s purchase needs; websites or 

online shop functions that enable consumers to order, by, or download songs, and other musical 

works. Like physical stores, online shops also select which songs, artists, and catalogues to feature 
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and display to consumers. I assess that blogs use confluence devices when they refer to website or 

shops where readers directly can purchase the works they are reading about. 

 

Model: Overview of judgment devices. Inspired by Karpik 2010. 

 
 

The Functionality of Judgment Devices 
Consumers delegate power to judgment devices as authoritative entities, and in return trusts that this 

loyalty will ensure a guarantee and support in searching for singularities. Giving trust voluntarily 

also recognizes and establishes the authority of the trusted entity. When a device shares a particular 

view with a consumer, it can benefit from strong identifications, and receive additional authority, 

especially if the device is part of the same community as the consumer, or partakes in desirable 

projects. 

Judgment devices do not produce transparency between products and consumers, but offer oriented 

knowledge, which implicitly as explicitly sets the conditions that the consumer must follow in order 

to ensure a satisfying adjustment between themselves and the product. A consumer’s interpretation 

of products relies on their social tools; personal cognitive resources; and surrounding environmental 

resources. Devices feed knowledge into the individual’s environment. The oriented knowledge can 

add to consumer’s pre-existing knowledge, and reduce the blanks hindering the consumer in 

shaping a judgment. Implicit and explicit evaluations thus become building blocks, which can 
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confront or add to other evaluations, enabling consumers to freely adopt one or several judgments, 

either instinctively, with reflection, or through comparison. 

Judgment devices are equally representatives, cognitive supporters, and active – and sometimes 

opposing - forces. This complexity and heterogeneity of the strategies, the consumers, and the 

devices is what supports the notion that the devices, producers, or sellers that are capable to build 

the largest symbolic authority are the ones who gain the greatest influence on consumers and their 

choices (Karpik 2010). 

 

Judgment and Taste 

Decision and judgment are two different procedures of economic choice making. The former is 

primarily based on calculation and the latter primarily on qualitative standards. Judgment relates to 

singular goods, by being a plurality of evaluation criteria, knowledge, and general truths. Decision 

is based on information, which is objective knowledge, and a universality of rational choices. In the 

singular markets knowledge replaces information, as knowledge is a produced interpretation, which 

itself is subject to interpretation. The validity and deception of knowledge thus varies, but it enables 

consumers to deal with varied combinations of interpretations, logistics of value, and cognition in 

singular markets. Dealing with the plurality of evaluation criteria, multidimensionality, and 

incommensurability of singular products, it is not sensible to attempt to calculate the most 

objectively rational decision. The relative product value depends on a comparison, established by a 

process of discussion and persuasion (Karpik 2010). 

 

At the root of judgment is taste. It lies outside calculation, and yet it is a universal mode of thought; 

most people can state what they do or do not like. Judgment of taste is specific, applied to certain 

cases, and supported by particular opinions. This makes people particular units with their own 

standpoint from which they assess particular matters. Combined these people constitute the plurality 

of the worlds. Taste deviates from the other senses because it gives inner sensations that are entirely 

private and incommunicable, and therefore unique. Taste falls in an area that leaves discussion 

pointless, and where the rule of “to each his own” governs. Subjectivity becomes irreducible, as no 

argument can autonomously change someone’s taste. 

Judgment, derived from taste, differs from it by its reference to other judgments. Judgment chooses, 

but choice is also founded on the time interval between immediate and postponed pleasure, and 

about the social representation of particular objects. This makes judgment reflexive, as it is not 
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merely a matter of ‘liking’ or ‘not liking’, but also ‘when’ and ‘where’ pleasure will occur, and 

what it represents (Karpik 2010). Judgment cannot be separated by other characteristics either, as 

subjectivity is connected to the totality of the world, and sociability. This makes judgment both 

particular and public; if a judgment is shared with others it can become relatively general, but not 

universal. A general public judgment can prospectively affect future judgments, creating somewhat 

of a hermeneutic circle. 

Oriented knowledge, combined with the interaction between the comparison of knowledge, and 

interpretation, stemming from a direct contact with the products, enables the direct comparison of 

singular products. Judgment, which is a combination of all the former collected into one arbitrary 

synthetic decision, is thus the base of the ability to compare otherwise incommensurable objects 

(Ibid.; 42). These arguments outline the essential reasoning behind the concept of judgment devices. 

 

Categories of Judgment Devices 
Besides the five types of judgment devices, devices can be divided by additional characteristics. 

Networks are per definition personal devices, and appellations, cicerones, rankings and confluences 

are impersonal devices. 

What the impersonal devices have in common is they provide consumers with an impersonal 

knowledge of the products combined with an aesthetic universe revolving around originality, 

incomparability, and uniqueness, but other judgment criteria can always become applicable. Here 

devices ensure the circulation of the same discourse and knowledge for everyone, through mass 

media, with the attentiveness that the knowledge becomes an object for individual interpretations 

and reinterpretations. Impersonal devices are further subdivided according to two dimensions. First 

according to the knowledge provided to the consumers, distinguishing between substantial and 

formal devices. Second according to the strength of the market’s profit orientation, distinguishing 

between critical devices, usually of small markets, and commercial devices, usually of large 

markets. 

 

Substantial devices are centered on diffusing specific contents of singularities. This is an absolute 

qualification of a product; valuing a product according to its own particular characteristics, like a 

critique of a musical work. Substantial devices include critical reviews, guides, promotions, 

commercials, etc., and are usually concerned with criteria of an aesthetic nature, and the value given 
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to originality. The provided knowledge can be detailed and articulate, or be as simple as a sign or an 

image. Above all the devices offer specific knowledge/qualification. 

In contrast to substantial devices, formal devices revolve around the relative positions of 

singularities; meaning a product qualification based on singularities’ characteristics compared to 

those of other singularities. The relative knowledge/qualification is e.g., conveyed through ranks 

attributed to a product. Some devices give awards in agreement with specific content, based on a 

comparison between different products, and others take their rankings from charts, whose nature 

can be composed of different explicit criteria. The formal devices focus on knowledge that selects 

singularities as winners at the expense of unselected and losers (Karpik 2010).  

 

The help provided by oriented knowledge changes meaning depending on whether the devices in 

question are commercial or critical. 

Critical devices act more like counter forces, meant to inform, teach, and protect the public through 

more or less visible logic and control. Cicerones, personal networks, and appellations based on 

administrative authorities, and quality appraisal, are examples of typically critical devices; devices 

concerned with product evaluation, and consumer protection. 

Commercial devices are those that focus on adding social and commercial value to singularities, 

with the purpose of leading to sales. Each commercial device attempts to win over others. These 

struggles have amongst other things been affected by the growing involvement of market 

professionals in markets, shifting the focus from comparison of products to comparison of judgment 

devices, and in some cases concerns brands more than the products in themselves. Commercial 

producers try to channel consumers, by trying to heavily influence their decisions; offering specific 

information that make them more persuasive than competitors; and eliminating or limiting 

consumers’ choices though monopolistic or oligarchic situations. Confluences, trade networks, 

rankings, and appellations dedicated to heighten a singularity's commercial value are typical 

commercial devices (Karpik 2010).  

 

Qualification of Singularities 

Karpik defines the qualification of a product as “any change in the product meant to stimulate the 

desire of the buyer and increase the economic gains of the seller” (Karpik 2010; 87). These 

changes can be practices that affect devices, products, budget mobilization, and market 

professionals such as. They can take many forms such as product conception, advertisements, 
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promotion, organization of selling sites, construction of beliefs, sponsorships, etc.; in short the tools 

and mechanisms earlier described under marketing. Product qualification and requalification may 

be the accumulation of direct product intervention through marketing; the result of interpretation of 

judgment devices via oriented knowledge; as well as the result of the consumers’ interpretations.  

A judgment device can over-qualify (singularize) or de-qualify (de-singularize) a product through 

linguistic tools. Products, services and people can thus go from being ‘generic’ into becoming 

‘works of art’, ‘luxury goods’ and ‘stars’, regardless of the products material transformation. They 

can however also go from being perceived as unique, to being presented in generic terms. These 

transfigurations lead to changes in symbolic value, price, taste, and clientele (Karpik 2010). 

 

This makes it clear that music publicists can use judgment devices to qualify musical products and 

artists, and raise their symbolic and commercial value at best. Nevertheless judgment devices are 

crucial for music publicists and music consumers alike to spread knowledge about the musical 

products, and connecting consumers to artists, or works they might like. 

As the functionality of judgment devices is entangled with credibility, trust, authority, and 

affiliation, it would be unwise for music publicists to construct judgment devices meant to directly 

persuade consumers; that knowledge could be viewed as being too dishonest, and thus lead to 

failure. Music blogs however, are notorious for being largely unbiased and would therefore be 

plausible intermediaries.  

It is also vital for marketers to know and understand the workings of a marketing channel, to learn 

when and where it is best employed. Therefore the presence and the nature of judgment devices on 

music blogs are examined to decipher which tools, as in which specific devices, they use when 

communicating to readers and music consumers. A clarification of a blog’s functionality also 

reveals which elements publicists should consider when engaging blogs, and encouraging them to 

portray information in a manner fitting to the their agenda. 

To assist in understanding the choices bloggers make in regards to which news or information to 

feature on their blogs Sheth et al.’s (1991) theory about choice behavior and the underlying values 

is presented in the following chapter. 
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Consumption Values and Consumer Choices 
In the theory of consumption values five consumption values that influence consumer choice 

behavior are identified: Epistemic value, functional value, social value, conditional value, and 

emotional value (Sheth 1991). 

The theory focuses on the values that underlie consumers’ choices to by or not to buy a product, and 

the theory is applicable to choices involving a full range of product and service types. In this case 

the theory is applied to investigate the underlying values behind bloggers’ choices of news 

selection, to illustrate which criteria they operate by. 

Three fundamentals are at base of the theory; consumer choice is a function of multiple 

consumption values; the consumption values make differential contribution in any given choice 

situation; and the consumption values are independent. Any decision can be influenced by any, or 

all of the consumption values (Ibid.). 

 

Functional value is defined as; “The perceived utility acquires from an alternative’s capacity for 

functional, utilitarian, or physical performance” (Sheth 1991; 160). This means that the functional 

value is manifested when a choice posses noticeable functional, practical, useful, or physical 

qualities. The functional value is traditionally connected with classic economics, where consumer 

choices are based on reliability, durability, and price. On music blogs this value is present in 

situation where bloggers discuss the functionality of a musical work, like its abilities, traits, or 

capabilities. When bloggers link to web shops where products can be bought, or mention price-

related issues, this is also a depiction of functional value, as it relates to the worth of the work’s 

abilities, and provide readers with information of where practical purchasing is possible. 

 

Social value is connected to the choices where an option is associated with one or more specific 

social groups. This is regardless of whether or not it is positively or negatively stereotyped 

demographic, socioeconomic, and cultural-ethnic groups. It is especially connected to products 

meant for sharing with others. E.g. a product may be chosen for the social imagery it conjures, 

rather than for its functional attributes. Even functional products, like a phone, may be chosen on 

the basis of its looks or brand, and thus social value (Sheth 1991). On blogs social value shines 

through when bloggers connect or compare a singularity with the social value of other artists, 

singularities, brands and labels; entities that have a symbolic social value and meaning, which 

consumers can relate to or distance themselves from. Social value in singularities enables 
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consumers to position them in a personal framework accordingly. When bloggers compare 

unknown or new works to older or popular ones, consumers can compare their own taste to that of 

others, or consciously chose products on the basis of which social groups they adhere to, or the self-

image they wish to project. 

 

Emotional value correlates with a choice being made based on the chosen option’s abilities to 

arouse feelings or affective states of mind. A choice also acquires emotional value when it is 

associated with certain feelings, causing them suddenly, or preserving them over a period of time. 

Emotions are often associated with aesthetics, as perceived beauty or lack thereof arouse certain 

feelings in people. Products, which are associated with certain memories, feelings, or any of the 

human senses, are also products that exude a form of emotional value (Sheth 1991). When bloggers 

describe how a work makes them feel, or their opinion of a singularity based on its aesthetic, these 

statements are emotional-based.  

 

Epistemic value is manifested through a product’s ability to arouse curiosity, provide novelty, and 

relates to satisfying a desire for knowledge. New experiences are thus definitely expressions of 

epistemic value, as are small changes, or alternate additions, to the ‘usual’ choice  (Sheth 1991). 

Epistemic value comes across on a blog when bloggers highlights a singularity or an artist based on 

their newness, or when they provide knowledge, which they perceive to be new or unknown to the 

readers. This knowledge can take the form of analyses, discussions, or a blogger’s personal 

thoughts on a matter found to be intriguing, for example. 

 

The last value, conditional value is the value, which is associated with a specific situation or a set of 

circumstances facing the choice maker. Preceding physical events or social future events that 

enhance a products functional or social value are situations that illustrate the presence of 

conditional values (Sheth 1991), such as music award shows, or exclusive and prestigious events, 

where only handpicked artists and works are welcome. Holiday-specific songs, or event-specific 

performances are also indicators of products instilled with conditional value. Even subtle 

associations, like jingle bells in a song to connect it to the Christmas season, are conditional. 

 

The five consumption values make differential contributions in specific choice contexts, meaning 

that they are expressed, and are highlighted, differently in every situation where a choice must be 
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made. The different values are independent, but as a consumer recognizes each value, they each 

contribute incrementally to choices. There are no rules stating that the more values present the 

better, or the fewer the better, as that comes down to the specific consumer, product, and situation 

(Sheth 1991). It is thus important for publicists to understand one’s product and the nature of one’s 

users, to know which values to play on in a pitch for bloggers, for example. 

By examining which of the five consumption values were prevalent in each of the found judgment 

devices in music blogs, aspects of what bloggers found striking in singularities became apparent. 

The findings can also work as another layer to describe the nature of blog-present judgment 

devices. Further, if a blogger is a person writing about personal opinions about the music industry, 

and somehow a representative for its readers, then the blogger’s choices might reflect how its 

readers would react too. By looking at the blogger’s consumer choices, it might indicate the choice 

patterns of consumers with the same taste-preferences. 

 

The following study firsts examines music blog post texts for judgment devices, or representations 

thereof, and secondly, determines which consumption value is prevalent in those found textual 

representations of judgment devices. The goal was to yield results that explain how music blogs 

function, and how music publicists can exploit that functionality. 
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6. Methodology 

Philosophy of Research 
This research study is based on a social constructivist epistemology, which states that the physical 

and social reality as human beings perceive it, is constructed by historical and societal processes. 

Social constructivism is concerned with the relations between thought and reality, a recognizing 

subject and recognized object, and the language and what the language is about. This research paper 

is concerned with the social construction of identity, culture, judgment, value, preference, and 

choice, among other things. Social constructivism is a vast philosophical paradigm with many 

lineages, but the common assumptions that are followed are: 

• Anti-essentialism: The idea that individuals and societies alike are products of social 

processes, and that no given nature determines the shape of an individual or a society. 

• Anti-realism: The idea that knowledge and cognition is not a reflection of reality, but an 

interpretation of it from a specific perspective. 

• The idea that human knowledge is not static, but essentially influenced by the social and 

cultural context it occurs in, 

• The idea that use of language is equivalent to actions. To say something, is to do something 

• The idea that emphasis should be placed on social practice and social interaction, which 

constitute social processes. 

• And the idea to focus on dynamic social processes when analyzing social phenomena. 

Especially interactional constructivism, also called symbolic interactionism, has been the 

philosophical pivot of the case study, where focus is put on interactions between individuals, and 

how it is reproduced in society and shapes mundane life. Social interactions revolve around 

impression management, referring to how individuals stage themselves according to others. 

Sociologist Erving Goffmann describes through a theatre metaphor how social interactions occur on 

many different front stage, separated from individuals’ back stage - where personal actions, 

feelings, and thoughts freely exist. However on the front stage, individuals ‘play a role’ while 

interacting with an ‘audience’, fitting with the stage’s norms, logics of appropriateness, or the 

individual’s desired image-projection (Rasborg 2004; 365). Through fronts, where an individual 

acts in a general and determined manner with the purpose of defining the situation for those 

observing, and settings, where interior and exterior designs establishes the frame for the human 
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interactions, Goffmann anticipated how individuals use lifestyle markers to stage themselves. 

Lifestyle markers can be expressed preferences, music of choice, clothing style, choice of car, etc. 

One can view an individual’s actions as a continuation of a self-desired image that others should 

perceive, but the perception of the individual stems from interpretations of these actions, by the 

present front stage and its inhabitants, not the mentioned individual. A performance in a context 

may ascribe a character to an individual’s role, making the character a product of the performed 

scene, not a cause to it. This role, or an individual’s self, is not a static organic entity, but an image 

that diffusely emerges from the context it performs in. A self can then be perceived to be credible or 

incredible, which further affects how observers react to the self (Rasborg 2004). 

 

When investigating texts as documents with an interactional perspective, the objective of scientists 

is to perceive the document as a material that obtains meaning in, and exudes meaning to, the social 

context in which the document is produced and consumed in; a focus on its ambiguity, context, and 

productivity (Järvinen 2005). Documents like blog post text do not simply ‘describe’ reality, but are 

perceived as actors that ‘act’; they categorize, legitimize, problematize, dissect, and relate, e.g. 

Media texts are perceived to be mediated knowledge, created in a specific social institution. The 

concern here is how documents articulate and ‘construct’ a reality, with its underlying meanings 

and opinions, within this context (Arnoldi 2005). 

It is this notion of a music blog institution that this study tries to uncover by investigating accessible 

blog texts, their actions, and the knowledge they disseminate. A music blog is thus a document, 

spreading knowledge, but also an active and interacting actor that construct realities, but is also 

shaped and formed through its interactions with other actors. 

 

Research Method 
To identify patterns of theory in the data thematic analysis is used as a research method, thus 

implying a deductive reasoning approach to the study. Thematic analysis is a way of analyzing 

qualitative information, through systematical observations, and helps to convert qualitative 

information into quantitative data. 

In the process of encoding qualitative information an explicit code is required. A code can either be 

a list of themes; a complex model with themes, indicators, and qualifications that are causally 

related; or something in between the two types. A theme is a pattern found in the information that at 

least describes and organizes possible observations, and at the maximum interprets aspects of the 
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phenomenon. A theme can be identified at the manifest level; where it is directly observable in the 

information; or at the latent level, where is it is found underlying a phenomenon (Boyatzis 1998). 

Themes in the code governing the encoding process were derived from definitions, explanations, 

and traits expressed in the theories of economics of singularities (Karpik 2010), and consumption 

values (Sheth 1991). 

The inherent assumption in this method is that researchers cannot be completely unbiased but takes 

outset in their accumulated knowledge. To see a pattern as something else links new or emergent 

patters with any and all patterns previously observed, and considered, either by the researcher, or by 

others, retrieved through reading their works. 

 

Thematic analysis was used in a content analytical manner - examining the content of written texts 

as representation of recorded human communication. Two types of content analyses prevail: 

manifest- and latent-content analysis. Manifest-content analysis is the count of visible or apparent 

manifestation of the code in the text, by the use of specific words, phrases, or specific collections of 

words and phrases in sentences, whereas a latent-content analysis inspects the underlying and 

implied aspects of the phenomenon under observation. Here focus is on counting the meaning of 

what the word, phrases, and sentences represent, or imply correspondingly to the code, and not 

merely an explicit written representation. Latent-analysis is therefore more interpretive than 

manifest-analysis. 

Both approaches have their strength and weaknesses. The manifest level of analysis may seem like 

an apparent way to attain observations, and provide a sense of control over the material, but much 

of the richness of the information risks being unanalyzed. Latent-analysis can seem elusive and so 

intricate, leading to confusion about the meaning of the themes, but through interpretation it can 

provide a much richer and nuanced picture of the studied phenomenon (Boyatzis 1998). 

Thematic analysis permits the use of both analysis-types, but as a blog reader I knew that blog texts 

do not state when they use specific devices and values, and if so it is rarely in the terminologies of 

Karpik and Sheth et al. A heavily latent-driven analysis was therefore inevitable. 

 

Boyatzis (1998) emphasizes the importance of a researcher to have knowledge about the research 

area, as the researcher must be able to determine what is important, give it meaning, and 

conceptualize the observations. Qualitative research involves emotional, value-driven, and 
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theoretical preconceptions, preferences, and worldviews, which shape the researcher, and the 

manner in which the research handles, views, and interprets its data. 

As a passionate music blog reader, a very critical music consumer, and a student and practitioner of 

PR marketing practices, I believe that my preconceived insights into this field makes me capable of 

conducting this study, prioritize importance given to different elements, and recognizing 

intersections. My acquired knowledge has also shaped the formation of this project and research’s 

design. However, as a music blog reader with positive experiences of being introduced to musical 

works, which I bought through them, I may be biased in my personal believe that music blogs are 

very beneficial for music consumers and publicists alike. I have been aware of this potential bias 

through out my research, to reduce its projection into the study. 

 

Issues with sampling can occur because the raw information that can be collection, processed, and 

analyzed is filled with contamination from factors or variables that the researcher is unaware of, and 

preexists before even sensing themes, developing codesm or validating observation. Some 

suggestions form Boyatzis (1998) to lessen the problem of sampling are the importance of 

reviewing the unit of analysis versus the unit of coding, by considering who or whom is observed, 

and how the encoding should be conducted; clarify what the unit of analysis and the unit of coding 

are; and establish a protocol or guide for information collection. 

My unit of analysis is the collection of music blogs, and my unit of coding is the separate blog 

posts. To be more precise the referral to, or mention of, singularities and/or musical actors within 

the separate blog posts is my unit of coding. When I code for values within the found judgment 

devices, my unit of coding becomes the judgment device. 

I only coded written text, which was written language, or a representation of recorded 

communication. I did not code headlines, encoded video, audio, or images, or links, which were not 

embedded in written text, as written language. I did not include the content of the webpage, which a 

link referred to. I have thus not seen nor heard any of the embedded music videos, interviews, or 

sound clips, but merely looked at whether or not judgment devices could be found in the language 

of the written text, as that particular blog post is presented to the reader, and not in relation to the 

content of all the websites, videos, and audio clips it links and refers to. 

Not all blogs operate in a completely comparable manner, therefore four categories of blogs were 

established, consisting of two or three blogs, as a means to create a balance between making 
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somewhat accurate, and somewhat general assessments of the results. These categories are sub-

units of analysis. 

Because I worked alone on this project, I could not rely on others to establish reliability, I did 

however, try to be aware of my focus while coding, and follow my explicit code, to ensure the most 

optimal coding possible. 

 

Karpik (2010) argues that in the market of singularities, including music, consumers need judgment 

devices to make reasonable consumer choices. Dealing with music blogs as a communication 

medium and tool for music publicists, main questions were; are there any judgment devices present 

in music blogs, and if so to what extend? If there were any devices to be found, which kind of 

devices were they, how many of each type existed, and how were they presented? 

To look at their functionality, the question of which of the five consumption values the devices 

represented, and how often these different values could be found was added. Thematic analysis 

enables the extraction of quantitative outcomes out of qualitative data. 

 

The deductive approach is based on my preconceived assumption that the mapping of judgment 

devices and values embedded in blog texts, would lead to an understanding of blogs’ functionality. I 

thus developed a code based on the definitions provided by Karpik (2010) and Sheth et al. (1991). 

Through Karpik’s literature I identified 15 different specific judgment devices that I encoded the 

blog texts accordingly to. And within those found judgment devices, I coded for the five 

consumption values presented by Sheth. These 15 themes of devices, and five themes of values, 

became the code (see appendix E) that was applied on the texts through searching for consistencies 

with the code. By using the theories of other researchers the possible transferal of their assumptions, 

projections, and biases into study has to be accepted. Also my personal interpretation of the 

theorists’ theories, and how their concepts correlate, were very influential in creating the code, as 

the themes have been molded based on the theories, but to comply with this particular area of study. 

 

Research Design 
The sample size consists of 100 blog posts, ten posts from each music blog, and in their review the 

texts were observed as they would appear to readers of blogs. Each post was coded individually for 

the presence of judgment devices, and a specific judgment device was coded once per singularity 

and per post. Meaning: If a blog post starts by critiquing a song, then critiques the song’s artist, and 
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afterwards critiques the song some more, then that is two scores of judgment device presence, and 

not three; one applied on the song, and one applied on the artist. This was decided, as the repeated 

use of the same judgment device on one entity is perceived as a continuation of the prior use of the 

device, and not several separate devices despite interruptions caused by the blogger’s text structure. 

Once a judgment device was detected it was classified as either a personal or impersonal device. 

If impersonal it subsequently was labeled either substantial or formal, and critical or commercial, 

based on the context and manner in which it was presented, and used compliant to the codebook. 

Boyatzis (1998) calls these classifications for clustering. The ingrained hierarchy of the clusters 

helped gain a better overview of the results and achieve a higher abstraction level in analyses and 

interpretations. Each manifestation of a judgment device was coded for the presence of a 

dominating consumption value. Only one value was encoded as there always is always at least one 

value involved in driving a consumer choice, so to ensure consistency in sampling and reduce 

confusion, led by latent-analysis, in trying to investigate the presence of each value in one device, 

the coding was kept to a minimum. This also meant that every judgment device would to be 

ascribed a consumption value. Though only the most prevailing value of a judgment device was 

coded, others could still be at work, just undetected. 

 

The coding was conducted by highlighting the text, which was conceived to be a judgment device 

in a bold format and attaching a note number to it in square brackets to illustrate that it was not a 

part of the observed text. Subsequently the note number can be found in the code notes, where a 

short description, and the classifications of the coded judgment device can be found in tables (see 

appendix C). The judgment device was primarily scored for its presence, followed by what is called 

frequency scoring conditioned on the coding of presence or absence, to determine which of the 

coding/device options were satisfied in the found theme (Boyatzis 1998). Because of time restraints 

it was not able to rely on test-retest reliability, meaning coding all of the data twice or several times 

at different occasions to ensure consistency in judgment, acknowledging that such a design would 

have been appropriate to ensure the accuracy of findings, and that thus the likelihood of 

contamination in the project is higher than it needed be. Confidence is therefore all that is left to 

rely on; the belief or trust that the phenomenon under investigation has been captured and that the 

derived judgments are sound. 
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Data Collection 
This section describes how the data was collected, and more specifically why it was sampled as it 

was. 

As an active music blog reader, I had a notion of which popular blogs existed about pop and urban 

music. I then through social media made informal inquiries asking my personal network for input to 

verify which pop music blogs were popular among blog users. I subsequently went to the blogs to 

search for references and links to other music blogs. I also went to the social media profiles of the 

different blogs to see how many followers they had on Twitter, and how many likes (followers) 

they had on Facebook. This was to ensure that the blogs had some sort of a measurable audience, 

made up of followers, readers, and supporters, to only survey blogs that consciously did write posts 

for ‘someone’, as oppose to themselves as a personal diary, or a non-existing audience. As I did my 

study with an interactional perspective, I perceived actual interaction to be pivotal. I am aware that 

the amount of social media followers and website traffic numbers might not reflect the amount of 

actual blog post readers, but the numbers do indicate a notion of an existing audience with some 

interest in the blog. This indication might also affect the bloggers, as they would be aware of the 

audience they perform in front, and possibly engage with. 

 

I ended with a pool of ten blogs all rooted in pop and urban music (see appendix A for overview). 

All the blogs have been active from January 2012, with sufficient blog posts needed to conduct the 

study. Ten blog posts were sampled from each blog, providing 100 blog posts to code. The sample 

size was sufficient in showing the various ways that music blogs write about music, and more data 

would not have provided me with remarkably different results than harvested. 

Random sampling increases the likelihood of sound generalizations to population (Boyatzis 1998). 

When the group of blogs to sample from was decided, information was easily gathered from them. 

At random a music blogs were accessed and its text, pictures, links and additional content were 

harvested from its most recent blog posts. This was conducted once for every blog. This is what is 

called sampling by events, as the occurrences of blog communication regardless of the time span 

between postings, or their length from each source, is what were sampled. Blogs usually post posts 

that are relatively unrelated, and in a seemingly random order based on the blogger’s interest and 

will. With no apparent strategic order dictating blog postings, it is assumable that taking the latest 

blog posts is equivalent to a random sampling of the blogs, and that this random sample is 

representative of the richness of blog texts, and the generalizability to the population of texts. 
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The data was collected from the same period of time, so the study is more cross-sectional than 

longitudinal, as the state of devices on blogs is what is examined, and not their development over 

time. 

 

Following this review of methodological considerations, the next chapters include a presentation 

and analysis of the coding results ultimately leading to a discussion of how the findings are 

beneficial for music publicists. 
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7. Presentation of Data Results 
In this chapter I will present my findings, which I found through encoding my data. 

I divided the ten blogs into four different categories. Though each blog is unique, four 

distinguishable general types of blogs were recognizable in the collected pool. This was done also 

to enable the possibility of differentiating between the results that can be ascribed to blogs in 

general, and those, which only qualifies for a certain form of blogs. I believed this would allow me 

to make better comparisons between different blogs, and make judgments about the richness of the 

nature of blogs in general. 

Before I continue with presenting my results, and explaining the categories that I have defined, I 

will sum up some of the general observations about the blogs. 

When it comes to social media profiles they all have Twitter accounts and a Facebook page by the 

minimum. In terms of commerciality Lytter.dk is the only blog of the collected, that does not have 

any commercials or ads on its website. All other blogs have advertising space on sale to some 

degree, either by themselves, or by the website hosting service they are using. 

 

I decided to distinguish the blogs from each other based on two different parameters that could be 

cross-matched and therefore give four outcomes. 

I judged the blogs based on these parameters from the perspective of the reader, which means that I 

did not initiate, nor did I have any correspondence with the blogs, so my conclusions are solemnly 

based on observing and measuring the blogs’ content or lack thereof, including links and references 

to other sites and third-party information. This allowed me to assess how the blogs initially appear 

to the readers prior to any contact or conversation with their bloggers and producers, which I deem 

to correlate to the fact that my study takes its outsets in deliberations regarding the blog’s use of 

tools through self-presentation. 

First I assessed if the blogs indicated any commercial intentions or not, meaning how important 

profiting on the advertisements on the site is for the bloggers e.g. It could also mean if other 

materialistic rewards, such as money, fame, or other types of recognition plays a role. It could also 

be whether or not the blogs have staff that needs to be compensated for their work on the blog 

through salary, or educational merit for internships. 

The other parameter revolves around how the blogs are organized, either by one or two main 

bloggers, or by a larger group of bloggers working together as a collective. In some cases the 

collective is led by a titled editor and organized like a traditional news medium. 
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Thus we end up with four kinds of blogs where one to two bloggers, or a bigger group of bloggers, 

can blog in hope of gaining some sort of revenue besides followers, or blog voluntarily regardless 

of stimulating any materialistic returns. 

I assessed the blogs individually, and in relation to each other, to determine which category they 

belonged to and to ensure that there was a correlation between the placed blogs within each 

category (Appendix B). Below a graph illustrates how the blogs are divided based on the two 

established parameters, between the classifications, which are named The Intrinsic Writer, The 

Distributing Collective, The Commercial Blogger and The Magazine-like Blog. 

 

Model: Blog Categories 

 
 

General Data Results 
My data consists of 100 blog posts, ten blog posts from each blog. I found judgment devices in all 

100 posts, with a total of 476 judgment devices in the data material, giving an average of 4,76 
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judgment devices per blog post. Below the final results from all the found judgment devices in the 

data are presented in tables. 

Themes   In Total 

Judgment 

devices In total 
476 

Appellation   116 

  Certification 30 

  Product Brand 53 

  Professional Title 0 

  Quality Label 2 

  Umbrella Brand 7 

  Label of Origins 24 

Cicerone   228 

  Comparative Review 29 

  Critique 133 

  Guide 66 

Ranking   21 

  Buyer's Ranking 15 

  Expert Ranking 6 

Confluence   20 

Network   91 

  Personal  68 

  Trade 23 

  Practitioner  0 

From the table we can see that in terms of type of judgment device, the cicerone is in the forefront 

with 228 appearances, accounting for 47,9% of the judgment devices, followed by appellations 

(24,4%), networks (19,1%), rankings (4,4%), and then lastly confluences being the smallest group 

of judgment devices accounting for 4,2% of the total amount of devices. 
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When it comes to the occurrences of the five most visible judgment devices critiques lead with 133 

cases, accounting for 27,9% of the total pool of devices, followed by personal networks (14,3%), 

guides (13,9%), product brands (11,1%), and certifications (6,3%). 

Clusters   In Total 

Impersonal    385 

Personal   91 

Formal   157 

Substantial   228 

Commercial   129 

Critical   256 

When it comes to the clusters that the judgment devices divide themselves in 80,9% are impersonal 

devices, and 19,1 are personal devices, giving a ratio of 4,2 impersonal devices for every personal 

device. Amongst the impersonal devices 40,8% are formal versus 59,2% substantial devices, and 

66,5% are critical devices versus 33,5 commercial ones. This gives a ratio of 1,5 substantial devices 

for every formal one, and circa 2 critical devices for every commercial one. 

Values   In Total 

Conditional   21 

Emotional   150 

Epistemic   154 

Functional   39 

Social   112 

If we look at the values dominating the judgment devices, epistemic and emotional values are 

dominant with respectively 32,4% and 31,5%. Social values are found in 23,5% of the judgment 

devices, functional in 8,2%, and lastly conditional values appear in 4,4% of the data material. 

 

Now I will present the results divided based on the four different blog categories: The Commercial 

Blogger, The Intrinsic Writer, The Magazine-like Blog, and The Distributing Collective. 
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Category A - The Commercial Blogger 
This category describes the blogs that feature one or two main bloggers, who have organized their 

blogs around some economical, prestigious and/or materialistic goals that they wish to achieve. This 

category consists of the blogs: ArjanWrites.com, and That Grape Juice. 

 

ArjanWrites.com is placed here with Arjan being its sole contributor. There are many pictures of 

him on the site (Arjan 2012), as well as on the blog’s Facebook page (Arjan Description 2012). In 

the description-section it is mentioned that he is a blogger for Grammy.com, the website of the 

well-renowned American music awards, The Grammy Awards.1 He has made appearances on the 

popular TV news channel CNN, and is the host of a show called Artist #Talk, a live interview series 

that is produced in partnership with big corporations HP and Microsoft Windows (Arjan YouTube 

2012). Through the blog’s YouTube channel Arjan participates in the videos alongside the 

musicians he interviews, and he is always seen in a red blazer, as some kind of signature look. 

Through his blog Arjan has gained recognition and been invited into the elite realms of music 

media and journalism, and through it he promotes himself in order to achieve more commercial 

work, and corporate partnerships. Therefore he is categorized as a commercial blogger. 

 

That Grape Juice is a blog led by Sam A, who is the main blogger on the site. He is not the only 

blogger on the site, but everyone else’s posts are authored by the undefined ‘That Grape Juice 

Staff’-label. It is not apparent on the website whether this “staff” is on a payroll or not. 

There are several adverts on the site, which take up a significant amount of the blog’s layout. 

The blog has a section titled ‘Advertise’, where it advocates for reasons to buy advertisement on the 

site, citing statistics based on monthly page-views, and the demographic segmentation groups that 

constitutes the blog’s readers (Grape Juice 2012). 

On the blog’s YouTube channel, videos of Sam interviewing musicians, and music producers at 

award shows, and red carpet events can be seen. Sometimes he also uploads videos of himself 

where he evaluates, or delivers a personal comment, on music-oriented issues for his followers 

(Grape Juice YouTube 2012). He is a blogger that actively sells advertising space on his blog site, 

which he also uses to promote and establish himself as a music expert to achieve access to exclusive 

music industry events and meet with high-profiled music industry actors. Thus being commercially 

driven.  

                                                
1 See http://www.grammy.com/  
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Below the data results from this category are presented. 

 

Results From Category A – The Commercial Blogger 

The 135 judgment devices found in the blog posts of the commercial bloggers make up 28,4% of all 

the total amount of judgment devices, with an average of 6,75 judgment devices per blog post. This 

blog category makes up 20 blog posts out of 100, and is thus 20% of the total data material. 

Themes   In Total ArjanWrites.com That Grape Juice 

Judgment 

devices In total 
135 73 62 

Appellation   42 23 19 

  Certification 12 6 6 

  Product Brand 21 13 8 

  Professional Title 0 0 0 

  Quality Label 0 0 0 

  Umbrella Brand 4 0 4 

  Label of Origins 5 4 1 

Cicerone   62 32 30 

  Comparative Review 7 3 4 

  Critique 25 14 11 

  Guide 30 15 15 

Ranking   12 7 5 

  Buyer's Ranking 7 2 5 

  Expert Ranking 5 5 0 

Confluence   2 2 0 

Network   17 9 8 

  Personal  8 1 7 

  Trade 9 8 1 

  Practitioner  0 0 0 
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When we look at this category separately the distribution of judgment devices amongst the five 

different types of devices are as follows; 45,9% of the devices are cicerones, 31,1% are 

appellations, 12,6% are networks, 8,9% are rankings and only 1,5% are confluences. 

In the top five of actual judgment devices we find guides who make up 22,2% of the devices in the 

commercial blogs, followed by critiques (18,5%), product brands (15,6%), certifications (8,9%) and 

trade networks (6,7%). 

Clusters   In Total ArjanWrites.com That Grape Juice 

Impersonal    118 64 54 

Personal   17 9 8 

Formal   56 32 24 

Substantial   62 32 30 

Commercial   46 23 23 

Critical   72 41 31 

When we look at the clusters of judgment devices within the commercial blogger category the 

division of devices is that 87,4% of them are impersonal devices, and 12,6% of them are personal, 

with the ratio of 6,9 impersonal devices for every personal one. Of the impersonal devices 47,5% 

are formal versus 52,5% substantial, and 61% are critical versus 39% commercial. There are thus 

1,1 substantial devices for every formal one, and 1,6 critical devices for every commercial one. 

Values   In Total ArjanWrites.com That Grape Juice 

Conditional   11 10 1 

Emotional   21 15 6 

Epistemic   56 26 30 

Functional   7 2 5 

Social   40 20 20 

The values that drive the judgment devices are reflected by 41,5% being epistemic, 29,6% being 

social, 15,6% being emotional, 8,1% being conditional and lastly 5,2% being functional.  

 

Category B – The Intrinsic Writer 
This category represents blogs with one or two main bloggers, who do not articulate a desire to 

achieve any commercial, prestigious, or other forms of materialistic gains through they blogging. 

Therefore it is concluded that since they do not actively express a wish for material rewards, they 
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must not care about such income. The Prophet Blog and Toya’z World are the blogs that are placed 

within this category. Also these bloggers promote themselves as people to a minimum. Toya is 

completely anonymous, where The Prophet has disclosed that his civilian name is Brandon in blog 

comments, but is besides from that also fairly anonymous. Which is why I conclude that they are 

not blogging to achieve fame or any sort of social standing for their work, but simply because they 

want to. They are intrinsically motivated. Unlike the The Prophet Blog, where The Prophet is the 

only writer, Toya’z World occasionally uses guest bloggers on site. Though as the name implies, it 

is Toya’s blog first and foremost. Toya is not an editor in a traditional sense, nor does it seem as if 

the contributors to the site act as more than Toya’s sources that occasionally are allowed to post on 

the blog (Toya Description 2012). The blog-contributors blog in their own name, and Toya takes no 

responsibility for their posts, she merely provides the platform and an audience. 

 

Below are the results from the intrinsic writers. 

 

Results from category B – The Intrinsic Writer 

The intrinsic writer category makes up 15,5% of the total amount of the found judgment devices, 

with its 74 judgment devices, consisting of an average 3,7 devices per blog post. This category also 

makes out 20% of the data material with its 20 blog posts. 
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Themes   In Total Toya'z World The Prophet Blog 

Judgment 

devices In total 
74 23 51 

Appellation   17 8 9 

  Certification 6 3 3 

  Product Brand 6 3 3 

  Professional Title 0 0 0 

  Quality Label 0 0 0 

  Umbrella Brand 0 0 0 

  Label of Origins 5 2 3 

Cicerone   39 9 30 

  Comparative Review 9 1 8 

  Critique 25 6 19 

  Guide 5 2 3 

Ranking   3 2 1 

  Buyer's Ranking 3 2 1 

  Expert Ranking 0 0 0 

Confluence   0 0 0 

Network   15 4 11 

  Personal  14 4 10 

  Trade 1 0 1 

  Practitioner  0 0 0 

In this category in terms of how the judgment devices are divided between the different types 

cicerones are in the lead making out 52,7% of the judgment devices, appellations make out 23%, 

networks 20,3%, rankings 4,1% and confluences are non-existing with 0%. 

Looking at the actual judgment devices the top five consists of critiques making up 33,8% of the 

total intrinsic writer pool, followed by personal networks making up 18,9%, comparative reviews 

12,2%, and certifications and product brands each making up 8,1%. 
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Clusters   In Total Toya’z World The Prophet Blog 

Impersonal    59 19 40 

Personal   15 4 11 

Formal   20 10 10 

Substantial   39 9 30 

Commercial   15 7 8 

Critical   44 12 32 

When we look at the clusters in this category impersonal devices make out 79,7% of the pool, 

versus 20,3% of personal devices, making a ratio of 3,9 impersonal for every personal device. Of 

the impersonal devices 33,9% are formal versus 66,1% substantial devices. 25,4% of the devices is 

commercial versus 74,6%. The ratio is 1,95 substantial devices for every formal one, and 2,9 

critical ones for every commercial device. 

Values   In Total Toya’z World The Prophet Blog 

Conditional 

 

1 0 1 

Emotional 

 

33 9 24 

Epistemic 

 

19 12 7 

Functional 

 

5 0 5 

Social 

 

16 2 14 

In this category the emotional values are the ones that are the most prevalent being represented in 

44,6% of the judgment devices, followed by epistemic (25,7%), social (21,6%), functional (6,8%), 

and lastly conditional (1,4%). 

 

Category C – The Magazine-like Blog 
This category covers the blogs that are organized in a manner that is similar to traditional news 

media, with an editor and a staff of writers and/or interns. These blogs also have a commercial aim, 

and are revenue-driven. This type includes Popjustice, Idolator, and Rap-Up. 

 

On Idolator it states that the blog is a member of Spin Music, a division of SpinMedia (Idolator 

2012). SpinMedia is a media company that offers specialized services in advertisement, branded 

entertainment, content distribution, promotion, and social media, just to name a few of their 
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products2. If Idolator is a part partially owned by this corporate organization, the site itself must 

also be apart of the commercial philosophy that lies behind it, and on which the partnership was 

founded. Therefore the blog seems to be magazine-like with its numerous writers and contributors, 

with the purpose of attracting audience and make advertising spaces on the blog profitable. 

 

Popjustice is also run like a magazine with two editors and several identifiable contributors, who 

are either, paid staff, interns, or volunteers enhancing their work experience and curriculum vitae 

for future job prospects. This means that the staff’s labor is economically motivated, and if they 

work for free the goal is that their gained experience will lead to better, or paid work in the future. 

The blog also provides contact information for inquiries regarding advertising and sponsorships on 

the site, which is another indicator of Popjustice’s cost-conscious setup (Popjustice Contact 2012). 

An author signs some of the blog-posts, and some are not signed at all, meaning they are posted as 

if Popjustice as an entity was the writer. 

 

Rap-Up started as an accompanying website to a magazine of the same name, and on the website 

the blog represents itself as an American nationwide publication, which has appeared on several 

TV-stations, and in numerous newspapers (Rap-Up Description 2012). However no documentation 

could be found to verify whether the publication has been published since summer 2009, which is 

the last issue that can be previewed on the site(Rap-Up 2012). 

The blog also offers contact information for those who wish to advertise through the blog. It is 

placed in this category because it started of as a magazine publication, but now mainly (if not only) 

functions as a blog, yet still has an active commercial interest in selling advertising space. 

 

Results from category C – The Magazine-like Blog 

Here are the results from The Magazine-like blogs. 

30 blog posts belong in this category, making out 30% of the data material. 109 judgment devices 

have been identified in the category, which results in an average of 3,6 judgment devices per blog 

post, and 22,9% of the total pool of marked judgment devices. 

 

 

                                                
2 See http://www.spinmedia.com/  
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Themes   In Total Rap-Up Idolator Popjustice 

Judgment 

devices In total 
109 37 30 42 

Appellation   31 19 7 5 

  Certification 8 1 4 3 

  Product Brand 18 14 2 2 

  Professional Title 0 0 0 0 

  Quality Label 0 0 0 0 

  Umbrella Brand 2 2 0 0 

  Label of Origins 3 2 1 0 

Cicerone   45 11 11 23 

  Comparative Review 5 1 1 3 

  Critique 27 6 6 15 

  Guide 13 4 4 5 

Ranking   2 0 1 1 

  Buyer's Ranking 2 0 1 1 

  Expert Ranking 0 0 0 0 

Confluence   4 1 0 3 

Network   27 6 11 10 

  Personal  16 1 7 8 

  Trade 11 5 4 2 

  Practitioner  0 0 0 0 

As well as in previous findings cicerones is the type of device that has the most recurrences 

covering 41,3% of the devices in magazine-like blogs. Trailing cicerones are appellations (28,4%), 

networks (24,8%), confluences (3,7%), and rankings (1,8%). Also in this case critiques (24,8%) 

take the lead in the top five occurrences of judgment devices, followed by product brands (16,5%), 

personal networks (14,7%), guides (11,9%) and trade networks (10,1%). 
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Clusters   In Total Rap-Up Idolator Popjustice 

Impersonal    82 31 19 32 

Personal   27 6 11 10 

Formal   37 20 8 9 

Substantial   45 11 11 23 

Commercial   30 18 7 5 

Critical   52 13 12 27 

Looking at the clusters in this category, 75,2% of the devices are impersonal, versus 24,8% 

personal, giving 3 impersonal devices for every personal one. Within the impersonal devices the 

division between formal and substantial devices is 45,1% - 54,9% respectively, with a ratio of 1,2 

substantial devices for every formal one. The critical devices make up 63,4% of the impersonal 

devices, and the commercial devices make up 36,6%, resulting in 1,7 critical devices for every 

commercial one. 

Values   In Total Rap-Up Idolator Popjustice 

Conditional   1 1 0 0 

Emotional   35 7 9 19 

Epistemic   36 11 13 12 

Functional   7 1 2 4 

Social   30 17 6 7 

When it comes to which values shine through in the magazine-like blogs’ judgment devices 

epistemic values take the lead with 33%, and emotional values with 32,1%, followed by social 

values (27,5%), functional values (6,4%) and then conditional values with 0,9%. 

 

Category D – The Distributing Collective 
This category characterizes the blog collectives that do not have commercial intentions with their 

work; they seem to be satisfied with simply writing, and sharing music news with their followers. 

This category includes lytter.dk, PinBoard, and Scandipop. Of the blogs I gathered, lytter.dk is the 

only that does not have any ads or commercials on its blog, nor does it address any affiliation with a 

commercial company or organization. 
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PinBoard Blog is connected to PinboardFilm, which is a film production house that consults and 

produces music videos, trailers, documentaries and footage meant for events and/or promotional 

purposes (Pinboardfilm 2012). Though the film production house sells services, and might generate 

income for the entire PinBoard-organization, the blog is placed in this category, as ads are very 

limited on the site itself nor does it display any desire to sell advertisement banners. 

 

Though Scandipop has its own radio station in the UK and has its own online store it is placed in 

this category, because the number of ads on the blog is minimal, and it does not express any active 

efforts to sell advertising space on the site. Nor does it actively promote the online shop more than 

state its existence. Further more Scandipop is not organized like Magazine-like Blogs with 

indications of commercially driven staff or editors. 

 

Results from category D – The Distributing Collective 

The distributing collective consists of 30 posts in my study, which is 30% of the total data material. 

In this data 158 judgment devices were found, equivalent to 33,2% of the entire pool of devices. In 

average a blog post in this category thus has 5,3 devices. 
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Themes   In Total lytter.dk PinBoard Scandipop 

Judgment 

devices in total 
158 60 32 66 

Appellation   26 10 4 12 

  Certification 4 0 0 4 

  Product Brand 8 4 4 0 

  Professional Title 0 0 0 0 

  Quality Label 2 2 0 0 

  Umbrella Brand 1 1 0 0 

  Label of Origins 11 3 0 8 

Cicerone   82 36 19 27 

  Comparative Review 8 0 4 4 

  Critique 56 30 11 15 

  Guide 18 6 4 8 

Ranking   4 0 2 2 

  Buyer's Ranking 3 0 1 2 

  Expert Ranking 1 0 1 0 

Confluence   14 2 2 10 

Network   32 12 5 15 

  Personal  30 11 4 15 

  Trade 2 1 1 0 

  Practitioner  0 0 0 0 

In this category cicerone devices also dominate making out 51,9% of all types of devices. Networks 

follow with 20,3%, then appellations (16,5%), confluences (8,9%) and at bottom we find rankings 

making up 2,5%. Looking at the specific judgment devices the five most present are critiques 

(35,4%), personal networks (19%), guides (11,4%), confluences (8,9%), and labels of origins (7%).  

Clusters   In Total lytter.dk PinBoard Scandipop 

Impersonal    126 48 27 51 

Personal   32 12 5 15 
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Formal   44 12 8 24 

Substantial   82 36 19 27 

Commercial   38 6 8 24 

Critical   88 42 19 27 

Amongst the distributing collectives there is an overweight of impersonal devices, making out 

79,7% of the total pool, versus 20,3% personal devices. This means that there are 3,9 impersonal 

devices per personal device. 

Isolating the impersonal devices, the ratio between formal (34,9%) and substantial (65,1%) devices 

is 1,9 substantial devices for every formal one. Commercial devices make out 30,2% of the 

impersonal devices, versus 69,8% critical devices, which results in 2,3 critical devices for every 

commercial one. 

Values   In Total lytter.dk PinBoard Scandipop 

Conditional   8 2 1 5 

Emotional   61 32 11 18 

Epistemic   43 10 7 26 

Functional   20 5 5 10 

Social   26 11 8 7 

The values represented in the judgment devices depicted above illustrate that the most common 

values are the emotional ones residing in 38,6% of the devices, followed by epistemic (27,2%), 

social (16,5%), functional (12,7%), and lastly conditional ones found in 5,1% of the results. 

 

For the total and detailed overview of the data results and scores, see Appendix D 
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8. Data Analysis - How Blogs Functions 
In this chapter the analysis, which revolves around uncovering the functionality of blogs, and 

explaining patterns in my data through Karpik’s (2010) perspective is presented. 

Judgments, judgment devices, judgment criteria, and quality competition, are amongst the central 

elements when it comes to analyzing markets of singularities. Each specific type of market 

functions differently, but Karpik developed a typology to study the multiplicity of singular markets, 

called a regime of economic coordination. Each regime is a model, which is “a system of relations 

between particular qualified products, particular judgment devices, and particular forms of 

consumer commitment” (Karpik 2010; 96), thus distinguishable from all other others by a particular 

working logic. Each regime of coordination is a conceptual model only composed of the same 

judgment devices, and alone, or in combination with other regimes, it should explain the diversity 

in the functioning of the particular markets of singularities. Each coordination regime is ruled by a 

particular qualification of singular products. Judgment devices construct these qualifications, 

making the classification of a coordination regime the result of a typology of the judgment device. 

In contrast to the coordination regimes’ conceptuality, my study of a concrete singular market 

sphere proved a variety of kinds of judgment device in use by blogs. I therefore approach my 

analysis considering which direction a majority of the found judgment devices sway to, yet 

accepting that these are at best strong tendencies. 

 

The classification of an economic coordination regime is built on 3 levels of divisions, and 

subdivisions, which encompass all judgment devices: 

(1) The division of devices into impersonal or personal devices,  

(2) The subdivision of impersonal devices according to the type of knowledge provided, and 

according to the market size, which also weighs the strengths of the market’s profit 

orientation. 

(3) And the subdivision of the personal devices according to the relative strength of the rules 

attached to the network-market 

When the divisions are made up, the classification furcates into seven regimes of coordination, 

depicted in the model below: the authenticity regime, the mega regime, the expert opinion regime, 

the common opinion regime, the reticular regime, the professional regime and the inter-firms 

regime. 
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Economic Coordination Regimes (Karpik 2010; 99) 

 

General Observations of the Music Blogosphere 
Amongst the noted judgment devices in music blog posts there is an overweight of impersonal 

judgment devices, of which a majority are substantial, and critical devices. This indicates a 

prevalent presence of the authenticity coordination regime. This coordination regime revolves 

around specific knowledge of specific products, small markets with moderate profit, and an 

originality logic governed by aesthetic criteria. It concentrates the diverse tastes proposed, and 

pursued that valorize loyalty to personal logics of action, and embodies the markets like art, 

fashion, music, etc. The markets are organized around the requirement of ‘cultivated’ and 

‘distinguished’ taste, based on cultural references of both the past, the present, and by the influence 

of cultural complexes. 

Cultural complexes are vaguely structured unities that develop and maintain beliefs, knowledge, 

and judgment around the communal activity of producing and selling specific singularities. These 

complexes unite experts, journalists, producers, associations, and organizations, which intervene in 

the professional and the public sphere by mediating knowledge, know-how, and advice; sparking 

discussions, conflicts, as well as relationships between specific collective activity, and various 
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forms of culture. They are rooted in the symbolic production needed to connect singularities to 

culture, and a historical framework (Karpik 2010). Blogs are here a part of the cultural complex 

rooting products to culture, history, and initiating word of mouth through discussions, and social 

activities. 

 

The authenticity regime is composed by names, as is the music industry, with thousand of names of 

artists, songs, albums, tours, EP’s, and collaborations being added to the pile every year. In 

combination with each other these names become producers, and labels of singular pieces, with 

their own set of connotations, values, and representations of human skills and natural resources 

(Karpik 2010). Each musical product is thus symbolic, and open to an indefinite number of 

interpretations, and its symbolic richness varies with its age, the critique it receives, and debates it 

ignites. Songs and artists, are always connected to how they have been interpreted in the past, and 

are always open to be new interpretations, which is illustrated in the blogs through not only the 

bloggers’ referential abilities, but also their way of interpreting past evaluations from the present, 

comparing past evaluations to present-day evaluations, and allowing past evaluations of an artist to 

color interpretations of new material. 

Musical works, and the authenticity regime in general, is linked to the originality model; a type of 

singularity that embodies the qualities of originality, incomparability, and uniqueness (Karpik 2010; 

17). Artistic and aesthetic values are in the forefront, and highly sought and prized. 

 

Today most music can be heard, sometimes accompanied by a music video, before purchase so the 

uncertainty connected to the product is not a radical one. The uncertainty associated with it relates 

to a work’s interpretations, its authenticity, its aesthetic value, and the actions of the actors involved 

in its creation, and trade, as music is engulfed in social meanings, and values.  

In this regime the fear of making a wrong choice is not only connected with the loss of money but 

equally, if not more so, a matter of staying true to the self, as aesthetic, social, and economic values 

are intertwined and connected with the consumer’s perception of their own identity. Because the 

regime covers markets with the greatest number and the strongest diversity of consumer logics of 

action, makes the music market one of the most difficult markets to navigate in, in terms of finding 

satisfying consumer-product adjustments. Also the uncertainty about the intensity of the sellers’, or 

their representatives’ passion is proportionate to the social value ascribed to the particular symbolic 
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activity, and to the more or less absolute belief in the greatness of art, artistry, and art history 

(Karpik 2010). 

Cultural complexes in this regime are characterizes by critics, art historians, collectors, dealers and 

experts, which are all roles that bloggers take on in various forms, and through use of diverse 

judgment devices. In their critical work bloggers function like technicians in the way that they use 

and redistribute industry-specific vocabulary, sometimes even inventing certain terms, or adopting 

consumer-made slang terms from others; and develop protocols for judgment for comparative 

studies. As judges, they demonstrate knowing, and distributing the knowledge about, the specific 

singular product that they are discussing; and cast judgments, which rely on the systematic practice 

of sensing and experiencing musical works. Also similar to journalists, bloggers sometimes 

contribute to traditional media, as newspaper columns, or TV-commentaries. Just as the blogger of 

ArjanWrites.com who was an official correspondent for the 2013 Grammy Awards. In the 

authenticity regime, critics transmit sensation through their work and passion, and so do bloggers. 

The blogs are passionate about writing about music, whether it be by providing their readers with 

great knowledge, uncovering underground acts, or being the go-to site for music news (Appendix 

A). 

Through the blogs posts, bloggers deliver training tools, as well as institutionalize the moral rules of 

the art of pop music. Because they devote themselves to celebrating the belief in great, and 

excellent products as works of art, critics in this regime are granted the role of high priests, who 

become evangelists of qualities, looking to convert people to their views, and contribute to their 

logics of action (Karpik 2010). And as thus, bloggers do not believe their evaluations are merely 

expressions of pleasure or displeasure, but also of true knowledge, and in some cases indisputable 

facts. 

 

The Blog As an Expert and Guidance 

As critics blogs provide guidance to their readers, by selecting specific works in the sea of names 

and pieces, and highlighting them by discussing them. Here bloggers decide which singularity 

should be emphasized for either complying with the taste and style criteria of the blog, or for the 

contrary. Through recommendations, endorsements, and warnings each blog guides its readers 

through the forest of musical possibilities according to its own logic. Based on an aesthetic 

viewpoint, each blogs thus creates its own world, which is different from the worlds of other blogs. 

The more restrictive a guide is the more useful it is to laymen, the most numerous buyers (Karpik 
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2010). Adopting this logic means that the more restrictive a blog’s scope is, the more useful it is for 

the masses. 

 

Selection at the expense of the unselected is a characteristic of formal devices, which despite the 

majority of substantial impersonal devices still make up 40,8% of the impersonal devices. 

So blogs do not only over-qualify and de-qualify products through using judgment devices, but the 

choice of selecting products to feature on the blog and discuss, becomes a form of qualification in 

itself; they contain attributes that the blogger finds relatively discussion-worthy within the blog’s 

world, whether they are positive or negative.  

The economic coordination regime that is organized around formal and critical devices is called the 

expert-opinion regime, which function by choosing the best works, detecting tomorrow’s fashion, 

or rating collective activities (Karpik 2010). Just as blogs select works, root them in a culture 

historical context, and predict future inclinations based on accumulated knowledge.  

 

The expert-opinion regime is concerned with choosing singularities that ‘better’ than others fulfill 

particular criteria through comparative evaluations of their specific contents. However, it is not 

evident that bloggers so directly base their selections on explicit comparisons. The bloggers’ 

selection criteria are wider, and simply follow their taste, and willingness to write about the given 

product. The selection of ‘winners’ who are discussed on the blog is therefore much more arbitrary 

than that of expert juries that theoretically governs the expert-opinion regime. A selection process 

though, does occur, just as traditional news media, governed by their news criteria select the most 

important news daily, at the expense of other potential stories. 

Success in the realm of experts is based on the consumers’ conformity to the judgment devices’ 

logic, but conformity is not forced, they are free to dispute the judgments (Karpik 2010). This 

makes the reader’s devotion to judgments, and ultimately blogs a conditional one. The more 

credibility a blog has, as a better-qualified judge in selecting and judging works, the likelier a 

guaranty is sustained. And as prizes can function as collective references, so can a blog’s mention 

of a musical work serve as a collective reference, based on the symbolic value attributed to the 

blogger and what the blog represents. Reputation and trust are fundamental parts of symbolic 

authority. 
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A music blog’s operation can be compered to that of concept stores dedicated to a specific lifestyle 

theme. The logics of the originality model push practices and trends to change rapidly, and 

sometimes abruptly. Not following trends, or even more so preceding or creating them, equals bad 

economic conduct. Concept stores are known for displaying avant-garde works, and sometimes 

works by a self-fulfilling prophecy (Karpik 2010). As specialized journals, the majority of blogs 

does not sell trendy and branded products but displays and evaluates them. They thus go back and 

forth between actors of the music industry, where some are well known and others are promised to 

fame, catering to consumers who like big brand names, but simultaneously are consumed with 

hyped newer artists and songs. The concept store thus takes on the role of a discoverer that equally 

guarantees the validity of its discoveries, where the blog more guarantees the validity of its 

judgments of the discoveries, as some blog reviews also conclude negatively. But as the concept 

store, a blog becomes an expression and a guide of its environment, making it a multiplier of 

knowledge and persuasion, and a trendsetter. 

Karpik (2010) suggests that not only ordinary customers visit concept stores but also professionals 

visit them to discover and scrutinize the signs of the market they operate in, and in which being 

updated about cultural streams is important. Blogs thus function as an indicator of the opinions 

circulating the industry. As being a part of the milieu concept stores/blogs posses the appropriate 

aesthetic and sociocultural codes, which are enough to limit uncertainty surrounding a singularity 

with their validation. Their symbolic authority enables their proposals and advice to function as 

guides for consumers who want to avoid errors, thus leading to their self-fulfilling prophetic nature. 

 

Judgment Device Tendencies in Music Blogs 

Zooming in on the constellation of specific devices, nearly 90 % of the judgment devices belong to 

one of these types of devices listed according to their score: cicerone, appellation, or network. So 

what does that indicate? -It indicates that music bloggers are consumed with critiquing, labeling, 

and spreading personalized knowledge about musical works on their blogs.   

With cicerones in the forefront, the main function of bloggers seems to be critiquing and evaluating 

musical works, and their production, compliantly taking on the role as the typical critic and guide of 

the authenticity regime. Again indicating the symbolic authority that surrounds cicerones, being 

injected into the blogosphere, boosting their credibility. This credibility though is conditioned by 

the readers’ evaluations of the cicerone. 
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Cicerones guide readers by referring to other works, either by the same artist, or by others, in their 

substantial evaluation of a musical work. This guidance places the work, or an artist, in a relational 

cultural context, on which the reader can base its judgment of the work in relation to (former) 

judgments about the referenced works. 

 

Appellations in blogs are concerned with certifications, endorsements, and brands. These devices 

are very tied up to the social realms, meanings, and values ascribed to works or artists, based on 

their collaboration with, or approval by other people or brands. A new song can gain social value 

from the people who created it. E.g. a blogger might mention who produced the song, and if the 

reader knows of that producer and their former work, the social values and meanings connected to 

that producer as a brand, including their former work, will be transferred to the new song even 

before first listen. Or when a song is granted gold or platinum certificates, expectations are leveled 

with the knowledge of former records that gained such credentials. Appellations thus become social 

milestones that help people make sense of musical works by organizing them, grouping them 

together with entities and labels already filled with symbolic meaning, and associating their traits 

with the likes of other before them. 

Through appellation blogs manage to create a frame of reference in which singularities are placed, 

and from where their symbolic meaning is drawn from. Readers can thus color their perception of 

the work by their already embedded judgments about the associated brands and certifications. In 

other terms appellations in blogs enhance the ability to market position based on social capital. 

Appellations are associated with certain methods, qualities, and attributes, and when the musical 

works are branded with these, they too are associated with those methods, identities, and attributes, 

which hold meaning in the music blogosphere.  

 

The network judgment devices are those that rely on word of mouth. Either by the blogger 

disseminating the words, and personal experiences of other people, or sharing analyses, and 

statements based on the blogger’s own personal experiences. They especially function through 

analyses and discussions in blog posts, where the blogger pulls from their own knowledge, or 

through quotes from press releases, interviews, and other correspondences where artists or their 

representatives speak about a specific matter. Network devices are another way of establishing 

credibility, either by the blogger highlighting their own expert-like viewpoints, or by quoting or 

linking directly to the source from which the statement was made. 
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Networks are equal to personal devices, ensuring the circulation of knowledge through 

interpersonal relations. Blogs practice this though, through a mediated relation. Here substantial, 

formal, critical, and commercial characteristics are freely mixed into one unit of knowledge, trying 

to adapt to the specific need of the specific audience, thus making the language more rich and 

varied. 

Because the knowledge provided is personal, it is often considered to be new, different, or unknown 

in relation to the readers’ knowledge of the matter. Unlike impersonal devices, personal judgment 

do not spread as easily, or lend themselves to as many interpretations as the former, because of their 

bias, therefore they are often more locally based. Local in this sense is not meant geographically, 

but as a community that shares a prevailing environment of values, beliefs, needs and preferences 

(Karpik 2010). They are however more effective than impersonal devices, and as blogs function on 

the Internet their effective personal devices can reach this community on a global scale. This is 

because speech is the most effective mechanism for exploring similarities and constructing 

convergences of meanings, and blog posts consists of written speech. There is no apparent 

governing institutionalized logic dictating how posts should be constructed, so bloggers write 

freely. This advantage over impersonal devices however, varies in volume, and in quality dependent 

on the actors’ relational positions in the interpersonal communication.  

 

These were the overall observations of how music blogs work by looking at the majority of the 

types of judgment devices they employ. Even within all the categories of blogs, impersonal, 

substantial, and critical devices are the majority-winners, and 90% or more of the devices are 

cicerones, appellations, or networks. The following section however, presents the areas in which the 

different categories of music blogs differ; which is in their use of specific judgment devices, and 

which consumption values they emphasize in their use of judgment devices. 

 

Distinct Observations of the Blogosphere: 

The Commercial Blogger 

Looking at the top three scores of specific judgment devices from the commercial blogger category; 

guides, critiques, and product brands make up more than half of the devices found. Certifications 

and trade networks are noted as honorable mentions. 
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The commercial blogger does a great deal of guiding in their posts. As defined guiding is the act of 

while mentioning a musical work or an artist, referencing relevant events of their back catalogue, 

guiding the reader to other similar works, or promoting/recommending future events related to the 

singularity. Examples are when That Grape Juice underlines specific pieces of the late Whitney 

Houston (Appendix C2, post 1), or recommends specific gospel artists in an introductory post about 

the gospel music genre (Appendix C2, post 7). As already emphasized critiques and the blog taking 

on a critic-role is a very consistent trait in blogs, including this category, where the commercial 

blogger gives their opinion of the particular singularity or artist in question.  

Product brands are in particular used when the blogger explains who was involved in creating a 

song, or a music video, and which other artists those producers have worked with before. Another 

example is when artists with brand value endorse other artists, transferring some of their social 

capital to those endorsed. Or simply by socializing and associating oneself with another artists, can 

lead to a convergence of the separate act’s brand values.  An example is how ArjanWrites.com links 

fairly new artist Colette Carr, with Kev Nish a member of the more publicly exposed band Far East 

Movement. Kev Nish collaborates with Colette Carr and recommends her music (Appendix C1, 

post 1&7). This links the fan base of Kev Nish, or Far East Movement in general, to Colette Carr’s 

work simply by association. On the other hand if readers are not fans Far East Movement, they 

might be hesitant in showing interest in a new artist who produces music with them. 

Arjan also uses product brands to accentuate his status as a music commentary in the industry, and 

thus his credibility by mentioning the global corporations that sponsor his interviews, and his 

credentials associated with prestigious events and people (Appendix C1, post 2&3). 

The commercial blogger’s function is therefore much related to situating musical events and artist 

in social grids, where they gain meaning through other works and producers they can be linked to in 

various ways, along with the attached symbolic meanings. Simultaneously they underline their own 

credibility by displaying this knowledge, as well as link themself to events, names, and 

certifications in their pursuit to appear like experts, and (possible) professional music journalists to 

further their potential career and notability. The use of trade networks, as the most common 

personal device emphasizes the blogger’s tendency to quote, and refer to, press releases and 

interviews; indicating their industry awareness, as well as direct high profiled affiliations. 

 

The majority of the consumption values found in the judgment devices are epistemic, social, and 

emotional. This indicates that commercial bloggers are very drawn to qualities of novelty in 
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singular products and their producers, or information that provides new and distinguishable 

knowledge for their readers. This complies well with the stated adherence to the originality model 

in the blogosphere. 

The significant presence of social values, illustrates the commercial blogger’s endeavors in creating 

relations that they find interesting between specific singularities and other similar ones, artists, and 

brands with embedded symbolic meaning, as collective references, that are interpreted differently 

dependent on the reader’s self-perceived, and desired social affiliations. Especially product brands 

and certification function through their social meanings, and what they mean to different social 

groups. Like the example above, by linking a song to Kev Nish, the blogger also links the song to 

Kev Nish’s supporters, and their shared and constructed social connotations of him. 

Emotional values are much related to aesthetics logics, concerning tastes, senses, and the appeal of 

a singularity. The commercial blogger angles its devices to this value through critiques and personal 

devices, where either the blogger or others express how they feel and think about a given matter. 

 

The Intrinsic Writer 

The majority of the intrinsic writer’s use of judgment devices is centered in critiques, personal 

network, and comparative reviews. They thus revolve around providing substantial and personal 

knowledge to their readers. 

Besides using critique devices, the intrinsic writer spreads knowledge through personal network 

devices, where they provide analyses on given situations, or argue why their preferences are 

constituted the way they are. They write statements based on their own accumulated knowledge, 

with included judgments, interpretations, and assumptions. 

The comparative reviews point to how the blogger evaluates a work by comparing its qualities to 

those of other works, often implying that there is are similarities to be found between the works, but 

some are, in the blogger’s opinion, better executed than others. An example here is taken from a 

post about a music video to the song ‘Stay’ performed by the singer Rihanna; “It takes more than 

T&A and a Cassie haircut to make a good music video. That is, unless you’re Cassie”(Appendix 

C4, post 3). Here The Prophet references his judgment of music video performances by the singer 

Cassie, in his judgment of Rihanna’s performance, thus equating the qualities of the two 

performances. 

Overall this leaves an impression of the intrinsic writer as a blogger concerned with the logics of 

aesthetics combined with how musical works affect personal convictions. Here the central elements 
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of the blog’s functionality are rooted in the blogger; their opinions, critiques, feelings, and 

perspectives. This makes the blogger’s feelings and knowledge, and how they are confronted by 

singularities the driving force. They can be perceived as self-involved in regards to knowledge 

input, but do to a certain degree use certifications and product brands to make social and historical 

references, as well as situate their discussions and evaluations of artists and musical events in a 

cultural frame work, from which they can make sense, as well as showcase their historical 

knowledge and expertise about the subjects. 

 

This self-centeredness is reflected in the consumer values with almost half of them rooted in 

emotional values, found in the devices that addresses a singularity’s affect on the blogger’s 

sensorial impressions, focusing on what blogger’s feel, and the opinions that those feelings 

supports. Epistemic values achieved the second-highest score, revealing that intrinsic writers also 

are enthusiastic about events that specify some novel attribute about a work or an artist, or elements 

that trigger an analysis where they can deliver newer or unusual insights to their viewers based on 

personal deliberations. Thirdly social values were ascribed to judgment devices that functioned by 

linking singularities to other works and artists. By linking to other works, the blogger is able to 

cater to specific audiences, as well as potentially instigate former social judgments into a present 

case, and proving a point through comparisons. Evidently the socio-relational attributes of pieces, 

brands, and artists are also of interest to intrinsic writers when they choose and angle their blog 

posts. 

 

The Magazine-like Blog 

The magazine-like blog also greatly focuses on critique devices, where they function as critics of 

singularities. Besides them, product brands and personal networks are also in heavy rotation. They 

use product brands to create a form of social context around events or singularities in question, and 

display their in-depth knowledge of the industry and the names in it. Through personal network 

devices, they give commentaries and analyses of different industry-relevant topics. Though they 

imitate traditional media, the strong presence of personal devices shows that they still rely on, and 

disseminate, personal experiences and considerations of their contributors, reminiscent to traditional 

columnists. The blogs are very viewpoint-based without overly general paraphrases, though it is not 

clear if the writers of these collectives base their personal network devices entirely on their own 

personal feelings, or on the desired overarching attitudes of the blog. Regardless personal networks 
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pinpoint that the writer’s do have interest in, and opinions about, what their blog posts address. The 

personal stories might though be angled to fit the profile of the blog, and its editor. 

They also use a fair amount of guide devices where they lead readers to other works similar to what 

is being presented, or recommend coming events, appearances, and interviews related to the 

particular post topic. And trade network devices illustrates their use of press release-, statement-, 

and interview-material, where they summarize knowledge provided by people connected to the 

production, promotion, and sale of a product. These paraphrases can be anything from being facts 

about a song release or collaborations, to the form of rumors about alleged circumstances. 

 

The dominating consumption values are here epistemic, emotional, and social. The epistemic values 

in judgment devices showcase how the magazine-like blog goes after the fresh angle in stories. 

They want to display new songs, gossip, and different types of insights in their posts than what is 

available elsewhere. They write  to arouse interest, and curiosity, and provide knowledge. 

The emotional values, indicates the blog’s opinionated views about their particular topics, again 

highlighting the subjective approach to music news, which distinguishes it from traditional media. 

And the social values underline the social context in which the singularities or events can be seen, 

and thus should be understood by. The writers especially highlight interesting collaborations behind 

the creation of a product, or if they can make funny comparisons to other works, who may or may 

not appeal to readers. 

 

The Distributing Collective 

The distributing collectives are blogs where a group of bloggers contribute to the content, but do not 

display any organizational traits reminiscent of traditional media, largely inhabited by critique, 

personal network, and guide devices. They thus as the intrinsic writers take outset in the personal 

experiences and opinions of their bloggers when composing critiques, and arguments for why they 

evaluate events the way they do. The guide devices showcase their keenness to explain musical 

events to their readers and situate in relation to the back-catalogue of the initiators, or to similar 

works. By doing this they also link to places where the reader can learn more about the initiators, or 

the specific piece, such as websites, audio, and video clips. 

In regards to linking to sites, this category uniquely has a noticeable score of confluence devices, 

because the blogs link to sites where the mentioned products can be purchased and obtained. They 
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are therefore more adamant in encouraging purchase and legal acquiring of products than other 

blogs, with iTunes Store, a digital store by the Apple Incorporation, being the most popular referral. 

Label of origins is the 5th most used device by distributing collectives. It is by these devices that the 

bloggers further establish the understanding of a musical event in a grid of social meaning, by 

disclosing the producers, songwriters, and methods instilled into its existence, answering issues of 

who made it, how it was made, or where it is from. Overall the distributing collective can be 

described as critical guides who take outset in personal knowledge and refer readers to the musical 

producers, and where the pieces can be bought. 

 

The emotional consumption value is predominant in the judgment devices used in this category, 

displaying the bloggers’ outset in their feelings towards, and stirred by, the topics they tackle, and 

feelings that the readers could expect to experience. 

Epistemic value in products is also highly appreciated, noted by its high score. Bloggers, in their 

evaluations, offer personal knowledge where they highlight standout qualities of the events they 

cover, and explaining why they are special. Even more so, this category enjoys bringing new, or up-

and-coming music acts to the surface (Lytter Description 2012), and present unique sounds to their 

audience (Pinboard Description 2012). 

The social value is also prominent which underlines the bloggers’ focus on, and disclosure of a 

work’s sociality, or that of its producers. Especially when focus is on new songs, artist, or unusual 

sounds, this value supports the notion of the bloggers’ efforts in connecting the new unknown to the 

more known and familiar music-social environment. 

 

Perspectives on how Music Blogs Function 
Overall it can be stated that music blogs not only use judgment devices, they are judgment devices 

as well, providing knowledge to their readers to reduce opacity about works, their performers, and 

their creation. I would place it as a mediated form of personal network device, as they circulate 

word of mouth, a largely based on personal capitalized knowledge, and free from opportunism. 

They use more impersonal devices than personal, but their posts are not impartial, they are personal, 

and networks freely mix different types of knowledge and aiding tools. They are accessible, and 

free of charge; further points indicating the device-nature of music blogs. 
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Blogs can also be viewed as singularities providing services, which fall under the personalization 

model (Karpik 2010). Blogs provide a service to their readers, and finding a blog that suits one’s 

needs, can be hard without the right aiding devices. A blog may not tailor its content to suit its 

readers, but they do position themselves as music industry experts, and they are chosen on the 

premise of readers finding them qualified to provide the service of delivering knowledge. In the 

personalization model co-production of services also occur, where practitioners and clients 

collaborate on a product. Here readers are able to comment on blog posts, or send e-mails, tipping 

interesting stories and new information off to the blogger, ensuring interaction between blog and 

readers, which is the basis of collaboration. The meaning which was derived from an initial blog 

post is constantly affected and shaped by the responses and reactions depicted in a comment 

section. The meaning and message of the post is thus formed in collaboration with other actively 

engaged readers. 

As Karpik (2010) argues each person is a particular unit with its own standpoint from where the 

world is viewed and judged. It is impossible to detach the blog’s content from its writers’ specific 

tastes and beliefs, as those are what it is based upon. A blog is therefore regarded as a mediated 

form of an individual’s or a group of individuals’ tastes and judgment, with subjectivity lying at its 

core. 

Each blog is independent, and ultimately should be assessed individually, they do represent a 

distinctive form of media, with its own implicit set of ethical and conduct codes. In personalized 

services it is recommended to put clients’ needs ahead of profit-seeking behavior (Ibid.), and I 

believe that the ideology applies for the blogosphere as well. 

This illustrate that music blogs are complex media, singularities, and judgment devices, which 

function in many ways, and on many levels. 
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9. Discussion: How Are Music Blogs Beneficial? 

“Social media should not be thought of as simply another channel […] to 

interact with the customer, or another tool […] to manage brand and firm 

reputation but, rather all of those things (and likely many more) 

simultaneously” (Andzulis 2012; 306). 

In conducting marketing PR Kotler (2003) proposes the following guideline; establish marketing 

objectives, choose messages and channels, implement the plan, and evaluate the results. The 

objectives of a music publicist are to build awareness of a subject, add credibility to it, limit PR 

costs, and stimulate enthusiasm and word of mouth, to promote or protect the image of the subject. 

These endeavors are conducted in the hopes of future sales based on the subject’s goodwill. This 

subject can be a musical piece, events, and people, as music performers or producers. In this case 

the channel in question is music blogs. 

 

Music Blogs and Network Society 
The role of strategic communication is to reduce complexities. In the markets of singularities 

uncertainty is the symptom of complexities, and as music blogs work at reducing uncertainty by 

functioning as judgment devices providing knowledge to their readers, and cementing their 

potential credibility through using a diverse range of judgment devices in posts. Simply by using 

linguistic tools music blogs can over- or de-qualify products and people, which can lead to changes 

in their symbolic value, price, and appeal. Through blog posts, they deliver training tools to their 

readers, and institutionalize their moral rules of the art of music, as their content revolves around 

the music industry and its actors. With readers, ranging from intense followers to rare visitors, blogs 

constitute specialized communities, united in their shared musical tastes, common values, and 

affiliations to social identities related to the particular genres of music or preferred artist. It is the 

blog’s take on the music industry, and selected stories that ultimately attract the audience, as the 

blog readers feel that the posts reflect their tastes and preferences. 

According to Castells (2003) the intensity of the attraction correlates with the topic’s importance for 

the individual, implying that a blog’s most adamant and active followers are those who invest a lot 

of themselves into the music industry, or are passionate about a certain type of music, or artist. 

They get involved because they care, and are therefore more likely to spread messages regarding 
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the topics they care about, which reflect their identity, or the one they wish to project. Stable and 

successful blogs can thus build communities, and through their authority mobilize their followers. 

Though the extend of blog communities is not my focus area, a quick glance at the blogs’ websites 

shows that a majority of them have active section connected to their posts, and as noted they all 

have social media profiles where a considerable amount of people deliberately are endorsing by 

‘following’ them, proving that the potential is there for publicists to mobilize consumers through 

blogs, and instigate word of mouth. Supported by the notion that consumers’ conformity to a 

judgment device’s logic is conditional, and not forced, it is not wrong to assume that the supporters 

of a blog do so because they agree with its logic, and by doing so strengthen its authority. Blogs 

celebrate the belief that great, and excellent music products are works of art, becoming evangelists 

of the qualities and traits that they believe are essential for creating greatness, which they try to 

convert their readers to. Blog followers can thus be seen as converters, who believe in the blogger’s 

reasoning, and perceive their statements as more than just of pleasure and displeasure, but those of 

knowledge and facts. 

 

Through social and comparative judgment devices found among appellations and cicerones, blogs 

situate subjects in a cultural and historical context, which conveys to the reader its social affiliation, 

allowing the reader to assess whether its sociality corresponds to theirs. As identity is the central 

element of creating meaning in the network society, the disclosure of a subject’s symbolic social 

meaning is vital in connecting it with the appropriate audience. Publicists should thus use this blog 

trait to their advantage. Following this logic means that if publicists map out the preferences and 

choices of a blog, they ultimately map out the likely preferences and choices of the blog’s readers, 

as they share the blog’s universe of criteria. Remember, bloggers are people, and thus also 

consumers. By writing on blogs, and attracting readers through common logics of aesthetics, 

bloggers become representatives of their audience, representing their choices through their own 

selection of news and story angles. 

The selection of a subject to write about, is a meaningful action in itself, as it indicates that there is 

an appeal to it that correlates with the blogger’s area of interest, regardless if its leaning more 

towards criticism or adoration. If the post is more positive, then a mention/selection of the subject 

becomes an endorsement, strengthened by the blogger’s credibility. If it is more negative, then I 

refer to the common PR-proverb: “Any publicity is good publicity”. This means that even if a 

mention is not as a publicist would desire, the importance here lies in the highlighting of the 
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subject, and in the awareness-creation amongst consumers that entails, which is prominently more 

likely to occur, than if no focus was directed at the subject. Commenting on a subject, after all 

indicates an interest in that subject, even though there are elements that the blogger criticizes. Also 

if a blogger does not dedicate an entire post to a subject, there are still potential benefits in ensuring 

the bloggers’ acquaintance with the subject, as they as guides and in reviews use cultural references, 

comparisons, and music-social categorizations, which could eventually use the subject as a 

reference point, and pull it to the front stage. Blog mentions are therefore equivalent to highlighting 

a subject at the expense of others in the thick sea of industry-related subjects. 

 

A publicist can rarely convince everyone that its subjects are worth investing in. As a publicist, it is 

a matter of identifying the distinct groups of consumers who might prefer, or require, one’s 

offerings, and who present the largest opportunity. Examining psychographic and behavioral 

differences among consumers can identify these market segments (Kotler 2003). 

From an aesthetic viewpoint each blog creates its own world, with its own governance, 

distinguishable from the worlds of other blogs. Publicists should thus examine each blog, or 

category of blogs, independently to determine the likelihood of a blog finding one’s subject 

interesting. This can be done by publicists considering the sociality of their subject; which genre of 

music does it fit into, who performs the song, who wrote and produced it, is it a collaboration, did 

any brands endorse it, etc. This sociality should then be the foundation to retrospectively assess 

which blogs have written about, or shown interest in these subject areas. The more likely it is that a 

blog finds a subject interesting, the likelier it is that they will write about it, and the likelier it is 

their audience will be interested as well, and agree with their judgments. Targeting uninterested 

blogs is like targeting consumers who have no need for the provided offering; leading to 

unsuccessful efforts and waste of resources. 

A target blog can thus be seen as a typology of a publicist’s target market, and act as a gateway to 

reach that target market, because of convictions shared between a blog and its followers. Karpik 

(2010) states that the more restrictive a guide is the more useful it is to laymen. As people search 

for the most useful judgment devices, I assume that people move towards blogs with restrictive, but 

specialized scopes. I therefore assess that the more restrictive a music blog is, and shows interest in 

a publicist’s subject, or related subjects, the more accurately a publicist can hit its target market, by 

targeting blogs as a manifestation of the market. 
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The philosophy of network marketing takes it outset in consumers, dialogue, customization, and 

motivating word of mouth. A music blog is thus a suitable medium to employ in network 

marketing, because they represent their readers, as bloggers ultimately are consumers that share 

their convictions; their website are programmed to enable conversation; and the shared logics of the 

blogger, readers, and its community increases the likelihood of mobilizing crowds, and the 

willingness to forward messages. 

 

Procuring Credibility 

The encouraged and distinguished tastes circulating the music industry are also based on the 

influence of cultural complexes: unities that develop and maintain beliefs and knowledge around 

the communal activity of producing and selling singularities (Karpik 2010). Music blogs are a part 

of them, and so are publicists, as they too intervene in professional and public life, by mediating 

know-how and advice to spark discussions, and connect collective activities to certain social and 

cultural collectives. Publicists are thus also evangelists that try to affect other’s logics of action, and 

raise the formality of those partaking in the production, sale, and consumption of singularities. In 

this case my recommendation is for publicist to focus on music blogs, and influence them to expose 

their audience to the subjects, thus using their platform as a stage. Just as publicists historically 

have negotiated with traditional media to gain publicity for their clients, likewise should they 

establish appropriate relationships with blogs in able to use them as message vessels. 

Lecturer in network societal issues Søren Schultz Hansen (2006) describes how present target group 

segmentation is equally broad and narrow; broad because globalization and the Internet enables one 

to reach audiences regardless of location; and narrow because people band together over specific 

areas of interest. This makes it not only easier but also a necessity for a marketer to target marketing 

towards a small, specific and well-defined group, to ensure high levels of relevancy and returns. 

This requires that marketers know the desired target groups before acting (Hansen 2006). Hansen 

suggests different communication strategies to navigate in the world of online communities; one of 

them is that companies (e.g. PR agencies) let communities be autonomous in terms of content, and 

not try to influence it to its profitable favor, thus letting others take responsibility for the produced 

quality. The benefits are that an independent sender of information is more likely to appear to be 

impartial in regards to commercial interests, and opportunistic behavior, and thus the messages will 

be measured to be more credible. Here the connection between the agenda-driven company and the 

community must be hidden, or profoundly downplayed in able to secure this credibility. 
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The returns from the communication endeavors for the company are more indirect and long-term 

based, but in turn they will greatly benefit from the credibility given to the messages by the 

impartial organ, amongst its stakeholders (Hansen 2006). Though Hansen states that this strategy 

rarely appears in its pure form, I find its aspects relevant to how music publicists should handle 

their interaction with music blogs, and disperse messages that viewers will attest to be authentic. Of 

course music publicists must approach blogs with stories they wish to share, and somehow persuade 

the blogs to feature their stories, but I suggest that besides from offering insights to bloggers, 

publicists should limit their corruption of a blogger’s natural logic of action as much as possible, 

and especially not support a culture that financially compensates blogs for their collaboration.  

Especially when publicists by the definition of their profession are representatives of their clients, 

with the interest of presenting their subject in a specific way. If consumers were to realize that a 

publicist had interacted unethically with media, hostility towards its clients could arise, for allowing 

their representatives to push agendas that bloggers were disinterested in. Further more, it creates 

general distrust in the blogosphere as well, which should not be in any publicist’s interest. 

Publicists are trade network devices, representing the sellers and producers, and providing technical 

and intricate knowledge needed, while still having an agenda of selling products, creating hype, and 

earning revenue. However, as all other devices they must be trustworthy in order to function. With 

their obvious bias instilled publicists are met with doubts held by consumers towards their motives 

for approaching them. However, by approaching blogs this persuasion and negotiation is limited to 

much fewer entities, and takes place on the bloggers’ back stage away from viewers. Then when the 

proposed messages surface, viewers consume them with the blog as sender, and credibility intact. 

Publicists therefore need the blog’s credibility, to make the blog’s followers, the target audience, 

listen and not unnecessarily doubt the message’s verifiability. Resources spend convincing 

audiences of ones agenda are here saved by only targeting blogs, as community representatives. 

Let blogs blog as naturally as possible, and to not give readers any reason to question either party’s 

trustworthiness. There is a fine line between what can be perceived as a friendly gesture towards a 

business collaborator, and what can be perceived as a bribe. Credibility is hard to build, but is easily 

lost. 

 

Buzz Marketing Through Music Blogs  

The world moves towards a more fragmented society, and the media form changes accordingly. 

Communication expert Jørgensen (2004) uses the term network media to describe the long line of 
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niche publications, and electronic mobile devices that, with the established, and the establishing of 

partial public spheres, have their own set of rules, and no mutual correlation. As parallel worlds, the 

media has evolved from being merely distribution channels, to now functioning like independent 

universes that consumers can move in and out from by will. In this world network communication 

must be employed, where it is an accepted logic that opinion is created and spread in groups of 

people. The first to adapt to circumstances are the crucial ones; they are trendsetters, whose actions 

and influences affect the rest. They are opinion leaders, connoisseurs, influencers, with certain 

characteristics: They have a relatively high social status, they are specializes in their field or work, 

willing to take risks, and are open to new ideas. They have a large contact service, and are critical 

and conscious of quality in their selection of information, penetrating distrust and communication 

noise that are a consequence of the vast sea of communicating actor (Ibid.). This characterization 

fits well with music blogs who create authority and credibility through their specialized work, 

especially critically highlighting epistemic values in products, and can establish a following of 

readers. Opinion leaders are detail-oriented in their field, and know how to quickly identify quality, 

and new and interesting subjects. However, they are also good at pointing out flaws, and 

inconsistencies. These opinion leaders are influencers because they are more connected with others, 

than regular people. With so many connections, most of them are not strong ties like family and 

work communities, but weak ties similar to acquaintances. Weak ties are better at spreading ideas 

fast, because they have a tendency to transcend societal borders (Ibid.). Bloggers are linked to a 

majority of their followers through weak ties, as they are not members of the readers’ immediate 

network, they would therefore be better at spreading information fast and broadly. The important 

premise here is that few people have a significant impact on spreading information to others with a 

believable trustworthiness. And with the greater distrust, or disinterest, in traditional media and 

mass-communicated corporate messages, marketers must lay products in the mouths of those who 

actually have an impact. Like music publicists should use music blogs to create hype, and 

effectively connect the subject with its target audience.  

 

Buzz is defined as being the sum of all word of mouth, and interpersonal communication, about a 

certain product (Rosen 2000; 7), and buzz travels in invisible networks. Karpik’s personal devices 

similarly function through invisible networks. Music blogs like the opinion leaders they are, create 

hubs in networks of people with similar taste in music, positioning them well to transmit 

information; especially in clusters where people are more densely connected to each other. Music 
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publicists must thus focus on the hubs, opinion leaders, and networks that buzz about their subject, 

and locate the blogs within them. The underlying philosophy here is that marketers should not 

market towards individual costumers but rather to networks of costumers. Information and 

influence are not exclusively controlled by top journalists any more, connected customers (like 

bloggers) are equally emerging as good information sources, becoming as important as media 

reviewers, especially because they are able to set the agenda in their networks through the Internet. 

Buzz travels faster on the Internet because it combines local and nonlocal communication (Rosen 

2000). 

 

Traditionally marketers focused on categories based on demographics, where modern marketing 

emphasizes on personal interaction between individual consumers and a firm. Network marketing 

lands in an in-between place, being aware of people heavily interacting within each demographic 

category, as well as across categories. The significant in this perspective, is therefore to locate the 

innovators and early adaptors, who are more keen to seek out and adopt innovations, new 

information, and unusual solutions, as well as the opinion leaders with followers, who are able to 

disseminate these messages and convince people to adopt them.  

This highly applies for products that create high involvement, e.g. conversation among costumers. 

Music, music events, music artists, and the likes are in particular such products. They excite people, 

can be experimental and innovative, and are observable products that provide people personal 

experiences, which Rosen (2000) mention as some of the characteristics of ‘conversation products’. 

Emotional involvement of a costumer in a product is good indicator of how many people they will 

tell about the experience (Ibid.). Which supports the notion of connecting a subject with blogs and 

readers that already care about it, or closely related subjects. Also with emotional consumption 

values present in 31,5% of judgment devices, it indicates that bloggers in general pay attention to 

their emotional connection to the subjects they write about; an emotional reaction that they are 

likely to share with their followers.  

 

Approaching Music Blogs 
When marketers want to enter the sphere of social media, they must determine the appropriate goals 

associated with social media implementation, and identify and understand the value proposition for 

the consumer, or in this case the blog, as social media is about engagement and collaboration. 

Consumers also need to receive, or at the very least sense, value from the social media effort. Social 



THE MEDIUM IS THE JUDGE 
- EXAMINING THE ROLE OF MUSIC BLOGS IN MUSIC PUBLIC RELATIONS 

 

 73 

media is the technological component of the communication, transaction, and relationship building 

functions of a business, which influences the networks of consumers and prospects to promote 

value co-creation. Therefore social media must be managed as an explicit strategic activity 

(Andzulis 2012). As the social media that blogs are, it is important for publicists to realize what 

blogs and their audiences want, and acquire that knowledge. This information will assist in the 

initial selection of which type of music blogs to pursue. Andzulis et al. would state that the 

customer should drive this selection decision, but as I view blogs as a reflection of the consumers it 

attracts, I state that the individual blog should be the focus in these decisions, of course with the end 

consumer in mind. “Establishing a social media presence that does not attract customers or deliver 

additional value is a potential waste of resources and a lost opportunity to connect and 

collaborate” (Andzulis 2012: 309).  

 

Now that I have established some of the publicity-related benefits of employing music blogs as 

media channels, procuring credibility, and reaching target markets through their network, the 

question of how to actually approach music blogs in the process of pithing stories and acquiring 

their attention becomes relevant.  

In traditional media, publicists must be aware of the media’s news criteria on which select and 

prioritize stories, in order to know what aspects to focus on in their story-pitching, and increase the 

likelihood of the media running the story. Music blogs also have their own news criteria that guide 

their news-selection process. Some of the general observations on which stories music blogs feature 

are based on: 

• Loyalty to personal logics of action. Here autonomy is a form of dignity and integrity, where 

the importance of making the right choice is not only a matter of avoiding resource-wasting 

errors, but also staying true to oneself and one’s values.  

• The originality model – The search and appraisal of original, incomparable, and/or unique 

subjects.  

• Logic of aesthetics – The search and appraisal of subjects perceived to be beautiful, and/or 

artistic, and/or subjects concerned with the nature and appreciation of beauty and/or artistry. 

• Presence of epistemic, emotional, and/or social value. And 

• No display of opportunistic and/or profit-seeking behavior that would endanger credibility. 

These general criteria are some of the factors that music publicists should consider when 

communicating with music blogs to feature a story. But as described each category of blogs 
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differentiate from each other, and ultimately each blog creates its own world, governed by its own 

criteria. So for music publicists to be highly effective in connecting a subject to a blog, and 

eventually have it featured in a post, and exposed to the target market, then the focus needs to be 

individual on each blog. By assessing each blog independently, publicists will be able to detect its 

logic of action, indicating which group of consumers can be reach through it. This interpersonal 

perspective is inspired by the concept of costumer relationship marketing (CRM), where marketers 

seek to provide excellent costumer service by developing a relationship with each valued customer 

through the effective use of individual information (Kotler 2003). In this case the valued entities are 

not costumers, but music blogs. I would thus suggest publicists to adopt the concept in focusing on 

how to establish excellent facilities and develop relationships with each valued blog, thus altering it 

to blog relationship management, or more broadly medium relationship management. 

 

Blog Relationship Management 

Based on what publicists know about each blog they can customize their offerings, messages, and 

subjects according to each blog’s preferences. Successful publicists are thus those that are more 

productive in acquiring, keeping, and increasing blog relations. They can improve the value of their 

blog base by perfecting their abilities to reduce communication defection rates, increase the life of 

each blog relationship, enhance one’s presence on blogs and publicity potential, making low-

referencing blogs more referencing or terminating them, and focusing on high PR-value blogs.  

Kotler (2003; 33) presents a four-step framework for personalized marketing: Identify, differentiate, 

interact, and customize. 

First a publicist must identify the blogs and the prospect-blogs that show interest to their subject, or 

closely related subjects, and should not approach every possible blog. Again stressing the important 

ability of ensuring the intersection between subject’s logic of aesthetic with that of the blog’s. 

Then they should differentiate blogs in terms of their needs and their value to their client, ultimately 

concentrating more effort on the most valuable ones. This can be conducting by measuring the 

blogs’ audience quantity; website traffic, social media following, perceived credibility, and social 

affiliations. By interacting with individual blogs, publicists can learn more about their individual 

needs and build stronger relationships. Through correspondence, even when pitching, publicists are 

able to open up a dialogue and extract what a blogger likes or dislike on their blog, and enhance 

their personalization skills, which would make the connection stronger. Also surfing a blog’s 

websites, and social media pages, reading posts and comments, will give insight to the blog’s 
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choices, as well as its readers’ responds, and provide tools for customization, and enable the 

publicist to create personalized subjects, and messages to each blog. Basing customization on 

interaction is also a means to augment the sense of collaboration between publicists and bloggers, 

allowing the blogger to give input on how a story could become more relevant for their blog, and 

increasing their investment in it, and the likelihood of them posting the story. Collaboration, and 

value co-creation, between a firm and costumer is vital part of CRM, and every interaction with a 

social costumer is part of a new collaboration (Andzulis 2012), and so I believe collaboration is as 

vital in the relationship between publicists and bloggers, as bloggers indeed are social consumers. 

For organizational purposes publicists can collect this comprehensive information and store it in a 

form of blog database. The database of organized information thus becomes current, accessible, and 

actionable for PR purposes like lead generation, lead qualification, pitching stories, or maintenance 

of blog relationships. Building, maintaining, and using such blog database would be a helpful tool 

for contacting, executing, and building relationships. This database such contain all the information 

that publicists need to determine which blogs to approach when, and for which purposes.  

 

Feedback and Trend Scouting 
It is very difficult to prove a direct correlation between PR endeavors and measurable purchase, 

such as records or concert tickets sold. It is however possible for publicists to monitor the reactions 

from bloggers, both the ones on the blogs, as well as the ones provided during back stage 

interactions. Through these observations publicists can determine which approaches led to 

publicity, which reactions it gained, and evaluate the nature of the overall consequences. The 

derived conclusions can then be implemented in the blog database to update it, and improve the 

publicists’ accuracy in blog selection and communication.  

These measurements can be conducted simultaneously as the publicists continuously research the 

nature of blogs, and assess if there are any updates that needs to be implemented to the blog’s 

profile in a blog database. Monitoring feedback from the blogs thus becomes an integrated part of 

updating the blog database, and evaluating one’s performance in creating publicity and buzz, as 

well as understanding the blogs’ latent needs. 

 

Revisiting the analogy of viewing the blog as a concept store, monitoring blogs becomes equivalent 

to staying in touch with trends, tendencies, and changes of needs and demands in target markets. 

Music blogs are especially good at selecting what they perceive as the best new songs, artists, and 
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innovative music business models to present on their blog, and through these detect the fashions of 

tomorrow. Logics of originality in the music industry, and its constant push to promote originality 

and uniqueness, creates a constantly changing environment, where trends and fads exchange each 

other rapidly. Publicists must therefore be extremely aware of not only the current tendencies but 

more so where the market is heading, and how their subjects and clients fit into these forecasts. 

Music publicists must be able to adapt to changes in the market as soon as they occur, and in 

today’s Internet-driven music market that change can happen very abruptly. Blog monitoring thus 

allows publicists to window-shop and detect what blogs and their readers perceive to be avant-garde 

works, and indicators of what is to come. The guide-nature of music blogs can and should be 

exploited by music publicists. 

 

This perspective of the publicist equally adapting to the indications exuded by the blog and it’s 

bloggers, while simultaneously pursuing to influence the blog’s content is parallel to the James E. 

Grunig’s two-way PR-model that distinguishes between the two-way asymmetric model and the 

two-way symmetric model (Hansen 2004). The asymmetric model states that communication 

between a company and the public goes both way, but is unequal as the public only communicates 

with the company through feedback from analyses and research that indicate the success rate of a 

company’s communication efforts. Based on this feedback the company continuously adjusts its 

communication efforts to optimize its impact. It is not exactly a conversation between the company 

and the market, as much as a refined way of controlling and developing the content of the unilateral 

communication. 

The symmetrical model relies on the two parties to actually have a dialogue where they equally 

affect, and adjust, to each other’s communicative actions. The company transmits its messages to 

the public, and allows the adoption of messages send from the public. Here the received messages 

are carefully analyzed, and effect future communication strategies and market behavior. The public 

similarly adapts to the received messages (Ibid.).  

In this case the ‘company’ is the publicists, and the ‘public’ is the blogosphere. The publicists are 

transmitters of messages about their subjects that they wish the bloggers to blog about, and through 

their interaction with bloggers, monitoring blog sites, blog comments, and blog social media 

profiles, they are able to get messages back. However if the dialogue takes on a symmetrical or 

asymmetrical nature depends on the publicist’s relationship with the particular blog, or blogger, and 

their ability to create and maintain a strong relation to that blogger. The more symmetrical the 
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communication is the more the blog will feel involved in the creation of messages and value, and 

through a larger emotional attachment to the subject and/or story, the more likely it is that the 

blogger will post it. By posting about a subject bloggers thus expose it to its audience of believing 

disciples, influencers, early adapters, and interested readers that essentially, just by liking the 

judgments and aesthetical logic of the blogs, are prospects and a part of the target market. 

Additionally to the exposure, blogs as judgment devices greatly employ judgment devices made to 

explain, situate, and reduce uncertainty surrounding the subject, making it even more likely that 

prospects will take the time to listen to the message. Actually listening to a message thus enables 

the possibility of adopting the presented image and convictions, stirring up excitement, desire, and 

willingness to share the messages themselves in their own networks, and creating buzz.  

An interesting perspective for future research could be to investigate how buzz can lead to actual 

purchases of a music-related product, and the consumer choices and considerations that support 

such purchases driven by buzz. 
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10. Conclusion 
I set out to examine how music publicists benefit from using music blog in PR, and formulated the 

following research question: 

 

 “How can music publicists benefit from a music blog-centered public relations strategy, when they 

are promoting musicians?” 

 

The Functionality of Music Blogs 
I particularly focused on which tools music blogs use, and how their functionality is valuable to 

publicists. 

Music blogs not only use judgment devices in their posts, their use of judgment devices also makes 

them function like a personal network device; distributing word of mouth in an opportunistic-free 

manner. They generally mix different types of judgment devices in their blog posts with the 

following being the most common: critiques, personal networks, guides, product labels, and 

certifications. Bloggers primarily intake the role of critics evaluating the quality and aesthetic traits 

of singularities, and situate these products in cultural, social, and historical contexts by explaining 

how their content relate to former and present works, artists, brands, and which certifications these 

associated abilities release. The blogger roots evaluations and judgments in their own personal 

analyses, discussions, and perspectives based on accumulated knowledge, and experiences. 

Through their working blogs provide knowledge to readers, which enables reduction of uncertainty 

needed for consumers to make reasonable judgments and decisions concerning which music-related 

singularities to adhere to. Because of the music industry’s underlying originality model, seeking for 

new and unique products is ingrained in bloggers’ news criteria. Displaying the newest musical 

trends, gossip, and unusual circumstances thus becomes a central blog-element, making it a window 

into the newest, praised, and possible future drifts of the industry. 

Blogs also select singularities based on dominating consumption values in products that they find 

appealing, which are epistemic, emotional, and social values. It is thus important for publicists to 

highlight aspects of their subject that are new, interesting, or stimulate knowledge-creation; that stir 

up feelings, meanings, and opinions in consumers, or connects them on emotional and aesthetic 

levels; and/or socially situate the singularity in a grid providing it with symbolic social meaning and 
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value, based on which social distinctions it can be affiliated with, or who are likely to either like it 

or dislike it. 

Through the blog’s work, its dedication to personal logic of action, and sharing aesthetic logics with 

its followers, who respect its judgments, a blog acts with a surrounding aura of credibility in their 

respective networks of believers. 

 

How Music Publicists benefit from Blog-centered PR 
Blogs provide the knowledge needed for consumers to make reasonable choices, and thus increase 

the possibility of consumers sympathizing with a commercial subject enough to desire purchasing 

its offerings. 

Because of the blogs’ credibility, their followers are more likely to adopt and share their messages, 

as the blogs’ judgments reflect the tastes of the readers. Blogs are more likely to stimulate word of 

mouth than publicists, who clearly have an opportunistic bias in their way of communicating. Blogs 

are therefore appropriate vehicles to employ for creating buzz. By publicists identifying bloggers 

whose taste correlates with their subject’s logic of aesthetics, they thus identify representations of 

their target markets, as bloggers represent the tastes of their followers, and are situated in that 

segment. If blogs as gatekeepers condone a PR message or subject, the subject gains from the 

credibility that bloggers inherent, and publicists reduce resource expenses related to convincing 

consumers of their subject’s relevancy, as interaction is concentrated on a smaller group of key 

consumers and opinion leaders with a broader contact surface than average. 

As bloggers actively seek, praise, and share original and quality-filled aspects of the industry, very 

likely are their readers to imitate them. By using blogs, publicists thus stimulate personal consumer-

involvement, and co-creation of messages, which are needed in social media to increase the 

likelihood of buzz-growth. Therefore by focusing on a few key, socially connected, and active 

consumers, publicists can potentially reach masses, and overcome the distrust and disinterest 

associated with mass media in today’s fragmented and network-based society. 

 

Recommendation 
Blogs have many singularity-traits as they provide services resembling singularities of the 

personalization model, delivering music knowledge, news, and information to their readers, as well 

as a service to publicists when they publish subject related stories. Even though blogs can be 
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divided into different categories of blogs, with internally intersecting logics of action, each blog is 

ultimately unique and incommensurable. To raise the likelihood of successful and collaborative 

blog-communication publicist must thus customize their interaction to each blog’s specific traits 

and needs. The narrower a publicist’s blog-scope is, the more accurate and effective their blog-

interaction will be. Publicists should organize inputs about blogs’ specific news criteria and logics 

of action by employing blog relationship management as a tool, where they systematically and 

continuously update information on blogs, and when to approach them, to maximize chances of 

successful PR-outcomes. Through monitoring, and interacting with blogs, publicists are able to 

track current and future trends of its target markets, through the consumer-feedback in form of 

judgments and comments. This is especially important in the music industry where the search for 

originality constantly pushes market trends to change rapidly. By focusing on blogs, publicists are 

able to focus on the consumer market, with its implied indications, and continuously adapt their 

interaction and strategic communication accordingly, to optimize successful PR outcomes, and 

reach target markets by bypassing the noise generated by mass media. 
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