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Matt Dickman is vice president and a marketing strategist of digital marketing at Fleishman-Hillard, a corporate 
communications firm headquartered in St. Louis. Twelve years of media, technology and integrated marketing 
experience enables him to implement strategic visions across marketing channels. 

Mr. Dickman has worked with many Fortune 500 companies in consumer-packaged goods and B2B marketing, 
including Motorola, AT&T, Lenovo, Nestle and Visa. 

Techno//Marketer, Mr. Dickman’s blog, examines the impact of emerging media and technology on marketing and 
has been recognized by Advertising Age. 

eMarketer: How do you approach online marketing at Fleishman-Hillard? 

Matt Dickman: We like to take a grounded approach with strategy to get results for the client. 

What I hear a lot—and what is pretty frustrating from a marketing standpoint —is that people in digital tend to jump 
directly to tactics. You know, a client comes in with a problem or your people are on a new business pitch and 
people jump straightaway to YouTube channels and blogs, instead of figuring out exactly what is right for the client 
from a strategy standpoint. 

"It’s easy to jump into the latest greatest thing and leave strategy at the door, but 
the results aren’t achieved." 

It’s easy to jump into the latest greatest thing and leave strategy at the door, but the results aren’t achieved, people 
get frustrated, and that’s when a lot of the companies come back and say, “This isn’t working for us.” It probably 
wasn’t the right strategy in the first place.  



eMarketer: What types of marketing do you do? 

Mr. Dickman: It’s really all across the board from the digital side. We do Website design and implementation, the 
back-end systems that run them and customer relationship management integration. 

When we take a client from scratch, and start with strategy, we definitely do e-mail, SEO and SEM—if it’s the right 
fit. Social media and mobile marketing are also coming into play a lot more. 

eMarketer: What is micromedia? Why should marketers use it? 

"Micromedia is short pieces of information, like a 140-character message on 
Twitter or an SMS message, sent from person to person."

Mr. Dickman: Micromedia is short pieces of information, like a 140-character message on Twitter or an SMS 
message, sent from person to person. Its real power is that it allows people to communicate and consume 
information on multiple platforms. With Twitter, for example, you can make an update from a Web or mobile 
browser, SMS, instant messenger or from any type of application that people have built around the service—and I 
can consume the information in the same ways. 

It’s interesting from a marketer’s perspective, because a couple of years ago you had to be listening to blogs and 
other types of social media outlets to find conversations. 

Now content is very short and some services aren’t as easily indexed by Google, but I think a lot of people 
overlook the power of what you can say in 140 characters. If you watch what’s happening, you can see where 
people are talking about industries and certain companies in particular. There’s a ton of opportunity out there to 
listen and start engaging these services. 

eMarketer: What are some best practices that marketers should consider when implementing micromedia? 

Mr. Dickman: When companies are going into social media, I ask them if they meet these criteria: Do you have 
something to say? Are you willing to say it? Are you willing to listen to any type of dissent from what you have to 
say? If you can answer yes to all those questions, then you can start going down this path. 

My best practices for micromedia are the same as they would be for blogging, because they’re very connected.  

"Maintaining a blog or micromedia is time-consuming." 

The first thing is to dedicate resources to it, and I think this is where a lot of companies fail. They kind of throw this 
on top of someone’s existing workload and don’t give them support. That’s a huge mistake, because maintaining 
a blog or micromedia is time-consuming. I personally spend about two to three hours a day on my blog between 
writing and reading. 

If you’re a company and have a lot more volume than an individual blogger and don’t have time to dedicate, you’re 
going to see failure. 

My second best practice is to start listening—monitor what is already happening, who’s talking about you, what 
they are saying and what opportunities do you have to be talked about? After that, you need to figure out how 
you’re going to start engaging people. Twitter seems to be the most popular method with the most critical mass 



behind it, so it’s the easiest one to use.  

"You need to figure out who the voice of the company is going to be."

Then you need to figure out who the voice of the company is going to be. It’s important to give that person some 
autonomy to show their personality while responding in a structured and professional way for that company. 

eMarketer: Do you have any examples of interesting ways your clients have used micromedia? 

Mr. Dickman: The biggest use of social media right now is that a lot of our clients are listening—from a customer 
service standpoint—and trying to help solve problems over micromedia services. It’s also another way to maintain 
media relationships—and there is a lot of relationship building happening through these services.  

A lot of reporters are turning to micromedia, not only as a way to publish what they’re doing, but also as a way to 
get story leads and tips and connect to influencers. 

We’ve also worked with clients to build internal communications tools, so they have a number of employees using 
this service. We’ve built a platform that aggregates all of those comments into one central place so employees can 
get a good idea of what’s happening within the company.  

eMarketer: What are the biggest challenges of using micromedia? 

Mr. Dickman: I think the biggest challenges are going in with the right mindset, including being able to answer 
those questions I shared earlier, and dedicating the resources to it. 

"The power of micromedia is that it’s a real personal communications tool, one-
to-one, with individuals who could be influential—customers, analysts or 
reporters."

Companies jump on bandwagons every day, and within a couple months the project dies. The power of 
micromedia is that it’s a real personal communications tool, one-to-one, with individuals who could be influential—
customers, analysts or reporters. You never really know who is going to read it, but you can go out through these 
services and connect with anybody that you want. 

To do any of this, though, you have to commit to communication. 

eMarketer: What predictions do you have for online media and marketing in the next year? 

Mr. Dickman: I think we’re going to see more micromedia services, including private versions, pop up. 
Companies are going to implement micromedia as part of their Intranet. 

But I still think that the most impactful way that a company can use micromedia services will be as customer 
service tools. 

We’re going to see more of a crossover between mainstream media and social media. We’re starting to see 
bloggers who are as big as journalists and journalists who blog. I also think that we’re going to see more of a niche 
approach that interconnects social networks. For example, you could have a photography network on one side and 
use that same log-in to go to Facebook. 
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