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ents who need child care in order to go to
school, work, or training are eligible. Since
TANF recipients are required to participate in
one or more of these three activities, this means
that federal law qualifies all TANF recipients to
obtain health care from a state provider or use
a certificate that is payable for child care from
the provider of their choice. 

Medicaid: The Medicaid program, Title XIX
of the Social Security Act, was begun in 1965 and
is the nation’s primary health care program for the
needy. It covers low-income adults and children,
but the majority of Medicaid spending covers a
variety of services for the elderly and disabled that
are not included in the Medicare program. Like
TANF, Medicaid is administered by the states
within broad federal guidelines. Funding is divid-
ed between the federal and state governments with
the feds averaging 57 percent of the costs. 

All major medical considerations are covered

under this program for those who qualify. All
TANF recipients qualify, including Sondra.
While states have the option of paying for a few
additional services, such as mental health, den-
tal care, eyeglasses, or prescription drugs, most
states pay for them all.

The fact is that the welfare system is much
bigger than these few programs that are part of
Sondra’s reality today. There are more than sev-
enty-seven major federal welfare programs,
most of which are built on other programs for
which Sondra will later qualify should she con-
tinue her current path.

Star Parker is the President and Founder of
the Coalition on Urban Renewal and Educa-
tion. This article is excerpted from her book
Uncle Sam’s Plantation: How big Government
Enslaves America’s Poor and What We Can Do
About It, published in 2003 by WND Books. 

As the Internet matures and
gains credibility as a marketplace
of ideas, maintaining a presence
on the World Wide Web has
become mandatory for public pol-
icy organizations. However, com-
petition is fierce and many sites
draw less than a substantial num-
ber of visitors. In the past few years, a new
resource known as the web log (or “blog”) has
exploded in use, and the unique function and style
of the blogs makes for a potentially valuable tool
for free market organizations to further enhance
their existing site and inform their target audience.

What is a blog, anyway?
Blogs are web pages that consist of a string of

chronological posts, and can be updated as
often as the user wishes. Often, these posts con-
sist of hyperlinks to recent news, selected
quotes, and additional commentary added by
the user. While some blogs consist of the mus-
ings and ramblings of a single teenager and are
updated intermittently at best, others are group
collaborations maintained by mainstream media
and policy organizations and are updated sever-
al times a day.

Who blogs, and why?
Already several State Policy

Network (SPN) member organiza-
tions have begun maintaining their
own blogs. As Brandon Lynaugh
of the Buckeye Institute explained,
the main motive in starting their
blog was “the need to quickly

deliver what we thought was information our con-
stituents would be looking for during a con-
tentious budget fight…the blog was an easy way
for our staff to comment on news articles and get
the information out there.”

“I think the benefits would tend to vary a
great deal by institution, though clearly a main
goal for many would be to bring in traffic to their
web sites. Other uses could vary from such things
as increasing name recognition of columnists, to
developing a more personal connection between
a president and donor,” said Louis James, CEO
of Free-Market.net. He added, “I think of blogs
as being mostly an institution-building tool for
organizations, a means for strengthening ties, fos-
tering loyalty, and building readership.” 

“The goal is to create a new forum for shar-
ing brief thoughts, links to interesting articles,

TO BLOG OR NOT TO BLOG?
BY PATRICK MCDOUGAL
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and activities of the foundation that do not rise
to the level of a press release. In addition, it has
an advantage of being a ‘rapid response’ tool for
fellows to react to breaking news in their areas
of expertise prior to the development of a full-
fledged study or paper,” explained Kent Lass-
man, Director of the Digital Policy Network of
the Progress & Freedom Foundation.

Blogs—the dark side
Although blogs have incredible potential,

there are drawbacks. “We thought it would be
an automatic driver of traffic just by having a
blog,” explained Brandon Lynaugh. While
“there is nothing magic about them, it’s not an
instant way to generate high traffic, by focusing
on your niche you will get people interested in
it and you will see traffic grow in time.”

While creating a blog can be free, courtesy of
software provided by Blogger, Six Apart, and
other companies, maintaining a blog comes
with a price. In order for a blog to be effective,
posts must be reliably frequent—at a minimum
of once a day. In explaining why Free-
Market.net does not host a blog, Louis James
commented that, “Time, (opportunity cost) is
really the main issue. Even if you have someone
interesting on the staff who can write a blog, as
is the case with Reason and Cato, the time spent
blogging is time not spent doing other things.”

Once a blog is established, a protocol on who
posts and how usually develops. Kent Lassman,
says that “Our senior staff post to the blog. We
require a ‘two step’ process. That is, at least one
other colleague must read and approve a post-
ing before it goes live on the website.” Quality
control is important since, as Lynaugh notes, “a
blog post won’t go through the review/editing
process similar to a review. You really have to
trust the people posting on the blog because
there is a relaxed standard on the sort of writ-
ing you post. We’ve told everyone that ‘it’s not
your blog, its Buckeye’s blog.” 

Including a section on your blog for readers
to post comments is available, and while it pro-
vides an opportunity for feedback and interac-
tion with the staff, comments also carry
considerable risk, as Louis James points out: “If
you allow people to post responses to your blog
entries, you then either have to police those
responses for relevance, or risk having your
blog’s value degraded by spammers.” 

What makes a blog successful?
Simply establishing a blog is no guarantee

that it will be read. Brandon Lynaugh notes that
traffic was highest during the Ohio budget fight
and that it dropped of afterwards, and Louis
James warned that blogs above all must be
interesting. “What’s interesting to you may not
be interesting to others. If you want a large
audience, you need to ask the Ayn Rand in the
back of your mind to shut the heck up about
‘social metaphysicians’ for a moment, and think
about what other people—the ones you want to
reach, anyway—find interesting.” 

James adds that “what makes a good blog is
to have timely stuff that’s interesting to read,
also there should be something there that you’re
not going to get just by reading the newspaper.
It’s a valuable resource to tell the whole story or
the back story of an issue, and you have to give
the viewer something that they are not able to
see somewhere else. Articles should not only be
on-topic with your mission, but also interesting,
enjoyable to read, on a topic that is in the pub-
lic eye at the time.” 

For Kent Lassman, a good blog develops a
relationship with an audience. “Readers come
to know what to expect in terms of quality, con-
sistency, and content. I think a key
factor…tends to be informed posts that include
links for readers to survey other views, primary
source materials, and more in-depth studies on
the topic at hand.” 

Is a blog right for you?
In determining whether an organization

should pursue a blog, Louis James warns, “I’d
stress that organizations should be careful about
this. Blogs are hip, a new fashion. That doesn’t
mean they are worth the time for everyone—
neither readers nor writers.” 

However, for other organizations a blog may
serve as an excellent way to get the message out
using a new medium, and keep visitors return-
ing if an organization does not usually update
their website. “For us, the blog fit in perfectly
with our goal of constantly providing new infor-
mation, and it seems to have been pretty suc-
cessful,” notes Brandon Lynaugh, “it continues
to be the most popular item on our site.”

Patrick McDougal is Program Coordinator
of State Policy Network
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