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EXECUTIVE SUMMARY  

 
Over the years, the social media phenomenon has revolutionized industries as it not only changed 

consumption patterns and consumer culture, but also shifted the power from the brand to the 

consumer.  

 

Blogs are a part of this phenomenon and have already had a great influence on several industries, 

but perhaps non more so than the fashion industry. They have been able to turn this once closed 

industry into a more dynamic and democratic global conversation by building their own platforms 

and attracting an audience. Several fashion bloggers have become well known and their blogs have 

been perceived as new and exciting platforms for branding, attracting several high-end companies. 

Throughout this process, these bloggers have been able to seek ways to monetize their blogs and 

further develop their own personal brand. This thesis therefore seeks to investigate how fashion 

bloggers have converted their blogs from providing their readers with their view on a particular 

subject to becoming an international known brand by essentially transforming their blogs into a 

business. 

 

The ability to transform blogs into a business is a topic that until now has not been widely 

researched, therefore a multiple case study of how five fashion bloggers have been able to 

transform their blogs into a business was chosen. As a result, the findings of this thesis are 

grounded in academic theory and real-life practice.  

 

Going through the material found on the matter, a theory on blogs along with a framework 

grounded in theory was applied to the five case studies chosen. Through an inductive and deductive 

approach it was first of all found that these blogs have somewhat transformed from the basic 

structure that blogs once held. Secondly, a theoretical replication was found among the cases 

suggesting that by engineering a community, combined with the three main goals a blogger should 

have, bloggers should be able to transform their blogs into a business. Through the cross-case 

synthesis, additional characteristics of the case studies were found that further elaborated this 

possible framework.  
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CHAPTER 1. INTRODUCTION  
The social media phenomenon and the changes it brought along with it has been on everyone’s lips 

for the past years. This is a phenomenon that has revolutionized industries as it not only changed 

consumption patterns and consumer culture, but also shifted the power from the brand to the 

consumer.  

 

In the social media world, the public now decides which parties are the most credible. This change 

comes from the fact that the social media is more receptive of messages originating from 

independent parties, and as it generates its own brand information through its users and moderators, 

online consumers have been able to assert their power. Blogs are a part of this social media world 

and belong to an elite group of influencers. The blogger has been put in a position of responsibility, 

influence and authority as blogs are viewed as complements to entertainment, opinions and 

information along with news publications (Okonkwo, 2010).   

Blogs have had an immense influence on industries, but perhaps none more so than the fashion 

industry. This multi billion-dollar industry had been known for being a closed industry and 

generally refrained from any interaction on the Internet until fashion blogs came along. Fashion 

blogs were able to turn this industry into a more dynamic and democratic global conversation by 

building their own platforms and attracting an audience (Business Vibes, 2012; Kansara, 2011). 

Over the years some of these blogs have become very well known and have been attractive sites for 

high end companies to brand their products in new and exciting ways. Fashion blogs have even 

gotten the attention of one of the biggest media companies in the world, Condé Nast, who acquired 

a blog hosting site of some of the top bloggers today. This has enabled some of these bloggers to 

transform their blogs into a known brand name and essentially a business.    

 
Relatively speaking, fashion blogging is very much in its infancy and is still quite an unexplored 

area. In the past couple of years surprisingly few new fashion bloggers have managed to become as 

important as the first generation of fashion bloggers with breakout personalities. This is quite 

surprising for the fashion industry as it is a business that craves and makes significant money on 

constant newness (Odell, 2013). This then raises the question of how some fashion bloggers have 

been able to transform their blogs into a known brand name and a business, which is the focus of 

this thesis. I will argue that by engineering a community and thereby being able to seek ways to 

monetize from the blog, the blogger will be able to build the blogs personal brand.  
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1.1 PROBLEM STATEMENT 

The purpose of this study is to give bloggers an insight into how some bloggers have been able to 

transform their blogs into a business and provide them with a framework on how to do so.  

The target audience for this thesis is mainly bloggers who either have or intend to transform their 

blogs into a business, however, companies who are seeking to utilize blogs for branding purposes 

may also be interested in this topic as it may provide them with previously unexplored methods of 

branding through blogs. This leads to my research question:  

 

1.2 RESEARCH QUESTION 

How have fashion bloggers converted their blogs from providing their readers with their view on a 

particular subject to becoming an international known brand by essentially transforming their blogs 

into a business? 

 

The ability to transform blogs into a business is a topic that until now has not been widely 

researched, therefore a multiple case study of how five fashion bloggers have been able to 

transform their blogs into a business has been chosen. As a result, the findings of this thesis will be 

grounded in academic theory and real-life practice.  

 

1.3 RESEARCH MOTIVATION  

The main idea for researching the topic of this thesis initially came from an avid interest in the 

fashion industry. In these economic times, when buying several fashion magazines per month does 

not seem like a viable option, fashion enthusiasts, including myself, started flocking to fashion 

blogs. Having read and followed these blogs for some years now, I started noticing changes and 

trends particularly among the biggest fashion blogs. The bloggers were no longer only posting 

pictures of themselves wearing an outfit or discussing the newest trends, but were starting to have 

advertisements and affiliate links on the blogs, among other things. These blogs were no longer 

only drawing in the fashion consumers but also fashion brands, and the influence of these bloggers 

on the industry seems to be growing every day.  

 

A lot of speculation and theories have now been written about Web 2.0 and social media in general, 

the main focus of those theories has been how companies should take part in this environment and 

what value they can reap by engaging with their consumers in appropriate manner. What I found 



 5 

lacking was research into how these individual platforms operate and how they have evolved over 

time. Bloggers are all a part of a community, which is why the community approach and its 

associated theories have been widely applied to the social media phenomenon. However, blogs in 

particular seem to have evolved from strictly being a part of a community to something more than 

that. Partly due to this new direction that bloggers are taking, a common vision of what blogs are, 

the ability of what they can become and how to do so seems to be missing.  

 

My hope is that this thesis will bring forth an understanding of how bloggers are able to transform 

their blogs into a business by looking at case studies of fashion bloggers that have been successful 

in doing so. The inspiration for these case studies came from an article read on The Business of 

Fashion that exemplified a few fashion bloggers who were making a living from their blogs. Case 

studies from the fashion industry were chosen because, apart from my own interest, it is one of the 

first industries where bloggers have reached a point of being well known, famous even, and have 

had immense influence on brands and the industry as a whole. I believe this will extend over other 

industries, perhaps not in the same magnitude, but it will be interesting to see how other industries 

will handle this phenomenon particularly if bloggers are able to transform their blogs into 

businesses.  
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1.4 SETTING THE SCENE  

As can be seen in Figure 1, Web 2.0 brought along with it a social media ecosystem. As previously 

stated, the focus will be on the blogosphere and how bloggers are transforming their blogs into a 

business, by for instance utilizing the other forms of social media platforms. 

 

Figure 1: The Social Media Ecosystem (Hanna et al., 2011:268) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Social Web can be defined as the use of the digital and interactive media to congregate users 

with common goals and interests in a collaborative community that thrives on participation, 

dialogue, influencing and sharing. A sizable audience in the digital environment can now be 

communicated and reached out to in a new way (Okonkwo, 2010). In short, the social Web provides 

consumers with a platform that gives them a voice, to which they can spread a message, vent out 

frustrations, ignite action, create awareness or just banter about nothings. This possibility has led to 

a power-shift in the relationship between companies and the online consumer base, as it has 

empowered the individual. The rules of the game have therefore changed as the consumers are in 

charge of their own online experiences for the first time (ibid.). 

 



 7 

Due to this power shift, the context, nature, and extant of marketing exchanges are being dictated by 

consumers. Consumers are increasingly taking an active role in co-creating everything from 

promotional messages to product design. The marketing ecosystem of influence has been 

fundamentally altered because of social media, and marketing has revolutionized due to the 

dramatic developments in the interactive digital media. Defined by customer interactivity and 

connectivity, the new social media-driven business model’s content goes hand in hand with 

technology, producing far-reaching effects for the way marketers influence potential and current 

customers (Hanna et al. 2011).  

 

“Content in the form of social networks and blogs that enable individuals to create, share, and 

recommend information is extending the spheres of marketing influence, and a wide variety of 

social media platforms are providing the tools necessary for these influential and meaningful firm-

customer exchanges (Hanna et al. 2011:266). 

 

It is a scary and lonely time to be a brand manager, as brands often seem out of place in the social 

media world (Fournier & Avery, 2011). According to Fournier and Avery, “Brands are the 

uninvited crashers of the Web 2.0 party” (Fournier & Avery 2011: 193).  
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CHAPTER 2. METHODOLOGY  

The following chapter will present the methodological considerations for this thesis research. The 

structure of this chapter will follow Saunders et al.’s research onion model (see appendix 1), 

starting with the two outer layers of the onion, an overview of the research philosophy and the 

research approach. This will be followed by the research design, which is inspired by Robert K. 

Yin’s research of case studies. The choice for data collection will be presented thereafter and lastly, 

the issues of validity and reliability will be treated as well as the delimitations of the thesis.  

 

2.1 RESEARCH PHILOSOPHY  

The term research philosophy is related to “the development of knowledge and the nature of that 

knowledge” (Saunders et al., 2007: 101). The way research, which is based on observations (data or 

information) and reasoning (theory), should be conducted is by embedding it in the broader 

philosophies of science. The philosophy adopted is influenced by practical considerations, however 

it will help clarify the research design and facilitate the choice of an appropriate one. The two most 

distinguished research philosophies are positivism and interpretivism, which are both rooted in 

epistemology (Saunders et al., 2007; Blumberg et al., 2008).  

 

Positivism is adopted from the natural sciences. According to positivism, the social world can be 

viewed objectively. The researcher following this research tradition assumes that because 

observable facts are external, they are objective and cannot be influenced, and therefore research is 

conducted value-free. Quantifiable observations that lend themselves to statistical analysis are the 

common data collected for this type of approach.   

Interpretivism on the other hand, states that the world is subjective and socially constructed. Its 

basic principles are that research is driven by interest and the researcher is part of what is observed. 

Interpretivists argue that an objective view of the social world is impossible and that only by 

looking at the totality can social phenomena be understood (ibid.).  

 

The epistemological foundation of this research will follow the interpretivist and social 

constructivist view. The answer to the research question will therefore be influenced by the fact that 

I am not merely an observant researcher but an active follower and reader of the blogs and will thus 

have a subjective view on the matter. There is general no one truth found in social constructivist 

research, which is why I recognize the findings of this thesis will present a proposal for addressing 
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the issue in question. Many other potential proposals may be found and therefore this study will not 

present an encompassing truth of the matter (ibid.).  

 

2.1.1. RESEARCH APPROACH 

Ones research philosophy influences the choice of the research approach taken. There are two 

different sets of research approaches, a deductive and an inductive approach. The chosen approach 

will enable a more informed decision about the research design, which research strategies to use 

and what choices work for this thesis (Saunders et al., 2007; Blumberg et al., 2008). 

 

A deductive approach is chosen when the research involves developing a theory and/or hypothesis 

and further designing a research strategy to test the theory. The deductive approach is the dominant 

approach in the natural sciences and has therefore often been linked to the positivism view.  

 

An inductive approach is the exact opposite; the theory is developed as a result of the data analysis 

from which one collected data for. The strength of this approach is that it develops an understanding 

of how humans interpret their social world, something social science researchers found lacking in 

deduction. Furthermore, unlike the deductive approach, this approach allows for alternative 

explanations of what is going on and does not have as rigid methodology (ibid.).  

 

Given the topic of this thesis and the range of my research question, a combination of these two 

approaches will be used, combining the two is both a possibility and often thought to be 

advantageous (Saunders et al., 2007).  

 

While the topic of blogs and social media in general is quite new, several theories have formed 

around the community theory in order to further explain this new phenomenon of Web 2.0 and the 

platforms that came with it. A deductive approach will therefore be used by applying the theory of 

blogs, which is rooted in community theories, to the case studies in order to analyze the 

transformation that they have gone through. Secondly, through an inductive approach a framework 

grounded in theory was formed in order to portray the process of blogs transforming into a business. 

This framework will then be used to analyze the chosen case studies through a deductive approach 

to see whether it could serve as a framework for how bloggers are transforming their blogs into a 
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business. Furthermore, an inductive approach was used to see whether new characteristics 

supplying to this framework would form.  

 

2.2 RESEARCH DESIGN 

The following section will explain the choice of the research strategy, method, and the overall 

research design. 

 

The research strategy should be based on three conditions: the type of research question posed, the 

degree of control of behavioral events and the focus on contemporary events. When a “how” or 

“why” question is being asked about contemporary set of events, over which the investigator has 

little or no control then a case study strategy has a distinct advantage over other strategies. As the 

research question posed in this thesis is a “how” question about a contemporary set of events of 

which I have no control over, a multiple case study strategy was chosen (Yin, 2009). This choice is 

also consistent with the fact that this research is an exploratory study, aiming at finding out “what is 

happening; to seek new insights; to ask questions and to assess phenomena in a new light” 

(Saunders et al., 2007:133). Furthermore, it also allows me to obtain a more meaningful and holistic 

view of real time events as one of the strengths of case studies is the ability to deal with full variety 

of evidence, such as the observations, interviews and documents that has been used for this thesis 

(Yin, 2009). This is also consistent with the interpretivist research philosophy.  

 

Yin defines case studies as “an empirical inquiry that investigates a contemporary phenomenon in 

depth and within its real-life context, especially when the boundaries between phenomenon and 

context are not clearly evident” (Yin, 2009:18).  

He further states that the case study inquiry benefits from the prior development of theoretical 

propositions to guide data collection and analysis as the result relies on multiple sources of 

evidence, where the data needs to converge in a triangulating fashion (Yin, 2009) 

 

Lastly the research design of this thesis will be described. According to Yin, the research design for 

a case study is “the logical sequence that connects the empirical data to a study’s initial research 

questions and, ultimately, to its conclusions” (Yin, 2009:26). The justification of the research 

design is based on the objectives of this thesis and is derived from the research question (Yin, 

2009). Yin presents five components of a research design that is particularly important:  
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The first component is the study questions. The study question of this thesis is: How have fashion 

bloggers transformed their blogs from providing their readers with their view on a particular subject 

to becoming an international known brand and essentially transformed their blogs into a business? 

The applicability of a case study to my question has already been established as the question I am 

asking is a ‘how’ question focusing on contemporary events.  

 

The second component is the study propositions. What should be examined within the scope of the 

study is what each proposition directs attention to. Theoretical propositions were chosen to guide 

the data collection and analysis of this thesis. However, Yin argues that exploratory studies may not 

always have propositions but that they should still have some purpose. Apart from the case studies, 

additional data has been collected in order to shed a light on the business of fashion blogging 

phenomenon; this data will not be guided by theoretical propositions but rather used in an inductive 

way to seek new information on the matter (Yin, 2009).   

 

The third component is the unit of analysis. This thesis seeks out to identify how bloggers are 

transforming their blogs into a business, the unit of analysis is therefore in this case fashion 

bloggers who have been successful in doing so. A multiple case design consisting of multiple 

holistic cases was chosen for this research. Multiple case studies are often thought to be more 

compelling, and consequently the study can be regarded as being more robust. As the phenomenon 

of the business of fashion is still in its infancy, multiple case studies were thought to be necessary to 

get a holistic view of the phenomenon.  

 

The fourth component is linking data to propositions. The need for an analytical strategy for case 

studies is one of the most difficult aspects and the least developed of doing case studies. The 

analytical strategy used in this research will rely on the theoretical propositions. These propositions 

have given priorities to relevant analytical strategies as it has shaped the overall data collection. As 

multiple case studies were chosen, they rely on analytical generalization. These case studies are 

predicted to have a theoretical replication, that is the results may be contrasting but for anticipatable 

reasons. This is why the technique of pattern matching has been chosen (ibid.). Pattern matching 

compares “an empirically based pattern with a predicted one (or with several alternative 
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predictions). If the pattern coincide, the results can help a case study to strengthen its internal 

validity” (Yin, 2009:136). 

 

When one follows the theoretical propositions, there is a risk of leaving out or ignoring relevant 

data collected. This is why an alternative technique will be used as well, enabling the possibility of 

finding new ways for bloggers turning their blogs into a business. Cross-case synthesis will be 

applied, it is a method frequently used when dealing with multiple cases as it aggregates findings 

across a serious of individual studies (Yin, 2009).  

 

The fifth and last component is the criteria for interpreting a study’s findings. This concern whether 

the findings match the theoretical propositions and to finding a criteria to interpret to what degree 

the findings match or do not match the theoretical proposition. This is the most unexplored 

component and according to Yin, no specific ways of doing this has been developed when using 

non-statistical data. As this thesis deals with non-statistical data, Yin recommends that one must 

hope that either the findings will have patterns that match or differ from the theoretical proposition 

(ibid.).  

 

2.3 DATA COLLECTION 

The empirical data collected for this thesis aimed at providing an overall overview of blogs and the 

influence they have had in the fashion industry, as well as multiple case studies of influential 

fashion bloggers who have turned their blogs into a business. The data collected consisted of mainly 

qualitative primary and secondary data. Multiple sources were used to obtain relevant data in 

accordance with the interpretivist nature of the case studies.   

 

This thesis has mainly been done as a cross-sectional study, meaning that the fashion blogging 

phenomenon is being studied at a particular time. The most current available data has been 

attempted to be collected in order to provide an updated view on the matter. However, there are 

aspects of this research that may correspond with a longitudinal study. The business of blogging is a 

new phenomenon, yet it has taken blogs a few years to transform into a business, data representing 

this aspect will also be taken into account.  
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2.3.1 CHOICE OF CASE STUDIES 

The chosen case studies were done through purposive sampling. This type of sampling is often used 

with case studies as researchers want cases that are particularly informative (Saunders et al., 2007). 

I chose the cases that I believed were able to meet the objectives of this thesis and that were able to 

help answering the research question. These cases are not a statistical representative of the whole 

population, but will hopefully shed a light at the phenomenon of business of blogging.  

 

As previously mentioned, a multiple case study was chosen do provide a holistic view of the 

business of blogging phenomenon. The case studies chosen represent three types of categories of 

fashion bloggers. They are listed as followed:  

• Personal-style fashion bloggers: Leandra Medine of The Man Repeller and Susanna Lau of 

Style Bubble 

•  Web community based fashion bloggers: Elin Kling of Style by Kling and Bryan Grey 

Yambao of Bryanboy  

• Street-style fashion blogger: Scott Schuman of The Sartorialist  

 

These bloggers represent the “elite” of fashion bloggers today. The reason for why these blogs were 

chosen as case studies is because of the following characteristics. First of all, they are all blogs 

about fashion and do not tend to touch upon unrelated topics. Secondly, these blogger did not start 

their careers in other parts of the industry, such as a designer turned blogger. Third of all these 

bloggers exemplify the top bloggers who are known to have transformed their blogs into a business. 

There are not many fashion bloggers today that are able to live purely by blogging, these bloggers 

have been able to do so and have been profiled as some of the pioneers of turning a blog into a 

business. Furthermore, these bloggers all have an international perspective and are internationally 

known.  

 

2.3.2 SECONDARY DATA 

Secondary sources are commonly used when case studies are involved. Yin notes that no source has 

a complete advantage of others and states that obtaining as many different sources as possible will 

make a good case study as the various sources are highly complementary (Yin, 2009).  
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As previously mentioned, the case studies chosen for this thesis were inspired by an article read on 

The Business of Fashion website. There the fashion bloggers, who have been chosen to represent 

the case studies of this thesis, were all interview in a comprehensive matter. These in-depth 

interviews will be used to thoroughly describe these fashion bloggers and the way they have been 

able to transform their blogs into a business, along with several other articles that have been written 

about them, as personal interview requests remain unanswered. The blogs were also observed over 

a few months time in order to gain further insight into the structure and content.   

 

Secondary data provides great benefits, especially as this approach saves the researcher money and 

time. Another advantage of secondary data is that it is often of fairly high quality, this stems from 

that many experts are often involved in the data-collection and research process, as well as 

institutions often have better access to information providers. The main disadvantage of secondary 

data is that the data collected was not collected with my specific research problem in mind 

(Blumberg, et al., 2008).  

 

The secondary data used in this thesis consists of books, journal articles, newspaper articles and 

other media sources, Internet resources, as well as general observations made on the blogs of the 

case studies.  

 

2.3.3 PRIMARY DATA 

Interviews are one of the most important sources of case study information (Yin, 2009). This is why 

interviews were chosen in order to represent the primary data part of this thesis. As previously 

mentioned, interviews retrieved from articles provide the basis of the case studies as personal 

interviews with the fashion bloggers was not feasible. Nevertheless, interview with another fashion 

blogger was made in order to shed light on the research question in hand, and to further strengthen 

the case studies data.  

 

The fashion blogger that was interviewed is Melissa Bech of FeedmyEgo. Bech is Danish and yet 

writes her blogs in English, providing the international aspect that this thesis is looking at as well. 

Her blog even won the 2012 Danish Blog Awards for the blog with the most international appeal. 

While bloggers in Denmark are not yet of the same standard and size as the case studies in hand, 

this blogger is one of the leading ones in Denmark. Bech’s blog has given her an insight into how 
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blogs have the ability to transform into a business as she among other top bloggers decided to get 

together under a host site in order to stand stronger together. This has further provided her with 

revenue. This interview was conducted through emails in February 2013.  

 

Along with this fashion blogger, interviews with people involved with the fashion industry and 

whom work with bloggers was undertaken as well. This was done in order to shed light on bloggers 

in general and the influence they are having on the industry.  

The first interview was with Fine Christensen, the Digital communications manager at Omnicom 

Media Group. The interview took place face to face in November, 2012. Fine is involved with 

helping companies utilize the blog platform to promote their products. This involves her finding 

bloggers who are willing to cooperate with brands and promoting their products on their personal 

blogs.  

Chris Pedersen the managing editor at the Danish fashion magazine Cover was also interviewed. 

The interview took place via email in March, 2013. The basis for the interview with Chris was his 

article in Cover regarding how brands are starting to cooperate with bloggers in order to promote 

their brand, as well as his television program about the same topic. The magazine Cover was also 

the first Danish fashion magazine to introduce outside bloggers to their website.  

Lastly, Jenni Jet the owner of Jenni Jet PR was interviewed. Her firm specializes in PR within the 

Danish fashion and music industry. The interview took place face to face in January, 2013. Over a 

decade long experience in the PR industry has allowed Jenni to see first hand the influence bloggers 

have gotten over the years.  

 

The interviews that took place were all semi-structured. The main objectives of these semi-

structured interviews was to know the informant’s perspective on the issue of blogs and its ability to 

transform into a business, as well as whether the informants could confirm information and insights 

that I already held on the issue. The structure of these interviews is also related to this being an 

exploratory study, trying to provide a holistic view of the issue (Blumberg et al., 2008).  

While conducting interviews can provide with great benefits, there are some issues that can arise. 

There is the threat of relying too much on the informants and becoming too dependent on them. The 

information presented can also be biased due to the involvement of the researcher and can 

jeopardize the validity of the study (ibid.).  
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2.4 RELIABILITY AND VALIDITY   

The following will account for the factors that could challenge the results of this study as the 

strength of validity and reliability is important for the credibility of the findings of a paper.  

 

Reliability “refers to the extent to which your data collection techniques or analysis procedures will 

yield consistent findings” (Saunders et al., 2007: 149). The threat to the reliability of the data in this 

research is that there could be participant bias. The interviewees could have been withholding 

relevant information, as it may have been confidential. However, when approaching the 

interviewees, a clear statement was made that this thesis could be made confidential in order for 

them to feel free to state confidential information if they wanted to. Secondly another threat is that 

of observer bias. As I am subjective to the topic of my thesis, there may be a possibility for observer 

bias. Throughout my research I have tried my best to interpret the data in as clear as possible way, 

and with the interviews that were made through emails, I made sure to clear up any confusing 

answers by asking the interviewee to clarify their meanings through other emails. Furthermore as 

the data collected and the interviews were made with a pre-established theoretical construct in 

mind, this will decrease the potential for observer bias and help make sense of the findings, and 

overall increase the reliability of the findings (Saunders et al., 2007).  

 

Validity is “concerned with whether the findings are really about what they appear to be about” 

(Saunders et al., 2007:150). An enhanced validity of this research was attempted by providing 

multiple sources of evidence through selected primary and secondary data previously described. 

This collection of data was guided by using a theoretical proposition and further guided this 

research from the research question to the conclusions. This was done in the hopes of maintaining a 

chain of evidence throughout the thesis (Yin, 2009).  

The generalizability, sometimes referred to the external validity, is another factor to keep in mind 

when conducting a research. As previously noted, the case studies in this thesis rely on analytical 

generalization, not a strategic one. A small sample of cases was focused on in this thesis in hopes of 

providing an insight into the phenomenon, the generalizability could therefore be considered 

limited. Applying more case studies could enhance the generalizability, however replication logic 

was used in the data gathering and analysis in hopes of increasing the generalizability in the 

multiple case studies (Saunders et al., 2007; Yin, 2009).  
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2.5 DELIMITATIONS  

The main delimitation to this thesis is the fact that the blogging phenomenon is still in its infancy 

and only a few extreme cases were chosen to look at. There are several different types of fashion 

blogs, as well as other types of blogs that could have been chosen, the cases that were chosen may 

not provide the most accurate picture but show the possibilities of blogging. Also, the aspect of the 

readers of blogs has not gone by unnoticed. This aspect could have had great insight into the 

business of blogging, however, this is an area that would open up discussion that would exceed the 

perspective and the space limitation requirements of this thesis and was therefore not chosen to be 

included.  

Secondly, one of the prominent issues when dealing with blogs is the difficulty of getting the 

accurate numbers for the blogs pageviews per month, the influence of the blog, the bloggers’ 

earnings and so on. This stems from that there is currently no one way of measuring the influence of 

the blog and that bloggers are unwilling to disclose their earnings and pageviews.  
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CHAPTER 3. THEORETICAL FRAMEWORK  
The topic of how international fashion bloggers have been able to transform their blogs into a 

business is a topic that until now has not been widely researched. Because of the lack of availability 

of theories that address this topic, this chapter will first attempt to gain a more comprehensive 

understanding of the underlying mechanisms of blogs by going through some of the most influential 

theories of the community approach. A necessary understanding of the fundamentals of blogs will 

then follow, where after the analytical framework of business of blogs will be presented.  

 

3.1 THE COMMUNITY APPROACH  

The community theories were chosen since they have often been associated with the social media 

phenomenon, and provide a valid and solid foundation in this school of thought. The 

anthropological research into so-called brand communities is what the community approach is 

based on. The brand communities are social entities that reflect the ways in which brands connect 

consumer to brand and consumer to consumer, and the situated embeddedness of brands in the day-

to-day lives of consumers (Heding et al., 2009).  

The community approach also represents the shift in power which has taken place, which is why it 

is appropriate to use them along with social media platforms, because social media platforms are all 

about empowering the consumer by providing a platform for them to express themselves and so 

forth. The concept of communities has evolved and perhaps changed throughout the years, 

especially since the arrival of Web 2.0. These new communities may add another dimension to the 

scope of the community approach since no marketer exists, but they still display the same 

characteristics as the brand communities. The principles of the community approach therefore still 

apply (ibid.). The founding theory of brand communities will be presented hereafter.  

 

Muniz and O’Guinn provided the ‘breakthrough’ research on brand communities and were among 

the first to identify their existence. They described brand communities as “a specialized, non-

geographically bound community, based on a structured set of social relationships among admires 

of a brand” (Muniz & O’Guinn, 2001: 412). According to them, the phenomenon is grounded in 

classic and contemporary sociology and consumer behavior.  

  

While the topic of consumption communities had been thoroughly researched, the idea that a 

community where members were not only not physically proximal to one another but also centered 
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around a mass-produced branded good, was rather unheard of at the time. There were several other 

aspects that differed O’Guinn and Muniz’s theory from other research on the topic preceding them. 

Their take on brand community for example is that it is explicitly commercial and that its members 

are more committed than once thought (Muniz & O’Guinn, 2001).   

 

Through their research, Muniz and O’Guinn discovered that the members of a brand community 

have a fairly well developed understanding of their connection to other users and their feelings 

towards the brand. The members are aware and find it reasonable that they share a social bond 

around a mass-produced, branded commodity, however, though it may not be the most important 

thing in their lives, it is still not insignificant.  

More importantly, three traditional markers of community were found that characterize the brand 

community. The first is ‘consciousness of kind’, meaning that the members feel like they not only 

have a strong connection to the brand but also feel a stronger connection toward one another. The 

second marker is ‘shared rituals and traditions’, which is important in order to create and maintain 

the community. The third is ‘sense of moral responsibility’, this is essential in order to integrate and 

retain the members of the community, as well as the members providing assistance to one another 

in regards to proper use of the brand.  

 

According to them brand communities are explicitly commercial social collectives centered on a 

brand, one service or good, not many. This is purely about brands, they are neither reference groups 

or incidental contact with commercial space. They further argue that consumers are actively 

involved in the creation of brands, as they are social objects and socially constructed. Furthermore, 

brand equity is clearly affected by brand community.  

In this way, a critical step in truly actualizing the concept of relationship marketing would be to 

develop a strong brand community. By doing so it could lead to brand commitment, entrenched and 

socially embedded loyalty, and even hyper loyalty. The people that take part in brand communities 

are often the ones that are active loyalists; they have also been described as almost passionate, 

committed, and conscientious about the brand. Brand communities are a great place for companies 

to look for the lead users of the brand, especially because through the benefit of community, all of 

these users are connected to other consumers.  
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Muniz and O’Guinn also mention the possible managerial implications that can follow brand 

communities. While a brand community can be a source of major advantages, such as brand loyalty 

and providing important feedback, it can also cause severe problems to a brand. The marketer may 

have a specific idea as to where it wants to take the brand, however the community may reject that 

idea and form a new one. In other words, it can “hijack” the brand. The marketer facilitating the 

brand therefore has to be careful in which way it interacts with the community. It has been advised 

that the marketer does not try to sell its products in the community setting and should preferably 

stay ‘behind the scenes’ in order for the community to thrive.   

 

Despite the implications it can bring about, they stick to that brands are fundamentally and 

undeniably social entities, in a fascinating and complex dance of social construction, it is created as 

much by consumers as marketers. The intersection of brand, a community and a defining entity of 

consumer culture, is important as it can be a place where consumer behavior fully engages the 

larger scholarly project, contributing something beyond the narrowly defined field (ibid.).  

 

“We believe brand communities to be real, significant, and generally a good thing, a democratic 

thing, and evidence of the persistence of community in consumer culture” (Muniz & O’Guinn, 

2001:428).  

 

Following Muniz and O’Guinn’s brand community theory followed an immense volume of related 

theories, spanning many different schools of thought. Fournier and Lee were among those scholars 

and presented a theory on how to get brand communities right.   

 

Fournier and Lee noticed a shift due to the lean economic times, and that companies now needed to 

do more with what it already had, creating new ways. Many companies have attempted to create a 

strong community as it can create customer loyalty, brand authenticity and marketing efficiency, 

however, there are not many that understand what it takes to achieve that (Fournier & Lee, 2009).  

 

“Your decision is not whether a community is right for your brand. It’s whether you’re willing to do 

what’s needed to get a brand community right” (Fournier & Lee, 2009: 106).   
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Fournier and Lee took on seven myths about brand communities and attempted to put together 

guidelines of how to do brand communities right.  

First of all, the companies need to realize that a brand community is a business strategy; it must be 

framed as a high-level strategy supporting business-wide goals in order to yield maximum benefit. 

Second of all, a brand community exists to serve the people in it, not the business. The loyalty a 

community-based brand builds is by helping people meet their needs. There are several reasons for 

why people participate in a community and helping companies gain money is not one of them. 

People join because they are interested in the social links that come from brand affiliations, to 

explore ways to contribute to the greater good, to find emotional support and encouragement, 

cultivate skills and interests, or to build new relationship. Companies therefore need to put the 

brand second if they want to build a strong community (Fournier & Lee, 2009).  

The third important thing to keep in mind is that companies should embrace the conflicts that make 

communities thrive. Conflicts will always come up within communities; by highlighting those 

boundaries of a community it will make it stronger.  

The fact that communities are strongest when everyone plays a role is the fourth important thing. 18 

cultural and social roles were found that are critical to community preservation, function and 

evolution. These roles and behaviors can be evaluated by companies that already have communities, 

that way they can identify the gaps that could be filled in order to improve and strengthen the 

community. Companies seeking to design a community can also make sure that a wide range of 

roles will be available by creating structures and support systems that ensure them.  

The fifth reality is that online networks are just one tool, not a community strategy. Many online 

communities sponsored by companies seem to be nothing but a focus group, it puts up its hopes that 

the consumer will bond around a virtual setting of the brand. While online communities can serve 

valuable functions, such as connecting people and ideas, helping people find solutions to ambiguous 

problems and so on does have its limitations. Online interactions often result in weak social bonds 

due to the anonymity of web encounters and can strengthen antisocial behavior. The importance of 

offline communication is thought to be extremely important to foster community connections.  

The sixth important thing is that brand communities defy managerial control. Control is an illusion 

as brand communities are not corporate assets, however it does not mean abdicating responsibility 

by relinquishing control. Companies can participate as co creators of communities, creating the 

conditions in which communities can thrive by facilitating and nurturing them (ibid.).  
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The last reality is the importance to engineer the community, that way the brand will be strong. In 

order to have an effective community strategy, three basic forms of community affiliation: pools, 

webs, and hubs need to be combined in a mutually reinforced system. Shared values and goals unite 

the members of Pools. Because people share a set of abstract beliefs but build few interpersonal 

relationships, pools only deliver limited community benefits. Community members are at risk of 

dropping out unless the affiliation to a brand idea is supplemented with human connections. That is 

where the Webs affiliation comes in as it is based on strong one-to-one connections. The people in 

them are bound by many and varied relationships, making it the strongest and the most stable form 

of community. The last community affiliation, Hubs, is where members are gathered due to their 

admiration of an individual. This form of community is strong, albeit unstable as the community 

tends to break once the central figure is no longer present (Fournier & Lee, 2009).  

 

Figure 2: The Three Forms of Community Affiliation (Fournier & Lee, 2009:108) 

 

 

 

 

 

 

 

 

 

 

 

 

The importance of engineering a community is a part of this theory that will be further applied in 

the business of blogs section in order to structure the analytical framework. 
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3.2 THE BLOG PHENOMENON  

The following is a stepping-stone into the section of business of blogs as it provides a necessary 

understanding of the fundamentals of blogs, their functions and their place in the social web. 

Okonkwo provides a theory on blogs that essentially builds upon the community approach by 

drawing aspects from these theories and applying it to blogs and the blogosphere in general.  

 

A worldwide generation of opinionated consumers has come about due to the social web 

movement; this current movement led by social network addicts and citizen bloggers has affirmed 

the power of the independent thought. The e-marketing vocabulary has permanently acquired the 

phrase “the consumer is king” as the blogosphere and social media has made clear that this is a 

phenomenon that is here to stay. The consumer now has a total control of interpreting and receiving 

messages from brands, and also whether these messages are legitimate, whether they want to 

endorse and spread this endorsement further, and finally generating debates about the brand that in 

the matter of minutes can influence millions of people around the world. The consumer has gained 

an unprecedented level of audacity and confidence as they now have the power and the key, even 

possessing the tools, know-how and skills to navigate around the Internet. Consumers are therefore 

no longer in the submissive position of accepting information from brands without questioning their 

intention or validity. This new phenomenon has shown that the Internet is quickly becoming the 

most critical and important marketing medium, becoming even more prevalent in the near future 

(Okonkwo, 2010).  

 

As previously mentioned, blogging is a very important phenomenon of the social web. Blogs can be 

defined as web journals that are mostly controlled and created by independent users who principally 

offer non-judgmental and genuine views on specific topics, which are frequently debated and 

updated. They are designed to offer authentic viewpoints on numerous issues and with frequent 

updates, debate topics, commentary, and news featuring relevant information, they foster 

participation and exchanges among interested parties and those who share their passion for the 

subject. While the blogging phenomenon is not a new concept, online diaries and journals have 

existed since 1994 and in 1999 the first real blog was created, the word “blogger” is now a 

professional category. Many bloggers have become experts in engaging conversations and 

technology but are in fact citizen journalists, mostly informally trained in writing. However, it is 

their passion and dedication that draw readers to them (ibid.).  
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Blogs have brought about several opportunities and benefits. Among the benefits, is that consumers 

are now able to consult other consumers through blogs before shopping both offline and online. 

Fashion consumers in particular are currently resorting to this because the current state of many 

fashion brands is that few provide the consumers with the type of online experience that they seek. 

People consider blogs as reliable, honest and they care about the opinion of bloggers. In the luxury 

field, the consumers will stay with blogs that are unsusceptible to marketing manipulations by 

companies and that demonstrate independence of thought. Blogs are supposed to be transparent and 

loyal to its readers. However, some blogs have started to incorporate formats and elements of the 

mainstream websites, such as advertisements, in a bid to ensure more engagement with readers and 

a richer content on their blogs (Okonkwo, 2010).   

 

Companies can no longer ignore their consumers or diffuse unwanted messages, they now need to 

observe, listen and converse with them at all time. This is because blogs now make it possible for 

consumers to make them recognized and heard by giving them a voice and an outlet to do so. 

Understanding the dynamics of blogs and the extent of the opportunities they present for companies 

whether they are in the luxury sphere or not is the key for companies to benefit from the blogging 

phenomenon and the social web as a whole. The reason for this is that blogs that are created by real 

people who have no ulterior agenda, for real people who congregate to connect, share, meet, and 

co-exist virtually, are the ones that thrive. Furthermore, blogs are interlinked and do not exist in 

isolation. Each active blog increases its chances of activity and popularity by being connected to 

thousands of other websites, the more linked a blog is the better. The most densely and active 

populated parts of the blogosphere are able to be identified due to this interconnectivity, this aids 

companies as they are able to track the most popular topics on the blogs. In the interconnected 

mode, blogs provide a lateral form of communications (ibid.).   

 

To get a better understanding of blogs and the social web in general, Okonkwo presents the features 

and functions of these platforms:  

 

Transparency 

The participants must know the founders, moderators or owners of the social networks. It does not 

matter whether it is a company, family, association, group of friends or an individual, they must tell 
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their story and show their face. If it is unclear who is behind it, people are unlikely to participate. 

One of the most important things is that nothing is hidden on the social web, this means that the 

dialogues and exchanges that take place on these sites can be read, heard, seen and discussed by 

anyone, and that the activities that take place appear exactly as they took place. The people behind 

the site must be open to all sorts of discussions, even negative ones.  

Independence 

Individuals or groups that have a need to voice their opinion regarding a specific area of interest are 

most often the ones that are behind online social forums. The main source of attraction to their sites 

is that they are most of the time independent of corporate manipulation and influence. They 

therefore derive their credibility from their ability to present the contents impartially and detach 

themselves from the corporate world. Many blogs often mention brands in their discussions, the 

readers expect them to but also expect the bloggers to talk about them from their own personal 

viewpoints and not because someone is paying them to talk about the brand.  

Passion 

The moderators of online social forums are more often than not driven by a passion for a certain 

area to create an online social forum and to keep them active. The time and effort spent on some 

blogs are almost as much as people would spend on full-time jobs, the level of activity is therefore 

extremely high and is no doubt driven by the passion the creator and the readers have about the 

given area.  

Accessibility 

The beauty of the Internet is that it is accessible to anyone anytime, anywhere! There are therefore 

no income, geographical or social barriers. The online forums should be welcome to anyone who 

has internet access and that has something to say about the central theme of interest.  

Informality 

The more informal a blog is the better. This is because if the blog is always immaculate and too 

smooth, the readers may conclude that the blogger is indeed a corporate ghost. The blog readers and 

the social network residents tend to avoid the information provided that could have been indirectly 

manipulated or influenced by companies employing to sell more magazines or products, instead 

they seek agenda-less independent opinions and thought.   
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Interactivity 

The social web is based on exchanges and interactivity, in other words person-to-person relations. It 

creates a certain community that allows people with similar interests, values, viewpoints and 

passions to connect.  

Thematic 

Creating a blog revolving around a central theme or idea to which the participants can relate is most 

often how blogs operate. It is important that they have a unifying and central theme.   

Objectivity 

Blog readers rely on the moderators of the blog to be unbiased and fair when they present their 

opinions and facts. They pay particular attention when bloggers mention brands, services, people or 

products, and are quick to point out when they think the blogger is being influenced by a certain 

brand or company.  

Trust 

Trust is a crucial aspect of the online social groups. In fact, consumers now trust each other more 

than they trust the press and companies. If specifically the moderator of the blog breaks the trust it 

can mean the death of that community.  

Communal  

Seeing as the social web is a community, the experience that the individuals that participate on it 

have are more collective rather than individual. The connections and relationships that the users 

share innately interlink them together.  

Ownership 

People get together on collaborative platforms to exchange opinions, information and other forms 

of content on a mass scale, this is what the social web is all about. Participants of online 

communities share, debate and discuss several topics which allows them to feel a sense of 

belonging to the community, but also a feeling of ownership of the content as they have been 

actively participating in the discussions and shared their opinions.   

Interconnectivity  

Blogs are linked to one another and are therefore interconnected. Finding a directory for other blogs 

featuring their web links on blogs in different categories is normal these days. As blogs depend on 

other blogs for their validation and visibility, one can say that the blogosphere is exceedingly 

networked. Blogs rely on others for their longevity, as they do not exist in an exclusive format, this 
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makes the vast influence of blogs important for companies as the blogosphere has collective values 

for them (Okonkwo, 2010).  

 

Blogs have crept into every sphere of business and its level of impact on different sectors remains 

substantial, proving to be one of modern business histories most influential marketing channel. It is 

evolving the communication pattern between companies and clients as it is transforming the way 

they relate to each other. Brands are increasingly being excluded as the information flow has 

evolved from vertical, from brand to the client, to lateral, from clients to fellow clients. It is a 

powerful tool that has contributed to reinforcing the client’s position as the “king” of the world of 

consumerism and thereby altered the traditional rules of marketing (Okonkwo, 2010).   

 

“… the idea of blogging will never disappear. What will continue to evolve is its process and 

structure” (Okonkwo, 2010: 85).  

 

3.3 THE BUSINESS OF BLOGGING  

Up until now, there has been an immense focus on how businesses can use blogs to their advantage, 

a new way of reaching their consumers and at the same time, increase their revenue. What seems to 

be lacking in this newfound popular topic is how the bloggers are able to transform their blogs from 

being a hobby to a business. An extensive search was made to find relevant theories on the matter, 

however due to the newness of the topic the search was inconclusive. Instead, predominantly 

material from the Independent Fashion Bloggers (IFB) website was chosen due to its resources and 

its high esteem in the industry. IFB cultivates a community for fashion bloggers to share 

experiences and create a resource so bloggers can build a better blog, it currently has 30.000 

members (IFB, 2013; Griffith, 2011). It does so by hosting a community-linking group, posting 

helpful articles, and it recently created a platform to connect PR and bloggers in a safe and mutually 

beneficial way (IFB, 2013). IFB also hosts a conference, IFBCON, each fashion week (Bu, 2012). 

Moreover, in order to provide a proper theoretical aspect, a section of Fournier and Lee’s theory on 

how to get communities right will be incorporated to this section and partially provides the 

analytical framework.  

 

The first thing that needs to be clarified is the distinction between hobby and business bloggers. 

Hobby bloggers have been around for years, many of them are just as successful and professional as 
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the business types ones but they see their blogs as a side project and most importantly do not see the 

need to seek revenue from it. Many of them therefore think that the need to put commercial 

elements on the blogs is a recipe to decrease ones independence, as bloggers can start fearing 

offending advertisers and could result in the blog becoming less authentic. Business bloggers on the 

other hand look at their blogs as more than a hobby and seek ways to get revenue from it. These 

bloggers may not all be fulltime bloggers as it takes time to build the blogs following and as with 

many other businesses, the future of their blogs is unknown. However, what sets them apart the 

most from hobby bloggers is that they someday want to live off their blog or that it at least provides 

them with some source of income (Burcz, 2012). 

 

The focus here is on how bloggers are able to turn their blogs from a passion project into a business, 

whether they started it as a hobby or are starting it from scratch. Turning a blog into a sustainable 

business takes a lot of work and dedication. Most importantly, it is important that people do not 

start a blog only because they want to reap the financial benefits, it they do so, it is unlikely they 

will get very far. Bloggers need to be passionate about what they write about (Boyce, 2012; 

Blinman, 2013) Bloggers are now running their own small businesses, they start from nothing and 

try to turn their one-of-a-kind and unique product into a profitable, successful little company. The 

blog and the bloggers expertise being the product. Because there was no business model for how to 

go about this, bloggers often employ the same techniques as small businesses and start-ups 

(Atwood, 2012).  

 

The first step, and perhaps the most crucial step, that bloggers should take when starting a blog or 

transforming the blog to a business is to create a business plan. Objectives, short-term and long-

term traffic goals need to be set, and a financial plan needs to be drawn up. It can be a great way to 

answer questions about your blog that you have not thought of before, or even try to gain funding 

for your blog. It will help to legitimize a lot of aspects of your brand (Boyce, 2012). Selling ad 

space, refining your content and setting up affiliate links will all contribute to preparing your site 

and yourself for a life as a professional blogger (Davies, 2012). Furthermore, the bloggers business 

plan should be consistent with how the community will be engineered (Fournier & Lee, 2009). 

 

When bloggers are starting their blogs, or are in the process of turning their hobby blog into a 

business, what they need to determine is what they are selling, are they educational, envelope 
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pushing, urban, aspirational, high-end, vintage? This is the starting point where a blogger 

establishes what the values and goals for the blog should be and eventually form the first 

community affiliation: Pools (Fournier & Lee, 2009).  

The blogger does not have to feel confined by only using one or two themes, one theme can be 

branched out and still feel “on brand” (Rushford, 2012). The topic of having a specific niche when 

writing a blog has become more noticeable. However, limiting your reach and your business is not 

advisable if you have more to offer. What bloggers should do is to think about what else they can 

offer, dream of new ways to monetize what you are doing, what trends you can integrate into your 

plan and how you can achieve gravitation from your audience towards brands you gravitate towards 

(Boyce, 2012).  

 

The goals and objectives that bloggers set for themselves need to be specific, measurable, 

attainable, realistic, and timely. The tools you use to meet your goals and objectives can include 

Twitter, Facebook, Pinterest, advertising on other blogs, outreach to other bloggers, guest post and 

so on. In order to reach your objectives, it is necessary to set up a few tactics (IFB, 2012).  

 

The objectives that a blogger should have are listed below:  

Bloggers need to be proactive with their business, they need to work hard for every opportunity. 

This means picking up a new skill, putting yourself out there any chance you get, sending an intro 

email to an editor, networking at events, and so forth. Bloggers need to go out there and make 

something happen, their potential is literally in their hands (Boyce, 2013).  

Bloggers need to cultivate their relationship with their readers and make customer service their 

priority. This is particularly important in the beginning as this is by far one of the biggest areas 

small businesses focus on. There is a need to foster long-term customer relationship as this will help 

build brand loyalty. Small businesses rely on its customers. Bloggers need to think of ways to make 

the blog’s reader experience the best as a satisfied reader can turn into a loyal reader. 

Bloggers also need to be aware of its competition, it is important that they look at the industry and 

see what is happening, which posts are being shared, which new platforms are working for bloggers 

and so on. By analyzing the competition, the blogger can adept their business tactics to their own 

strategy as well as learning from their success or missteps.  

Like small businesses, bloggers should be willing to adapt and evolve with business, sales trends 

and marketing. These changes can be applied to the bloggers outreach efforts, marketing strategies, 
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brand partnerships and blogging content. By always looking ahead, the blogger can capitalize on its 

successes and strengths, and be flexible (ibid.). 

 

It is necessary for a blogger to know what its goals are. Three crucial goals that a blogger should 

focus on are: building traffic to the blog, building a social media network, and to build the blogs 

brand (Rushford, 2012). These goals will further help the bloggers build a community (Fournier & 

Lee, 2009).  

 

The lifeline of ones blog is its site traffic. It is what determines your advertisements, notoriety, and 

ultimately the cash flow. A blogger should never be satisfied with its site traffic (Burcz, 2012). The 

perceived interactivity on the blog or social media could be a more business-perspective on 

engagement. Tangible examples of engagement include pageviews, social media shares, times on 

site, comments and clicks. When pitching to a brand, a blogger needs to have the tangible numbers 

in hand as they indicate the strength of the blog. A blog will appear more credible the higher the 

following is. A blog can have compelling editorial content and strong visuals, but without an 

audience ones efforts would not matter (Boyce, 2012; Davies, 2012).  

 

There are several different resources a blogger can utilize in order to measure engagement. Google 

Analytics can be used to measure engagement on your site, Facebook Insights is used to measure 

Facebook engagement, and Crowdbooster and Topsy act as monitoring mechanism for ones Twitter 

activity (Boyce, 2012). There have been examples of bloggers padding their statistics because often 

advertising is paid per impression. In order to avoid loosing ones credibility, a blogger should never 

lie about ones statistics. This is because marketing and public relations professionals have started to 

use tools to quantify the value of a blog. Before contacting a blogger for a potential marketing 

campaign, it has become a standard for the industry to research bloggers and look at social 

influence and traffic stats. While it is impossible to know the exact traffic of another website, it is 

relatively easy to see if the data makes sense by looking at traffic and ranking blogs. The same goes 

for social media (Jacob, 2012).  

 

Apart from Social media platforms, Pinterest, and email campaigning there are also ways to drive 

traffic to ones blog. Bloggers can use keywords to help drive traffic to their blog. Search engines, 

such as Google, Bing, and Yahoo, categorize web pages according to their keywords. These 
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keywords can help rank higher on the results pages so readers will get to your blog. Keywords are 

chosen by search engines and are usually terms that appear in important places on the blogs and 

those that appear often. These keywords would be beneficial to use in headlines, titles and headings, 

by bolding words, and in tags and categories (Davies, 2012). 

Another way for bloggers to build traffic to their sites is by either guest blogging or inviting guest 

bloggers to the blog. The reasons for why a blogger should consider guest posting is because the 

readers of the post are likely to either share the blog post’s link or visit the blog if they like it. If a 

blog is chosen that has relevant traffic to its own blog, it can be a great opportunity of elevating 

traffic to ones blog. This also creates back links, as people may be willing to share the links on 

several platforms, creating a great network for the blog. Guest posting also brings about a chance to 

brand and publicize the blog, it is a subtle way of improving and marketing the blogs’ brand image 

(Patel, 2013; Blinman, 2013). 

 

While bloggers have often been compared to entrepreneurs, the advantage that bloggers have over 

them is their passion and their audience. Bloggers are able to establish and cultivate a community 

with their readers. The goal a blogger should have is therefore not to only draw readers to its site 

but also to get that reader to participate and communicate with you (Boyce, 2012). This goal will 

help the blogger achieve the second community affiliation: Webs (Fournier & Lee, 2009).  

 

Today, social media can be a blogger’s best friend as a blog can be driven from its presence at 

social media platforms. This makes the second goal of building social media network for the blog 

essential. Even though blogs are a part of the social media ecosystem, a useful goal for bloggers to 

have is to try and reach loyal and potential readers through the other social media platforms, such as 

Facebook, Twitter, Instagram, and Pinterest.  

Developing a powerful social presence is becoming essential for most businesses, and blogs are no 

different, as an increasing amount of people are becoming active on them. By doing so, the loyal 

readers of the blog will be able to promote it for the blogger and hopefully lead other readers to the 

blog (Blinman, 2013). The platforms bloggers should target are the ones where their potential 

readers and customers are, they are not necessarily on every platform. This can be tracked by the 

various programs available to bloggers about analytics (Sisson, 2012). Being active on the other 

social media platforms and being able to observe ones readers or consumers, can give the blogger a 

competitive edge by finding out what they are sharing, reading, and talking about. This can spur an 
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idea for the blogger about what they should feature on the blog, or which topics are trending at the 

moment (Yankelev, 2013). Lastly, the bloggers should make it easy for their readers to be able to 

share the posts on the blog by providing social media share buttons (Dietrich, 2012). It is another 

great way of reaching new, potential readers.  

 

There is no formula for social media success, the blogger needs to set goals for what they want to 

reach and achieve it by being active on different social platforms. The blogger can set its strategy 

and goals by observing where the audience it wants to reach is, the readers’ expectations, and the 

bloggers expectations. As long as the blogger keeps tracking its following, goals should be able to 

be reached (Friedman, 2013).  

 

The third important goal is that of building your personal brand, this is also an aspect that will be 

greatly influential in helping the blog gain revenue and will create the third community affiliation: 

Hubs (Fournier & Lee, 2009).  

Here are a few easy steps one could start with. First of all, use uniform colors and fonts for all your 

offline and online collateral, this includes the blog, Twitter, Facebook, business cards and so on. 

Second of all, streamline your profile pictures, make sure to use the same on all of your online 

accounts. Third of all, make sure you have the same user name on all accounts. Lastly, find your 

voice and always write in it (IFB, 2012).  

As a professional blogger it is important to know what your most marketable skill as a blogger is, it 

could be your writing, photography, or even stylist skills. This way you can leverage yourself as a 

hire-able, professional, freelancer. Your blog can become your resume, your portfolio and your 

calling card. As a blogger you want to be sought after and buzz-worthy, therefore, along with a 

topic you are knowledgeable on, pitching yourself can have amazing benefits, like plugs, features, 

and all around attention driven to your blog (Davies, 2012). Here are a few ways of helping 

bloggers get noticed and featured: positioning oneself as an expert within a field, having a different 

point of view, leave thoughtful comments on topics that are of ones interest, freelance on the side, 

using Fashion Week to ones advantage, and getting photographed by street style bloggers (Burcz, 

2012). 
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Another important aspect of the business plan is having your financial in orders and creating a 

financial plan.  

What bloggers should keep in mind is that they are similar to that of entrepreneurs, when you start 

your blog you start it with the money you get from your income and the money you have in the 

bank. This will effect what price point is attracting your readers and what you wear on your blog. It 

is yet unheard of a blogger who has gotten venture capitalists to invest in their brand and blog. 

However, money is not a barrier to popularity, viability or success as a business in the long run 

(Rushford, 2012). In order for bloggers to be able to sell their blog to potential brands, knowing the 

marketing budget, sales figures, and how much one spends on their blog is important. Tracking the 

statistics every month for Facebook and Twitter following, Bloglovin’ followers, and their 

respective percentage increases will help the blogger build a better blog and stay focused on the 

future (Atwood, 2012). This is essential as the return on investment is something that constantly 

needs to be on a blogger’s mind. Which efforts lead to a great payoff is a pattern that is important to 

keep an eye out for. (Rushford, 2012). 

 

As with most businesses, it is all about who you know, this is why networking on all platforms is 

essential to professional bloggers. Crazy ambition and raw talent will only get you so far, the right 

connections can take your pursuits and career to the next level. When striking out as an 

independent, entrepreneurial blogger, genuine connections are one of the best and most valuable 

tools. Fellow bloggers, photographers, agents, sales reps, communications associates, designers, 

journalists, social media managers, people in advertising, buyers, and stylists, are examples of 

people that you should try and connect with (Davies, 2012).  

It takes a lot of different elements to create a business from you style blog, it also takes excellent 

timing, dash of luck, and that special something that makes your blog stand out from the crowd. 

The biggest focus should be on refining the content, building traffic and fostering relationships with 

ones favorite brands (ibid.). 

 

3.3.1 MONETIZING THE BLOG  

There are several ways in which blogs can monetize their blog, the following section will go into 

details on the most popular ways to do so.  
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One of the most popular ways to start out monetizing ones blog is to sell your own ads. It can be a 

great way to go when you have a very niche audience and when your traffic is going. For years, 

smaller companies have utilized blogs for “boutique ads” in order to get more people to their site. 

The blogger can even sell ad space on its videos, the market for pre-roll ads has really taken off 

(Jacob, 2012; 2013). In order to set this up, the blogger needs to setup a Media Kit, negotiate prices, 

process orders, answer emails, follow up with payment, and so forth. This can be a lot of work for 

very small amounts of revenue as ad networks generally pay very low rates (Jacob, 2013). This is 

why some bloggers choose to join an ad network so they do not have to manage their own ads sales. 

This can be very lucrative for bloggers who reach a wide audience and have a lot of traffic (Jacob, 

2012). Again the problem of the amount of revenue comes up as ad networks generally pay around 

$2 cost per thousand impressions for each ad, and that is just in US inventory. For international 

blogs who have readers from all over the world, these types of ads will not cultivate much revenue, 

unless your network serves other countries (Jacob, 2013).  

 

While bloggers with high traffic may be able to make a living from banner ads, diversifying the 

income streams is where the real money comes from. The possibilities are endless and it is a great 

way to ensure income while the web evolves (ibid.).  

 

A more lucrative option to ad sales could be affiliate marketing in the blog’s posts (Jacob, 2012). 

Simply using one website to drive traffic to another is the core of affiliate marketing. It is a way for 

the blog to earn revenue, endorse the products you use and love in a way that is beneficial to your 

readers and yourself. How it works is that it is based on a system where the affiliate, the blogger, 

will get compensated if a customers follows through and makes a purchase through the link 

provided on the blog. It can be a great way of building a relevant and honest relationship between 

the blog, the readers and the network. If the blog has loyal readers who trust the bloggers 

endorsements then there is a great chance of it being a lucrative option for revenue (Davies, 2011). 

Also, by looking at the blog’s network’s analytics, the blogger can see what the readers are 

responding to. By taking note of where the items were linked in the content and what kinds of 

items, the blogger will able to find a pattern that can be commited to (Davies, 2012).  

Having affiliate links also means using them on the blog’s social media platforms, this is a great 

way of expanding your affiliate reach (Jacob, 2012). A way to use it on Facebook is to post a 

picture that the followers can “like” and then in the text below include the link. Twitter can also be 
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utilized to drive followers to the affiliate links. Whether to post all the time or taking a more sparing 

approach is up to the blogger to decide. The response of the fans and followers will determine what 

works for you. Overall looking for opportunities and take advantage of promotional windows is 

something that a blogger should keep in mind. Pinterest is also becoming increasingly popular with 

bloggers. A good way of dealing with Pinterest is to pin affiliate links you use on your blog the 

same day your post goes live. Many bloggers have cited Pinterest as their highest-earning channel 

with affiliates. Making the presence of affiliate links feel both helpful and natural to the readers is 

the key to success using this method (Davies, 2012).  

 

Another popular method is to sell sponsored posts. This is a great way for developing content for 

both the readers and the brand (Jacob, 2012). Bloggers can actually apply for fashion blogger 

sponsorship programs in some online shops. How that works is that the blogger makes a product 

review that is posted on the blog in return for free products, usually in the form of accessories and 

clothes (Tan, 2012). This method is becoming increasingly more popular because of brands’ 

newfound fondness of content marketing. Brands like this method as it can tap into prospective 

customers and possibly turn them into repeat buyers. They can gain the customer’s trust by having 

their brand featured within or alongside content that attracts a certain audience. This method is also 

valuable to bloggers as it is a way of working with brands and monetization that does not scream 

this is an ad! The blogger is still providing its readers with content that it wrote and that is “read 

worthy”, the reader also gains from this type of method, as they are still being informed and 

entertained (Burcz, 2012).  

 

3.3.1.1 WORKING WITH BRANDS  

Part of the marketing partnership process is to pitch the blog and yourself to a brand. Once you are 

in, you have to come up with a case study to show examples of your past work with brands and 

offer analytics in a succinct fashion. Case studies are a powerful marketing tool for blogs. The most 

important part of it and the way to prove your worth is to provide the brands with relevant numbers, 

it is all about the quantified results and statistics (Jacob, 2013). 

 

This is a shift from what was known before in blogger and brands’ relationship. Now blogger 

campaigns are more involved and multi-platformed, yet less extravagant. The brands are now more 

than ever interested in how blogs can guarantee them a return on investment. The shift has gone 
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from brands and bloggers working together from PR spectacle to revenue driver. The brands rely 

more on the previous campaigns that bloggers have done in the past and the more tangible return on 

investment. Bloggers therefore need to become more sophisticated in the services and products that 

they sell in order to sustain themselves and their blogs. Bloggers, both individually and as a 

community, also need to be able to quantify how they will generate revenue for brands in order to 

justify the expenditures. The big part of the problem is that brands are still learning how to 

articulate what they want from bloggers, whether they fall into marketing or PR. However, many 

bloggers have until now been able to maintain a good relationship with brands and there are several 

ways a blogger can interact with brands (Jacob, 2013). The following section provides a few 

examples.  

 

Bloggers will often want to become a brand ambassador for a brand it loves. If you want that you 

can incorporate ads or links in your posts, reaching out to the community on behalf of a brand or 

you can package sponsorship opportunities. The blogger can even do a special campaign on Twitter 

using branded hashtags (Jacob, 2012). 

 

Hosting a branded giveaway on the blog or on your other social media platforms is another great 

way for brands and bloggers to work together. If a blogger can think of a way to expand a brands 

presence on platforms such as Pinterest or Instagram, it can become particularly valuable (Jacob, 

2012). Giveaways have great benefits for both brands and bloggers. For brands it is an inexpensive 

and easy way to get their product and name in front of a new audience. For bloggers the rewards are 

that it will help build a relationship with a brand, it will grow the social media following of the 

blog, and it will increase traffic and comments on the blog. These benefits come about naturally 

through the execution of the giveaway (Davies, 2012).    

 

Making a branded video is also an option, as well as, hosting a branded event or a branded Twitter 

party (Jacob, 2012).  

  

When dealing with brands it is important that a blogger does have the ability to decline when 

approached with deals it does not find applicable to its site. The blog has a lot to do with who you 

are as a person, it is your brand. Bloggers therefore need to stay true to themselves when choosing 

which brands to collaborate with (Burcz, 2012).  
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Other options of monetizing ones blog includes but is not limited to: selling subscriptions to the 

blog, selling services from the blog, and opening up a shop from ones blog. This takes a lot of 

dedication and time but for some bloggers this has led to new careers (Jacob, 2012).  

 

The common ground for all of these options to monetize ones blog is the number of readers of the 

blog, this is why building ones network and increasing ones traffic is extremely important. While 

routines can be really helpful when a blogger is starting out by creating habits and giving a strong 

foundation, you can stray from it when it feels right. Sticking to the plan does not exactly encourage 

innovation (Davies, 2012).  

 

3.3.2 NETWORKS OF BLOGS  

The most recent phenomenon that has appeared in the blogging world, is that of bloggers coming 

together under one “roof”. Several sites have now popped up that are hosting more than one blog, 

this is seen as a strategic business move for these bloggers as this creates great opportunities for the 

bloggers and the way they will be able to monetize from this (Robison, 2011).  

 

Aggregate sites for fashion blogs is a great way of introducing similarly minded bloggers with the 

same end goals to ones audience, this will increase traffic, audience, and engagement. If you like 

the content of one blogger you are also directed to the content of the other bloggers on the site. 

These sites sometimes even have banner ads on each page that suggest the reader to visit the other 

associated bloggers. This works similarly to guest posting.  

These sites also increase potential for revenue. When selling ads, size matters. A blogger can sell 

ads for more, the more traffic the blog has. Ad networks now have the option of sharing ads across 

multiple networks. The bloggers on these sites have higher traffic to leverage themselves for banner 

ads, advertorials, and so on, by syndicating their content in one place.  

Moreover, advertising can be brought to a whole new level on these sites. Now the group of 

bloggers can have integrated advertising, for example by having a full on wallpaper ad on a site, 

which brings a new, heightened level of advertising (Robison, 2011).  

 

These types of networks have become quite popular and are sought after. Some bloggers have taken 

it to themselves to bundle up on one network, while others are approached by ready-made networks 
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that are handled by a third party. Bloggers also have the opportunity to apply to be on a network 

(Davies, 2012). 

 

3.3.3 WHAT BLOGGERS SHOULD CHARGE  

One of the things that bloggers can do to reveal their rates is to put together a media kit. The rates in 

the media kit can be for the various forms of advertising accepted on the blog, including banner ads, 

text ads, and sponsored posts. This will help when a potential sponsor contacts you. Bloggers need 

to be aware of their stats and set up guidelines and rates (Robison, 2010).  

 

There have been some questions about what bloggers should charge for their services. A good way 

to start is to research what constitutes as payment and what should be done for free by checking 

around other industries (Jacob, 2012). There are also places on the Internet that the blogger can look 

around to find out what the rates are. Bloggers can see how much bloggers are charging for their 

ads and how much traffic they are getting by looking at services like BlogAds. Also some bloggers 

have their rates listed, or have a downloadable rate card, in the “advertise” page. Lastly bloggers 

can talk with ad networks to get an idea of how much cost per thousand impressions ads usually go 

for. In that way a blogger can adjust their pricing by looking at the cost per thousands impressions 

and how much traffic the blog has (Jacob, 2012).  

 

Another issue that bloggers also need to deal with is how much of the blog business to reveal to its 

readers. This is a fairly new topic as the relationship between brands and bloggers is evolving with 

each new placement and project. Bloggers are increasingly asking to be compensated, which is 

important as they are a valued voice in the industry (Boyce, 2012).  

As there are no guidelines as to how to go about this, a blogger needs to find what they are 

comfortable revealing. Many have argued that businesses do not disclose financial deals and 

earnings so why should bloggers do so? Until now, the only proper rule that applies to this is in the 

United States as the Federal Trade Commission (FTC) mandates that a blogger must disclose the 

material connections they receive from brand endorsements, however, any notable actions from the 

FTC in regulating this policy remains to be seen. Bloggers do usually disclose when they have 

received free gifts or products on behalf of the brand, but they seldom mention anything about party 

and travel trips, or public appearances (Boyce, 2012). A good thing that a blogger could keep in 
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mind is to share with the readers if it involves money. They do not need to share the details of the 

arrangements or how much they made (Robison, 2011).  

 

“This gray, blogging business area is one that will continue to grow in its controversial nature as 

blogger-brand partnerships become more predominant in the fashion industry” (Boyce, 2012). 

 

3.3.4 BLOGGERS SEEKING PROFESSIONAL REPRESENTATIVES  

 A new phenomenon in the blogging world is bloggers who are approached or want a professional 

representation, such as having an agent.  

The bloggers that choose to take this route argue that these agencies know how to execute, and 

know that bloggers deserve the credibility of a high level agency. They teach the bloggers to think 

on a larger scale (Burcz, 2012). Some bloggers have argued for their decision to do so by saying 

that they only want to focus on the creative part of blogging. Those against seeking out agents argue 

that it can affect the creative part of blogging as you are giving up the creative part of building a 

business. Bloggers are ultimately giving someone else power to control their work. After all, it is 

not an agent’s job to make sure that you have money coming in, they mainly negotiate for your 

behalf (Jacob, 2012).  While some bloggers believe that having an agent is the only way to “make 

it”, there are several bloggers who are doing their own PR work (Boyce, 2012).  

 

3.3.5 HOW TO PROTECT A BLOG IN THE EYES OF LAW 

If you run your blog as a business, you should see yourself as an entrepreneur, and as in a 

traditional business world, should take proper precautions.  

First of all, bloggers should establish a corporate structure for accounting and liability. Second of 

all, bloggers should make sure that their business dealing and operations are safeguarded by valid 

contracts, such as independent contractor agreements, confidentiality agreements, employment 

agreements, sponsorship agreements, and so on.  

Because the blogs are on the Internet, it means that proliferations of proprietary images and content 

are easily subject to altering, misappropriating, copying, sharing and downloading. Bloggers can 

take certain steps to fight against this, such as disabling right click-save, placing copyright notices, 

watermarking images, and embedding images with copyright management information (Burcz, 

2012).  
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3.4 ANALYTICAL FRAMEWORK  

A comprehensive understanding of the underlying mechanisms of blogs was first attempted by 

going through the most influential theories on the community approach. As Web 2.0 and the social 

media platforms it brought along with it, including blogs, are all about giving the consumer a voice 

and thereby enhancing their power, the community theories were chosen as they have often been 

associated with the social media phenomenon, given that the social media platforms are essentially 

several communities.  

Following the community theories is Okonkwo’s theory on blogs along with the material found on 

the business of blogging. Okonkwo’s theory essentially builds upon the community theories and is 

therefore the starting point of the analytical framework. In her theory she explains the features and 

functions of social media and this will be applied to the case studies in order to see whether blogs 

who have turned into a business still hold the same structure or whether the structure has evolved 

along with the transformation the blogs have gone through. While there was a lack of theories 

regarding the business of blogging, an inductive approach of the data surrounding the topic enabled 

a set of guidelines to come about. As these guidelines were not grounded in theory, a part of 

Fournier and Lee’s theory on how to get communities right was incorporated in order to have a 

more structured theory to analyze the cases. This will be applied to the case studies to see if this can 

serve as a framework for transforming blogs into a business by looking into if there are any 

particular guidelines that blogs have followed in order to gain success and holding the stature of 

being a business blog.  

 

Having accounted for the theoretical and analytical framework of this thesis, the next chapter 

provides the explorative research into the background knowledge of blogs, the influence they have 

had in the fashion industry, as well as, an extensive description of the case studies.  
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CHAPTER 4. EMPIRICAL FINDINGS   

Blogs have taken the world by storm and have had a great effect on several industries, the fashion 

industry included. Blogs are described as the most explosive social media platform that has ever 

existed (Okonkwo, 2010). 

 

In 2010, there were 184 million blogs worldwide and 77% of the active Internet users were reading 

them. Nearly one million daily entries by bloggers and millions of posts by readers were posted 

every day (Okonkwo, 2010). In a study made in 2011 it further showed that 61% were blogging as a 

hobby, 8% were blogging for their employer, 13% were entrepreneurs (blogging for their own 

company), and 18% were professional part- and full-time bloggers (Technorati, 2011).  

There has been a common misconception that blogs and blogging are only appealing to the younger 

generation, in reality blogs appeal to a wide array of people. In fact, affluent individuals make up 

for nearly 40 percent of all bloggers, of course making them more likely to purchase goods online 

than non-bloggers or blog readers. The advice that blogs make goes a long way in influencing the 

consumers’ long-term perceptions and purchase decisions Okonkwo, 2010).  

 

The influence that blogs have had on the fashion industry will further be discussion in the following 

section, along with the relationship between bloggers and brands, and the editorial integrity of 

blogs. The chapter will end with extensive data on the case studies.  

 

4.1 BLOGS INFLUENCE ON THE FASHION INDUSTRY 

In recent years, blogs have been going through quite the transition causing some debates about 

which footsteps fashion blogs are likely to follow and perhaps one day surpass. The two most 

probable paths mentioned were whether they will become the future of fashion magazines or 

fashion branding (Griffith, 2011).  

 

After the 2009 Fall Fashion Week in New York, the fashion world had to face the fact that fashion 

bloggers were here to stay as they had secured places on the front row of Bryant Park’s most 

exclusive runway shows. They posted photos of themselves mixing vintage with couture and wrote 

in Internet slang, two things that immediately differentiated them from other journalists attending. 

Fashion editors immediately started worrying about their position they once thought was secure as 

this army of fashion digerati brought something new to the table that was clearly interesting to the 
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fashion consumers. The following years proved that fashion editors no longer needed to fear 

bloggers, it became clear that they did not want to be editors as they had built something far more 

valuable: brands. Many if not most fashion blogs consist of the blogger detailing the outfit that they 

are wearing or an item that they would want to have, all in all they are talking about themselves and 

their opinion, in other words they are branding themselves. This is why blogging is often not 

considered as being journalism. A part of the reason for why these types of blogs exploded and how 

the bloggers gained so much influence was due to people wanting to see more relatable women or 

men wearing “real world” clothes (Griffith, 2011). Also these blogs have forced the industry to 

open up in terms of showing what goes on behind the scenes, something that consumers find 

interesting (Pedersen, 2013).  

 

While more focus has been on bloggers branding the blogs rather than turning them to something 

similar to a magazine, the influence of them has not gone by unnoticed by the traditional media. 

While the two differ on quite many levels and can be seen as two separate medias, blogs have 

affected the traditional media in more ways than one.  

First of all, today the average mainstream magazine’s website has less page views and community 

members than popular blogs (Griffith, 2011). This is partly because bloggers have made coverage 

faster; bloggers have a day-to-day deadline that has increased opportunities for coverage (Jet, 

2013). Second of all, traditional media has been forced to quote and recognize the credible blogs in 

their editorial features (Okonkwo, 2010). Lastly, fashion magazines have until now not been able to 

provide their readers with the same personal voice and distinct identity as blogs have (Style Bubble, 

2013). This has caused traditional media to focus on gaining more emphases on personal 

perspective in the way they present their content. This can already be seen in the fashion industry, 

one of the biggest media publishers Condé Nast acquired the blog-hosting site NowManifest. The 

Danish fashion magazine Cover has also followed suit and now also hosts several bloggers on its 

website in order to add a personal touch to its publication. Cover cleverly selected bloggers who 

had been featured and often show up in the magazine, and have a similar way of approaching 

fashion as the magazine does (Pedersen, 2013).    
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4.2 THE RELATIONSHIP BETWEEN BLOGS AND BRANDS  

Brands are now more often than not reaching out to influential bloggers to disseminate the brand 

message and harness their viral influence, instead of using traditional methods of media and PR 

(Phelan, 2011). Bloggers have taken on new roles as models, endorsers, guest bloggers and 

designers (Griffith, 2011). 

 

In the past brands have hired celebrity spokesperson to represent their brand, however, today 

fashion culture is defined by bloggers, as they are the ones driving social conversations online 

(ibid.). These bloggers represent a new kind of communication of fashion, the new version of 

fashion. Furthermore, bloggers have provided brands with new ways of reaching out to their 

consumer by bringing a more personalized approach to their clothing and are overall more relatable 

to the brands consumers, bloggers are seen as a friend in the eyes of the reader (Pedersen, 2013). 

The benefits for brands are endless, first of all bloggers will feel more obliged than celebrities to 

personally invest themselves in the brand since they need to blog about the collaboration. This 

means that they have a lot more at stake, these bloggers are more likely to try the products they 

represent, as they need to prove to their readers that they in fact like them. The biggest benefit 

however must be that bloggers are the ones that are breaching the gap between fashion and Internet, 

and are able to give brands a direct view into how fans react to their products (Pedersen, 2012:2013; 

Odell, 2013).  

 

While many have had successful collaborations with blogs, several brands have not yet grabbed the 

concept of the effects that blogs can have on consumers, and treat them more as an easy PR hit by 

hosting parties and distributing free samples (Griffith, 2011; Odell, 2013). Bloggers occupy an in-

between area in endorsement contracts, which is the reason for why compensations are muddled. 

They are the talent, but unlike celebrities, they provide a package of blog visitors, Twitter followers 

and Facebook fans. Of course this allows the bloggers and its fans to engage free of exclusivity 

clauses and wording restrictions. Many brands struggle to give up control and will often refrain 

from working with them. What brands need to keep in mind is that the blogger will most often 

know its audience and how to resonate with them (Griffith, 2011).  
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4.3 THE EDITORIAL INTEGRITY OF BLOGS  

The trustworthiness of personal style and street style blogs has come into question in recent years 

due to the transition to becoming businesses and working with brands for commission. The fact that 

bloggers are requesting payment for their work is of course not a strange phenomenon; they work 

hard, have a unique voice and are dedicated to their followers. Brands are happy to work with them 

and pay them as many of them have a unique talent. However, this transition from a personal blog 

to a profit-turning business has people wondering whether the unbiased and original content, what 

made blogs relevant in the first place, has taken a hit (Pehlan, 2011). The blogs on NowManifest for 

example have come under scrutiny for seeming to have more focus on promoting brands than 

blogging about their style (Kansara, 2011). 

 

Bloggers are increasingly becoming open about their projects and collaborations with brands, and 

most reveal when they are writing about a gifted product or a paid collaboration (Pehlan, 2011). 

Many believe it is the right thing to do in order to keep their credibility (Bech, 2013). However, 

there are no clear guidelines for bloggers about when they should reveal a payment or not, and as 

the bloggers become more open about their business side, the lines seem to blur. This is particularly 

regarding gifted products and affiliate links. Most bloggers now assume that readers are aware that 

they have these features and therefore do not always disclose the reasoning behind them. This can 

without a doubt make the readers question their content as some of the posts about these gifts could 

be considered as a review of the product, a form of paid endorsement, or even an advertisement. 

Some bloggers have even admitted that they feel pressured to write or wear a certain product they 

were sent, solely to maintain a good relationship with a brand (Pehlan, 2011). Brands are 

increasingly sending requests to bloggers about reviewing products. Christensen often uses this 

strategy with brands that she is working with, as the brands are not willing to pay for these reviews. 

The bloggers who are willing get sent the product that is up for review and are sometimes sent 

something as a token of appreciation after the post goes up. Christensen does not see this as a form 

of payment as the bloggers they contact are avid users of the brand or believe in the brand 

(Christensen, 2012). 

 

Some fashion industry insiders question whether there still is a need to reveal when a product is 

gifted or when writing about a project bloggers were paid for. Chris Pedersen says that he does not 

think it matters anymore as people can see through it, especially the younger generation seeing that 
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they are aware of the market mechanisms. He goes on saying that the readers know that bloggers 

cannot afford all of the things that they feature on a daily basis (Pedersen, 2013). Jenni Jet concurs 

with Chris saying that product placement is not a new phenomenon and that it is the same that is 

done with magazines. Magazines are sent products and generally need to focus on brands that place 

ads in the magazine by featuring these brands in certain stories and editorials. Her belief is that 

bloggers should not reveal what they get paid for at all as they are a media person and sort of a 

media producer. She goes on saying: “Bloggers are a brand and it is up to themselves to create the 

credibility they want to be known for, to survive they will need to know their brand values before 

picking and showing a product they can stand for” (Jet, 2013).  

 

Another source of the issue of trustworthiness with bloggers comes from the fashion bloggers who 

have become famous. These bloggers are more likely to be photographed, particularly by street 

style bloggers, which has provided brands with another opportunity to work with them and has 

caused some problems with street style bloggers.  

 

Until lately, street style was thought to be fashion’s last stronghold of true individual spirit. Today 

this style has been infiltrated by tides of branding consultants, public relations gurus and marketers, 

becoming more contrived and monetized. Bloggers in particular are thought to be the new form of 

product placement, billboards for brands. This type of product placement is increasingly becoming 

recognized in the fashion industry (La Ferla, 2012).  

 

What was once a somewhat haphazard, quasi-covert operation is now strategically planned and out 

in the open. Some say that seeding new or long-established designer labels into the street style mix 

is now the new way of doing PR as these agencies make sure that certain people that are often 

photographed have the right products on at the right time (La Ferla, 2012). Scott Schuman has lent 

his voice to the criticisms saying that to him it does not matter where the people get their clothes 

from, whether it is from their personal collection or was given to them by a brand in hopes of being 

photographed wearing them. He does say that he is aware and notices when people go over the top 

or try to dress differently in the hopes of being shot by him. But when it comes to it a good shot is a 

good shot! (Mau & Chernikoff, 2012).  



 46 

4.4 THE CASE STUDIES 1 

The case studies presented for this thesis were originally inspired by The Business of Fashion site. 

It launched a series of articles about the business side of fashion blogging, something that had been 

rarely discussed before and raised the question of how these blogs were making money and whether 

blogging is a viable business. Four of the five case studies, presented here were featured in these 

articles. The blogs chosen have greatly impacted the fashion community. They have been able to 

turn a once closed industry into a more dynamic and democratic global conversation by building 

their own platforms and attracting an audience, this has led them to earning thousands of fans and 

followers in the process (Kansara, 2011). The personal style blogs that will be looked at are The 

Man Repeller, Style Bubble, Style by Kling, and Bryanboy. The latter two are community-based 

blogs, which will be further explained in the following section. The street style blog that will be 

looked at is The Sartorialist.  

 

4.4.1 THE PERSONAL STYLE BLOGS 

Most personal style bloggers started their blogs by posting pictures of them wearing a fashionable 

outfit. These blogs have since evolved beyond these style pictures and have started to include style 

inspirations as well as some insight into the bloggers personal life. Many have speculated if the age 

of the personal style blogger is over. Today bloggers need to think about more than just getting a 

good picture and wear a great outfit, now there is more focus on affiliate programs, editorial 

strategy and production quality. Some have started to liken them to editors as bloggers are now 

creating publications that are worthy of a million-person audience. While the personal style blogger 

may have changed the way of doing things, the ones that get people talking and move merchandise 

are the ones who love to strike a pose. The personal style blogger is more powerful than ever, and 

clearly is not going anywhere (Sherman, 2013)  

 

4.4.1.1 THE MAN REPELLER  

Leandra Medine was a 21-year-old journalism student based in New York when she started her blog 

The Man Repeller in 2010. Her point of view is that fashion trends that women tend to love, men 

hate. Medine finds that a fantastic fact and uses that as the main appeal to her blog (Strugatz, 2011; 

Kansara 2012). While her blog had a point of view that had not yet been explored in other fashion 

                                                
1  See Appendix 2 through 7 for a visual representation of the blogs 
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blogs specifically, she was still two or three years behind fashion bloggers such at The Sartorialist 

and Bryanboy who had already made a name for themselves. It is therefore interesting to see how 

she managed to break through and establish her own successful business as today she is considered 

the most influential personal style blogger and has more brand collaborations, sponsorships, and 

booming affiliate marketing business than any other bloggers (Kansara, 2012; Sherman, 2013).  

 

The Blog 

From day one, Medine had a strategic approach when it came to starting her blog, starting with 

identifying a compelling concept: “man repelling.” To her having a distinctive point of view and 

executing it in a proper manner is something that can get you far in the blogging world. The blog 

itself features self-portraits of Medine wearing eccentric and edgy pieces that could easily repel the 

average man, and images of similarly challenging items, to which she provides links to where the 

items are sold. Medine has a quirky, funny approach to fashion and does not take herself seriously; 

this can be seen in her way of writing and in videos on her blog. Her blog is all about combining 

humor with high fashion aesthetics, a combination many fashion enthusiasts would not think 

possible (Kansara, 2012). Her voice has been described as new, unedited and a little bit raw (La 

Ferla, 2013). She has proven to be quite the savvy and smart woman. Merely three days after the 

launch of her blog, her friends at Refinery29, a popular fashion site, mentioned The Man Repeller 

that helped drive immediate traffic and awareness. Today, Medine’s terms “man repelling” and 

“arm party” had entered the fashion vernacular (Kansara, 2012). The blog still holds the same 

features today, however Medine does admit to being more strategic about the way she dressed in the 

beginning. Now “her own style is not so much a bid for attention as the untrammeled expression of 

her personality” (La Ferla, 2013).  

 

Her blog has a very strong following and is now getting over 3.7 million pageviews a month 

(Sherman, 2013). She also has a strong social media following on platforms such as Facebook, with 

72.246 likes (Facebook, 2013), Instagram, with 294.000 followers (Instagram, 2013), and, 134.093 

followers on Twitter (Twitter, 2013). Her blog features links to both her Facebook and Twitter 

account, and she posts on those accounts a link to her blog when she has a new post up. The readers 

are also able to “like” or “tweet” the blog posts. A link to her Pinterest account is also provided and 

has over 26.000 followers. Medine also has a section on her blog that features her Instagram 

pictures, which she has cleverly renamed to “Manstagrams”. Overall, Medine, or people on her 
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team, work hard to interact with the readers whenever they can. While not all comments on posts go 

answered, a typical response from Medine will be to answer 2 out of 45 comments or so on her 

blog, as well as responding to Facebook comments and Tweets (The Manrepeller, 2013).  

 

Source of Revenue 

Medine has managed to turn the blog into a significant business. Her source of revenue comes from 

a few places, 10 percent comes from the blog storefront, a direct link to her copious2 page is on her 

blog, 30 percent comes from ads, 2 ads from Gucci, Bergdorf Goodman and James Perse are 

currently being rotated on the blogs front page, and the remaining 60 percent come from 

collaborations. The most important part of her business strategy has always been to pursue brand 

partnerships, while admitting that now she is probably more monetisable than the actual blog. 

Medine has been paid to style, model and write for several brands and retailers, this includes styling 

store windows for Maje, working with Michael Kors on a video to help launch the brand’s new 

Madison Avenue lifestyle store, hosted a shopping soirée for Stuart Weitzman, curated personalized 

“arm parties” for jewelry etailer BaubleBar, and modeled live in the windows of Saks Fifth Avenue 

(Kansara, 2012).  

The New York based jewelry line Dannijo also has an ongoing collaboration with Medine called Mr 

Dannijo. She stars in a seasonal launch video and blogs about the collection, while getting paid a 

commission on each piece sold. Danielle Snyder, the co-founder of Dannijo, has said that the 

collaboration has increased their web traffic and boosted sales, overall the results have been 

impressive. Medine has also worked with outwear label Gryphon by designing a trench coat that 

sold out on Shopbop within a few hours. The coat was modeled by Medine and featured on her 

blog, encouraging her readers to buy it; she was paid a commission on each sale (ibid.). Medine is 

not coy about making money off her blog and has been quoted as saying that she does not work 

without getting paid. However, she does make sure to only partner with labels that appeal to her 

brand, and makes sure to tell anyone who sends her products that she may or may not post it. She 

does not want to loose her credibility in that capacity (Pehlan, 2011). This year Medine is set to 

publish a book with Grand Central Publishing. The inspiration of the book came from her belief that 

the female memory is driven by fashion; the book is therefore a collection of semi-autobiographical 

essays that each link a key life moment to a specific outfit (Kansara, 2012).  

                                                
2  Copious.com is a social marketplace where one can buy and sell things by registering with the site. One can         
      also connect to it through Facebook and Twitter. 
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Having these relationships with brands has enabled Medine to build a successful online brand and 

helped her gain assets in designing and marketing products that can help her in the future (Sherman, 

2013). Her personal brand has become so strong and powerful that in 2011, she signed with top 

entertainment industry talent agency Creative Artists Agency (Kansara, 2012).  

 

The Future of Blogs 

For now she is focused on turning The Man Repeller into a major destination and developing her 

editorial voice. She is also considering adding more voices to the blog without detracting from her 

own. Despite her success, Medine is aware that the moment may not last forever and is starting to 

see that the strongest blogs are the ones that survive, and so she says that it is truly important to stay 

relevant and innovative (Kansara, 2012; Sherman, 2013). While many top fashion bloggers have 

made deals with media companies like Condé Nast, Medine finds that idea scary as sees value in 

staying independent (Kansara, 2012).  

 

4.4.1.2 STYLE BUBBLE  

Susanna Lau is the voice behind the blog Style Bubble that was launched in 2006 and is based in 

London. Her point of view is to write about fashion from a personal perspective and attempt to not 

make high fashion seem too highbrow or lofty (Strugatz, 2011). The voice of the blog has often 

been explained as quirky and candid (Kansara, 2011). She is currently listed as the 5th most 

influential personal style blogger in the world (Sherman, 2013).  

 

The Blog 

Lau was one of the first fashion bloggers to appear and “make it” in the industry. When she started, 

she did not know how far the blogging phenomenon would go and therefore started the blog as a 

side hobby, without any specific strategy nor interest in working in the fashion world. In the 

beginning, she did not have the pressure of attaining readers, so she focused on putting out content 

that she was proud of and felt liberated and rewarded when she was able to do just that. The most 

challenging thing for her at the time was to find relevant content, as she did not want to write about 

what everyone else was writing about. The only strategic points that she did was to ask a few of her 

favorite blogs to see if they would link to her blog, as well as posting regularly on the forum The 

Fashion Spot (Style Bubble, 2013).  
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Style Bubble started off by featuring Lau’s outfits as she wanted to talk about fashion from a 

personal experience, mentioning that it was better to put your money where your mouth is by 

actually practicing said clothes, trends and so on. Lau has also been very good at promoting and 

exposing young and emerging designers, providing links to their sites at a given opportunity 

(Strugatz, 2011). The blog currently also features Lau’s outfits, new designers, as well as 

inspirations from the changes in fashion, which she expresses in photos, videos and text. She tries to 

stay as original and independent as she can be in a world of commerce and believes that writing 

what she feels passionate about is what sustains her readers loyalty. Lau is well aware that because 

of this fact her blog’s popularity may dip, but to her it is more important to stay true to herself and 

sustain her own interest in fashion (Style Bubble, 2013).  
 

Today, Style Bubble has a strong following of 1.2 million pageviews per month as well as a strong 

following on social media platforms (Kansara, 2011). The blog has 39.291 likes on Facebook 

(Facebook, 2013), 41.000 followers on Instagram (Instagram, 2013), and 187.620 followers on 

Twitter (Twitter, 2013). The blog has very clear and visual links to these social media pages on the 

front page of the blog, and followers of her on these platforms can see when she posts a new post on 

her blog. The readers are also able to “like” or “tweet” the blog posts. Her Instagram pictures are 

also featured as a collage of her latest pictures on the right side of the blog. Overall, Lau seems to 

prefer to interact with her readers on both Facebook and Twitter, she answers questions that the 

follower may have and is generally good at interacting on these platforms. While the readers do 

comment on her posts on the blog, Lau generally does not respond much to them, however, she has 

put up a frequently asked questions section on her blog where she answers her readers’ questions 

and updates that section frequently (Style Bubble, 2013).  

  

At the start of her blogging career, she was also working as a Commissioning Editor at 

DazedDigital.com. Because of her blog, she was being approached by several different projects, 

however she did not feel she could fully commit to them because of her other job. This led her to 

leave her position at DazedDigital.com in early 2010 in order to purse the unexploited economic 

opportunities her blog was generating (Kansara, 2011). Lau believes that what she is selling is 

intangible, her point of view, her eye and certain taste, the certain way of presenting fashion and 

documenting.  
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Source of Revenue  

The way Lau has been able to monetize her blog has mainly come from advert space and working 

with brands on different projects related to the blog, but has not always been visible on the blog. 

When Google personal recommendation and fashion search site Boutiques.com was launched, Lau 

was one of the few influential bloggers and celebrities that helped. She got a one-off payment in the 

low five figures. Her fee was for her setting up an account, picking a certain amount of items and 

curating a shop. Lau was also recently featured in the retailer Gap 2010 holiday campaign. She 

mentions that she was compensated as much as any celebrity or model that gets a campaign as she 

is also lending her image to the brand (Kansara, 2011). She has also done projects for Giorgio 

Armani, Hong Kong boutique Joyce, Dr. Martens, Uniqlo, Club Monaco, Benetton, Furla and 

Selfridges (Kansara, 2011; Strugatz, 2011). However, these campaigns are always one-off fees. Lau 

also generates revenue from the occasional writing assignments, she has written for Dazed Digital 

and Elle UK amongst others, guest blogging, speaking engagements and consulting works, but the 

majority of her income comes from the fee from special projects for brands, the consulting part is a 

small part. She mentions that ad revenue is 25 percent (she has two ad slots on her blog), freelance 

writing is 10 percent, and the rest is based on special projects (Style Bubble, 2013; Kansara, 2011; 

Sherman, 2013).  

 

Lau admits that there are limitless opportunities and there is more money to be earned from the blog 

than when she had fixed wages at an independent publishing company. Lau mentions that she has 

not been contractually obligated to publish anything on her blog in regards to the project she has 

done so far. She did post about both the Google and Gap projects, however neither was overly 

promotional. For Gap, she says that they were expecting her to write about it but only because it 

was something that she should be proud of (Kansara, 2011). She further mentions that 99% of what 

she writes is of personal choice and taste, and free of any commercial ties. She does not have any 

endorsements and says she normally states at the bottom of a post if the post was paid for or was a 

related commercial project (Style Bubble, 2013).  

 

 “I’ve not done advertorial,” she underscored. “I’ve not had any instance where what I put out on 

the blog is of primary importance to the project. It’s secondary and supporting, but it’s never been 

imposed on me that I have to do it.” She asserts: “If I was contractually obliged to write about 

something, I would feel less inclined” (Style Bubble, 2013).  
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Like many other bloggers, Lau has found a literary agent to handle some of her projects, mainly 

those that involve money. The agent looks over the contracts for her projects and makes sure 

everything is above boards (Style Bubble, 2013).  

 

The Future of Blogs 

Lau believes that blogging is a financially viable career option for the foreseeable future. The 

advantage that she has had is the fact that she has a first mover advantage and the media seems to 

latch on to the same bloggers over and over again. However, she mentions that because of the 

intangibility of her career as a blogger it is quite difficult to predict how long she will be able to live 

off this as a career. Lau has started thinking about ways to organize and structure her expanding 

personal enterprise. One of her options is to register the blog as a company, for tax reasons 

(Kansara, 2011).  

 

Lau mentions “the very ethos of a personal style blog like Style Bubble may inherently limit future 

growth. If there was a whole team behind it, I think something would be taken away. I’m not 

outputting solutions, I’m outputting myself. I don’t think it can be larger than me — it’s as large as 

I am” (Kansara, 2011). 

 

Lau believes that the fashion blogosphere has changed immensely since she began blogging, 

especially that there has been an evolvement about what bloggers put out there. Furthermore, now 

that fashion bloggers are mostly personal style bloggers centering around one person, this has 

changed not only the readers but also how media is responding to blogs. She continues to say that 

what is the most important for future bloggers is to be as genuine as possible and blog for the love 

of it without having any motives behind it. Of course being linked on other blogs, websites and 

being mentioned in the press helps, but bloggers should try to inject as much of ones personality in 

it as readers are likely to recognize it and become more loyal because of it (Style Bubble, 2013).  

She further mentions that it is her hope that there will be more amazing writers as fashion bloggers 

rather than style personalities, because that is so saturated (Odell, 2013).  
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4.4.2 THE COMMUNITY BASED PERSONAL STYLE BLOGS  

Today many of the top personal style bloggers have moved their blogs to a hosting site and are 

featured with other bloggers. The most innovative and popular community for bloggers at the 

moment is NowManifest, a site created by blogger Elin Kling and her business partner Christian 

Remröd. The site was created to have a sort of one-stop shop for fashion blogs, and it packages 

some of today’s most popular blogs. These blogs are Elin Kling’s own Style by Kling, Anna Dello 

Russo, Bryanboy, Fashiontoast, Industrie Magazine, and Mr.Blasberg. The bloggers on the site all 

benefit from being on it as they all get a regular monthly paycheck from the host site, as well as a 

20 percent bonus if they generate strong traffic numbers. One of the reasons the participating 

bloggers on the site are likely to have joined NowManifest is that cross-traffic on the site benefits 

all of the bloggers, in fact, 20 percent of the overall traffic on NowManifest comes from cross-

linking (Kansara, 2011). NowManifest is increasingly providing new solutions to cross-linking. If 

you enter the site today you would find that on the Style by Kling blog, a small box on the bottom of 

the page follows that shows the post and Twitter updates of the various bloggers. The NowManifest 

homepage also provides the updates of every blog on there and it seems that people like this new 

trend as NowManifest has over 10.000 likes on Facebook and nearly 2.500 Twitter followers 

(NowManifest, 2013).  What remains unknown is which blogger is benefitting the most from this 

arrangement, as individual blogs’ traffic numbers are not shared, however NowManifest alone has 

approximately 950.000 unique visitors monthly (Kansara, 2011).  

 

NowManifest has been taking the traffic it acquires to offer a variety of advertising packages to 

fashion and luxury advertisers, the bloggers are able to solely focus on their content as 

NowManifest takes care of all the advertising. The site has hosted advertisements from brands such 

as Balenciaga, 7 For all Mankind, Marc Jacobs, Karl Lagerfeld, Diesel, UGG and Net-a-Porter, and 

the ads are rotated on each blog. NowManifest has lately not been displaying advertising in the 

traditional sense but offering advertisers to integrate their brands directly into the site’s content 

flow, a “premium advertorial” option. Marc Jacobs took advantage of this opportunity and ran a 

targeted advertorial campaign on NowManifest, Kling was photographed in Marc by Marc Jacobs 

clothing and published the pictures on her blog along with links to MarcJacobs.com. The campaign 

was a great success, it drove over 2000 unique visitors to MarcJacobs.com on the day it was 

launched. A two percent click-through rate was seen over a two-week duration, which underscores 

the potential of this model, as it is a figure that is many times higher than the average display 
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advertising click-through rates (ibid.). Karl Lagerfeld chose similar type of advertisement by 

integrating the products onto the blogs as Bryanboy is featured in one of the campaign videos, 

blatantly conversing his love for the brand and products. This video is of course also featured on the 

Bryanboy blog (Bryanboy, 2013). This goes to show that fashion brands are increasingly looking 

for new alternative ways to advertise their brand and attract people to their site; the time of boring 

banner ads is done (ibid.).   

 

NowManifest reached a milestone in 2012 when Fairchild Fashion Media, a unit of one of the 

biggest media companies in existence Condé Nast and that publishes Style.com, acquired the site. 

This acquisition raised several questions about the independence of these style bloggers and if there 

would be any changes made to the site. While Condé Nast never released a statement on the matter, 

the bloggers on the site came forward stating that they believe it is simply a partnership and that 

NowManifest has never “owned” their blogs, it merely hosts them. They further state that they are 

completely independent in terms of editorial content and are able to leave the site at any point they 

want to (Mau, 2012).   

 

4.4.2.1 STYLE BY KLING  

Elin Kling is a Swedish blogger that has now gained international recognition for her blog Style by 

Kling. Kling started her blogging career in Sweden in 2007 at a Stockholm-based media site 

Stureplan. In Sweden 39 percent of young women (aged 16-25) write or have written a blog, so to 

Kling blogging was a business from day one as one had to do it a 100 percent if one wanted to be 

successful, and so she turned it into a business (Kansara, 2011).  

 

The Blog 

Kling began her blog by chronicling her fashion inspiration, aspects of her daily life and of course 

her outfit choices, in text, photos and videos. While having a strategy for everything and wanting 

the way she wrote her blog to be professional, she also thought it was important for the readers to 

feel like it was personal. The blog was an instant success, becoming the largest fashion blog in 

Sweden in merely two days! The success was without a doubt partly due to Stureplan’s existing 

traffic and Kling’s weekly columns popularity that held the same name as the blog. Kling’s 

previous work experiences also had something to do with her success; she got her start in fashion 

working at a lifestyle magazine Solo, contributed to Stureplan and became the head of the fashion 
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desk at Sweden’s second-largest newspaper Expressen. When the country’s largest television 

network started hosting her blog on their website, Kling earned local fame. In fact, Kling never had 

her blog, only her own platform, as commercial media companies have almost always hosted her 

blog. She explains her decision by saying that she not only wanted to reach people that read fashion 

blogs, and being hosted by newspapers and TV stations gave her the readers she wanted and the 

ability to promote herself and the blog (Kansara, 2011). While her success can be claimed due to 

those facts, it is still Kling that has managed to sustain her readers loyalty and obtain new ones with 

her ‘girl next door’ image. Along with her big side-projects, she is still the girl from a small town 

that speaks English with an accent making her easily identifiable to young girls around the world 

(Arrouas, 2012).  

 

Unfortunately, along with the other bloggers on NowManifest, Kling will not reveal the pageviews 

the blog gets per month. However, Cover Magazine revealed in an interview with her that the blog 

has 350.000 monthly readers (Arrouas, 2012). The blog does have a strong following on social 

media platforms, with 19.946 Likes on Facebook (Facebook, 2013), and nearly 30.000 Twitter 

followers (Twitter, 2013). Links to the blogs Facebook and Twitter account are provided on the 

blog and the Twitter feed is featured on the front page, however Kling does not seem to interact 

one-on-one with the followers on Facebook. Along with her Instagram account, which has 136.000 

followers (Instagram, 2013), Kling uses the Facebook page for not only posting about her posts but 

also pictures of outfits or pictures from other sites that she was featured on. Kling also gets several 

comments on her posts on her blog but she does not seem to respond to them either. However, each 

post that she makes on the blog can be “liked”, “tweeted” or shared by the readers on their own 

social media platforms (Style by Kling, 2013).  

 

Source of Revenue  

Kling’s income comes directly from blogging as she gets a regular paycheck from NowManifest 

and an additional bonus when she is able to generate strong traffic. Her growing status as a celebrity 

has also allowed Kling to generate income from other places. In 2009 she was the head stylist for 

reality TV program “Swedish Idol” and in 2010 she appeared as a contestant on a Swedish reality 

show “Let’s Dance.” She is now the fashion editor and creative director of a Swedish fashion 

magazine called StyleBy, which is published by Sweden’s largest publisher. The magazine wanting 

to make the magazine more personal, so the readers would think of the magazine more like a friend, 
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not an objective point of view, justified the reason for why a blogger was chosen as an editor of the 

magazine. Kling has also dabbed into collaborating with brands as a designer. Her first clothing 

line: Elin Kling for H&M was launched in February 2011, it was the retailers first ever collection 

designed in collaboration with a fashion blogger. Kling got a percentage of the sales and a salary for 

the year she worked as a consultant (Kansara, 2011). Other projects involve featuring in online 

store’s Net-A-Porter Spring 2012 campaign, joining forces with Guess by Marciano to create the 

brand’s first ever design collaboration, and, along with two other bloggers, is the face of Louis 

Vuitton “Small is beautiful” Spring 2013 online campaign (Style by Kling, 2013). These 

collaborations are all featured on her blog, with links to every item or site mentioned, and several 

posts have been made about it. Kling also uses her blog platform to brand her work with StyleBy 

magazine. While this is all featured on her blog, Kling has never mentioned whether she is 

receiving payment for these projects.  

Fashion Networks, a digital media company that she co-founded in 2009, is however, the centre of 

her growing business activities. She became the face of that venture when it was decided to expand 

to the States, and she moved her blog to NowManifest, a property of her company, in 2011. Kling 

has leveraged her success as a blogger to work on a number of other businesses as Fashion 

Networks’ ambitions go well beyond NowManifest. In Sweden the company has several websites; 

blog website, a website where you can sell your outfits, and a website where you can show your 

outfits (Kansara, 2011). As previously mentioned, Kling, along with her business associate, sold 

NowManifest to Condé Nast for an unspecified amount (Arrouas, 2012).   

 

The Future of Blogs  

Kling has always stood firm by that her success did not come from her looks or connections, but 

from her hard work and her professional drive towards the blogosphere. This is something that she 

encourages new bloggers to do. While she loves style and fashion, it is the businesswoman in her 

that drives her forward and is why the blog has become so successful. She fights for what she wants 

and makes things happen (Arrouas, 2012). With her many achievements and businesses one can 

wonder if she still considers herself to be a blogger, but in her words: “I’m not scared of being 

commercial, but I’m totally a blogger, it’s such an important part of what I’m doing,” she said. “I 

guess on my business card it will just say Elin Kling” (Kansara, 2011)  
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4.4.2.2 BRYANBOY 

Bryan Grey Yambao, the blogger behind Bryanboy, launched his blog in 2004 and is based in the 

Philippines. While he has no formal training is journalism (Strugatz, 2011), he is often thought of as 

the blogger who “started it all” as he was the first and is arguably the best at making a real living 

out of fashion blogging (Sherman, 2010; 2013). Yambao helped establish, or at least propel into the 

mainstream, the many of the topes of the fashion-blogging genre, such as the starring-in-the-

editorial-of-my-own-life photographs of the blogger wearing designer outfits, the gushy après-

shopping post, and the blogger’s mainstream media crossover (Sauers, 2012). No wonder he is 

currently listed as the second most influential fashion blogger in the world (Sherman, 2010; 2013).  

 

The Blog 

Yambao started his blog as a hobby while he was a freelance designer, a creative outlet for him to 

express his style and thoughts and a way to escape his reality (Yan, 2011). Spending 16 hours a day 

online, his blog quickly transformed into one of the most prominent blogs around (Olsen, 2009). 

Yambao’s point of view is very intimate and personal, through his writing, photos and videos, his 

blog has evolved into a personal diary with a focus on fashion, his personal life and his travels. He 

has been able to change his image quite a bit, in the beginning he was more extravagant but he is 

pleased with how it has evolved. Now he shares not only photos of his fashion style but also photos 

of his obsessions, what he experiences in a day and so on. Yambao has gotten quite a lot of 

feedback from readers, however he never lets them influence what he should do and tries to stay 

‘pure’. He also still tries to communicate with his readers the way he would communicate with a 

friend (Doré, 2012; Strugatz, 2011). His style and eccentricity has been what sets him apart from 

other bloggers as he tries not to limit himself to a certain look. He does not necessarily follow 

trends too much as he tries to wear different things and create different looks. Yambao believes that 

multiple clothes are not gender specific so he often shops at women’s stores as well as men’s 

(Molami, 2012).   

The blog first became immensely popular in 2007 after Yambao made a video tribute to Marc 

Jacob’s designs. Following the video, Marc Jacobs contacted Yambao, which ended with him flying 

Yambao to his fashion show in 2008 and naming a bag after him, the BB Ostrich Bag (Doré, 2012). 

This spiraled into several opportunities for him. In Fall 2009 he was seated in the front row of a 

Dolce & Gabbana show that had taken advantage of the sudden rise of blogging by providing 

Yambao along with three other bloggers a laptop and a seat in the front row (Yan, 2011).  
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Because Yambao is under the NowManifest site, he partnered with it in 2011, there are no concrete 

numbers for his monthly pageviews, although previous numbers have ranged from 1.400.000 up to 

4.000.000 pageviews a month (Yan, 2011; Lau, 2012). However, he has a very strong social media 

following, his Facebook page has 17.789 likes (Facebook, 2013), 385.065 Twitter followers 

(Twitter, 2013), 94.780 followers on Instagram (Instagram, 2013) and nearly 4.000 subscribers to 

his YouTube channel (Youtube, 2013). His blog entries can be found on his Twitter account and 

vice-versa. Yambao believes that Twitter especially is a form of blogging and he uses it as a 

marketing tool to complement his blog (Olsen, 2009). The blog features clear links to all of the 

social media platforms he employs, and the readers are also able to “like” or “tweet” the blog posts. 

His Facebook page not only shows when a new post is up on the blog, but he also uploads his 

Instagram pictures on there for his followers to see. Yambao does not seem to interact much with 

his readers on his blog nor the followers on these social media platforms, apart from Instagram 

where he has lately been the most active on (Bryanboy, 2013).   

 

Source of Revenue 

What Yambao has been incredibly successful at doing is to use his blog as a platform for other 

opportunities (Molami, 2012).  He is credited of helping “set the standards for designer “gifting” 

and disclosure of same in the blogosphere” (Sauers, 2012). This can be seen, as his blog is his only 

source of income, and once claimed that his main source of revenue came from advertising. He 

further states on his blog that it is sponsored by the brands Mr. Porter, Net-A-Porter, and 

Shopbop.com, which is also noticeable through the links he provides to items that he is wearing on 

pictures or when he references to an item that he wishes to own or has recently purchased 

(Bryanboy, 2013). However, over the years he has increasingly been working on side-projects and 

collaborations with brands. His projects include making personal guest appearances at events and 

guest tweeting for luxury brands such as Burberry (Strugatz, 2011; Yan, 2011). He has styled 

videos for esteemed fashion brands such as H&M, Prada and Rebecca Minkoff, and has judged 

contest for Elle x Nokia Style Correspondent’s search and Sunglass Hut’s style blogger (Strugatz, 

2011; Bryanboy, 2013). His photography has also been featured in the fashion bible Style.com and 

Vogue. Yambao’s latest project includes being the new judge and social media correspondent on 

the panel on the highly successful TV show, America’s Next Top Model, he is the first fashion 
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blogger to become a mainstream TV star (Lau 2012). He also just released a fur collection in 

collaboration with Adrienne Landau (Melby, 2013). All of these different projects and 

collaborations have been featured on his blog and other social media platforms. Yambao has not 

often commented on how much he makes from these different endeavors relating to his blog, but in 

2010 he confessed earning more than $100.000 that year, and that he charges for appearances (Lau 

2012). Furthermore, he does post about these projects and collaborations on his blog but fails to 

mention whether he was paid for them or not (BryanBoy, 2013).  

 

His personal brand has become so incredibly strong over the years that he currently has an agent 

and is signed with the top entertainment industry talent agency Creative Artists Agency (Sherman, 

2013). Yambao is a great example of blogging being able to be done from anywhere in the world 

and there is still a chance of becoming incredibly popular worldwide (Yan, 2011).   

 

The Future of Blogs 

Yambao credits his fame and popularity to staying true to his style and following his heart, as well 

as being informed about what is going on around him by following news, events, and the latest 

trends. Although he believes that looking through too many other blogs and references is when you 

start to limit yourself, Yambao reads several other blogs. His favorites are among those that evoke 

emotion and generally entertain him (Molami, 2012; Olsen, 2009). He believes that blogs need to 

push boundaries, experiment by expressing themselves creatively regardless of what other people 

think, be engaging, and interactive. He also recommends updating often, playing with different 

forms of media, such as video, audio and photos. And most importantly, keep in mind that the blog 

is not you but an extension of you (Olsen, 2009). While the blogging phenomenon is here to stay, it 

is a very unpredictable industry that no one knows where is going, which is why to him it is really 

all about what you make for yourself (Molami, 2012). He mentions that currently there is an 

oversaturation of attention-seeking bloggers, which is why so few bloggers break out each year 

(Odell, 2013).  

 

4.4.3 STREET STYLE BLOGS 

Street style bloggers focus on taking pictures of people whom have style that inspires them or that 

they find interesting. These blogs rarely have much text or input from the blogger, apart from the 
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photographs and a headline. These bloggers have often contributed to the fame of personal style 

bloggers as they are often featured on these blogs.  
 

4.4.3.1. THE SARTORIALIST 

Scott Schuman is the blogger behind The Sartorialist, he is a street style blogger that has paved the 

way for hundreds of others who have followed in his footsteps. The inspiration for his blog 

originally came from a Brooklyn-based blogger, writer Grace Bonney, who had started her own 

design blog, the fact that she was able to do it on her own was something Schuman saw a potential 

in. After examining a series of photos he had taken of a few stylish guys in New York while on a 

photography course, he decided to start a similar blog for fashion. Today, being photographed by 

him is the ultimate badge of honor for the fashion flock (Amed, 2011).  
 

The Blog 

Throughout the years, Schuman kept going back and forth about whether the blog should be about 

fashion or wanting it to be an artistic photographic thing. He finally decided that he did not want the 

blog to be a magazine and decided to take a more photographic route. His pictures are not merely 

about capturing his subject’s fashion sense, but about trying to capture the inner spirit. Schuman 

looks for grace and makes it clear that he is not looking to reporting on products, but on people. 

This explains the lack of names and overall descriptions of most of his photos. His photos generally 

have a headline of where the photo was taken, and occasionally Schuman will write a brief text 

about a topic of interest or put a video that he has shot on the blog. Overall it is about creating a 

two-way dialogue about the world of fashion and its relationship to daily life (ibid.).  
 

This year his blog will be celebrating its eighth anniversary, and the traffic to the site is soaring. In 

2011, the blog had 13 million page views over a month, a 44 percent increase from the same month 

a year before. Schuman attributes this to the redesign the blog went through in that year, which 

made it easier for visitors to search his growing archive. The blog’s social media following is also 

very strong. The Sartorialist now has over 160.000 likes on Facebook (Facebook, 2013), and over 

150.000 Twitter follower (Twitter, 2013). The blog features links to these platforms that makes it 

easy for readers to access them, the readers can also share the pictures of the blog on their Facebook 

or Twitter account. This is made available by providing links on the bottom of each picture. The 

Sartorialist’s Facebook account is updated every time a new post is put up on the blog. Also the 
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right hand side of the front page of the blog features Schuman’s Tweets and Instagram pictures, the 

blog has 121.000 followers on Instagram (The Sartorialist, 2013; Instagram, 2013). Schuman does 

not take much part in communicating with the blogs readers, however an occasional response is 

made by someone on his team regarding important questions to a photo posted (The Sartorialist, 

2013).  
 

From the beginning, Schuman understood that the value of strategically associating himself with the 

mainstream fashion media. When he started there were no other important blogs around, so getting 

a stamp of approval was essential. He quickly found that GQ was the men’s magazine to be in and 

Style.com was the Internet place to be. He started off covering shows for Style.com who was 

among the first to contact him, he admits that there was not much money involved but credits them 

for taking a chance. For GQ, he edited and shot his own page. He took full advantage in every 

opportunity he was giving, posting every night on his blog and Style.com (Amed, 2011). These 

opportunities led him to Fashion weeks around the world, where he took part in making people such 

as Anna Dello Russo a celebrity (The Sartorialist, 2013). His only revenue in the beginning came 

from these two sources. Schuman decided to leave these high-profile gigs once his blog began to 

attract serious global attention. Following his independence, he found ways to build his own 

revenue streams. In his words: “You have to constantly spread out your streams, so if one stream 

starts to dry up you can go on” (Amed, 2011).   
 

Source of Revenue 

Schuman was more than successful of spreading out his streams. In 2008, a gallery in New York 

hosted an exhibition for him. More than fifty prints at prices ranging from $1500 to $4000 each 

were sold, making the exhibit an instant success. Putting a price on posts that appear in the blogs 

content feed is an idea that Schuman frowns upon. However, he has worked with several 

internationally known fashion brands throughout the years. One of them being Burberry, where 

Schuman shot a social media campaign for them called “Art of the Trench”. The campaign included 

him casting people, some of who were already known from his blog. In the end he put up a link on 

his blog when the campaign ran. Other collaborations include the work he did with the American 

hair, skin and body care brand Kiehl’s, creating a kit with a variety of their products which was 

launched for Father’s day. Schuman photographed fathers having fun with their kids that became a 

part of the campaign, while also writing a heartfelt post on his blog by what it was like to be a stay 

at home dad. He has never revealed whether he was contractually obligated to write about the 
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collaboration on his blog, but says that it was his idea and that he wanted to do it. Like other photo 

bloggers, another source of revenue comes from selling his images to magazines, though his agent 

Jedroot. Schuman’s most stable and biggest source of revenue now comes from ad sales on the 

blog. Initially he sold his advertising inventory through Style.com, however he has now taken it 

upon his self to do so. Schuman says his CPR (cost per thousand impressions) rate has been 

increasing steadily over time, going above the $30 range for the most valuable inventory, but 

declines to reveal his exact rate. His advertisers have included brands like Ferragamo, Tiffany, 

Coach and most recently American Apparel. At his current traffic levels, Schuman could 

theoretically be earning over $100,000 per month on advertising alone, which makes for a very 

profitable niche media business. The success of the blog has also led to Schuman becoming a best-

selling author, the book The Sartorialist was published by Penguin in September 2009 and sold over 

100,000 copies. He received an advance and two royalty checks within the first year of publishing, 

earning a six-figure advance against royalties. His second book, The Sartorialist: Closer, was 

published by Penguin as well in 2012 (Amed, 2011; The Sartorialist, 2013).  

The Sartorialist has without a doubt provided Schuman with what seems endless ways of income 

and with great reason. His influence has been felt far beyond the blogosphere, his photographs are 

not only featured on mood boards in design studios around the world but have also inspired 

countless editorials and advertising campaigns. Schuman was even placed on TIME magazine’s 

2007 list of Top 100 Design Influencers (ibid.).  

Schuman says: “You can really make a living out of this. It’s tough, but if you work really hard you 

can create a business, if you’re smart about it and have something real to say.” (Amed, 2011).  
 

The Future of Blogs 

Schuman sees the future of street style photography being tricky and that is why there have not been 

any next big steps forward been taken. When he started out, there were very few people who knew 

who the editors in chief were and nobody knew Anna Dello Russo or other people who have now 

become “somebody’s” because of street style photographers. Today, the street style bloggers seek 

out these ‘star editors’ at the fashion shows, they are obsessed with getting a picture of those known 

names. To him, merely going to the fashion shows with that purpose is a huge disadvantage as they 

are no longer speaking and shooting from the heart. Schuman believes that the future street style 

photographers should be going back to the streets, to have to courage to shoot a “nobody” and shoot 

in a more unique way than their peers (Pieri, 2012).  
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CHAPTER 5. ANALYSIS  
As previously mentioned in the methodology chapter, the analytical strategy will rely on the 

theoretical propositions. Following these propositions, two techniques were chosen in order to 

structure the analysis, pattern matching and cross-case synthesis (Yin, 2009). The pattern matching 

technique will be the starting point of this analysis and will provide a deductive approach, matching 

the theories with the case studies. The cross-case synthesis will then follow by providing an 

inductive approach, in hopes of finding additional and perhaps new ways for bloggers turning their 

blogs into a business.   

 

5.1 PATTERN MATCHING  

To start with, Okonkwo’s theory on blogs will be applied to the case studies collectively. When 

applying the features and functions of blogs that Okonkwo presented in her theory one can see that 

these blogs do not hold the exact same structure as blogs once did. While similarities are found, 

what sets these blogs apart is that they all have some type of relationship with brands, whether it is 

displaying ads on the blog, writing sponsored posts, providing affiliate links, collaborating with 

brands, or a combination of everything. These blogs have all transformed their blogs into a business 

in some degree or another and have therefore especially compromised the independence and 

objectivity features of a blog. These bloggers are all fairly open about these relationships and the 

fact that they get paid for the work they provide for those brands, however it is unclear to what 

extent the readers are aware of this fact as this may not come across clearly in the posts that they 

write. According to Okonkwo this will compromise the blog’s community, as readers are unwilling 

to participate in a community where there is a possibility for brand manipulation.   

 

The framework for how bloggers can transform their blogs into a business will now be applied to 

the case studies individually.  

 

The Man Repeller  

How Medine transformed her blog into a business will now be looked at. First off, Medine built a 

community around the blog. As the blog was premeditated as a business she had a strategic 

approach from the start, choosing a distinctive point of view to set her blog apart from others: man 

repelling. This point of view helped her form the first community affiliation, Pools. This formed the 

goals and values of the blog that are necessary for readers to associate with. Although Medine had a 



 64 

niche, she did not limit her posts to only include self-portraits of herself wearing man repelling 

clothes, but with years she has been able to incorporate that point of view while talking about 

brands, products, and fashion culture overall. When looking at the three important goals that 

bloggers should have, it is clear that Medine has applied them all to her blog. The first off is 

building traffic to the blog. Shortly after the launch of the blog, it was mentioned on a popular 

fashion site that was run by her friends; this caused immediate traffic and awareness. Medine has 

also been very active on social media platforms such as Pinterest, Facebook, Twitter, and 

Instagram. Links to all of these sites are featured on the blog and blog posts are posted on Facebook 

and Twitter. Readers are also able to “like” or “tweet” the posts on the blog to their own sites, as 

well as leaving comments on the blog. Utilizing these platforms has not only helped increase traffic 

but is encouraging readers to participate and communicate. That is essentially the second goal a 

reader should have and is consistent with creating Webs, enabling the readers to have one-to-one 

relationships with people who have similar interests. One of the things Medine has been very good 

at is building her personal brand. She has extremely good writing skills and is good at combining 

humor with high fashion aesthetics, which was relatively unheard of in the fashion industry. Her 

way with words has entered two of her terms “man repelling and “arm party” to the fashion 

vernacular. This took part in fulfilling the third goal and creating the third community affiliation, 

Hubs. Not only did the blog become well known in the blogosphere, but also Medine herself has 

become somewhat of a celebrity. Medine’s ability to build a brand and a community around her 

blog has allowed her to seek several ways of monetizing the blog. The first measures she sought 

was getting ads on the blog, however, her main pursuit from the start was brand partnerships. Today 

10 percent of her revenue comes from her blog storefront, 30 percent comes from the ads on the 

blog, and the remaining 60 percent comes from collaborations with brands. Medine frequently posts 

about her collaborations or work with brands, as well as when she is a guest at an event. While she 

does not specify if a post is sponsored or paid for, nor what she charges for these posts, she has 

made it clear that she will not work without getting paid. The success of the blog has led to Medine 

being represented by an entertainment industry talent agency.  

 

Style Bubble 

When Lau started her blog she did not have an overall strategic plan on how to turn it into a 

business, as the phenomenon was unheard of at that time. However, over the years she managed to 

build a community around the blog and fulfilled the three important goals that a bloggers should 
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have. From the beginning, Lau had a distinct point of view, she wrote about fashion from a personal 

perspective and attempted to make high fashion not seem too lofty or highbrow. This helped form 

the first community affiliation, Pools, as readers could affiliate with Lau’s goals and point of view. 

She further evolved that point of view by featuring pictures of herself wearing items that she wrote 

about, promoting new designers, as well as seeking inspiration from the changes in fashion. 

Consistent with the second goal that bloggers should have, Lau looked for ways to increase the 

traffic to her blog. She did so by seeking out her favorite blogs in order for them to post a link back 

to her blog, also she guest blogged on a fashion forum hoping to lead the readers there to her blog. 

Lau has also been quite active on other social media platforms that has not only driven traffic to the 

blog but also helped build the second community affiliation, Webs. Links to the blogs social media 

platforms, Facebook, Twitter and Instagram are featured on the blog and the blog posts are put up 

on Facebook and Twitter as well. Her Instagram pictures are posted straight to the front page of the 

blog so her readers can follow up on them as soon as they enter the blog. The readers of the blog are 

able to interact with one another and with Lau on these platforms; they are also able to comment on 

the blog posts and “tweet” and “like” them. While Lau did not seek to turn her blog into a business 

from the start, she had been very successful in branding herself through her way of writing, dressing 

and her recommendations of new designers. She is the front figure of the blog and was therefore 

able to create Hubs, and fulfilled the third goal of building her personal brand. While increasing 

traffic to her blog, Lau was able to seek revenue from putting ads on the blog. She never sought out 

to work with brands but as the blog got more popular she was approached by several different 

projects. Today 25 percent of her revenue comes from ads, 10 percent comes from freelance 

writing, and the rest is based on special projects such as guest blogging, writing assignments, 

speaking engagements and collaborations. Lau does post about these projects on her blog and 

mentions that she normally specifies at the bottom of a post if the post was paid for or is related to a 

commercial project. She further states that she would never work with a brand if she would be 

contractually obliged to write about the project, 99 percent of what she writes is of personal choice 

and taste, and is free of any commercial ties. Along with the increasing projects Lau takes part in, 

she has sought a literary agent to handle the business side of the blog.  

 

Style by Kling 

Due to the vast amount of blogs in her home country, Kling started her blog as a business from day 

one. Keeping this in mind, she had a strategic approach when choosing the focus point of her blog, 
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chronicling her fashion inspiration, her outfit choices and aspects of her daily life. Her small town, 

‘girl next door’ image was easily relatable to young girls around the world and therefore formed the 

first community affiliation, Pools. Kling was further able to build a strong community around her 

blog, and looking at the three goals that bloggers should have, it is clear that Kling has 

accomplished them all. The first goal of building traffic to the blog was a part of Kling’s strategic 

plan as her blog has always been hosted by commercial media websites. The blog was first hosted 

by a media website that Kling wrote a weekly column for that held the same name as her blog 

which was a sure bet to drive traffic to the site. Kling’s former work experiences within the 

Swedish fashion industry also contributed to driving traffic to the blog. NowManifest currently 

hosts the blog along with other top bloggers; this helps drive traffic to her blog as over 20 percent of 

the traffic on that site comes from cross-linking. Kling has also been active on other social media 

platforms. The blog has an Instagram, a Facebook, and a Twitter account, and the posts on the blog 

can be “liked”, “tweeted” and shared across various social platforms. The blog post links are also 

posted on these social media platforms. While Kling herself is not active in commenting and 

interacting directly to her readers, the readers are interacting with one another on both the social 

media platforms and in the commentary sections of the blog posts. This has inherently contributed 

to achieving the second goal of building a social media network and forming the second community 

affiliation, Webs. The third and final goal is to build the blogs brand, something that Kling has been 

very successful in doing. Kling did have an advantage to some bloggers as her name was already 

recognized in the Swedish fashion industry prior to the launch of her blog. With increasing 

readership on her blog, Kling got opportunities to appear on Swedish television shows that naturally 

increased the blogs brand awareness. However to reach the international market, Kling’s business 

sense came to good use as she, along with a business partner, founded a company called Fashion 

Networks. When they decided to expand the business to the States, Kling served as the face of the 

company. This led to them forming the site NowManifest, which hosts Kling’s blog. By hosting her 

blog alongside some of the top bloggers in the world, the blog and her gained worldwide 

recognition. This also helped form the third community affiliation, Hubs. As Kling’s blog has 

always been hosted by various commercial media websites, her revenue has come directly from 

there. She currently gets a regular paycheck from NowManifest, along with an additional bonus 

when she is able to generate strong traffic. NowManifest takes care of the ads on the blog as the 

same advertisements are featured on all of the blogs it hosts, however, because of the collective site 

traffic of the blogs, NowManifest has been able to provide brands with alternative ways of 
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advertising on blog. This led to Kling being featured in a Marc Jacobs ad that was featured on the 

host site and pictures of the process was posted on Kling’s blog along with links to the Marc Jacobs 

website. Kling’s success has also led to her becoming the fashion editor and creative director of a 

Swedish fashion magazine, as well as collaborating and modeling for various brands. Kling has 

never talked about how much revenue she gains from these projects, however she does frequently 

post about them on her blog.   

 

Bryanboy 

Yambao is often called the one who “started it all”, meaning that he was arguably the first who 

started making a real living out of fashion blogging. He started his blog in 2004 in the Philippines 

and at that time no blog had succeeded in transforming to a business. Over the years Yambao was 

able to transform its blog into a business by building a strong community and fulfilling the three 

essential goals that a blogger should have. When Yambao started his blog he decided that being 

intimate, personal and staying true to his style was his point of view. Over the years he evolved his 

blog into a personal diary with focus on fashion, his personal life and travels. His way of blogging 

has established many of the topes of the fashion-blogging genre, such as starring in his own 

photographs, wearing designer outfits, and gushing over bought items posts. This point of view has 

propelled him into forming the first community affiliation, Pools. Consistent with the first goal, 

Yambao has been able to drive quite significant traffic to his blog. While his way of blogging surely 

drove traffic to his blog, it was not until in 2007 that Yambao reached international recognition. 

This came after he posted a video in contribute to Marc Jacobs, of which the designer responded to 

and ended up flying him to his fashion show in 2008 and named a bag after him. This association 

was the beginning of his international fame and drove his site traffic through the roof. The traffic to 

his site arguably became even stronger in 2011 when he moved his blog to NowManifest as 20 

percent of the site’s traffic comes from cross-linking. Another factor that may link to the blog’s 

strong traffic numbers is that Yambao is said to be good at interacting with his readers, he says he 

tries to communicate with them as they were his friends. He has therefore been active on social 

media platforms and the blog features links to Facebook, Twitter, Instagram and YouTube. His 

Facebook and Twitter account are updated with his blog posts when they are uploaded, and his 

“tweets” are also featured on the blogs front page. Readers are able to “like”, “tweet”, and share the 

posts on the blog, as well as comment on the posts. Yambao has not been as active in interacting 

with his readers on the blog, however, he is currently very active on Instagram and Twitter. He has 
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a very relaxed tone in his writing there and occasionally answers his followers’ questions. This goes 

to show that he fulfilled the second goal and formed the second community affiliation, Webs. 

Another thing that Yambao has been incredibly good at is using his blog as a platform for other 

opportunities. This ability has helped him achieve the third goal of building the blog’s brand, as 

well as forming the third community affiliation, Hubs. Yambao’s eccentricity and style was able to 

set him apart from the rest of the fashion bloggers and is why he caught the attention of Marc 

Jacobs, and later Dolce & Gabbana. More recently he was cast as a judge and a social media 

correspondent on a TV show which has further expanded his horizon and level of fame. Yambao’s 

success is partly why NowManifest sought out to host his blog. He now gets a monthly paycheck 

from them, as well as a bonus when he is able to generate strong traffic. He also gets revenue from 

his blogs sponsors, as well as from the various side-projects and collaborations he has participated 

in. While he does not comment on how much he earns from his blog, he does post about these 

projects on his blog, however never mentioning whether he was paid or not. Due to his incredibly 

strong brand, he is now represented by an entertainment industry talent agency. 

 

The Sartorialist  

Schuman is thought to be the street style blogger that paved the way for the hundreds of bloggers 

who followed into his footsteps. His point of view is not only about capturing the fashion sense of 

his subject but to capture their inner spirit. His photographs cover people from all over the world, 

and while all hold a certain class, they have very different sense of style. This has helped him create 

the first community affiliation Pools, as various people from all over the world are able to associate 

with his subjects and the fashion style they portray. Over the years Schuman was able to build a 

solid community around his blog and fulfilled the three main goals a bloggers should have along 

with it. The traffic to the site is soaring and Schuman has been able to sustain his readers’ loyalty 

over a long time. When he began blogging he quickly realized that strategically associating himself 

with the mainstream fashion media would greatly increase his value. By associating himself with 

GQ and Style.com, Schuman was able to generate traffic to his blog while making a name for 

himself, this has allowed him to fulfill the first goal a blogger should have. Along with his 

impressive pageview numbers, Schuman has been active on other social media platforms. His blog 

currently has a Facebook, Twitter, and Instagram account, which are all featured on the blog and 

easily accessible to his followers. The readers of the blog can also share the pictures on their own 

Facebook and Twitter pages. The blog’s Facebook followers can also stay informed on the blog as a 



 69 

link to a new post is posted there as well. The front page of the blog features Schuman’s “tweets” 

and Instagram pictures, providing an additional feature for interaction. While Schuman does not 

interact much with his readers on these platform, a member of his team will occasionally respond to 

a readers comment on the blog. Building a solid social media network is the second goal a blogger 

should have and one that Schuman has been able to fulfill. His social media network and blog 

interaction also confirm the second community affiliation, Webs. Schuman has been very good at 

seeking opportunities relating to his blog and in that sense build the blogs brand. As mentioned, his 

association with sites such as GQ and Style.com has not only made his photographs well know but 

also his name. He has covered every Fashion week since he started his blog and helped establish the 

fame of editors and bloggers who were unknown at the time, it is therefore today the ultimate badge 

of honor to be photographed by him. This creates the third community affiliation, Hubs. Along with 

building his blogs brand, Schuman’s revenue at the beginning came from Style.com and GQ. They 

remained his only source of income and provided the ads on his blog. In 2008 he chose to leave 

these gigs as his blog was starting to attract serious global attention. Schuman has been able to get 

generous income from various sources relating to his blog. These include selling his photographs, 

collaborating with brands, ads on his blog, and becoming a best selling author. Schuman has never 

revealed how much he is gaining financially from these different projects, and while he posts about 

them on his blog he is not willing to say whether he was contractually obligated to do so.  

 

5.1.1 FINDINGS  

Through the first phase of the pattern matching analysis one can see that Okonkwo’s theory on 

blogs is not entirely consistent with the case studies presented in this thesis. As these bloggers have 

transformed their blogs into a business, their blogs present features that contrast those of the theory. 

The theory’s features, independence and objectivity are particularly compromised due to the 

business aspect of the blogs, however the case studies showed similarities with the other functions 

and features that Okonkwo’s theory presents.  

Through the second phase of the pattern matching, one can see that the findings show an overall 

pattern of the case studies outcomes, which implies that there is a theoretical replication. The case 

studies all show particular aspects of the framework of how bloggers should transform the blogs 

into a business. This involved following Fournier and Lee’s theory on how to engineer a 

community, combined with the three main goals that a blogger should have. Through these phases, 

these bloggers have been able to build a successful community of readers, thereby being able to 
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seek revenue from the blog, and essentially build their personal brand. The methods that these 

bloggers took to transform their blogs into a business are not identical seeing as their blogs differ on 

some levels, however when using the pattern matching technique the results can be contrasting but 

for predictable reasons.  

 

5.2 CROSS-CASE SYNTHESIS  

The cross-case synthesis technique will now be applied to the data collected. The reason for why 

this technique was chosen was to see whether additional ways would be found for bloggers to 

transform their blogs into a business by going through practical experiences. This technique 

therefore looks beyond the theoretical propositions.  The following areas of interest were found 

based on repetition throughout the cases, as cross-case synthesis seeks out to aggregate findings 

across the individual case studies.  

 

Point of view - The bloggers have all had a clear point of view and concept from the start of their 

blogs. These concepts are a reflection of their persona and therefore affect the styles they want to 

portray and in what type of voice the writing, photos, and format should be done. While these 

bloggers have dared to innovate and sought out different measures of entertaining its readers 

throughout the years, their point of view and concept has remained the same. This is a strategy that 

is necessary to have from the starting point.   

 

Format of blog – Overall, the bloggers used several different forms of media to engage its readers, 

including text, video, and photos. 

  

Association – All bloggers saw the importance in associating themselves with a more known brand 

or website in order to increase traffic to the site and overall popularity of the blog.  

 

Social media – All of the bloggers were utilizing various social media platforms for reader 

interaction and as a measure to increase blog traffic. The social media platforms that they all are 

using are Facebook, Twitter and Instagram. The only two platforms that were visual on all of the 

blogs were Facebook and Twitter, these were also the preferred platforms when it came to allowing 

their readers to share, like, or tweet the blog posts on their own social media sites. Facebook and 
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Twitter were also used as links to the blog posts, when a new blog post was up on the blog it was 

immediately shown on these platforms as well.  

 

Interaction – The bloggers all have very little interaction with their readers. While several 

comments were made to each post on the blogs, the little interaction that the bloggers still 

participate in was mostly taken on the other social media platforms, such as Instagram, Facebook 

and Twitter. This indicates that the bloggers are decreasingly interacting with their readers and have 

moved that part of the blog to the different social media sites.  

 

Skills – All of the bloggers have a certain skill, whether it was their writing abilities, way of taking 

photos, or certain style. Whether the skill is tangible or intangible, it can increase the longevity of 

the blog especially if it is not easily emulated. These skills also proved to help these bloggers 

develop their personal brand and have a better shot at developing relationships with brands.   

 

Network – The bloggers came from different parts of the world, and some not from the fashion 

capitals, however they proved that it does not matter where you come from or live, it is possible to 

be successful if a solid network is formed.  

 

Transparency – The bloggers are all mostly open about the fact that they get paid when working 

on different projects. They all display these projects on their blogs, however, they never state 

whether they were obligate to do so. Due to the fact that these projects seem integrated with the 

blog, it is difficult to see which posts are possibly paid for and which are not. This is particularly 

evident with the various links that these bloggers post, making it difficult to distinct the affiliate 

ones.  

 

Future of blogs – What these bloggers can agree on is that blogs are not going anywhere and there 

are immense opportunities to be found in relation to them. They do state that to be successful it is 

important to innovate and not be afraid to do something different.  

 

The findings of this pattern matching and cross-case synthesis analysis will be further treated in the 

discussion that follows.  
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CHAPTER 6. DISCUSSION AND RECOMMENDATIONS 
Through the analysis of the case studies, it seems to be clear that the bloggers who have had success 

in transforming their blogs into a business are not following the same structure as blogs once had. 

In regards to Okonkwo’s theory on blogs, some of the features and functions of these blogs have 

been altered. The reason for this alteration is due to the fact that the bloggers are seeking ways of 

getting revenue from the use of their blogs by taking on projects and therefore compromise the 

independence and objectivity of their content. The level of influence that these projects have on 

those features is arguable as the bloggers are open about working with brands and display these 

projects on the blog for their readers to see. Most of these bloggers were also clear about their intent 

to not work with brands that would harm their personal brand in any way or weaken their editorial 

integrity. However, as these blogs feature posts about fashion on a daily basis, it can become 

difficult to distinguish between what is being paid for and what is put out there purely out of their 

own interest, this especially applies to affiliate links and gifted products. The question of how much 

this affects the readers still remains unanswered, as fashion industry experts have come forward 

saying that people are aware of the market mechanisms and see through it. Others argue that this 

type of product placement is not something new in this industry so why would any different type of 

measures be used when it comes to bloggers. While Okonkwo’s theory argued that readers would 

not be willing to participate in communities where there is possibility for brand manipulation, the 

pageview visits per month of these bloggers and the social media interaction has proved that their 

readers have remained loyal to them although they seek to work with brands. The reader’s view of a 

blog may therefore be evolving along with the transformation that some blogs are going through. A 

recommendation to bloggers who want to transform their blogs into a business would therefore be 

to step away from the pre-constructed notion of what features and functions blogs are supposed to 

have, as this will limit them in their way to seek opportunities beyond their blogs.  

 

Moving on to the remaining findings of the analysis, the pattern matching technique and cross-case 

synthesis will be looked at together as they are complementary to one another when providing 

insight into how bloggers have been able to transform their blogs into a business.  The cross-case 

synthesis furthermore provided more insightful details into the different aspects that the framework 

had touched upon.  

To start with, it became clear that in order to have a chance of launching a good blog and engineer a 

community, bloggers would need to have a distinct point of view. The bloggers of the case studies 
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all had evident points of view that seemed to reflect their persona and consequently affected the 

style of their blogs. This point of view did not change throughout the years, even though the 

bloggers took on innovative ways to entertain their readers. This without a doubt helped sustain the 

readers’ loyalty as Pools were formed. Another aspect that was noticeable was the bloggers use of 

different forms of media to engage its readers. These different forms of media were also tools of 

attracting new readers, however, the bloggers’ main way of increasing traffic to their sites was 

through association. This included asking more popular sites to link to their blogs, associating 

themselves with known brands, and moving their blogs to a hosting site, and thereby being 

associated with other similar blogs. Another important way of increasing traffic to the blogs was 

through social media. Bloggers did so while also building a social media network and making other 

platforms available to their readers in order for them to have one-to-one relationships, thereby 

creating Webs. The importance of social media platforms for blogs seems to have increased greatly 

over the years. This is visible through the variety of different platforms that bloggers are now using 

and enabling their readers to connect to through their blogs. Furthermore, these platforms are used 

to increase traffic by enabling readers to share the blog posts on their own individual social 

platforms. Another interesting aspect that has come through this newfound importance of these 

platforms is that the interaction between the blogger and the reader seems to have moved to there, 

replacing the previous commentary section of the blog. The bloggers do seem to have decreasing 

interaction with their followers, however, readers still use both the social platforms and the 

commentary section of the blogs to talk among themselves. Lastly, the last part of building a 

community and consequently one of the goals that the blogger should have is to build the blog’s 

brand and thereby Hubs. These bloggers managed to do so by building the traffic to their blogs 

through the associations that they established, and the social media network that they formed. 

However, another important aspect that bloggers need to have in order to be able to fully develop 

their personal brand is to have a set of skills. The bloggers all portrayed a set of skill, whether it was 

their personal style, their way of writing, or taking photos, these skills not only helped increase their 

chances of developing their personal brand but also the longevity of their blogs. Through these 

different phases the bloggers were able to build a successful community of readers and their blog’s 

personal brand. Due to this they have all been able to monetize from their blogs by having 

advertisements on their blogs, collaborating with brands, and taking on specified projects. The 

phases they went through are all in some ways interlinked and therefore the more traffic and 
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success of building ones personal brand, the better off the blogger was on finding more diversified 

streams of revenue.  

 

What the analysis of the case studies showed was that all of the bloggers followed particular aspects 

when it came to transforming the blogs into a business. This involved engineering a community, 

along with fulfilling the three essential goals that a bloggers should have. While the bloggers did 

not go through an exact identical process to transforming their blogs into a business, these 

characteristics stand out and could therefore be seen as a recommended framework for future 

business bloggers.  

 

It is important to note that bloggers need to be aware of the changing blogging environment. The 

requirements of bloggers have evolved and readers want more in-depth and complex content than a 

simple personal or street style blog can provide. What is evident is that bloggers need to have a 

great passion for what they are portraying to their readers and need to be willing to innovate and 

push the boundaries of the ordinary. These case studies show that it is possible to do so and to make 

a living from blogging, no matter where you are based in the world.  
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CHAPTER 7. CONCLUDING REMARKS AND FUTURE RESEARCH   
This thesis sought out finding how fashion bloggers have converted their blogs from providing their 

readers with their view on a particular subject to becoming an international known brand by 

essentially transforming their blogs into a business.  

By going through the material found on the matter, a theory on blogs along with a framework 

grounded in theory was applied to the five case studies chosen. Through an inductive and deductive 

approach I first of all found that these blogs have somewhat transformed from the basic structure 

that blogs once held, this is seen by some of the features of the blogs being compromised due to 

bloggers willingness to cooperate with brands. Secondly, a theoretical replication was found among 

the cases suggesting that by engineering a community, combined with the three main goals a 

blogger should have, bloggers should be able to transform their blogs into a business. Through the 

cross-case synthesis additional characteristics of the case studies were found that further elaborated 

this possible framework.  

 

As the blogging phenomenon is a part of a new and emerging field, it is still in its infancy. This 

thesis merely touched upon a very narrow view of the phenomenon providing five case studies of 

two different types of bloggers. This is why I believe that further investigation and an in depth 

research into the matter is needed as the framework provided might change and may not be 

applicable to all the different types of blogs that exist. Furthermore, I believe that it would be 

interesting to look at the phenomenon as a whole, by including for example how consumers have 

been affected by these changes and a deeper look into the influence this has had on the industry.  
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