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Resumé  

Den ”to centrerede” Australske modeverden  

Relationen mellem Melbourne og Sydney og modebloggernes rolle  

Dette speciale inden for interkulturelle markedsstudier omhandler den ”to centrerede” modeverden i 

Australien. Da der altid har været en form for kappestrid imellem Melbourne og Sydney, fandt jeg det 

interessant at undersøge relationen mellem de to byer, deres kulturforskelle, hvilken rolle modebloggere 

spiller i den ”to centrerede” modeverden, samt hvordan modebloggerne udfordrer kappestriden imellem de 

to byer. Forudsætningen for den empiriske undersøgelse var, at jeg som forsker skulle samle empiri under et 

midlertidigt ophold i Australien. Den empiriske undersøgelse startede derfor i Melbourne i oktober 2013 og 

sluttede i Sydney i februar 2014. 

Den centrale antagelse for dette speciale er, at mode er produceret i en social verden hvor designere, 

modeprofessionelle og forbrugere interagerer med hinanden. Her er mode ”gatekeepernes” rolle vigtigere 

end designernes rolle, da mode ”gatekeeperne” tillægger designerne ny mening og skaber images for 

designere. Informanterne i dette speciale fungerer som ”gatekeeperne” for den ”to centrerede” 

modeverden, og derfor har jeg valgt at interviewe personer på baggrund af, at de arbejder i Public Relations 

og modebranchen i Melbourne og Sydney. Her har jeg valgt at anvende kvalitative interviews, for at møde 

informanterne personligt og for at komme til at kende deres kulturer og forskellige personligheder. Dette var 

for at få et bedre indblik i den ”to centrerede” modeverden. Både i Melbourne og i Sydney har jeg interviewet 

informanter fra PR virksomheder, modeblogs og magasiner samt modevirksomheder såsom ”The Bowerbird 

Group” og ”Mercedes-Benz Fashion Week Australia.” Tilsammen udgør informanterne 18 personer. 

Derudover har professoren Jess Berry, fra Griffith University i Brisbane, sendt mig hendes præsentation, som 

omhandler den ”to centrerede” modeverden i Australien, samt en mail om, hvordan hun ser de to modebyer, 

Melbourne og Sydney.   

For at skabe en helhedsforståelse for informanternes verden har den empiriske undersøgelse eksplorative 

karakteristika, hvor jeg har anvendt en induktiv fremgangsmåde og en hermeneutisk metode. Her har jeg 

valgt at anvende den hermeneutiske cirkel, hvor de enkelte dele tilsammen skaber helheden for specialet. 

De enkelte dele udgør: De kvalitative interviews, observationer jeg gjorde mig under opholdet i Melbourne 

og Sydney, eksempler fra den Australske medieverden og teorier. Her anvender jeg Yuniya Kawamuras 

”Fashion-ology” teori, da den diskuterer hvordan designere, modeprofessionelle og forbrugere tilsammen 

skaber mode. Derudover anvender jeg teorier inden for: Mode, kultur, branding, blogging, sociale medier, 

PR og forbrugerkultur.   
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Jeg har fundet ud af, at helheden for specialet er, at relationen imellem Melbourne og Sydney er, at de to 

byer gerne vil være på forkant af hinanden, når det kommer til mode. Kulturforskellene mellem Melbourne 

og Sydney er imidlertid, at Melbournes forbrugere har et mørkt modeudseende, imens Sydneys forbrugere 

har et farverigt modeudseende samt en strandmode, fordi Sydney har det gode vejr og en strandkultur. 

Derudover er kulturen i Melbourne Europæisk, afslappet og folk er imødekommende og venlige. 

Sammenlignet er kulturen i Sydney international og virksomhedsorienteret, hvor folk gerne vil være i 

centrum. Informanterne sammenligner Melbournes modeverden med New York og Sydneys modeverden 

med Los Angeles. Melbourne er modehovedstaden i Australien i en lokal kontekst og Sydney er 

modehovedstaden i Australien i en global kontekst. Da Melbourne godt kan lide at være anderledes, kan der 

tales for at Melbourne er ’Stil hovedstaden’ i Australien. Sydney kan derfor overtage titlen som 

modehovedstaden for Australien.   

Modebloggerne spiller en stor rolle i den ”to centrerede” moderverden, da de informerer forbrugere om 

brands inden for mode igennem deres blogs og sociale medier. Modebloggerne er de nye ”gatekeepere” og 

linket mellem PR virksomheder og forbrugere i Australien. Modebloggerne skaber derfor mode og bidrager 

til modekulturen i den ”to centrerede” modeverden. Sydneys modebloggere udfordrer kappestriden mellem 

Melbourne og Sydney, da de er mere sete og hørte end Melbournes modebloggere. Sydneys modebloggerne 

påvirker derfor Sydney til at være modehovedstaden for Australien. Da Melbournes modebloggerne har 

mørke, vintage eller retro udseender, hjælper de Melbourne med at brande og etablere sig som ’Stil 

hovedstaden’ for Australien.  
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Introduction  
The journey of this thesis started long before the actual research of the thesis began. In 2008, I was on a 

three months world tour with a friend. We visited Asia, Australia and the United States. Ever since I went on 

that trip I have been longing to travel overseas. In 2012, I joined the Buddy Program at Copenhagen Business 

School and was a “Buddy” of two exchange students from Hong Kong. Not only did I get to know my buddies 

very well, I also got to know a lot of young students from places across the world like New Zealand and 

Australia. In the end of 2012, I decided to apply for an internship in Marketing and Public Relations in London. 

The internship took place at the beginning of 2013 and over the next three months, I learned a lot about the 

PR world in the UK. Before the internship ended, I realised that I was not done exploring foreign countries 

and was ready to experience new cultures. One evening, I asked my boss and her Australian husband whether 

I should stay in London and write my thesis or go to Australia. They both agreed and advised me to go to 

Melbourne, Australia. Therefore, the research of this thesis started in Melbourne.  

I arrived in Melbourne on the 8th of October 2013. The only thing I knew was that I wanted to write about PR 

and Fashion. Before I arrived in Melbourne, Oscar Calvo, Founder of the PR Agency, OC Communications and 

Events, agreed to participate in an interview. Unfortunately, my interview with him kept getting postponed, 

after my arrival to Melbourne, because races such as the Melbourne Cup was going on. In the end, I was not 

able to interview Calvo. After some time I realised that it could be interesting to look at the relation between 

the fashion world of Melbourne and the fashion world of Sydney because there is a known rivalry between 

the two cities. For instance, Melbourne and Sydney have been in competition for the title as the Capital of 

Australia, but since no one could agree upon which city should get the title, Canberra took the title. As neither 

Melbourne nor Sydney can be claimed as the Capital of Australia, I found it interesting to look at which city 

is the Fashion Capital of Australia; both Melbourne and Sydney have strived to get global-fashion-city status 

and want to claim the title as the Fashion Capital of Australia.  

I started to create a research database with people from Melbourne and Sydney who I wanted to contact for 

qualitative interviews. They were among PR companies (PRs) specialising in fashion, Fashion Bloggers, 

journalists and other companies in the fashion business. In order to collect data from interviewees of 

Melbourne and Sydney, I needed more time in Australia. I decided to extend my stay and in November 2013 

I booked a flight to New Zealand in order to get the Work Holiday Visa for Australia. The Work Holiday Visa 

gives you the right to stay in Australia for a year. When I returned to Melbourne I had face-to-face, phone 

and email interviews with eight different interviewees. I also got in touch with Dr Jess Berry, lecturer at 

Queensland College of Art, Griffith University, in Brisbane. Berry provided me with her presentation, "The 



7 
 

Melbourne Mode and Parisian Muse: Creating Couture Culture in Australia’s Fashion Capital (2012)," and an 

email with her thoughts on the two fashion worlds of Melbourne and Sydney.  

As I wanted to compare the two fashion worlds of Melbourne and Sydney, I decided to go to Sydney in the 

end of December 2013. In Sydney, I had face-to-face, phone and email interviews with ten different 

interviewees. It was important to me that I did qualitative interviews in both Melbourne and Sydney in order 

to get to know the interviewees and their culture. Without the qualitative interviews, the experience I have 

had in Australia would not have been the same, as it was exciting to meet and get to know every interviewee 

of the two-centred fashion world of Australia. The interviewees were very helpful and so friendly that even 

after the empirical research ended I kept in contact with some of them. The research of this thesis ended the 

11th February 2014.  

Problem Statement  
The central assumption of this thesis is that fashion is produced in a social world of production. Therefore, I 

have chosen to use the Fashion-ology theory by Yuniya Kawamura. Kawamura refers to the fashion world as 

a world where designers, fashion professionals and consumers interact with one another (Kawamura (Kaw), 

2004: 105). Gatekeepers such as advertisers and marketers contribute to fashion culture (Kaw, 2004: 105). 

Together they play a role in the fashion system, make fashion happen and sustain the culture of fashion (Kaw, 

2004: 105). I have discovered that the fashion gatekeepers of Melbourne and Sydney make fashion happen 

and contribute to fashion culture in the two-centred fashion world of Australia. Therefore, I argue that 

fashion gatekeepers are more interesting than designers when creating fashion, as the fashion gatekeepers 

can influence the images of designers. Besides PRs, journalists and other companies in the fashion business, 

fashion bloggers of Melbourne and Sydney can make fashion happen and are the new fashion gatekeepers 

of the two-centred fashion world. Fashion bloggers are the link between PRs and consumers where 

communication about brands happen.  

Research Questions  
1. What is the relation between Melbourne and Sydney in the two-centred fashion world of Australia? 

 What kind of culture differences exist between Melbourne and Sydney? 

 

2. What is the role of fashion bloggers of Melbourne and Sydney in the two-centred fashion world of 

Australia? 

 To what extend do fashion bloggers challenge the rivalry between Melbourne and Sydney? 
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As there is known to be a rivalry among Melbourne and Sydney, the purpose of the problem statement and 

thesis is to analyse and discuss the relation between Melbourne and Sydney in the two-centred fashion world 

of Australia. Melbourne wants to be superior to Sydney, and Sydney wants to be superior to Melbourne in 

terms of fashion. There are a lot of opinions about which city of the two is the Fashion Capital of Australia 

and which city is more fashion than the other. The gatekeepers of the two-centred fashion world can 

influence how people wear fashion and to what extend Melbourne or Sydney can be considered as the 

Fashion Capital of Australia. There has been a shift in the extent to who make fashion happen and contribute 

to the fashion culture of Melbourne and Sydney. Social media have made it possible for consumers to talk 

about fashion, and brands are talked about without the permission of companies. When that is said, fashion 

bloggers of Melbourne and Sydney are the new opinion leaders and gatekeepers of fashion in the two-

centred fashion world. Therefore, it is interesting to analyse and discuss the fashion bloggers’ role in the 

Australian fashion world as they can make fashion happen though the blogosphere and social media.   

Theories   
The primary and secondary sources I have used for the purpose of this thesis are chosen on the basis that 

they together answer the problem statement. In addition, I have chosen to introduce the theories, as they 

are used in this thesis, in order to make it easier for the reader to navigate among the theories. First, I have 

chosen Kawamura’s Fashion-ology theory which will be used in chapter one and two in order to make 

coherence between the two chapters. As her theory for instance concerns fashion gatekeepers, it can be 

related to the empirical research as the interviewees are the fashion gatekeepers of Melbourne and Sydney. 

The interviewees are among PRs, fashion bloggers, journalists and from other companies in the fashion 

business. Second, to supplement Kawamura’s theory, I have chosen to use a hermeneutic framework to 

shape the structure of this thesis and used an inductive method. Therefore, in order to create the complete 

meaning of the interviewees’ world, I have used the hermeneutic circle where the different qualitative 

interviews will contribute to create the complete meaning of this thesis (Steinar Kvale, 2008: 129). In 

addition, what I observed during my stay in Australia, theoretical theories as well as views of the Australian 

media on Melbourne and Sydney, will contribute to create the complete meaning. As it is the fashion 

gatekeepers who participated in qualitative interviews, it is interesting to see what the Australian media have 

to say about the two fashion worlds of Melbourne and Sydney. 

In chapter one, I have chosen to use fashion, culture and branding theories as chapter one focuses on the 

relation between Melbourne and Sydney in the two-centred fashion world of Australia. Berry’s presentation 

is for instance chosen among the fashion theories. She discusses which city, Melbourne or Sydney, can be 

considered the Fashion Capital of Australia (2012). Berry’s email with her thoughts on the two-centred 

fashion world will also be used. Her responses are based on “how Sydney and Melbourne have been 
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represented in media - as such this can be a stereotypical view of both cities but they are ideas that are 

reinforced through fashion magazines and street style blogs (2014: 1).”  

I have chosen to use theories of culture in order to analyse and discuss the culture differences of the two-

centred fashion world. Theories among culture are for instance Grant McCracken’s theory and Diane Crane’s 

and Laura Bovone’s theory. McCracken’s theory analyses the structure and movement of the cultural 

meaning of consumer goods (1986: 71). Crane and Bovone’s theory is a framework for studying material 

culture such as fashionable clothing, based on an analysis of the processes that lead to the creation and 

attribution of symbolic value (2006: 319). In addition, I have chosen branding theories by Melissa Aronczyk 

and Wally Olins in order to analyse and discuss Melbourne’s and Sydney’s branding strategies as well as how 

they try to gain the title as the Fashion Capital of Australia.  

In chapter two, I have chosen to use blogging, social media, PR and consumer behaviour theories as chapter 

two focuses on the role of fashion bloggers of Melbourne and Sydney in the two-centred fashion world of 

Australia. First, I have used blogging theories in order to analyse and discuss the role of fashion bloggers of 

Melbourne and Sydney in a local and global context. Second, I have chosen to use social media theories by 

M. Nick Hajli and Jan H. Kietzmann, Kristopher Hermkens, Ian P. McCarthy, Bruno S. Silvestre (Kietzmann et 

al.) as social media platforms are used worldwide and is the new form of communication. Third and lastly, I 

have chosen to use PR and consumer behaviour theories as bloggers can be influenced by PRs and be seen 

as opinion leaders of consumers.        

After chapter one and two, I have discussed and concluded what relation exists between Melbourne and 

Sydney, the two cities’ culture differences, what role fashion bloggers of Melbourne and Sydney have and 

how they make fashion happen and contribute to the fashion culture of the two-centred fashion world of 

Australia. 

Delimitation 
I have chosen to use a qualitative method instead of a quantitative method as I wanted to meet people in 

person in Australia, instead of getting in touch with a lot of Australians online. If I had done the research 

online, I could just have settled with staying in Denmark and made the research from home, instead of 

travelling to Australia. While I was in Australia, H&M opened up in Melbourne, but I have chosen not to focus 

on the opening and fast fashion in general. I have chosen theories of fashion, and even though fashion 

bloggers blog about luxury brands, I have chosen not to use theories of Veblen. Instead, this thesis focuses 

on the relation between Melbourne and Sydney, and the role of fashion bloggers in the two-centred fashion 

world of Australia.    
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Method  

Empirical Research  
The premise of the empirical research of this thesis was that, as a researcher, I had to collect data during a 

temporary stay in Australia. I collected the data of this thesis both in Melbourne and Sydney in order to 

analyse and discuss the relation between the two cities and the role of fashion bloggers of Melbourne and 

Sydney in the two-centred fashion world of Australia.  

The empirical research has got exploratory characteristics where it was necessary to apply methods which 

could give as much information as possible about the interviewees’ world. Therefore, I have chosen to apply 

an inductive method as well as a hermeneutic method. I have chosen a qualitative method where face-to-

face interviews were in focus in order to support the reliability of the research where the consistency and 

trustworthiness of the research findings are in focus (Kvale, 2008: 142). Through the qualitative interviews, I 

gained knowledge such as the interviewees’ experiences, feelings and actions (Kvale, 2008: 31). I wanted to 

get as many face-to-face interviews as possible, as I wanted to meet the interviewees face to face in 

Melbourne and Sydney in order to get to know their personalities. It was exciting to meet every interviewee 

as there are a lot of culture differences between Melbourne and Sydney even though the two cities are based 

in the same country. Another research method which is used is the observation method. During the empirical 

research, I stayed two months in Melbourne and two months in Sydney, my personal insight of the two-

centred fashion world will therefore also be used. The observations I have made might be affected by my 

personal opinion. To create the complete meaning of the interviewees’ world, the hermeneutic framework 

is therefore used where I have chosen the hermeneutic circle to create the complete meaning. The interviews 

of each interviewee, as well as what I observed during my stay in Australia will contribute to create the 

complete meaning of this thesis (Kvale, 2008: 129). 

The qualitative method is based on Kvale’s theory about interview research (Kvale, 2008: 20). According to 

Kvale, “the research interview is an inter-view where knowledge is constructed in the inter-action between 

the interviewer and the interviewee (2008: 21).” The challenges of using a qualitative research interview are 

that it reflects common sense, it is not objective, but subjective, it is person-dependent, it is not trustworthy, 

but biased, it is not reliable since it rests upon leading questions, different readers find different meanings 

and it is not valid as it relies on subjective impressions (Kvale, 2008: 104). In addition, the qualitative interview 

seeks qualitative knowledge as expressed in normal language. It works with words and not with numbers 

which is the case of a quantitative interview (Kvale, 2008: 31). During a qualitative interview, it is necessary 

to listen to explicit descriptions, the meanings expressed as well as to what is said between the lines (Kvale, 

2008: 31). 
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As the topic of research focuses on the relation between Melbourne and Sydney and the role of fashion 

bloggers in the two-centred fashion world of Australia, I have chosen the interviewees on the basis that they 

work in the PR and fashion business of Melbourne and Sydney. The bloggers who participated in the 

qualitative interviews have fashion in common which is why I will refer to them as fashion bloggers in this 

thesis. I have mainly used Google.com.au as the research engine in order to get in touch with the 

interviewees. Another method which I have used is word of mouth where the interviewees have 

recommended other interviewees and helped me to get in touch with them. I have contacted the 

interviewees by email or phone. The aim was to get as many face-to-face interviews as possible, but 

sometimes phone or email interviews were necessary as the interviewees did not have the amount of time 

needed for a face-to-face interview. The face-to-face interviews took roughly an hour whereas the phone 

interviews took about fifteen to twenty-five minutes. I have chosen that the names of the interviewees will 

appear in this thesis instead of giving the interviewees anonymity. When using the names of the interviewees, 

it will become easier for the readers of this thesis to navigate among the 18 interviewees who participated 

in qualitative interviews.  

Research Development    
When I arrived in Melbourne in October 2013, the empirical research was supposed to start. Before I came 

to Australia, I had contact with Calvo, Founder of OC Communications and Events and he agreed to 

participate in a face-to-face interview in Melbourne. Unfortunately, when I arrived people in Melbourne were 

very busy due to the races. For instance, the Melbourne Cup took place in the beginning of November 2013. 

Calvo kept postponing the face-to-face interview and unfortunately he never had time to participate. As there 

is known to be a rivalry between Melbourne and Sydney where Melbourne wants to be superior to Sydney, 

and Sydney wants to be superior to Melbourne in terms of fashion, I found it interesting to look at the relation 

between Melbourne and Sydney in the two-centred fashion world of Australia. In order to collect the data 

from the interviewees of Melbourne and Sydney, I needed more time in Australia and decided to extend my 

stay. In November 2013, I booked a flight to New Zealand in order to get the Work Holiday Visa for Australia 

which gives you the right to stay in Australia for a year. While I was in New Zeeland I started to contact people 

again. First, I contacted PRs, fashion bloggers and journalists in Melbourne. Second, I contacted fashion 

retailors such as David Jones, Meyer, Zara and Le Louvre. Third, I contacted the design school of Melbourne, 

Melbourne Fashion Institute, and other companies such as Melbourne Fashion Festival and The Bowerbird 

Group. I also got in touch with Berry, lecturer at Queensland College of Art, Griffith University, in Brisbane, 

who provided me with her presentation: "The Melbourne Mode and Parisian Muse: Creating Couture Culture 

in Australia’s Fashion Capital." Berry also sent me an email with her views on the two-centred fashion world 

of Australia.   
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When I returned to Melbourne it was the fashion bloggers who were most available for face-to-face 

interviews. Journalists were not that available and I had to use word of mouth to get in touch with them. PRs 

were able to participate in interviews, but unfortunately I experienced that I got stood up a couple of times 

for instance by Genevieve Brannigan, Founder of Communications Collective. Fashion retailors, Melbourne 

Fashion Institute and Melbourne Fashion Festival did not want to participate in an interview. Anne Hasegawa, 

the Marketing Coordinator of The Bowerbird Group, was able to participate in a phone interview. Out of the 

eleven PRs I contacted in Melbourne, three of them agreed to participate in an interview. Unfortunately, 

when I interviewed one of the interviewees, Kyra Pybus, Founder of Pybus PR, she would not share much 

information about her company and knew much about fashion of Melbourne and Sydney. Instead, she 

recommended me to get in touch with Sabina Eklund, the Fashion and Lifestyle Coordinator of the PR 

Company: Platinum Media and Communications in Sydney. Therefore, I have chosen not to take the interview 

with Pybus into consideration of this thesis. Out of the twenty-one fashion bloggers I contacted in Melbourne, 

four of them were able to participate in an interview. I tried to contact seven magazines by phone or email 

in order to get in touch with journalists in fashion features. Unfortunately, I could not get hold of any 

journalists in Melbourne. Therefore, I chose to change strategy and use my network instead. While I had a 

face-to-face interview with Reece Mitchell, the Account Manager of the PR company Style Counsel, I asked 

him if he knew any journalists who would be interested to participate in an interview. Mitchell recommended 

me to get in touch with Jane Rocca, the Fashion and Lifestyle Editor of The Weekly Review, who luckily had 

half an hour to participate in a face-to-face interview.   

In Sydney the research started in the beginning of January 2014. I found it much easier to get in touch with 

people in Sydney because of word of mouth and people were in general more willing to participate in an 

interview than they were in Melbourne. As fashion retailors, Melbourne Fashion Institute and Melbourne 

Fashion Festival did not want to participate in an interview during the research in Melbourne, I decided to 

narrow the people down to contact in Sydney. In Sydney I have therefore been contacting PRs, fashion 

bloggers, journalists and Mercedes-Benz Fashion Week Australia and chose not to get in touch with the 

design school of Sydney, FBI Fashion College. Out of the nine PRs I contacted in Sydney, three of them agreed 

to participate in an interview. Out of nineteen fashion bloggers, four of them were able to participate in an 

interview. As mentioned above, Pybus recommended me to get in touch with Eklund from Platinum Media 

and Communications. Eklund participated in a face-to-face interview in Sydney. In Melbourne, Jess Dempsey, 

founder of the fashion blog: What Would Karl Do, recommended me to get in touch with Bespoke PR in 

Sydney. Emma Mannswirth, the Senior Publicist and the Founder of Bespoke PR, Yan Zhou, participated in a 

face-to-face interview in Sydney. Emily Weight, the Marketing and Press Coordinator of Mercedes-Benz 

Fashion Week Australia, participated in a phone interview and also helped me to get an email interview with 
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Assia Benmedjdoub, the Editor of the magazine Ragtrader. Dionne Taylor, Founder of Polkadot PR, 

recommended me to get in touch with the journalist Lisa Stern from Pacific Magazine. Unfortunately, Stern 

never replied. Maria Vlezko, a Sydney based fashion blogger and Founder of Crashing Red, recommended 

me to get in touch with Ashleigh Sharman, a freelance journalist, but Sharman decided not to participate in 

an interview.  

According to Kvale, you need to interview as many interviewees as necessary to find out what you need to 

know (2008: 63). Obviously, it is possible to get more interviewees for the purpose of this thesis, but as I only 

was meant to stay in Australia temporarily, the amount of time I had to consider more people for an interview 

ran out. Fortunately, the knowledge the interviewees provided me with, whether it was through face-to-

face, phone or email interviews in Melbourne or Sydney, is enough to support the reliability and cover the 

topic of research, namely the relation between Melbourne and Sydney and the role of fashion bloggers in 

the two-centred fashion world of Australia. “A common objection to interview research is thus that there are 

too few subjects for the findings to be generalized (Kvale, 2008: 146).” As the knowledge the interviewees 

provided me with is enough to cover the topic of research, one can argue that there are enough subjects for 

the findings of the empirical research to be generalized.  

Interview guide  
Every time I meet an interviewee whether they were from Melbourne or Sydney, I used a script which 

structured the interview. The questions of the interview guide focused on the topic of research and were 

semi-structured (Kvale, 2008: 30-32). First, I asked the interviewees open questions which were related to 

their role in the fashion industry of Melbourne or Sydney and how they for instance work with PR. Second, I 

asked them open questions about the two-centred fashion world of Australia. The open questions concerning 

the two-centred fashion world got inspiration from Berry’s presentation which is mentioned on page eleven, 

because it discusses the relation between Melbourne and Sydney. Even though the face-to-face interviews 

were semi-structured, when I carried the interviews out, the interviews became much more as a 

conversation. In my experience, people in Australia are very open and friendly and you can easily get to know 

the interviewees’ activities, experiences and opinions (Kvale, 2008: 29). Because I had a good connection 

with most of the interviewees, the face-to-face interviews usually lasted forty-five minutes to an hour as 

mentioned on page eleven.   

During the research, I found that face-to-face interviews were the most valid kind of qualitative interviews 

compared to phone and email interviews. It was easy to rephrase or ask further questions and because you 

could read the interviewees’ facial expressions, it was easy to evaluate whether their arguments were well 

grounded, strong or convincing (Kvale, 2008: 142). The phone interviews have also functioned very well as it 
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was easy to rephrase and ask further questions, but because the phone interviews are not face to face, I 

found that the interviews became much shorter and were more like a question and ask session. Therefore, 

as I could not read the interviewees’ facial expressions, I found it a bit more difficult to evaluate whether 

their arguments were well grounded, strong or convincing (Kvale, 2008: 142). With the email interviews, the 

answers from the interviewees are sometimes a bit short. I could have sent the interviewees a couple of 

follow-up questions, but in most cases the people who participated in the email interviews were too busy, 

and I would not take more of their time. For instance, Pru Corrigan, the Founder of Two Birds Talking, only 

had time to answer the questions about her company when I sent her the email interview. Instead of 

answering the questions about the two-centred fashion world, Corrigan briefly wrote about Melbourne and 

Sydney in the email she returned along with the interview.  

Taylor, Founder of Polkadot PR, participated in a face-to-face interview. Taylor does not only have clients in 

the fashion business, but has a wide range of clients in other businesses as well. In addition, Taylor is not that 

in to fashion herself. Therefore, she did not feel comfortable answering all the research questions about the 

two-centred fashion world of Australia. However, the interview was very useful in terms of how PRs and 

fashion bloggers work with each other. When I had a face-to-face interview with Mannswirth from Bespoke 

PR, the interview was a bit different from the other face-to-face interviews I have had. The interview took 

place in an open office space which meant that Mannswirth’s manager, Zhou, could listen to the interview 

and answer the questions as well. This might have affected the way Mannswirth’s answered the questions, 

as her answers were very short. On the other hand, Zhou was very informative about the culture and fashion 

difference between Melbourne and Sydney. As the dynamic was different from the recent face-to-face 

interviews, I decided to shorten the interview. The interview only took twenty-one minutes, compared to the 

other face-to-face interviews which lasted forty-five minutes to an hour. However, I got all of my research 

questions covered.   

Transcription  
I have recorded every face-to-face or phone interview while the interviews took place. I have transcribed all 

the qualitative interviews and deleted all irrelevant information from the transcriptions. Both in Melbourne 

and Sydney I tried to transcribe the interviews the following day the interviews had taken place, but 

sometimes it was necessary to wait a couple of days as I could have two interviews within two days. In this 

thesis, each transcription will function as individual parts which contribute to create the complete meaning 

of the interviewees’ world and the hermeneutic circle can thereby be created (Kvale, 2008: 129). The 

transcriptions might be affected by the way the interviewees want to present themselves and their 

company/blog, compared to what the reality really is. During the transcription I realised what an effect the 

fashion bloggers have on society today. At first, I thought that fashion blogs were all about creating some 
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kind of fashion diary the bloggers could share with the world online, but as the transcription progressed I 

realised that the impact the bloggers have today have changed. Now fashion bloggers can live off their blogs 

as they are starting to get paid by PRs. Chapter two will therefore be focusing on the role of fashion bloggers 

of Melbourne and Sydney in the two-centred fashion world of Australia. However, not all of the fashion 

bloggers who participated in qualitative interviews can live of their blog yet, but some of them are starting 

to get there.  

As mentioned on page twelve, I had a phone interview with Weight from Mercedes-Benz Fashion Week 

Australia in Sydney. As I already did a phone interview in Melbourne with Hasegawa from The Bowerbird 

Group, I thought that the phone interview with Weight would be just as good for recoding. Unfortunately, 

during the transcription I noticed that I could not hear all of Weight’s answers. Therefore, the transcription 

is missing some of her answers. I should not have trusted technology, but I have tried to get as much out of 

the recording as possible. I could have sent her an email with follow-up questions, but I did not want to take 

more of her time as she was very busy with the Mercedes-Benz Fashion Week Australia coming up in April 

2014.  

List of Interviewees      

MELBOURNE 

PR COMPANIES NAME TITLE  INTERVIEW DATE AND TIME  RECOM-
MENDED BY 

Style Counsel Reece Mitchell Account 
Manager 

Face to face 28 November 2014  
10.00-10.45 am 

 

Two Birds Talking Pru Corrigan Founder Email Received     
4 February 2014 

Dempsey 

BLOGGERS NAME TITLE  INTERVIEW DATE AND TIME  RECOM-
MENDED BY 

What Would Karl Do Jess Dempsey Founder Face to face 3 December  
9.30-10.30 am 

 

Fabulous Femme Souri Sengdara Founder Face to face 8 December  
11.00 am-12.00 pm 

 

Chloe’s Addiction  Chloe Ting Founder Face to face 17 December 2013 
5.30-6.18 pm 

 

See Want Shop Lisa Hamilton Founder Email Received  
22 January 2014 

 

PUBLICATION JOURNALIST TITLE  INTERVIEW DATE AND TIME  RECOM-
MENDED BY 

The Weekly Review Jane Rocca   Fashion and 
Lifestyle Editor 

Face to face 9 December 2013 
9.30-10.00 am 

Mitchell 

OTHER  NAME TITLE  INTERVIEW DATE AND TIME  RECOM-
MENDED BY 

The Bowerbird Group Anne Hasegawa Marketing 
Coordinator 

Telephone 9 December 2013 
2.00-2.20 pm 

Dempsey 
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SYDNEY 

PR COMPANIES NAME TITLE  INTERVIEW DATE AND TIME  RECOM-
MENDED BY 

Platinum Media and 
Communications 

Sabina Eklund Fashion and 
Lifestyle 
Coordinator 

Face to face 5 January 2014 
12.00-1.00 pm 

Kyra Pybus 

Polkadot PR Dionne Taylor Founder Face to face 13 January 2014 
2.00-2.37 pm 

 

Bespoke PR Emma 
Mannswirth/ 
Yan Zhou 

Senior Publicist/ 
Founder 

Face to face 14 January 2014 
12.00-12.21 pm 

Dempsey 

BLOGGERS NAME TITLE  INTERVIEW DATE AND TIME RECOM-
MENDED BY 

Crashing Red Maria Vlezko Founder Face to face 16 January 2014 
3.30-4.30 pm 

 

ICONIC INSIDER Doone Roisin Founder Email Received  
22 January 2014  

 

Street Fashion Sydney Kent Johnson Founder Face to face 23 January 2014 
5.00-5.50 pm 

 

Leather and Lattes Andrea 
Hetherington 

Founder Face to face 28 January 2014 
12.30-13.11 pm 

 

PUBLICATION JOURNALIST TITLE  INTERVIEW DATE AND TIME  RECOM-
MENDED BY 

Ragtrader 
 

Assia 
Benmedjdoub 

Editor Email   Received  
11 February 2014 

Weight 

OTHER  NAME TITLE  INTERVIEW DATE AND TIME RECOM-
MENDED BY 

Mercedes-Benz 
Fashion Week 
Australia  
 

Emily Weight 
 

Marketing and 
Press 
Coordinator  
 

Telephone  
 

29 January 2014 
3.00-3.18 pm 

 

 

BRISBANE 

COLLEGE NAME TITLE  INFORMATION  PRESENTATION  

Queensland College of 
Art, Griffith University 

Dr Jess Berry Lecturer Email The Melbourne Mode and 
Parisian Muse: Creating 
Couture Culture in 
Australia’s Fashion Capital 
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Chapter 1 

Purpose and Perspective of Chapter One  
In chapter one, through an analysis of the qualitative interview data, I examine the relation between 

Melbourne and Sydney in the two-centred fashion world of Australia. I analyse and discuss the culture 

differences between Melbourne and Sydney, the two cities are compared to other fashion worlds, and which 

city can claim the title as “the Fashion Capital of Australia” is analysed and discussed. The relation between 

Melbourne and Sydney is interesting to analyse and discuss as there is known to be a rivalry between the 

two cities where Melbourne wants to be superior to Sydney, and Sydney wants to be superior to Melbourne 

in terms of fashion. Theoretically, I have chosen that the analysis of the two-centred fashion world is primarily 

based on the hermeneutic framework where the hermeneutic circle will create the complete meaning of the 

interviewees’ world (Kvale, 2008: 129). Here, the qualitative interviews, my observations, theoretical 

theories and views of the Australian media will help shape the complete hermeneutic meaning.  

I have chosen to use Kawamura’s Fashion-ology theory in chapter one and two in order to create coherence 

between the two chapters. In chapter one, I have chosen to use Berry’s presentation: “Melbourne Mode and 

the Parisian Muse: Creating Couture Culture in Australia’s Fashion Capital (2012)” in order to analyse and 

discuss which city, Melbourne or Sydney, can be claimed to be the Fashion Capital of Australia. Other theories 

which I have chosen are among McCracken’s theory about the structure and movement of the cultural 

meaning of consumer goods, and branding theories by Aronczyk and Olins. Other theories which I have 

chosen to use in chapter one are introduced as they are used during the chapter in order to make it easier 

for the reader to navigate among the theories.    

Theories of Fashion  
As the problem statement is about the relation between Melbourne and Sydney in the two-centred fashion 

world of Australia, I have chosen to use theories about fashion. The argument I make is that fashion must be 

understood as a social world of production. Therefore, the first theory I have chosen to use is the Fashion-

ology theory by Kawamura. Her theory is relevant because the interviewees are among fashion gatekeepers 

of Melbourne and Sydney as they are PRs specialising in fashion, fashion bloggers, journalists and from other 

companies is the fashion business. According to Kawamura, a fashion-ological perspective of fashion requires 

no visual materials to explain fashion, because it is not about clothing. Yet, without clothing there would be 

no fashion as clothing is the raw material from which fashion is formed. Clothing and fashion are therefore 

deeply interconnected (2004: 1). Fashion-ology deals with individual and social institutions of the fashion 

world (Kawamura (Kaw), 2004: 105). For consumers in postmodern societies, anything and everything can 

be fashion (Kaw, 2004: 106). Fashion is created by everyone involved in the fashion production and is a 

collective activity. Designers, fashion professionals and consumers interact with one another. They play each 
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a role in the fashion system and together they make fashion happen and sustain the culture of fashion (Kaw, 

2004: 105). The gatekeepers such as advertisers and marketers make a major contribution to fashion culture 

(Kaw, 2004: 73).  

The second theory of fashion, I have chosen to use is Alison Lurie’s theory about clothing as a sign system. 

Her theory is relevant when analysing what people are wearing in Melbourne and Sydney. Lurie’s theory 

concerns how people communicate through language of dress. The vocabulary of dress for instance includes 

items of clothing, hair styles, accessories, jewellery, make up and body decoration (Lurie, 1981: 4). 

Third, I have chosen to use Berry’s presentation which is called: “Melbourne Mode and the Parisian Muse: 

Creating Couture Culture in Australia’s Fashion Capital (2012).” Her presentation is relevant as it discusses 

the relation between Melbourne and Sydney and which city of the two is the Fashion Capital of Australia. In 

that way, the relation between Melbourne and Sydney in the two-centred fashion world can be analysed and 

discussed. Through advertising campaigns, Berry for instance argues that Melbourne tries to leverage the 

power of Paris, as the world’s premier fashion capital, in order to claim the title as Australia’s Fashion Capital. 

According to Berry, Melbourne “was able to adopt the symbolic economy of the world’s most recognisable 

fashion capital in to successfully establish itself as a style-site (Berry, 2012: 1).” Furthermore, I have chosen 

to use the email I received from Berry as she elaborates on the relation between Melbourne and Sydney in 

the email (2014). 

Fourth and lastly, I have chosen to use one article from the Australian media. The article is relevant as it 

discusses the relation between Melbourne and Sydney in the two-centred fashion world. The article is: 

“Melbourne chic v Sydney showy” by the journalist Paula Joye. 

Theories of Culture  
I have chosen to use theories by McCracken’s and Crane and Bovone’s in the analysis of the two-centred 

fashion world of Australia. McCracken’s theory is relevant when analysing in what way consumers from 

Melbourne and Sydney draw cultural meaning from a fashion-consumer good. McCracken’s theory analyses 

the structure and movement of the cultural meaning of consumer goods. His theory shows where cultural 

meaning is resident in the contemporary North American consumer system and the means by which this 

meaning is transferred from one location in this system to another. According to McCracken, “cultural 

meaning in a consumer society moves ceaselessly from one location to another. In the usual trajectory, 

cultural meaning moves first from the culturally constituted world to consumer goods and then from these 

goods to the individual consumer (1986: 71).” McCracken argues that instruments such as advertising, the 

fashion system and the possession, exchange, grooming and divestment rituals are responsible for the 

movement from the culturally constituted world to the individual consumer (1986: 71).  
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McCracken’s theory does not say how the consumer can express cultural meaning through a consumer good 

which is why I have chosen to use the theory by Crane and Bovone’s as a supplement to the theory by 

McCracken. Crane and Bovone’s theory is relevant when I analyse and discuss how consumers of Melbourne 

and Sydney can communicate cultural messages through fashion-consumer goods and in the comparison of 

fashion systems. Crane and Bovone’s theory is a framework for studying material culture such as fashionable 

clothing, based on an analysis of the processes that lead to the creation and attribution of symbolic value 

(Crane and Bovone, 2006: 319).  

I have chosen to use theories by Stella Ting-Toomey, Susan C. Schneider and Jean-Louis Barsoux and Edgar 

H. Schein in the analysis of Melbourne’s and Sydney’s culture and the cities’ artefacts. Ting-Toomey’s theory 

is relevant when I analyse the culture differences of the two-centred fashion world of Australia, but not when 

it comes to intercultural communication as it does not concern the problem statement of this thesis. Ting-

Toomey’s theory answers the two following questions: “What is culture and what is intercultural 

communication (1999: 9)?” According to Ting-Toomey, “culture is an elastic, dynamic concept that takes on 

different shades of meaning- depending on one’s perspective. The word “communication” is also fluid and 

subject to different interpretations. While both culture and communication reciprocally influence one 

another, it is essential to distinguish the characteristics of the two concepts for the purpose of understanding 

the complex relationship between them (1999: 9).”  

Schneider and Barsoux discuss the Interacting Spheres of Culture (2003: 52). The different cultural spheres 

of influence are among the regional, industry, functional/professional, and corporate sphere (Schneider and 

Barsoux, 2003: 53). The spheres of industry, functional/professional and corporate are business orientated 

which is why I have chosen not to use them in the analysis. However, the regional sphere is business 

orientated as well as region orientated as it considers differences between two cities. Therefore, the regional 

sphere is relevant and I can relate it to the analysis of the relation between Melbourne and Sydney and their 

culture differences in the two-centred fashion world of Australia. According to Schneider and Barsoux, each 

sphere of influence has its own set of artefacts and behaviours, beliefs and values, and underlying 

assumptions. Each sphere has its own solutions to problems of external adaption and international 

integration. These different solutions may coincide or clash (2003: 52).  

I have chosen to supplement Ting-Toomey’s and Schneider and Barsoux’s theories with the theory by Schein. 

Schein’s theory concerns artefacts, espoused values and assumptions in an organisation. Even though 

Schein’s theory concerns artefacts in an organisation, it can still be related to the culture of Melbourne and 

Sydney as one can find visible artefacts in both cities which reflect the culture differences of the two-centred 

fashion world. According to Schein, artefacts concern a group’s physical surroundings such as architecture, 
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technology, how the group dress and behave (1994: 25). Espoused values and assumptions are too business 

related to use in the analysis of the culture of Melbourne and Sydney. Schein for instance argues that 

espoused values, are the values normally espoused by the leading figures of a culture. Espoused values could 

be represented by the philosophies, strategies and goals realized by leaders in an organisation (1994: 26). 

Assumptions reflects the shared values within a specific culture. These values are often ill-defined, and will 

oftentimes not be visible to the members of the culture in an organisation (1994: 28).  

The last culture theory which I have chosen to use in chapter one is the theory by John Tomlinson. 

Tomlinson’s theory is relevant when I analyse how the two-centred fashion world of Australia is connected 

to the world. According to Tomlinson: “Globalization lies at the heart of modern culture; cultural practices 

lie at the heart of globalization (1999: 1).” Tomlinson tries to establish the relationship between globalization 

and culture and shows why culture and globalization matter essentially to each other. He points out that “it 

is to maintain that the huge transformative processes of our time that globalization describes cannot be 

properly understood until they are grasped through the conceptual vocabulary of culture; likewise that these 

transformations change the very fabric of cultural experience and, indeed, affect our sense of what culture 

actually is in the modern world (1999: 1).”  

Melbourne’s vs. Sydney’s Culture   
Ting-Toomey argues that our ignorance of a different culture’s norms and rules can produce unintentional 

clashes between two cultures (1999: 11). Even though Melbourne and Sydney are two cities based in 

Australia, they are still based in two different states namely Victoria (VIC) and New South Wales (NSW) which 

is why cultural differences coexists and clashes can happen. In addition, there is known to be a rivalry 

between Melbourne and Sydney where Melbourne wants to be superior to Sydney and Sydney wants to be 

superior to Melbourne in terms of fashion. Mitchell, for instance, notes that “Melbourne don’t really like 

Sydney, Sydney don’t like Melbourne. So there is kind of a rivalry. It is very different though. One hours flight 

and just so close to Sydney, but they are very different in their personalities.” 

While interviewing the interviewees, first in Melbourne and then in Sydney, I noticed the rivalry between the 

two cities. The interviewees had different feelings towards Melbourne and Sydney. When I for instance 

interviewed Rocca in Melbourne, she argued that “I have spent a lot of time in Sydney, but I always find that 

in Melbourne people are more willing to help you, share their contacts and in my experience people in Sydney 

are not sharing anything.” When interviewing Zhou in Sydney, she argued that “Melbourne is just so dark, I 

don’t like that. There are a lot of hipsters down there. We are more happy people here because of the 

weather.” Therefore, the rivalry between the two cities is definitely noticeable. Eklund, who is from Denmark 

and has been working in Melbourne and currently works in Sydney, has a different view than Rocca and Zhou. 
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Eklund argues that “if you ask a person from Sydney, they would say that Melbourne is awesome whereas if 

you ask a person from Melbourne they would say that Sydney is lame and superficial.” Even though Eklund 

argues that people from Sydney might express positive feelings towards Melbourne, the rivalry was still 

present every time I talked to an interviewee depending on whether they were from Melbourne or Sydney. 

When Eklund compares Melbourne and Sydney, one can notice that she is in favour of the city that she lives 

and works in, namely Sydney: “Melbourne likes to say that they have more culture than Sydney, but Sydney 

has just as much culture as Melbourne. Sydney has for instance a Fringe Festival, Melbourne is just a bit more 

in your face… the joke in Melbourne is that there is always a festival going on.” Therefore, one can argue that 

when interviewing the interviewees from Melbourne they are mostly in favour of Melbourne’s culture and 

fashion world, and when interviewing the interviewees from Sydney they are mostly in favour of Sydney’s 

culture and fashion world.  

During my stay in Melbourne I found that people wore dark colours and had a grungy look. As Melbourne 

has four seasons in one day, the weather dictates fashion and Melbourne’s culture. Four seasons in one day 

means that Melbourne has spring, summer, fall and winter in one day. For instance, it might be raining in the 

morning, sunny and warm around noon, windy in the afternoon and cold in the evening. Corrigan argues that 

“we like to cover up with our fashion - as we can have four seasons in one day. Black is cool and layering is a 

must.” Due to the weather change, people in Melbourne have a dark look. In Sydney, on the other hand, it is 

more or less always sunny. Due to the weather in Sydney, and because the city has a beach culture, I found 

that people wore summery colours and had a beachy look. Rocca concurs and notes that “weather definitely 

dictates fashion. I think Melbourne is a darker city which is the reason why we wear more dark. Sydney is 

more beachy and has always been known for women wear less, show more flesh.” In addition, Mannswirth 

argues that “there is an aesthetic difference in the extent to what people wear. Melbourne is a little bit more 

grungy, Sydney has a quite simple, beachy look.” Mannswirth thinks it is the weather difference that dictates 

fashion and her manager Zhou explains that “in Sydney it is sunny, so we are more laid back and beachy.” 

Weight concurs and states that “in Sydney it is a bit more adventures and colourful, whereas in Melbourne 

they have a city look, they wear much more black. Here in Sydney we love colour, it is very laid back, a lot 

more beachy.” 

It is argued by Crane and Bovone that material culture can be seen as a type of text that expresses symbols 

and values of a culture. Even though, clothing does not fit the criteria as a type of language, it can still be 

interpreted as a type of visual text, comparable to photographs and advertisements (2006: 321). In addition, 

Lurie argues that within language of clothes there are many different dialects and accents. As with speech, 

each individual has their own words and personal tone and meaning (1981: 4). As weather has an impact on 
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what people wear in Melbourne and Sydney, one can claim that weather dictates fashion and has an effect 

on what kind of culture is expressed by consumers in the two-centred fashion world of Australia. However, 

Joye points out that “it’s still more than just the weather. Every city has a distinct attitude. For me, Sydney is 

the woman at a party who you'd like to dance with while Melbourne is the one you want to talk to. Equally 

fabulous. Just different (2012: 1).” 

Besides weather, what also has an effect on what people wear, is the way designers, fashion professionals 

and consumers interact with one another. As mentioned in theories of fashion on page seventeen, fashion is 

created by everyone involved in the fashion production and is a collective activity. They play each a role in 

the fashion system and together they make fashion happen and contribute to the culture of fashion (Kaw, 

2004: 105). Therefore, one can argue that as the interviewees of this thesis are among fashion gatekeepers, 

they contribute to the culture of fashion and make fashion happen in Melbourne and Sydney. What other 

factors have an effect on fashion culture is argued by McCracken. He argues that cultural meaning flows 

continually between its several locations in the social world, assisted by the collective and individual efforts 

of designers, producers, advertisers and consumers. Cultural meaning is drawn from a culturally constituted 

world and transferred to a consumer good. Then, the meaning is drawn from the object and transferred to 

an individual consumer. Cultural meaning is therefore located in three places: The cultural constituted world, 

the consumer good and the individual consumer, and moves in a trajectory at two points of transfer: World 

to good and good to individual (McCracken, 1986: 71). Therefore, one can claim that the fashion gatekeepers 

of the two-centred fashion world, contribute to the way an individual draws cultural meaning from a fashion-

consumer good.  

What the individual express though a fashion-consumer good is argued by Crane and Bovone. They argue 

that the consumer creates meaning from material goods after purchase and that though these goods, the 

consumer can communicate messages about the values he or she holds (2006: 320). What kind of values, the 

consumers of Melbourne and Sydney communicate are very different and reflect the culture differences 

between the two cities. Consumers of Melbourne communicate a dark and grungy look whereas consumers 

of Sydney communicate a coloured and a beachy look from the fashion-consumer goods they choose to buy 

and wear. The fashion-consumer good has therefore left the designer’s hands and entered any context the 

consumers of Melbourne and Sydney choose (McCracken, 1986: 77).  

What people wear in Melbourne or Sydney can be said to be cultural artefacts. Schein, Ting-Toomey and 

Schneider and Barsoux discuss cultural artefacts. Schein discusses cultural artefacts when it comes to an 

organisation, but it can be related to the two-centred fashion world of Australia as both Melbourne and 

Sydney have visual artefacts of fashion. In addition, cultural artefacts are discussed by Ting-Toomey and 
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Schneider and Barsoux in relation to cultures in societies and regions. According to Schein, artefacts concerns 

a group’s physical surroundings such as architecture, technology, how the group dress and behave (1994: 

25). In addition, Ting-Toomey argues that culture is like an iceberg. In order to understand culture we need 

to dig deeper. The deeper layers are hidden from our view. We only see and hear the uppermost layers of 

cultural artefacts (e.g., fashion, trends and pop music) and verbal and nonverbal symbols. To understand 

culture we have to look at the deeper layers and get to know it respective norms, meanings and symbols. It 

is the underlying set of beliefs and values that drives people’s thinking, reacting and behaving (Ting-Toomey, 

1999: 10). Schneider and Barsoux have an additional view and argue that the national/regional sphere has 

its own set of artefacts and behaviours, beliefs and values and underlying assumptions (2003: 52) where  

culture differences exist between cities (Schneider and Barsoux, 2003: 54). The cultural differences and 

artefacts of fashion between Melbourne and Sydney are for instance described by Berry: “Factors such as 

the importance of the arts to Melbourne culture along with the live music scene is thought to promote a 

particular look that is about presenting individuality through dress… Sydney’s alfresco lifestyle, the harbour, 

and beaches is very much a part of the city’s identity and this is reflected in what people wear. Street-style 

tends to be more casual but a glamorous image is also present (2014: 1).” Therefore, one can argue that the 

culture which is present in Melbourne or Sydney affects the artefacts of fashion which are communicated 

among consumers in the two-centred fashion world of Australia.  

Other artefacts which I came across in Melbourne are for instance its European culture. The city has a lot of 

street art such as graffiti paintings and a silver Parisian Eiffel Tower based at Southbank. Chapel Street has a 

lot of European inspired fashion shops such as Le Louvre, Olrik Denmark and Karen Millen. Melbourne is also 

home to trams which run in the entire city and some of them even got built in restaurants. Melbourne has 

great cafés where people enjoy good coffee, cakes and food. Acland Street in the suburb of St. Kilda, is for 

instance known to have great cafés which serve cakes and coffee. Lygon Street is home of the Italian cuisine 

and Smith Street is home of the Turkish, French and Greek cuisines. The interviewees concur that Melbourne 

has a European culture. Rocca notes that “Melbourne has a laneway culture, the culture is very European. 

Here there are a lot more graphic designers, artists and Indi-fashion designers.” Berry argues that 

“Melbourne’s image as a fashion city has much to do with its climate and its beaux-arts architectural heritage, 

in terms of culture and environment it has a European aspect that influences how fashion is represented 

both historically and in contemporary contexts (2014: 1).”  In addition, Mitchell points out that Melbourne 

has great food and coffee: “The culture of Melbourne is great food, great way of lifestyle, we love our coffee 

massively, tattoos, grungy and alternative music. Lots of bands and interesting vocalists are mainly in North 

Melbourne.” Taylor argues that Melbourne has more art galleries than Sydney “Melbourne got a lot of art 
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galleries and more shows, ballets and musicals and stuff. Go to Melbourne first, it attracts that audience, we 

don’t have that so much in Sydney.”  

Other culture elements which are found in Melbourne are for instance how people behave. People in 

Melbourne make a great impression. They are very relaxed, friendly, open and helpful. If people seems lost, 

there will always be a friendly person to help out. Sengdara concurs that people in Melbourne are very 

friendly and argues that “Melbourne culture is very relaxed. You can come here on your own and not knowing 

a single sole and meet people. People are so nice here.” Ting concurs that people in Melbourne are relaxed: 

“People in Sydney have a more hectic lifestyle, where Melbourne is more relaxed.” Compared to Melbourne, 

the interviewees tend to say that Sydney’s culture is fast paced, but as a foreigner who has lived in London, 

it is hard for me to agree that Sydney is fast paced. Taylor for instance notes that “Sydney is very expensive, 

so people need to move quickly to make more money.” Therefore, one can argue that Sydney might be fast 

pace if it gets compared to other cities in Australia such as Melbourne. In addition, Berry discusses the culture 

of Sydney and argues that “it is a cliché but Sydney’s image as a fashion city is more brash and playful, again 

this is climate related but also probably due to more ostentatious/landmark architecture as well as beach 

culture (2014: 1).”   

According to McCracken, consumers spend a lot of time cleaning, discussing, comparing, reflecting, showing 

off and even photographing many of their possessions (1986: 79). McCracken’s argument can be related to 

the way the interviewees reflect upon the culture of Sydney. They for instance describe Sydney as “flashy” 

and people want to be “front of centre.” Corrigan points out that “Sydney is all about the harbour, it is flashy, 

fast paced and very designer focused.” Mitchell describes an event which reflects the culture differences 

between Melbourne and Sydney: “We did an event in Melbourne last week and one in Sydney before that 

and it’s really interesting to see how people act. In Melbourne you have to ask to get people’s pictures taken 

and in Sydney they ask to get their picture taken. In Sydney they want to be front of centre, and everyone 

thinks they are someone.” Besides the hectic lifestyle in Sydney and that people want to be front of centre, 

Sydney’s culture is also about “which suburb you live in.” The suburbs in Sydney are very different to one 

another. Bondi is for instance a beach suburb, Newtown can be compared to Melbourne as people wear dark 

colours, and Ashfield is like China Town. Zhou argues that “it is more about the suburbs, people are more 

clicky I would say. It is in the different suburbs that you find Sydney culture. People just tend to stay in their 

suburbs.” Zhou’s argument can be compared to a situation I experienced while I lived in Bondi Beach for a 

short period of time. Bondi had its own community, and once I lived there, I did not want to leave. Instead of 

going out and eating, for instance in the centre of Sydney at Darling Habour, I stayed in Bondi and found 

places to eat. Sengdara concurs and states that “Bondi is a world of its own.”   
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Tomlinson argues that global closeness means “being connected” and with this connectivity we think of 

distant places as routinely accessible either through communication technology or mass media (Tomlinson, 

1999: 4). The discourse of globalization is replete with metaphors of global proximity of a shrinking world 

(1999: 3). As Melbourne has a European culture one can claim that Melbourne gets connected to the world. 

Rocca for instance points out that “here in Melbourne we are just more European which is why European 

department stores are coming, you know H&M and River Island is looking to open here as well. They are all 

going to come here. I think it is a bit of a threat to local fashion, but at the same time, the more the merrier, 

because then we just feel more connected to the world.“  

As people globally can recognise the artefacts of Sydney, Sydney gets connected to the world and can be 

considered international. Ting-Toomey for instance argues that a symbol of a culture is a sign, artefacts and 

behaviour that reflects something meaningful. People globally can for instance recognise a particular country 

by its national flag because of its design and colours (1999: 11). Most people globally recognise the Sydney 

Opera House and Sydney Harbour Bridge. Other known artefacts in Sydney are Circular Quay and Town Hall. 

In addition, all the big publications such as Vogue and Harper’s Bazaar are based in Sydney. Sydney can 

therefore not only be seen as international, but also as corporate. Mitchell for instance notes that Sydney is 

“fast pace and international… all the major brands, head offices and key magazines are in Sydney.” Rocca 

agrees and argues that “in Sydney there are all the big publications, it is a corporate culture there.” 

Furthermore, Schneider and Barsoux argue that regional cultures refer to differences within countries where 

differences between cities exists (2003: 53). The found differences between Melbourne and Sydney are 

found in the artefacts and behaviours. Therefore, the artefacts of Sydney are very modern, international and 

fast paced compared to Melbourne’s European artefacts and its friendly and relaxed behaviour.  

To sum up, the culture differences between Melbourne and Sydney are that Melbourne has the dark grungy 

look whereas Sydney has the beachy look. Melbourne is relaxed and European. Sydney is fast paced, 

corporate and international and Sydney’s culture can be found in the suburbs. Both cities have each great 

qualities and are liveable cities where it is easy to meet people. Therefore, Melbourne and Sydney are equally 

fabulous, just different.  

The old “Melbourne is New York, Sydney is LA”  
According to Lurie, what people are wearing announce their sex, age and class. Dress can also give 

information such as occupation, origin, personality, opinions, tastes, sexual desires and moods (1981: 1). 

During the interviews, the interviewees were asked which two fashion cities they would compare Sydney and 

Melbourne to, and whether Melbourne could be compared to Paris as it is argued by Berry that Melbourne 

has drawn on the rhetoric of Paris in recent tourist campaigns and fashion editorials in order to establish 
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itself as a major fashion city (2012: 2). Through clothing of fashion, the interviewees were able to compare 

Melbourne and Sydney to other fashion cities.  

During my stay in Melbourne I definitely found that people wore more chic outfits than in Sydney, due to 

their well-put-together and darker outfits, but I would not say that people in Melbourne wear as chic fashion 

as people in Paris. Mitchell agrees and points out that “I think there could be some similarities. People in 

Melbourne are well travelled, really good taste, and a lot of them have the financial banking to be able to 

purchase great labels. One of the most famous boutiques in Melbourne is called Le Louvre which is directly 

from Paris. It’s really beautiful. So there can be similarities. In Paris they are more chic, here you can see it, 

but it’s not as common.” In addition, Hasagawa states that “I haven’t really been to Paris, I guess Paris is 

really unique, it is a bit more clean whereas in Melbourne people just want to experiment. I feel fashion in 

Melbourne is about expressing yourself, where in Paris it is more about the design and the art.” From 

Mitchell’s and Hasagawa’s arguments, one can argue that Melbourne can be compared to Paris in terms of 

fashion shops such as Le Louvre, but not in terms of style as people in Melbourne like to experiment and do 

not have such chic fashion looks as people in Paris. However, Melbourne can be considered more chic than 

Sydney as Sydney has a beachy look which is less likely to find in the Fashion Capital of Paris.  

Other features I found which are directly from Paris are for instance the silver Parisian Eiffel Tower which is 

based at South Bank in Melbourne. So in that way Melbourne tries to connect itself to the Parisian fashion 

world. Berry discusses the similarities of Melbourne and Paris. She for instance argues that Melbourne’s 

shopping culture along with its lane-way cafés and European architecture are used to draw visual similarities 

between the Melbourne and Paris. The simulation of a Parisian cityscape is inseparably linked to Melbourne’s 

cultural identity (2012: 2). Throughout the twentieth century, Melbourne’s architectural heritage and fashion 

culture were influenced by Paris and continued to shape the imagining of the city. Collins Street in Melbourne 

was for instance named the “Paris-end” due to its elegant nineteenth-century buildings and fashionable 

boutiques. The “Paris-end” of Collins Street cultivated an urban environment comparable to central Paris 

(Berry, 2012: 3). In addition, Berry argues that the long-standing Melbourne-Paris comparison has helped 

Australians not only to see themselves as fashionable, but consider home-grown designers and local fashion 

culture in a world city context. Now, Australian’s have an internationalised and cosmopolitan image of 

themselves (Berry, 2012: 8). 

According to Kawamura, the value of fashion arises from the consensus of the participants in the fashion 

system. Most participants in the system make aesthetic judgements frequently (Kaw, 2004: 80). Even though 

Berry argues that Melbourne can be compared to Paris, most of the interviewees do not seem to agree and 

make other aesthetic judgements. Rocca for instance notes that “I don’t think you can compare Melbourne 
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and Paris, I have only been there twice, but they are very different. You probably would see a lot of French 

designers here.” Instead the interviewees seem to compare the fashion world of Melbourne to New York and 

the fashion world of Sydney to Los Angeles. Rocca argues that “Melbourne has always had its own sense of 

style. So has Sydney, but they are both very different. It is the old thing that Melbourne is more New York 

where Sydney is more LA.” Other interviewees who compare Melbourne to New York and Sydney to LA are 

among Zhou and Mitchell. Zhou points out that it is the old “Sydney is LA, Melbourne is New York” and 

Mitchell notes that “Sydney is fast pace, showy type. It is like LA, New York. New York is known for wearing 

black and smoking, LA is more beach tanned type bright, gold. It’s kind of similar to those two cities. 

Melbourne is grungy, full of hipsters and alternative whereas Sydney is more mainstream. That’s the stereo 

type.”  

According to Crane and Bovone, fashion systems have different characteristics in different countries, 

depending on the organization of the fashion industry, the nature of the clientele, and the relative influence 

of subcultures, as well as on the role of the arts and other forms of culture in the country’s heritage (2006: 

324). Therefore, one can claim that the interviewees do not only make comparisons through clothing of 

fashion, but actually compare the fashion systems of Melbourne and Sydney to New York and Los Angeles.  

An interviewee who does not compare Melbourne to New York and Sydney to LA is Eklund. Instead she notes 

that “People tend to say that Melbourne is like New York and Sydney is like LA and I actually completely 

disagree. In the beginning, I was like yeah I can see that Melbourne is kind of like New York, I can see it. To 

be honest when I come here, I think Sydney is a lot more like New York. The vibe of it. People are lot more 

like New York, like go getters let’s go, let’s do something where in Melbourne they just take their time. Things 

move a lot faster here which is great. I would say that Sydney is a funny sunny version of New York…  I think 

Melbourne is a lot more like Bristol, because sidewise Melbourne is not a big city. Street-art wise they care a 

lot about that, and Bristol is kind of the same thing, they have a lot of art programs and festivals all the time, 

the joke in Melbourne is that there is always a festival on. There is always a festival in Melbourne, always. 

Melbourne is a city with its own life and own identity. It is very European and sometimes when you live there 

you forget that you actually are in Australia.”  

Joye from the Australian media points out that “Sydney looks good and Melbourne feels good. Melbourne is 

New York, Sydney is Los Angeles. Sydney is Barbie and Melbourne is Skipper. If Melbourne was a drink it 

would be a Martini. Sydney is a Mojito (2012: 2). As Joye compares Melbourne to New York and Sydney to 

Los Angeles, one can argue that as the interviewees work in PR, are from companies in the fashion business, 

fashion bloggers or journalists, they are constantly influenced by the media which may be the reason why 

the interviewees compare the fashion system of Sydney to New York and Melbourne to Los Angeles. To sum 
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up, the interviewees do not seem to agree with Berry that Melbourne is as chic as Paris. Instead they compare 

the fashion system of Melbourne to Los Angeles or Bristol and the fashion system of Sydney to New York.  

Theories of Fashion  
I have chosen two theories by Lise Skov. The first theory concerns fashion week and is relevant when I analyse 

and discuss how Melbourne and Sydney can brand themselves through fashion week and gain fashion-capital 

status. Skov for instance argues that “fashion weeks bring together several different activities in the span of 

typically four to ten days. In exhibition grounds, temporary booths are occupied by companies that present 

new clothing samples with their order books ready. On the catwalk, designers and brands launch new 

collections in a tight choreography of parading models, loud music, and bags with sponsored gifts for the 

most important people in the audience (Skov, 2010: 1).” Skov’s second theory concerns wardrobe 

ethnographies and is relevant when I analyse and discuss what people are wearing in Melbourne and Sydney. 

Skov for instance points out that “seeing wardrobe moments as punctuations in the flow of everyday life 

further enables us to inquire into the fragmentation of the social. For example, most people change their 

clothes twice a day, and it is interesting to note that these times have been designated as ‘getting dressed’ 

in the morning, and ‘undressing’ in the evening, even though most people in the West wear pyjamas, night 

dress or dressing gown… clothes changes and definitions of social occasions may vary considerably between 

nations, classes and lifestyles (2011: 5).” 

The last theory of fashion which I have chosen to use in chapter one is Angela McRobbie’s theory which 

describes and analyse how it is to work in fashion. McRobbie’s theory is relevant when I analyse the image 

of the two-centred fashion world, but not when it comes to why designers go bankrupt and why they go 

abroad to work (McRobbie, 1998: 70). McRobbie for instance argues: “This implies that “designer fashion” 

provides striking ideas on the catwalk which are too ‘avant garde’ for the street, but which stimulate interest 

and gain publicity for the industry and, by extension, the country as a whole (1998: 69).”  

Theories of Branding  
I have chosen to use two theories about branding in chapter one. The first theory is by Aronczyk and the 

second is by Olins. Aronczyk’s theory explains the relationship between a nation brand and national identity 

(2007: 107). Her theory about nation branding can also be related to how a city or a region brand itself or 

even how organisations brands themselves as almost everything can be branded. Aronczyk’s theory is 

relevant when analysing how Melbourne and Sydney brand themselves in order to gain the title as Australia’s 

Fashion Capital and to explain the relation between Melbourne and Sydney in the two-centred fashion world. 

Her theory is not relevant when it comes to how other nations have made use of branding strategies in the 

past, as it is not part of the problem statement to analyse how other nations make use of branding strategies. 
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According to Aronczyk “the interpenetration of corporate and state interests in creating and conveying 

national identity through a specific branding and marketing process is a growing trend, one that has been 

adopted in countries with emerging markets economies and with established capitalist economies alike 

(2007: 105).” 

To supplement Aronczyk’s theory, I have chosen the theory by Olins which is about “branding the nation.” 

His theory is relevant when I analyse the branding strategies of Melbourne and Sydney, but not when it 

comes to people’s opinions about the word “brand.” Olins examines the history of the nation as a brand and 

tries to understand why people disagree with the idea. Olins concludes that it is the word “brand” which 

people detest as they find it repellent and superficial (2002: 241).  

Melbourne or Sydney as the Fashion Capital of Australia   
One can argue that the rivalry between Melbourne and Sydney exists because both cities are striving for 

global-fashion-city status and try to claim the title as the Fashion Capital of Australia. As Berry argues that 

Melbourne tries to leverage the power of Paris, as the world’s premier fashion capital, in order to claim the 

title as Australia’s Fashion Capital (Berry, 2012: 1), it is discussed whether Melbourne or Sydney can be 

considered the Fashion Capital of Australia. 

According to Berry, based on how many times Sydney has shown its appearance in print, electronic and social 

media sources, Sydney is ranked higher in the fashion world order from an international perspective, 

compared to Melbourne. However, Melbourne outbids Sydney when it comes to the Australian imagination 

of Melbourne’s heritage as the nation’s centre for clothing manufacture and textile production (Berry, 2012: 

1). As Melbourne tries to trade on a fashion culture based on the simulation of Paris as the centre of style 

and as Sydney has more landmark iconic features which are known in a global context (Berry, 2014: 2), 

Melbourne has a disadvantage in becoming the Fashion Capital of Australia. Berry for instance argues that 

“Melbourne continues to trade on a fashion culture based on the simulation of Paris as the centre of style 

gives rise to speculation that the city’s lack of distinctive fashion city identity is the reason for Sydney’s 

perceived prominence in this role, at least within the global context (2012: 8).” On the other hand, she argues 

that “because Sydney has more landmark iconic features than Melbourne it is recognised worldwide as being 

Australia’s fashion city, reinforced through Australian Fashion week, however for Australian’s I think a lot of 

people would say Melbourne is our fashion city because the climate permits for people to wear a more 

‘pulled-together’ and individuated look (Berry, 2014: 2).” As Melbourne has a more “pulled-together” look, 

one can argue that within Australia, Melbourne is the Fashion Capital of Australia, but Sydney is known to be 

the Fashion Capital of Australia in a global context.  
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Joye notes that “there’s long been a war as to which city is Australia’s fashion capital and it's a banter that's 

bred stereotypes: Melbourne is serious. Sydney is sexy. Melbourne is dark. Sydney is light. Melbourne is all 

about layers. Sydney is all about skin. Not entirely untrue but entirely too general to sum up the fashion 

scenes of our two biggest cities (2012: 1).” Therefore, one can claim that what consumers are wearing and 

how they choose to wear fashion in Melbourne and Sydney have a lot to say when it comes to gaining fashion-

capital status. People from Melbourne and Sydney may consider what they are wearing before they go to 

work or go out in order to create fashionable images and to compete with the “other” fashion city. As Henri 

Lefebvre argues: “Let’s not forget that fashion is a game. Getting dressed up is wanting to play (Lefebvre in 

Roland Barthes 2006: 90 in Skov, 2011: 12).” Zhou and Dempsey describe how consumers get dressed up in 

Melbourne and Sydney. Zhou states that “Sydney is a little bit more showy, if you go to Bondi people show 

all their different brands. In Surry Hills and New Town people tend to wear more black. The closer you get to 

the beach the more colour people wear.” Dempsey notes that in Melbourne “it depends where you go, if you 

go to Chapel Street. The girls are more fashion, you know, the black leather pants, it is very Scandinavian I 

reckon, Melbourne love to wear black. They might have a white t-shirt, black shorts and ankle boots. If you 

go to Brunswick, so if you go to different suburbs or Fitzroy, it is more hippies, that’s not my style and I don’t 

go there. Melbourne has little bits of unique places.” Therefore, as fashion is a language of signs and a 

nonverbal system of communication (Lurie, 1981: 3), one can argue that what consumers of Melbourne and 

Sydney are wearing is part of the fashion game and helps the two cities in the competition for the title as the 

Fashion Capital of Australia.    

Aronczyk argues that the reason for branding a place, also known as place branding, is to make a particular 

region appear more attractive than its neighbours (2007: 118). A way to establish an image, as the Fashion 

Capital of Australia, can for instance be done through fashion week festival. In that way Melbourne and 

Sydney can appear more attractive to one another. According to Berry, Melbourne and Sydney have both 

striven for global fashion city status through the celebration of fashion week festival where local designers 

and consumer culture are promoted (2012: 1). In addition, Skov argues that fashion week is a means to attract 

international buyers and a way to upgrade the national industry to be more sophisticated in brand building 

and design services (2010: 1). Melbourne for instance celebrates Melbourne Fashion Festival and Sydney 

celebrates Mercedes-Benz Fashion Week Australia. Weight from Mercedes-Benz Fashion Week Australia 

explains that “you buy tickets to attend Melbourne Fashion Festival and it is invitation only at Mercedes-Benz 

Fashion Week Australia… The mission of Mercedes-Benz Fashion Week Australia is to be the global gateway 

of fashion.” One can argue, as both cities celebrate fashion week and fashion week festival they will remain 

in competition for the title as the Fashion Capital of Australia. However, Eklund states that “Melbourne wants 
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to be international and the centre of Australia, but I believe that it is Sydney which is the centre of Australia. 

Melbourne tries to compete with Sydney by celebrating international events such as Melbourne Fashion 

Festival. Melbourne is a lot more centred around Melbourne fashion whereas Sydney is much more 

International and Australian. Melbourne wants to differentiate itself from Sydney and create its own identity. 

Melbourne does that by creating a dark and edgy fashion world whereas in Sydney it is more colourful.” 

Therefore, one can argue that Sydney might be the Fashion Capital of Australia as it is considered more 

international and Australian than Melbourne.  

According to McRobbie, “what fashion does is advertise the city or the country as a whole. So fashion works 

in this way, it’s about creating an image. This is not unique to Britain, it’s exactly what Armani does on a much 

bigger scale. His image and his name are exported across the world – he is Italy (1998: 69).” One can argue, 

as the fashion gatekeepers make fashion happen and contribute to the culture of fashion in Melbourne and 

Sydney, they contribute to create fashion images of the two cities and Australia as a whole. Where Sydney is 

more known in a global context compared to Melbourne which is more acknowledged as a fashion city in a 

local context.  According to Aronczyk, branding applies the logic of best practices in business such as 

efficiency, consistency and coherence in order to keep competition operating on a restricted scale (2007: 

120). The competition keeps operating between Melbourne and Sydney. Both cities for instance represent 

major department stores such as David Jones and Meyer. The headquarters of Myer are based in Melbourne 

and the headquarters of David Jones are based in Sydney. Benmedjdoub for instance argues that “the 

majority of fashion businesses are headquartered in either Sydney or Melbourne. This includes our biggest 

department stores David Jones and Myer.” In addition, Dempsey points out that “Sydney really dominates 

with the designers, all the biggest Australian designers are based in Sydney. Whereas up and coming 

designers are based in Melbourne.” As the biggest department stores, fashion festivals, fashion weeks and 

designers are divided between Melbourne and Sydney, one can claim that Melbourne and Sydney will 

continue to be in competition for the title as Australia’s Fashion Capital.  

Berry argues that the main fashion capitals today are Paris, London, New York, Milan and Tokyo. Within a 

global city context, cities gain fashion-city status through branding strategies (Berry, 2012: 2). The fashion 

press have established unique and enduring identities for these fashion capitals (Berry, 2012: 7).  Olins has 

an additional view and notes that: “Over the past few decades, some nations like Spain and Australia whose 

realities have changed have very carefully and deliberately adapted the techniques used by corporations in 

marketing themselves and their products and services in order to help them project a new or revised or in 

some way modified view of themselves (2002: 246).” Melbourne’s and Sydney’s branding strategies, in order 
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to claim the title as Australia’s Fashion Capital, do not seem to affect the interviewees very much as they 

might be blinded by the city that they live and work in.  

Most of the interviewees from Melbourne tend to say that it is Melbourne which is the Fashion Capital of 

Australia, and the interviewees from Sydney tend to believe it is Sydney. Then again, some of the 

interviewees from Melbourne are for instance in favour of Sydney when it comes to fashion-capital status. 

Dempsey from Melbourne for instance argues that “Melbourne is known as the Fashion Capital. I am not 

sure why, maybe it is because we are more city based whereas Sydney is more beach based and you do not 

want to associate fashion and beach together. Sydney is a bit more beachy, they have the big magazines, but 

you do not feel, when you walk down the street, that there is a lot of fashion.” Rocca from Melbourne notes 

that “I think that we are the Fashion Capital of Australia. A lot of interesting designers are here, but I think it 

is a combination of all the department stores and independent designers.” Taylor from Sydney has another 

view than Dempsey and Rocca and argues that “Melbourne used to be the shopping capital of Australia, but 

we have everything here as well. A lot of brands opens up in Melbourne first, like Topshop, H&M is going to 

open there, but I really feel like they open their as a test market. Like Zara opened there first and then they 

have opened more stores in Sydney.” Among the mentioned arguments, it is clear that the interviewees from 

Melbourne are in favour of Melbourne and the interviewees from Sydney are in favour of Sydney when it 

comes to which city is the Fashion Capital of Australia.  

Mitchell from Melbourne has another point of view and argues that “Melbourne has always been known as 

the Fashion Capital of Australia. I tend to believe it is the Style Capital of Australia. Melbourne got its own 

style. It got its own spin of it. It’s a lot of black, its interesting shapes. A lot of personality. Not so commercial. 

It’s hipsters, tattoos, it’s a grungy feel. Sydney however, all the major brands, head offices and key magazines 

are there. So in terms of that we are talking about the Fashion Capital. You cannot deny it, it’s Sydney.” Even 

though, Mitchell is based in Melbourne, one can argue that he is in favour of Sydney as the Fashion Capital 

of Australia, but at the same time he is still in favour of Melbourne as he argues the city to be the Style Capital 

of Australia. One can therefore argue that Mitchell finds a way to make Melbourne unique and different to 

Sydney.  

To sum up, the interviewees tend to believe that Melbourne is the Fashion Capital of Australia, but as Sydney 

is more known as the Fashion Capital of Australia in a global context, one can claim that Melbourne instead 

of being the Fashion Capital, is the Style Capital of Australia. As Melbourne likes to stand out of the crowd, 

the city may want to be looked at differently to other Fashion Capitals around the globe and be honoured to 

receive the title as Australia’s Style Capital.  
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Part conclusion  
To conclude chapter one, the relation between Melbourne and Sydney in the two-centred fashion world of 

Australia is that there is known to be a rivalry between Melbourne and Sydney. Melbourne wants to be 

superior to Sydney, and Sydney wants to be superior to Melbourne in terms of fashion. The culture 

differences between Melbourne and Sydney show in the artefacts of the two cities. What people wear is 

known to be cultural artefacts. People in Melbourne have a dark and grungy look; whereas people in Sydney 

wear summery colours and have a beachy look. Melbourne has a European culture and artefacts such as the 

silver Parisian Eiffel Tower, French fashion shops such as Le Louvre and the fashion street Chapel Street. 

Sydney has an international and corporate culture and is globally recognised with its artefacts such as the 

Sydney Opera House and Sydney Harbour Bridge. People in Melbourne are friendly and relaxed whereas 

people in Sydney want to be “front of centre.” Sydney is fast paced compared to other cities in Australia. 

Instead of comparing Melbourne’s fashion system to Paris, Melbourne is mostly compared to New York and 

Sydney to Los Angeles among the interviewees. However, Melbourne can be argued to be more chic than 

Sydney as it has darker looks compared to Sydney which has more summery looks. Melbourne is known as 

the Fashion Capital in a local context, and Sydney is known as the Fashion Capital in a global context. As 

Melbourne likes to differentiate itself from other cities, it might be honoured to receive the title as the Style 

Capital of Australia. Therefore, Sydney can be argued to be the Fashion Capital of Australia.      
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Chapter 2 

Purpose and Perspective of Chapter Two 

In chapter two, through an analysis of the qualitative interview data, I examine the role of Melbourne and 

Sydney’s fashion bloggers in the two-centred fashion world of Australia. I analyse and discuss how they 

challenge the rivalry between Melbourne and Sydney, make fashion happen and contribute to fashion 

culture. The role of fashion bloggers is interesting to analyse and discuss as they are the new gatekeepers of 

fashion who can make fashion happen through the blogosphere and social media. Theoretically, I have 

chosen that the analysis of the fashion bloggers’ role is primarily based on the hermeneutic framework where 

the hermeneutic circle will be used in order to create the complete meaning of the interviewees’ world 

(Kvale, 2008: 129). Besides the qualitative interview data, I have chosen that theoretical theories, as well as 

the observations I made during my stay in Australia will help shape the complete hermeneutic meaning. 

I have chosen to use Kawamura’s Fashion-ology theory in chapter two in order to create coherence between 

chapter one and two. Kawamura’s theory is used to analyse and discuss how fashion bloggers of Melbourne 

and Sydney take part in the production of fashion, make fashion happen and contribute to the culture of 

fashion in the two-centred fashion world of Australia. Other theories which I have chosen in chapter two, in 

order to make coherence with chapter one, are the theories by Lurie and McCracken. For instance, I have 

used Lurie’s theory about clothing as a sign system to analyse and discuss how the fashion bloggers of 

Melbourne and Sydney communicate their fashion looks to others. In order to analyse whether or not fashion 

bloggers of Melbourne and Sydney can function as opinion leaders of the two-centred fashion world, I have 

chosen the theory by McCracken. McCracken’s theory discusses the function of opinion leaders in the fashion 

system (1986: 76). To supplement, McCracken’s theory, I have chosen the theory about opinion leadership 

by Michael R. Solomon, Gary Bamossy, Søren Askegaard and Margaret K. Hoog (Solomon et al., 2010: 407). 

Other theories which I have chosen to use in chapter two are introduced as they are used during the chapter 

in order to make it easier for the reader to navigate among the theories.    

Theories of Blogging  

I have chosen to use a wide amount of blogging theories in order to analyse and discuss the role of fashion 

bloggers in the two-centred fashion world of Australia. Here, I will for instance analyse and discuss how they 

make fashion happen and contribute to the fashion culture of the two-centred fashion world. The first theory 

which I have chosen is the theory by Uché Okonkwo. Okonkwo’s theory is relevant as it discusses the impact 

of blogging and the social web. According to Okonkwo, blogging “is a revolution that is transforming the way 

companies and clients relate to each other and how their communication pattern is evolving. It is a powerful 
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tool that has altered the traditional rules of marketing… The blogging phenomenon has crept into every 

sphere of business and its level of impact on different sectors remains substantial. Blogs have given 

consumers a voice and an outlet to make themselves heard and recognized (2010: 62).” 

The second theory I have chosen to use is the theory by Ida Engholm and Erik Hansen-Hansen. The theory is 

relevant as they discuss the breakthrough of the digital media and the fashion blog as a phenomenon. 

Engholm and Hansen-Hansen for instance argue that we have been introduced to new ways of 

communication and staging fashion with the breakthrough of the digital media in the 2000s. The blog in 

particular has established a new media culture for the distribution and exchange of potential fashion-based 

self-presentation forms (2013: 1). According to Engholm and Hansen-Hansen, there are four types of fashion 

blogs: The Professionals (blogs produced by fashion magazines), Fashiondustrias (reporting on professional 

style subjects of the fashion industry), Street Style (reporting on real people found in the street) and Narcissus 

(public DIY fashion diary) (2013: 2). Each type of fashion blog represent a specific design strategy for 

presenting and interacting with fashion content (Engholm and Hansen-Hansen, 2013: 1). The fashion-blog 

interviewees of this thesis represent fashion blogs such as the Professionals, Street Style and Narcissus. Most 

of the interviewees represent the Narcissus type of fashion blog. Therefore, the focus will mostly be on the 

Narcissus type of fashion blog when I use Engholm and Hansen-Hansen’s theory.  

A third theory I have chosen is the theory by Gachoucha Kretz which draw on Jensen Schau and Gilly’s findings 

on self-presentation on personal web spaces (2003 in Kretz, 2010: 393). The theory by Kretz is relevant when 

I analyse and discuss how fashion bloggers of Melbourne and Sydney represent themselves and how they 

create public images. Kretz argues that personal web spaces such as blogs offer consumers an unlimited 

space for self-expression on the internet (Kozinets 2006 in Kretz, 2010: 393). According to Kretz, “blogs are 

personal websites, usually maintained by an individual with regular entries of commentary, descriptions of 

events, or other material such as graphics or video, where entries are commonly displayed in reverse-

chronological order (2010: 393).”  

A fourth theory I have chosen is the study by Jeffrey T. Child, Judy C. Pearson and Sandra Petronio (Child et 

al.) which undertakes the development, testing, and validation of a theory-based measure that examines 

privacy rules employed by college students on their blogs to regulate privacy (2009: 2079). Even though the 

study by Child et al. concerns college students who use blogs, I can relate the study to fashion bloggers of 

Melbourne and Sydney and analyse how they maintain personal information on their blogs. Child et al. state 

that “blogging disclosures have become an important aspect of communication among college students. As 

many as four million college students maintain their own blog and readily disclose personal information on 

their sites (Lenhart & Madden, 2005 in Child et al, 2009: 2079).”  
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A fifth theory I have chosen is the study by Xitong Guo, Doug Vogei, Zhongyun Zhou, Xi Zhang and Huaping 

Chen (Guo et al.) which, through a lens of chaos theory, provides an overall view of blogging from micro and 

macro levels, (2009: 102). The theory by Guo et al. is relevant when I analyse and discuss, how fashion 

bloggers are in competition, and whether they have potential to be used for advertising purposes in the 

globalised world. Guo et al. argue that “a blog system is defined as a combination of the blog, its environment 

(social environment and technology background), and the blogger’s behaviour (social/off-blog interaction 

and online/on-blog communication). At the micro level, the system is an individual blog including its 

environment and blogger’s behaviour. At the macro level, the blog system is the blogosphere with the 

interaction structures in its environment (2009: 107).”  

The six and last theory I have chosen is the study by James R. Baker and Susan M. Moore which examines the 

way in which bloggers perceive and experience their activity, namely their blogging style. Baker and Moore’s 

theory is relevant when I analyse bloggers’ relationships and friendships. They claim that there are four types 

of independent and unique subscales: Therapeutic Blogging, Self-Censoring Blogging, Connected Blogging, 

and Substitution Blogging (2011: 379).  

Theories of Social Media   

I have chosen to use two theories about social media in order to analyse and discuss why PRs of Melbourne 

and Sydney use social media. I have used the social media theories very briefly as the main focus of chapter 

two is to analyse and discuss the role of fashion bloggers of Melbourne and Sydney in the two-centred fashion 

world of Australia.  The first theory of social media, is the study by Hajli. Hajli’s study is relevant when I briefly 

analyse how businesses can become more attractive to consumers. First, Hajli’s study examines how social 

media can influence trust in e-commerce. Second, it looks at the relationship between trust and the intention 

to buy. Third, the study examines the relationship between trust and perceived usefulness of a site on 

intention to buy. Fourth and lastly, the study examines the direct and indirect influence of social media on 

trust and intention to buy (Hajli, 2014: 388). The second theory of social media which is used, is the social 

media framework by Kietzmann et al.. Their theory is relevant when I briefly analyse how individuals 

communicate about brands without the permission of companies. According to Kietzmann et al., the social 

media framework defines seven functional building blocks, namely: Identity, conversation, sharing, presence, 

relationships, reputation and groups. Kietzmann et al. explain the implications that each block can have for 

how firms should engage with social media. Lastly, they make recommendations for firms about how they 

can develop social media strategies (2011: 241).     
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The two-centred Fashion World of Australia and Social Media 

Social media is the new type of communication. Kietzmann et al. for instance argue that with the rise of social 

media, the power has been taken from those in marketing and public relations by individuals and 

communities that create, share and consume blogs, tweets and Facebook entries. With or without permission 

of the companies in question, communication about brands happens (2011: 242). Hajli has another point of 

view than Kietzmann et al. and argues that online communities such as social media offer an opportunity to 

organisations to have better customer-relationship-management systems (Hajli, 2014: 389) and provide 

opportunities for businesses to become more attractive (Hajli, 2014: 390). One can argue that with the rise 

of social media, both consumers and businesses can use social media to their favour. Mitchell notes that “you 

cannot ignore social media anymore, you have to be across all of it at the moment.” According to Mitchell, 

Style Counsel uses Facebook, Twitter, Instagram and he points out that “Instagram is the biggest one for us 

in Australia, it seems to be. People just respond so good to it, you know. It’s a visual thing, people like to 

interact with it more.”  

Besides Facebook, Twitter, Instagram, Okonkwo argues that the blogosphere is the most explosive social 

media platform which ever existed where three million blogs are updated every week (2010: 71). All the PRs 

who participated in an interview, for the purpose of this thesis, use fashion bloggers for PR purposes. For 

instance, Style Counsel uses bloggers and Mitchell points out that “it is part of our media-melting pot, they 

are just as important as magazine editors… The bloggers are invited to every event. It’s important to build 

the relationship.” Bespoke PR also uses fashion bloggers and Mannswirth argues that they are in contact with 

hundreds of bloggers and that “we actually have a blogger management program so we look after two 

bloggers, What Would Karl Do, Jess being one of them.”  

According to Kawamura, fashion is about change and the impression of uniqueness. Those who take part in 

the production of fashion help create the belief of fashion and determine which items of clothing will be 

defined as fashion (2004: 73). Fashion trends which are items of clothing, may be abandoned and replaced 

with new styles. The form of fashion remains and is always considered desirable in modern, industrialized 

nations (Kaw, 2004: 88). As I have discovered that PRs use fashion bloggers for PR purposes, fashion bloggers 

of Melbourne and Sydney take part in the production of fashion and can influence fashion trends in the two-

centred fashion world of Australia. Corrigan for instance states that bloggers “are the new media faces… 

Bloggers are really the same as media however; their target audience is usually more targeted. PR’s talk to 

bloggers about brands daily – difference is the focus is more about them as a person rather than a journo 

who reports across the board. Bloggers have more of a personal approach – but they are becoming more and 

more important every day in the PR landscape.” As bloggers are considered the same as media, fashion 
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bloggers of Melbourne and Sydney make fashion happen and help create the culture of fashion in the two-

centred fashion world. They are the link between the PRs and consumers where communication about 

brands happens.  

Melbourne’s vs. Sydney’s Fashion Bloggers  
According to Lurie, “the appearance of foreign garments in an otherwise indigenous costume is similar in 

function to the use of foreign words or phrases in standard English speech (1981: 7).” Even though, 

Melbourne and Sydney are placed in the same country where people talk the same language, one can argue 

that fashion bloggers still have differences in fashion appearances and way of speech due to the culture 

differences in the two-centred fashion world of Australia. The way fashion bloggers of Melbourne and Sydney 

present themselves reflects the two fashion cultures which are found in the two-centred fashion world of 

Australia. The fashion cultures were analysed and discussed in chapter one. Here, people in Melbourne were 

analysed to wear dark and grungy colours and people in Sydney were analysed to wear summery colours due 

to a beach culture. How fashion bloggers of Melbourne present themselves to consumers compared to 

fashion bloggers of Sydney is very different. Melbourne’s fashion bloggers communicate a vintage, retro and 

quirky look; whereas, Sydney’s fashion bloggers are more high fashion. Vlezko for instance argues that 

Melbourne’s bloggers are retro inspired: “There is a lot of subcultures in Melbourne, so Melbourne is all 

about dark colours and a lot of retro bloggers, they come from there.” In addition, Ting notes that 

“Melbourne bloggers are more quirky I think, they are more vintage inspired. They are quite different 

compared to Sydney bloggers. Sydney is more high fashion.” With the different fashion appearances, one 

can claim that the fashion bloggers of Melbourne brand Melbourne to be grungy with an edge; whereas 

fashion bloggers of Sydney brand Sydney to be glamourous and flashy, through the blogosphere and social 

media platforms.  

PRs use fashion bloggers of Melbourne and Sydney for PR purposes, but fashion bloggers of Sydney seems 

to be more acknowledged among PRs. Therefore, fashion bloggers of Melbourne and Sydney challenge the 

rivalry between Melbourne and Sydney in the two-centred fashion world of Australia.  Kretz argues that 

successful bloggers, who manage to present an invented blog, gain rewards. Bloggers are given access to 

parties, gifts and invited to luxury weekends. Bloggers gain credibility because their image fits fashion brands 

or magazines (2010: 397). From the interviewees point of view it seems that fashion bloggers of Melbourne 

and Sydney have opportunities to get invited to events, but Sydney’s fashion bloggers have an advantage 

because most of the media houses are based in Sydney. Dempsey for instance points out that “all the big 

magazines are in Sydney. So it is hard for me as a blogger in Melbourne to have the same opportunities as a 

Sydney Blogger because of the magazines there and they work with bloggers on their online site of things 

and they choose bloggers to be their Vogue or Harper’s Bazaar blogger… Every day I get an email to a party, 
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store opening event, or showing in Sydney and you always say I am not coming up on that date. Sometimes 

they will fly me up there which is awesome and they pay for me, but I cannot do that of my own money all 

the time.” Therefore, one can argue, as most of the media houses are based in Sydney, fashion bloggers of 

Sydney have more opportunities compared to fashion bloggers of Melbourne to become a blogger of a 

magazine or access events. In that way, fashion bloggers of Sydney can challenge the rivalry between 

Melbourne and Sydney in the two-centred fashion world.  

According to Okonkwo, “bloggers are savvy with technology and the cyberspace. They know how to use 

keywords, images and content to arouse the interest of their readers and understand how to navigate their 

way through cyberspace to make themselves seen, heard and discussed (2010: 74).” From the interviewees’ 

point of view, it seems that fashion bloggers of Sydney are more seen and heard than Melbourne’s fashion 

bloggers. Ting for instance argues that “I think it is a good place to start a blog, just because most events are 

held in Sydney. Here in Melbourne, we have the L’Oreal Fashion Festival and Melbourne Fashion Week, but 

there are plenty in Sydney and you get to meet a lot of other fashion bloggers there. I was at the Melbourne 

Fashion Festival and was at the runway with other bloggers. I was the only one from Melbourne, the rest of 

them was from Sydney… Sydney bloggers are dominating in Australia.” If what Ting argues is completely true, 

that Sydney’s fashion bloggers in fact dominate Australia, and that they have got more opportunities to 

attend events in Sydney, one can argue that they are more seen and heard than Melbourne’s fashion 

bloggers. Therefore, one can claim that Sydney’s fashion bloggers can make Sydney more seen and heard 

than Melbourne, and influence Sydney to become the Fashion Capital of Australia. In that way, fashion 

bloggers of Sydney challenge the rivalry among Melbourne and Sydney and are able to make fashion happen 

and contribute to the culture of fashion in the two-centred fashion world of Australia. However, as the 

fashion bloggers of Melbourne have a more vintage, retro and quirky-inspired look than fashion blogger of 

Sydney, one can claim that they help Melbourne to establish/brand itself as the Style Capital of Australia.     

PR and Branding Theories  

Of PR theories, I have chosen to use the theory by Patricia A. Curtin and T. Kenn Gaither’s which concerns 

international public relations. Curtin and Gaither’s theory is relevant when I briefly analyse and discuss the 

function of PR in the two-centred fashion world of Australia in order to make the readers of this thesis 

understand how PR for instance works in Melbourne and Sydney. According to Curtin and Gaither, culture 

plays a crucial role in international public relations practice (Curtin and Gaither, 2007: 3, 3). They argue that 

“culture is the process by which meaning is produced, circulated, consumed, commodified, and endlessly 

reproduced and renegotiated in society (Curtin and Gaither, 2007: 3, 3).”  
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Of branding theories, I have chosen two theories, one by Jing Then So, Andrew Grant Parsons and Sheau-Fen 

Yap’s (So et al.) and another by John Murphy.  The theory by So et al. is for instance relevant when I analyse 

and discuss how companies can gain stronger connections with their consumers. Their theory is about the 

impact of corporate branding on customer emotional attachment and brand loyalty in the luxury fashion 

market. According to So et al.: “Globalization of the luxury industry and rapid technological advancements 

have presented luxury customers with many brand choices, leading to fierce competition among firms (Ryan, 

2009 in So et al., 2013: 403).” Murphy’s theory is about the development and elements of branding (1988: 

1). His theory is for instance relevant when I analyse and discuss how fashion bloggers promote brands. 

Murphy argues that “brands are important because, if they are appealing, consumers will purchase them and 

in time they will become valuable assets. Brands are also enduring assets as long as they are kept in good 

shape and continue to offer consumers the values they require (1988: 1).”  

PRs and Fashion Bloggers  

PRs need to consider the culture they are trying to brand a client to. The culture of a fashion world a PR works 

in can influence the PR strategies of a company. Curtin and Gaither for instance argue that cultural meaning 

is encoded in the format and content of public relations campaigns and materials (2007: 5, 3). In addition, 

“culture forms the basis of a society's shared meaning system. It provides the classification schema we use 

to make sense of our world, making culture, meaning, and language inextricably linked. Notice how we 

extend meanings by drawing on shared cultural experience, by defining anything new in terms of what we 

already know (Curtin and Gaither, 2007: 3, 3).” Therefore, PR in Melbourne might be enhanced differently to 

PR in Sydney, as PRs have to consider Melbourne’s cultural boundaries of a European culture and Sydney’s 

cultural boundaries of a modern and international culture.  

How PRs brand a client to consumers may vary whether it is to consumers of Melbourne or Sydney. PRs have 

to consider their clients each time they contact fashion bloggers on behalf of clients. They have to choose 

the right fashion bloggers with the right set of cultural boundaries in order to get their clients branded 

appropriately. Murphy states that the ingredients of a brand are the product itself, the packaging, the brand 

name, the promotion, the advertising and the overall presentation (1988: 4). Therefore, the fashion bloggers 

job is to promote the clients of PRs, make the overall presentation and thereby establish brands. As Sengdara 

argues “if you make a mistake and choose the wrong people your clients are not going to be happy. It is all 

about exposing a product to the world.” 

PRs can choose which fashion bloggers they want to get in contact with, and who they would like to work 

with as it is the PRs which in most cases contact bloggers. Sengdara concurs and points out that “PR 

companies have a more important role than bloggers, because they can choose who to write to and how to 
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get the message out there.” However, Dempsey argues that “I know a girl who started her blog this year and 

I said, I will help you to get started. So I gave her a list of PR companies, because you are not going to get 

anywhere if you don’t have relationships with PRs. That is basically the way it is. You won’t get new clothes, 

you won’t get invited to events, you won’t have content. So I thought, I would help her because no one 

helped me because there wasn’t anybody at the time to do that. Then two months later she was at Sydney 

fashion week and things like that because she had contact with the PRs; whereas without those contacts she 

would have tried to find contacts.” One can therefore argue that both PRs and fashion bloggers can contact 

each other in order to gain attention among consumers.  

Guo et al. argue that blogs are now a global phenomenon attracting extended attention (2009: 102). Popular 

blogs are read by thousands of people, with the implication that blogs have a potential for advertising (Guo 

et al. 2009: 103). Engholm and Hansen-Hansen have another view and argue that the fashion blog as a 

phenomenon is helping establish hierarchical and communicative structures in the fashion system (2013: 1). 

As fashion blogs are read by thousands of people and help communicative structures in the fashion system, 

one can argue that fashion bloggers of Melbourne and Sydney have the power to change fashion and create 

new and desirable fashion trends in the two-centred fashion world; but without PRs, fashion bloggers will 

not get invited to events, get free clothes or have content. In addition, without fashion bloggers, PRs will not 

get instant coverage on various social media platforms such as Facebook, Twitter and Instagram. Dempsey 

for instance argues that “PRs needs bloggers to get their brand out there now. If they give a piece of clothing 

to a blogger, and the blogger wears it, the customer can see it. Bloggers need PRs because they give bloggers 

opportunities to be in a campaign, or they are the contact to the brand. We need them and they need us.” 

Therefore, if the PRs do not establish good relationships with fashion bloggers, they will miss out on 

marketing and bloggers will miss out on content. They are dependent on each other.  

Engholm and Hansen-Hansen argue that the personal blogs end up supporting established fashion brands. 

From the perspective of fashion producers, the blogs can be viewed as a form of marketing (2013: 12). 

Okonkwo has another point of view and argues that blogging is an important phenomenon of the social web 

that is proving to be one of the most influential marketing channels in the history of modern business (2010: 

62). Hamilton has a third point of view and notes that “bloggers definitely influence what consumers are 

interested in purchasing.” As fashion bloggers can influence what consumers want to purchase, fashion blogs 

cannot only be seen as marketing channels, but also as opinion leaders. According to McCracken, “the fashion 

system actually invents new cultural meanings in a modest way. This invention is undertaken by opinion 

leaders who help shape and refine existing cultural meaning, encouraging the reform of cultural categories 

and principles (1986: 76).” Solomon et al. has an additional view and argue that opinion leaders are 
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individuals who is known as knowledgeable about products and whose advice is taken seriously by others. 

An opinion leader influence others attitudes and behaviours (2010: 407). When the fashion bloggers can be 

seen as opinion leaders of Melbourne and Sydney, one can claim that they can make fashion happen and 

contribute to the fashion culture of two-centred fashion world.  

According to Kawamura, fashion makers make people spend more money. Designers, clothing manufactures 

and businesspeople impose new fashion in order to stimulate the market and increase trade (2004: 5). 

However, Lurie does not concur with Kawamura and argues that “certainly the fashion industry might like us 

to throw away all our clothes each year and buy a whole new wardrobe, but it has never been able to achieve 

this goal. For one thing, it is not true that the public will wear anything suggested to it, not has it ever been 

true. Ever since fashion became big business, designers have proposed a bewildering array of styles every 

season. A few of these have been selected or adapted by manufactures for mass production, but only a 

certain proportion of them have caught on (1981: 11).” Therefore, one can argue that PRs and bloggers may 

try to influence consumers to buy new fashion trends, but in the end it is the consumer who has “the last 

word” in the decision making. Therefore, the consumer can decide whether or not to buy new fashion trends. 

Keep it Original  

In order to make stronger connections with consumers, PRs tend to make a massive push on fashion bloggers 

and contact them daily by email. Even though the PRs can influence the bloggers to promote a brand, it is in 

the end up to the blogger whether they want to feature a brand or not. Ting for instance receives a lot of 

emails from PRs and says that “maybe every second day or every day I do receive emails. Especially from 

Sweaty Betty they are one of the biggest PR companies in Australia. Normally they will ask me if I want to 

feature a product or anything that I like. They have a lot of employees and they deal with fashion designs.” 

In addition, Sengdara argues that “PR companies send us press releases and it is just so boring and we don’t 

get anything out of it. Me and my husband only respond to personal emails. So if I can only say one thing, be 

personal. Why we are doing this blog is because it creates an image for our photography company. We are 

building our product.” One can therefore argue that if PRs personalise their emails and make sure that their 

clients are relevant for the fashion bloggers, the fashion bloggers will agree to blog about the brands. In that 

way, PRs will gain stronger connections to consumers. So et al. argue for instance argue that “when marketers 

successfully engage in telling stories that are relevant, aspiring, and captivating, brands form stronger 

connections with their customers (Thompson et al., 2006 in So et al., 2013: 407).  

The image fashion bloggers of Melbourne and Sydney communicate are influenced by PRs as the PRs deliver 

content to bloggers in the form of brands. Kawamura for instance points out that “an image is a picture that 

one wishes to project to win approval, respect or prestige by appearing stylish, sophisticated or chic, and it 
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functions within an interpersonal network system (2004: 94).” In addition, Okonkwo argues that bloggers are 

ambitious multi-taskers that use the blogosphere to boost their careers and self-images (2010: 75). However, 

even though PRs can take advantage and use fashion bloggers as marketing, bloggers will not blog about 

everything as they have to keep their viewers and image in mind. If the bloggers do not think about their 

audience, they will lose their viewers and people will stop following them.   

Okonkwo states that bloggers are devoted to their audience. They influence them but will also protect them 

and fight for them if the need arises (2010: 75). Kretz has an additional view and argues that bloggers please 

the audience in order to gain rewards such as self-esteem enhancements. They do that by presenting 

themselves favourable and according to their audience’s values and expectations (2010: 394). In addition, 

Hetherington notes that “you have to make sure what works for you as well as their brand. They think that 

it is great, but if it does not fit your style or the style of your blog and if that is not what your readers want to 

see, then it is not relevant. So as long as it works for both of you. I think it is okay to set up your terms as well 

because they are putting their terms to you like they want you to do something the end of the day so.” Ting 

points out that “I think the PR companies in Australia are very nice, most of them respect our decision on 

how we like to present ourselves. Obviously, I always think of my viewers first instead of what the PR 

companies want. Most companies know my audience and they respect my decisions.” Therefore, one can 

argue that in the end it is up to the fashion bloggers if they want to blog about a brand as they have to keep 

their viewers and image in mind. In addition, the fashion bloggers can decide what gets posted and what 

does not get posted. In that way, the fashion bloggers make fashion happen and contribute to the culture of 

fashion where the fashion bloggers of Sydney are dominant in the two-centred fashion world, as they are 

more seen and heard than fashion bloggers of Melbourne. 

Child et al. argue that as bloggers invite others into their private sphere (2009: 2081), not all bloggers blog 

about certain topics, as they do not know who have access (Child et al., 2009: 2083). Ting concurs and argues 

that “I try to keep it as genuine as possible, I am not someone who want to sell out things. When it comes to 

my blog, I don’t want to change myself, I want to be the same as I am right now. I try to keep things private, 

my bloggers don’t know where I work and things like that. I don’t want to share everything and keep who I 

am… I feel that if I lose myself I will lose my viewers as well. People won’t trust you and I want to be trusted. 

When you read it, you want to believe that they wear it because they like it, not because they get paid to do 

it. That’s basically the point.” One can therefore argue that even though fashion bloggers of Melbourne and 

Sydney post fashion photos and share their lives on the internet they still try to remain private. 

In order to be noticed, fashion bloggers have to stand out of the crowd. Murphy argues that branding seems 

to be concerned with sameness rather than with uniqueness. To be unique and not to follow everyone else 
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takes courage; however, it can be highly rewarded (1988: 8). Vlezko, one of the fashion bloggers of Sydney, 

did not follow everyone else when she started her blog So Nailicious. She notes that “Crashing Red was more 

an experiment, with So Nailicious, because I tried it before, I knew what I was doing. With blogging it is 

actually all about you, and you don’t need to look at any people who are doing it, you just need to do exactly 

what you think, exactly what you feel and how you want it to be. Maybe a post is good for one blogger, but 

it will not be good for you. With So Nailicious, I just did exactly what I wanted to do, I did not look at anyone, 

I didn’t try to listen to all these advices. I only listened to myself and did what I wanted to do. From the 

beginning my blog stood out and it doesn’t look like anyone else’s blog and now I see that people are doing 

what I am doing.” Therefore, in order to gain success, fashion bloggers have to figure out what makes them 

unique in order to get noticed among PRs, consumers and followers.  

As there are many different fashion bloggers, they are all in competition with each other. Okonkwo argues 

that bloggers like to think that they are experts in their fields. While there are several million blogs existing, 

only a handful of bloggers can claim true expertise in their domains. The truth is also that several bloggers 

can be as clueless as their readers (2010: 75). Guo et al. have an additional view and argue that with the 

increased popularity of blogging, the blogosphere is growing rapidly, and blogs have to face readership 

competition (2009: 103). One can claim that the fashion bloggers of Melbourne and Sydney are not only in 

competition with each other, but also with fashion bloggers in a global context. Therefore, it is even more 

important to be unique, and the fashion bloggers have to figure out how they can stand out of the crowd in 

order to gain success among PRs and consumers.   

The last Theory of Fashion  
I have chosen the theory by Frédéric C. Godart and Ashley Mears who present a case study of the fashion 

modelling industry. The theory is relevant as bloggers make blog posts with themselves as models. Godart 

and Mears use participant observation, interviews and network analysis of the Spring/Summer 2007 Fashion 

Week collections and explain how producers select models for fashion shows (2009: 671). They for instance 

argue that “while fashion producers conceive of their selection of models as a matter of “taste,” or personal 

preference, we find that their decisions are shaped by information sharing mechanisms in social networks, 

principally through a mechanism known as “optioning,” which enables producers to know each other’s 

preferences and to align themselves with similar status actors (2009: 671).”  

Journalists and Fashion Bloggers  

As argued by Mitchell fashion bloggers are considered just as important as magazine editors and it seems 

that fashion bloggers and journalists are very much in competition. Fashion bloggers can write a blog post 

straight away and instantly reach a huge audience; whereas, PRs need to wait two to six months before a 
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story get featured in a magazine. Engholm and Hansen-Hansen argue that a Narcissus blogger is positioned 

on the level of the everyday person. However, the blogger helps her followers to navigate in the endless 

amount of fashion possibilities. Therefore, the blogger becomes an editor or counselling guide (2013: 10). 

Bloggers can be several steps ahead of the printed magazines which have a production time between five 

and eight weeks. Bloggers can for instance tweet instantly about fashion shows (Engholm and Hansen-

Hansen, 2013: 11). In addition, Roisin for instance argues that fashion bloggers and journalists are in 

competition: “Journalists and bloggers don’t really work together, they are competing for the same audience 

and there seems to be a rift between bloggers/journalists.”  

In Melbourne, Style Counsel is for instance in contact with bloggers such as Lade Melbourne, Style 

Melbourne, What would Karl do, Melbourne Fashion Girl, Emily Collie and How to Live - they are all 

Melbourne based. Mitchell points out that “you cannot ignore them anymore when they got 4000 followers. 

That’s a big audience they are talking to. Yeah you cannot ignore that kind of reach. And with one give away 

product, you can then engage up to 1000 young girls as your target market. That was an easy-cost-effective 

way to communicate. And if they share that as well it is a big platform. Yeah you cannot ignore that anymore.” 

In addition, Johnson argues that “I am thinking about bloggers like Gary Pepper Girl, she got a quarter of a 

million followers… The instant nature of blogging, when I see Gary Pepper, put up an Instagram and two 

hours later, it has 20000 likes. If you look at the circulation of Sydney magazines, Australian magazines, that’s 

a month circulation and that’s the people who click like, that’s not the people who saw it.” Taylor concurs 

and states that “they get treated just as well as journalists and the reason why we love them is because we 

get instant coverage from them. They are really social, so they will link in to all our social channels. The other 

thing is that they can write about a post straight away. You don’t have to wait three or four months before 

something get published.” Therefore, one can argue that journalists face competition with fashion bloggers 

as bloggers instantly can reach a huge audience through their blog and social media platforms.  

According to Okonkwo, bloggers are basically citizen journalists who are experts in engaging conversation 

and technology. Bloggers generally enjoy a high level of credibility as a result of their passion and dedication 

to their blog. Most bloggers can influence consumers which has consequences for companies (2010: 63). 

McCracken has another view than Okonkwo and argues that “it is necessary that the consumer has access to 

the same sources of information about new fashions in meaning that the designer has. The journalist makes 

this information available to the consumer so that s/he can identify the cultural significance of the physical 

properties of a new object. In sort, the designer relies on the journalist at the beginning and then again at 

the very end of the meaning making process. The journalist supplies new meaning to the designer as well as 

the recipient of the designer’s work (1986: 77).” One can claim as bloggers are the citizen journalists, 
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designers rely not only on journalists from magazines, but also on fashion bloggers of Melbourne and Sydney 

in order to supply new meaning to the designer in the two-centred fashion world. The new meaning which 

the fashion bloggers supply to designers is established through their blog and social media platforms. Fashion 

bloggers of Melbourne and Sydney can in that way influence designers’ images and contribute to the culture 

of fashion in the two-centred fashion world.   

To come across the competition with fashion bloggers, magazines have developed blogs on their websites. 

Dempsey for instance argues that “an everyday person can relate to us. They can find bloggers they look up 

to, and being a blogger, we can post on our blog straight away where magazines has to follow a schedule. 

That’s is what they are struggling with and that’s why magazines are up online now. And they have a blog 

themselves.” Engholm and Hansen-Hansen concurs and argue that fashion magazines have fashion blogs 

themselves which content is provided by fashion journalists and guest writers (2013: 2). In addition, 

Hetherington notes that “I know that some bloggers do guest posts or posts for other publications.” The 

blogs made by magazines, might be a way for the magazines to work and compete with fashion bloggers in 

order to get the messages of journalists instantly circulated among consumers.  

Among the interviewees of fashion bloggers, most of them do not have good relationships with journalists. 

Therefore, the competition between fashion bloggers and journalists shows. Vlezko argues that “I don’t think 

journalists like bloggers, because I don’t know if journalists think bloggers try to replace them or something, 

but bloggers don’t want to replace journalists. I don’t know any blogger that would say, I am a journalist, 

they are not. Some bloggers claim themselves experts and they are, and some bloggers know more about 

things than journalists. For journalists, it’s their job, for bloggers, it’s their life. They live by their blog, it is 

what they are passionate about. I don’t believe there are any journalists who want to get up every morning 

and do their job. With bloggers it’s different and no one pays them to do it, it is just because they are 

passionate about it.” Okonkwo concurs with Vlezko and states that bloggers are passionate about blogging 

and particularly about their choice topic area (2010: 75). Therefore, as fashion bloggers are passionate about 

their blog, one can argue that it may be more exciting or interesting to read a blog post by a Melbourne or 

Sydney fashion blogger than a story by a journalist in a magazine. 

However, Johnson argues that “the problem, I don’t like with fashion blogging is, great magazines like 

American Vogue or Vogue Italia they bring things together to create incredible fashion looks which the 

average fashion blogger just doesn’t do and it has all become about me, me, me, me and the model is always 

the same, how boring is that. There is no editor involved as well. Magazines have editors and there is a 

process of what will go in to the magazines and what wouldn’t. If you had a great editor, you ended up with 

a great issue and bloggers don’t have that. Some super bloggers are starting to get there, but that is lacking 
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as well.” One can therefore argue, as fashion bloggers do not have editors and got as much experience as 

magazines and newspapers when writing a story, the blog posts may become uninspiring. In addition, Godart 

and Mears argue that “well in advance of the shows, modelling agents, the gatekeepers in the field (Hirsch 

1972), carefully preen and prune their candidate pool – only those models in perfect physical shape who are 

personable at castings and confident on the catwalk are entered for consideration (2009: 673).” Therefore, 

as the model of a fashion blog is almost always the same and not carefully selected, one can argue that the 

fashion blogs might be boring to read and follow. However, the more experience the fashion bloggers get, 

the more creative they will become and the more interesting it will be to read and follow them. Either way, 

fashion bloggers are still able to influence and reach a huge amount of followers.  

Followers and Fashion-blogger Relationships  

Fashion bloggers who got a lot of followers can have a huge impact on consumers. What brands the fashion 

bloggers choose to post on their blog and other social media platforms, the followers can see and thereby 

be persuaded to buy. Therefore, the fashion bloggers of Melbourne and Sydney function as trendsetters and 

opinion leaders of the two-centred fashion world, but also in a global context as bloggers follow each other 

across the globe. Kretz for instance argues that “popular bloggers attract a large audience (346 million 

readers worldwide) and are considered by brands a new kind of journalists, or at least influencers who may 

turn into brands’ advocates (2010: 393).” In addition, Engholm and Hansen-Hansen argue that the Narcissus 

fashion blog is one of the most widespread fashion blog forms which seeks to establish an open and reflective 

circulation between the fashion blogger and the readers. The fashion blogger presents herself and her style 

and the readers are following the blogger (2013: 7).  

The fashion bloggers of Melbourne and Sydney got followers, not only from Australia, but also from overseas. 

Ting argues that “my top followers are from Korea, United States and then Australia and fourth is Europe. I 

think it is because of the time I blog, I blog at midnight where everybody else are active. It is the time where 

I am off work.” In addition, it can be hard to estimate following, and what kind of impact the fashion bloggers 

got on consumers. Vlezko for instance notes that a lot of followers are between two to five millions of 

followers and that “the thing is with blogs, it is really hard to estimate following because there is Facebook, 

there is Twitter, Instagram, but a lot of people who actually read blogs, they maybe don’t even follow all your 

accounts. I am not particularly following everyone I want to and before I started blogging I had no social 

media account.”  

The fashion bloggers who have a lot of followers influence consumers the most. Sengdara for instance argues 

that “I would say the biggest ones have the biggest role. It depends on how many people are following them 

whether it is making an impact. It’s important for fashion designers to have their products out there and use 
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bloggers because or else they are not going to be seen besides advertising.” In addition, Roisin points out 

that “fashion bloggers play a big role in the fashion scene today, top tier and mid tier bloggers have enormous 

followings/communities and have the ability to promote brands and sell their products. They set trends and 

inspire fashion enthusiasts all over the world.” One can claim that fashion bloggers bind people together 

across time and space (Engholm and Hansen-Hansen, 2013: 12). The more followers, the greater impact 

fashion bloggers have on the two-centred fashion world of Australia, and even on the global fashion world.   

Fashion bloggers of Melbourne and Sydney follow each other and have thereby virtual friendships. The virtual 

friendships are not only made across the two cities, but also within a global context. The fashion bloggers 

inspire each other and compare each other. When following each other they are constantly reminded of the 

competition within the fashion blog scope and fashion world.  

Baker and Moore for instance argue that blogs seem to serve a social purpose. Through open dialogue, blogs 

open themselves up to dimensions of social support, friendship, and positive interaction. Blogging appears 

to improve an individual’s sense of satisfaction with their friendships and their sense of closeness with others 

(2011: 379). Engholm and Hansen-Hansen concur and argue that fashion bloggers are part of a virtual 

friendship which exists by the personal intimate way of communicating (2013: 8). Okonkwo has an additional 

view and argues that bloggers are united and are interlinked with one another. They read each other’s blogs, 

give tips to other bloggers and link other blogs from theirs (2010: 77). Ting concurs with Okonkwo and argues, 

“bloggers inspire each other and supports each other… I really like Song of Style, she is an American blogger. 

Gary Pepper is an Australian blogger, she is now based in Europe, I really like her, she is always moving 

around, just like you… When I started my blog the American bloggers were dominating the industry, but now 

I really like European bloggers like Fashion Squad.” However, one can claim that fashion bloggers of 

Melbourne might have closer friendships with each other than fashion bloggers of Sydney, as people in 

Sydney wants to be “front of centre” as argued about Sydney’s culture in chapter one. For instance, Dempsey 

compares the relationship between fashion bloggers of Melbourne and Sydney. She notes that “I feel 

different when I’m in Sydney. In Melbourne the bloggers are all friends, but in Sydney, they will talk to me, 

but they are not as welcoming as they are here.” 

Johnson, one of the Sydney fashion bloggers, does not follow other bloggers that much. He argues that “I am 

more interested in photography. You have things that you like and that can come from any designer and if 

you married yourself to a designer, that is insanity, because the style changes. The designer changes, I don’t 

know, you just look at the stuff that are interesting and honestly, I can shoot stuff that is boring and make it 

look fantastic. That’s what I do.” In addition, Sengdara find it sometimes boring to follow other bloggers. She 

argues that “when we started we were following all these bloggers, but the one I really like is Nicole Warne 
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form Gary Pepper Girl. She is just so stunning. I get inspired by beautiful photos, but when we followed all 

these different blogs we realised that they are all doing the same thing, they are all competing with each 

other. Some of them are really boring so we stopped following them.” Therefore, one can argue that whether 

or not fashion bloggers follow each other is up to the individual blogger. Some find it boring; others find it 

inspiring. Besides being in competition, one can argue that fashion bloggers of Melbourne and Sydney can 

be influenced by each other. Together, they make fashion happen and contribute to the culture of fashion in 

the two-centred fashion world of Australia.    

Money and Future Perspective  

When PRs discovered fashion bloggers they started to send them presents in order to get free blog posts. 

Since then, there has been a shift in the fashion world. It is not that easy to get a free blog post, as it used to 

be, as fashion bloggers have started to charge money for blog posts. However, if PRs have a good established 

relationship with fashion bloggers, they can avoid paying for blog posts.  Guo et al. argue that companies pay 

thousands of dollars to popular blogs for the purpose of advertising (2009: 103).  

The interviewees of PRs seem to notice the change in the two-centred fashion world regarding the fashion 

bloggers. Taylor argues that “one thing I would say about bloggers is that there has been a move towards 

paying for posts, like in the advertorial perspective, so the bloggers have obviously gone, let me cash in on 

this, this is just their hobby and fair enough that they do that, but I feel like paying for editorial is not the way 

to go. You sell advertising space which makes our job harder. So if we say to a client, well we can get editorial 

for you in this blog, but you need to pay, they are basically going, but what am I paying you for… So it has 

made it a lot more competitive to get coverage and editorial is always free.” Mannswirth argues that Bespoke 

tries to avoid paying for posts “some labels want to be on all the bloggers, so we will offer them that they 

can come in to the showroom and borrow some clothes. Occasionally, if they are really big we will give them 

something. So we can get some promotions for our clients… It is getting more common that bloggers want 

money… People like: They All Hate Us, Sydney Fashion Blogger, but again if there is something they really like 

we don’t have to pay. We are trying to avoid it.” Therefore, one can claim that PRs try to avoid paying for 

blog posts and they can avoid it if the PRs represent brands which the fashion bloggers like.  

Besides blog posts, fashion bloggers can make money through ads, for instance on the side bar of a blog. 

Engholm and Hansen-Hansen argue that bloggers prefer to have their own editorial content but they do have 

advertisements on their blogs which are placed in the margins or top banners of the blog. Successful bloggers 

have the possibility to make extra income (2013: 12). Kretz has another argument than Engholm and Hansen-

Hansen. Kretz states that expert bloggers are more likely not to accept sponsors for the sake of credibility 

and honesty. Only sponsors as well as luxury fashion brands who perfectly fit with the bloggers’ imagined 
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universe and digital self may be accepted (2010: 398). Vlezko is one of the fashion bloggers from Sydney who 

can make a living by her blog. She does not accept everything which is send by PRs, but she is willing to do 

favours for people that she has good relations to. She argues, “if people click and buy, you get the 

commission, but most through sponsored blogs. You can also sell ads on the sidebar. It is more like when 

people come to me and say, let’s do this let’s do that, I can say yes or no because again I cannot accept 

everything. If it is not my style, I am just not going to write about it and it doesn’t matter how much money 

you get… I did a couple of posts, they weren’t even sponsored, I just did it to return a favour for someone 

and I didn’t want to feel superficial. I would write about it because I wanted to do something nice for 

someone. If I do something I don’t like, people are not excited about it, and then I don’t see the reason to do 

it.” Therefore, one can claim that even though fashion bloggers are starting to earn money from their blogs, 

they still have to think of their viewers and image. The brand, the PRs want the fashion bloggers to blog about 

have to fit with the image of the bloggers. The fashion bloggers do not want to make a blog post if it provides 

them with a wrong image. However, if PRs have good relationships with fashion bloggers they can still get 

free blog posts.  

Future Perspective   
According to Engholm and Hansen-Hansen, fashion blogs have become an integrated part of the cultural 

circulation of fashion. Fashion blogs help supporting already established preferences in fashion and circulate 

globally through fashion media, fashion shows and fashion consumers (2013: 11). In addition, people are still 

trying to understand the realm of fashion blogging in the two-centred fashion world of Australia. Vlezko for 

instance notes that bloggers “are more recognised, but I think everybody is trying to understand what 

blogging is about. It is hard to define when it becomes a job and when it is a hobby. It is hard to define if it is 

a business or something more personal.” Dempsey argues that “more opportunities for bloggers will come. 

They might be the next editors of magazines. Bigger things will happen for bloggers in the future.” Hamilton 

concurs and points out that “brands are connecting with bloggers a lot more and I think bloggers will be used 

more for campaigns, marketing, events and advertising.” As fashion bloggers are in service of the fashion 

world and support the aesthetics in the products of fashion brands, there will become much more focus on 

bloggers in the future and they will be used much more for marketing purposes in order to affect the global-

fashion consumer culture. Therefore, fashion bloggers of Melbourne and Sydney will achieve a greater 

impact on the two-centred fashion world of Australia and its fashion culture.  
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Part Conclusion  
To conclude chapter two, the fashion bloggers role of Melbourne and Sydney in the two-centred fashion 

world of Australia is to make fashion happen and contribute to the culture of fashion through social media 

and the blogosphere. Melbourne’s fashion bloggers have a dark, retro or vintage look whereas Sydney’s 

fashion bloggers are more high fashion. Therefore, fashion bloggers of Melbourne brand Melbourne to be 

grungy with an edge; whereas fashion bloggers of Sydney brand Sydney to be glamourous and flashy, through 

the blogosphere and social media platforms. Sydney’s fashion bloggers are more seen and heard than 

Melbourne’s fashion bloggers, as they have more opportunities to become a blogger of a magazine or access 

events. Therefore, one can argue that the fashion bloggers of Sydney challenge the rivalry between 

Melbourne and Sydney, and influence Sydney to become the Fashion Capital of Australia. As fashion bloggers 

of Melbourne have a dark, retro or vintage look they help Melbourne to establish itself as the Style Capital 

of Australia.   

Fashion bloggers of Melbourne and Sydney need to stand out of the crowd as there are many fashion 

bloggers worldwide who all are in competition. The fashion bloggers of Melbourne and Sydney who got a lot 

of followers influence consumers the most, not only in Melbourne and Sydney but also in a global context. 

Fashion bloggers are in competition with journalists as PRs can get instant coverage from bloggers. Therefore, 

magazines have made blogs on their websites in order to work and compete with fashion bloggers. PRs use 

fashion bloggers for PR purposes so that they can influence and develop well-established relationships with 

consumers. The consumers, however, have the last word in the decision making when purchasing fashion. 

Fashion bloggers are starting to charge money for blog posts, but PRs can avoid paying for posts if they have 

good relationships with the fashion bloggers. The more experience the fashion bloggers will get, the more 

they will be used for marketing purposes in the future.    
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Discussion  

The two-centred Fashion World of Australia 
As there is known to be a rivalry between Melbourne and Sydney where Melbourne wants to be viewed as 

superior to Sydney, and Sydney wants to be viewed as superior to Melbourne, it is interesting to discuss the 

relation between Melbourne and Sydney which exists in the two-centred fashion world of Australia and the 

role of fashion bloggers. In the discussion, I have chosen to use the hermeneutic framework where the 

hermeneutic circle will create the complete meaning of the interviewees’ world (Kvale, 2008: 129). The 

qualitative interview data along with theoretical theories, Australian articles and what I observed in Australia 

will help shape the complete meaning of this thesis. First, the hermeneutic circle will discuss the relation 

between Melbourne and Sydney, their culture differences, whether or not Melbourne can be compared to 

Paris or New York and Sydney to Los Angeles, and which city, Melbourne or Sydney, can be viewed as the 

Fashion Capital of Australia. Second, the hermeneutic circle will discuss the role of Melbourne’s and Sydney’s 

fashion bloggers, how they make fashion happen and contribute to the culture of fashion in the two-centred 

fashion world of Australia. In addition, it will be discussed to what extent the fashion bloggers of Melbourne 

and Sydney challenge the rivalry between Melbourne and Sydney and whether or not they are dependent 

on PRs and if they are considered just as important as journalists.      

The relation between Melbourne and Sydney  

The culture differences between Melbourne and Sydney 

The known rivalry which exists between Melbourne and Sydney in the two-centred fashion world of Australia 

showed each time I met with an interviewee. The interviewees from Melbourne were mostly in favour of 

Melbourne’s fashion world, whereas the interviewees from Sydney were in favour of Sydney’s fashion world. 

As argued, even though Melbourne and Sydney are two cities based in Australia, they are still based in two 

different states namely VIC and NSW which is why cultural differences coexist and clashes can happen 

between the interviewees. These clashes showed when interviewing Rocca and Zhou. In Melbourne, Rocca 

for instance stated that “I have spent a lot of time in Sydney, but I always find that in Melbourne people are 

more willing to help you, share their contacts and in my experience people in Sydney are not sharing 

anything.” When interviewing Zhou in Sydney, she noted that “Melbourne is just so dark, I don’t like that. 

There are a lot of hipsters down there. We are more happy people here because of the weather.” From Rocca 

and Zhou’s arguments, the rivalry between Melbourne and Sydney is definitely noticeable among the 

interviewees. 

The interviewees are the fashion gatekeepers of Melbourne and Sydney as they work in PR, are fashion 

bloggers, journalists and from other companies in the fashion business. Together they make fashion happen 



53 
 

and contribute to the culture of fashion in the two-centred fashion world of Australia. As argued by 

McCracken, cultural meaning is drawn from the culturally constituted world and transferred to a consumer 

good. Hereafter, the meaning is drawn from the object and transferred to an individual consumer. To 

supplement McCracken’s theory, it is pointed out by Crane and Bovone that the consumer creates meaning 

from material goods after purchase and that though these goods, the consumer can communicate messages 

about the values he or she holds. Therefore, one can argue that the fashion gatekeepers contribute to the 

cultural meaning which is then communicated by consumers of Melbourne and Sydney.  

According to Crane and Bovone the way people wear fashion in the fashion world, can be argued to be a type 

of text that expresses the symbols and values of each city culture. As Melbourne has four seasons in one day, 

people in Melbourne have to wear more layers than people who live in Sydney. Therefore, the symbols and 

values of Melbourne are that people tend to wear dark colours and have a grungy and edgy look. As Sydney 

has the better weather and a beach culture, the symbols and values of Sydney are that people wear summery 

colours and have a beachy look. Therefore, one can claim that weather has an effect on what kind of culture 

is expressed by each city.  

The culture of the two-centred fashion world also has an effect on how people wear fashion in each city. The 

culture differences between Melbourne and Sydney are for instance pointed out by Berry: “Factors such as 

the importance of the arts to Melbourne culture along with the live music scene is thought to promote a 

particular look that is about presenting individuality through dress… Sydney’s alfresco lifestyle, the harbour, 

and beaches is very much a part of the city’s identity and this is reflected in what people wear. Street-style 

tends to be more casual but a glamorous image is also present.” Therefore, as noted by Joye, “it is more than 

just weather, Sydney is is the woman at a party who you would like to dance with while Melbourne is the 

one you want to talk to. They are equally fabulous. Just different.”  

The culture differences of the two-centred fashion world also show in the artefacts of Melbourne and Sydney. 

What people wear in Melbourne or Sydney can for instance be said to be cultural artefacts. As pointed out 

by Ting-Toomey, culture is like an iceberg. In order to understand culture we need to dig deeper. The deeper 

layers are hidden from our view. We only see and hear the uppermost layers of cultural artefacts (e.g., 

fashion, trends and pop music) and verbal and nonverbal symbols. In addition, Melbourne has European 

artefacts where Sydney has international artefacts. Artefacts of Melbourne are for instance among the silver 

Parisian Eiffel Tower and the fashion street Chapel Street. In Melbourne, one can also find a lot of festivals 

and art galleries. People in Melbourne are very relaxed and friendly. For instance, Rocca argued the culture 

of Melbourne to be: “Melbourne has a laneway culture, the culture is very European. Here there are a lot 

more graphic designers, artists and Indi-fashion designers.”  
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Artefacts of Sydney are for instance the Sydney Opera House and Sydney Harbour Bridge. The culture of 

Sydney is international and fast paced compared to other cities in Australia. People in Sydney want to be 

front of centre and one can find Sydney’s culture in the suburbs as people tend to stay in their suburbs. All 

the big publications such as Vogue and Harper’s Bazaar are based in Sydney. Besides international, Sydney 

can therefore be seen as corporate. As stated by Tomlinson, global closeness means “being connected.” The 

artefacts of Melbourne and Sydney connect the cities to the world. Melbourne gets connected to the world 

with its European culture and Sydney gets connected to the world as it is said to be international and because 

people recognise Sydney’s artefacts globally. What the two fashion cities have in common is that they each 

have great qualities and are liveable cities where it is easy to meet people. They are equally fabulous, just 

different.  

The old “Melbourne is New York, Sydney is LA” 

During the interviews, the interviewees were asked which two fashion cities they would compare Sydney and 

Melbourne to, and whether Melbourne could be compared to Paris as it is argued by Berry that Melbourne 

has drawn on the rhetoric of Paris in recent tourist campaigns and fashion editorials in order to establish 

itself as a major fashion city.  

The interviewees found more similarities between Melbourne and New York than between Melbourne and 

Paris and compared Sydney to Los Angeles. One of the interviewees who discussed the Melbourne-Paris 

comparison was Mitchell. He pointed out that “I think there could be some similarities. People in Melbourne 

are well travelled, have really good taste, and a lot of them have the financial banking to be able to purchase 

great labels. One of the most famous boutiques in Melbourne is called Le Louvre which is directly from Paris. 

It’s really beautiful. So there can be similarities. In Paris they are more chic, here you can see it, but it’s not 

as common.” Instead, Mitchell compared Melbourne to New York, and Sydney to Los Angeles. He argued 

that “Sydney is fast pace, showy type. It is like LA, New York. New York is known for wearing black and 

smoking, LA is more beach tanned type bright, gold. It’s kind of similar to those two cities. Melbourne is 

grungy, full of hipsters and alternative whereas Sydney is more mainstream. That’s the stereo type.” Rocca 

concurs that Melbourne can be compared to New York and Sydney to Los Angeles. She noted that “I don’t 

think you can compare Melbourne and Paris, I have only been there twice, but they are very different. You 

probably would see a lot of French designers here… Melbourne has always had its own sense of style. So has 

Sydney, but they are both very different. It is the old thing that Melbourne is more New York where Sydney 

is more LA.”  

So even though, it is argued by Berry that: Throughout the twentieth century, Melbourne’s architectural 

heritage and fashion culture were influenced by Paris and continued to shape the imagining of the city, the 
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interviewees still compared Melbourne to New York instead of Paris. However, Melbourne can be compared 

to Paris when it comes to the city’s artefacts such as the silver Parisian Eiffel Tower and French fashion shops 

such as Le Louvre. In addition, people in Melbourne have more chick fashion looks than people in Sydney, 

due to their well-put-together outfits and darker fashion looks. People in Sydney wear more summery colours 

and have a beachy look which would be less likely to find in the Fashion Capital of Paris.  

It is argued by Crane and Bovone that the fashion systems have different characteristics in different countries, 

depending on the organization of the fashion industry, the nature of the clientele, and the relative influence 

of subcultures, as well as on the role of the arts and other forms of culture in the country’s heritage. 

Therefore, one can argue that the interviewees do not only compare Melbourne and Sydney to other fashion 

worlds, but compare the fashion systems of Melbourne and Sydney to New York and Los Angeles. Eklund is 

one of the interviewees who does not compare Melbourne to New York and Sydney to Los Angeles. Instead 

she compares Melbourne to Bristol and Sydney to New York “I would say that Sydney is a funny sunny version 

of New York…  I think Melbourne is a lot more like Bristol, because sidewise Melbourne is not a big city. 

Street-art wise they care a lot about that, and Bristol is kind of the same thing, they have a lot of art programs 

and festivals all the time, the joke in Melbourne is that there is always a festival on.” Therefore, one can claim 

that the interviewees might not totally agree which two fashion worlds or systems they will compare 

Melbourne and Sydney to, but most of the interviewees compare them to New York and Los Angeles. 

However, as the interviewees work in PR, are fashion bloggers or journalists and are from other companies 

in the fashion business, one can argue that that they are constantly influenced by the media which might be 

the reason why the interviewees compare the fashion system of Melbourne to New York or Bristol and 

Sydney to Los Angeles or New York. 

The Fashion Capital of Australia 

One can claim that there is a rivalry between Melbourne and Sydney as they are both striving for the title as 

the Fashion Capital of Australia. Melbourne has a disadvantage in the competition for the title, because it 

tries to trade on a fashion culture based on the simulation of Paris as the centre of style, and Sydney has 

more iconic features which are known in a global context compared to Melbourne. However, as Melbourne 

has a more “pulled-together” look, one can argue that within Australia, Melbourne is the Fashion Capital of 

Australia, but Sydney is known to be the Fashion Capital of Australia globally.  

The ones who contribute to create fashion images of the two-centred fashion world and Australia as a whole, 

are the fashion gatekeepers of Melbourne and Sydney who make fashion happen and contribute to the 

culture of fashion. As stated by Aronczyk, the reason for branding a place is to make a particular region appear 

more attractive than its neighbours. Melbourne and Sydney can appear more attractive to one another when 
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celebrating fashion week. In that way, the fashion cities can both establish images which can help them in 

the competition for the title as the Fashion Capital of Australia. Melbourne for instance celebrates Melbourne 

Fashion Festival and Sydney celebrates Mercedes-Benz Fashion Week Australia. In addition, the headquarters 

of Meyer are based in Melbourne and the headquarters of David Jones are based in Sydney, Sydney 

dominates with all the biggest Australian designers, and Melbourne dominates with up and coming Australian 

designers. As both Melbourne and Sydney celebrate fashion week, represent big department stores and 

designers, the two fashion cities will keep being in competition for the title as the Fashion Capital of Australia.     

Most of the interviewees of Melbourne tend to argue that Melbourne is the Fashion Capital of Australia and 

the interviewees of Sydney tend to argue that it is Sydney. However, some of the interviewees from 

Melbourne are in favour of Sydney when it comes to fashion-capital status. Mitchell, has another argument: 

“Melbourne has always been known as the Fashion Capital of Australia. I tend to believe it is the Style Capital 

of Australia.” As Melbourne likes to stand out of the crowd and differentiate itself to other cities, one can 

argue that Melbourne may want to be looked at differently to other Fashion Capitals around the globe. 

Therefore, Melbourne might be honoured to receive the title as Australia’s Style Capital. Sydney can then be 

argued to be the Fashion Capital of Australia.  

The role of Melbourne’s and Sydney’s fashion bloggers 
Social media has made it possible for fashion bloggers of Melbourne and Sydney to make fashion happen and 

contribute to the culture of fashion in the two-centred fashion world of Australia. Even though, Melbourne 

and Sydney are placed in the same country, the fashion bloggers still have different fashion looks which 

reflect the culture differences in the two-centred fashion world. As argued, Melbourne’s fashion culture is 

dark and grungy whereas Sydney is summery and beachy. Therefore, fashion bloggers of Melbourne wear 

dark colours, some of them are retro, vintage or quirky inspired whereas fashion bloggers of Sydney wear 

more high fashion. Fashion bloggers of Melbourne brand Melbourne to be grungy with an edge, and fashion 

bloggers of Sydney brand Sydney to be glamorous and flashy, through the blogosphere and social media 

platforms.  

As stated by Kretz successful bloggers gain rewards such as given access to parties, gifts and invited to luxury 

weekends. Even though fashion bloggers of Melbourne get invited to events, fashion bloggers of Sydney have 

an advantage in becoming a blogger of a magazine or receive access to events of magazines as all the major 

media houses are based in Sydney. Therefore, fashion bloggers of Sydney have more opportunities to be 

seen and heard than fashion bloggers of Melbourne and can challenge the rivalry between Melbourne and 

Sydney. Fashion bloggers of Sydney have more opportunities than fashion bloggers of Melbourne to make 

fashion happen and contribute to the culture of fashion in the two-centred fashion world of Australia. 
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Therefore, one can claim that Sydney’s fashion bloggers can influence Sydney to become the Fashion Capital 

of Australia. However, as fashion bloggers of Melbourne have a retro, vintage or quirky look they help 

Melbourne to establish itself as the Style Capital of Australia.     

PRs and fashion bloggers  

It is argued by Okonkwo that the blogosphere is the most explosive social media platform which has ever 

existed. The PRs of Melbourne and Sydney are actually using fashion bloggers in order to influence 

consumers. All the PRs who participated in a qualitative interview use bloggers for PR purposes. Corrigan for 

instance noted that bloggers “are the new media faces… Bloggers are really the same as media however; 

their target audience is usually more targeted. PR’s talk to bloggers about brands daily.” Fashion bloggers of 

Melbourne and Sydney are therefore the link between PRs and consumers where communication about 

brands happens. 

PRs contact bloggers on behalf of clients in order to influence consumers to buy brands. PRs have to choose 

the right fashion bloggers with the right set of cultural boundaries in order to get their clients branded 

appropriately. Therefore, if the PRs make a mistake in choosing the wrong fashion blogger, their clients are 

not going to be satisfied. As pointed out by Sengdara “if you make a mistake and choose the wrong people 

your clients are not going to be happy. It is all about exposing a product to the world.” The PRs can choose 

which fashion bloggers they want to contact, but sometimes bloggers have to contact PRs themselves in 

order to be noticed, get access to events and gain attention among consumers/followers. As argued by 

Dempsey “I know a girl who started her blog this year and I said, I will help you to get started. So I gave her 

a list of PR companies, because you are not going to get anywhere if you don’t have relationships with PRs.” 

It is argued by Guo et al. that blogs have a potential for advertising and Engholm and Hansen-Hansen argued 

that the fashion blog as a phenomenon is helping establish hierarchical and communicative structures in the 

fashion system. Therefore, the fashion bloggers of Melbourne and Sydney have the power to change fashion 

and create new and desirable fashion trends in the two-centred fashion world of Australia. However, fashion 

bloggers are dependent on PRs to get access to events, get free clothes or have content, and PRs are 

dependent on fashion bloggers in order to get instant coverage on various social media platforms such as 

Facebook, Twitter and Instagram. Dempsey for instance noted that “Bloggers need PRs because they give 

bloggers opportunities to be in a campaign, or they are the contact to the brand. We need them and they 

need us.” Through fashion blogs, PRs can strengthen the bond between consumers and brands. As fashion 

blogs can be viewed as a form of marketing, they can influence consumers. Hamilton for instance states that 

“bloggers definitely influence what consumers are interested in purchasing.” As fashion bloggers can 

influence what consumers want to purchase, fashion blogs cannot only be seen as marketing channels, but 
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also as opinion leaders. However, it is up to the consumers if they want to buy new fashion trends. Therefore, 

consumers have the last word in the decision making.  

As PRs tend to make a massive push on bloggers and contact them daily by email on behalf of their clients, 

PRs can influence what fashion bloggers blog about. However, fashion bloggers of Melbourne and Sydney 

still have to keep their viewers in mind. If the bloggers do not think about their audience, they will lose their 

viewers and people will stop following them. As argued by Kawamura “an image is a picture that one wishes 

to project to win approval, respect or prestige by appearing stylish, sophisticated or chic, and it functions 

within an interpersonal network system.” Another view was pointed out by Okonkwo: Bloggers are devoted 

to their audience. They influence them but will also protect them and fight for them if the need arises. 

Therefore, one can argue that in the end it is up to the bloggers if they want to blog about a brand in two-

centred fashion world, as they have to keep their viewers and image in mind. The followers of the fashion 

blogs of Melbourne and Sydney are influenced by the brands blogged about and they may find the brands 

desirable. In that way the fashion bloggers make fashion happen and contribute to the culture of fashion in 

the two-centred fashion world of Australia. 

Fashion bloggers of Melbourne and Sydney have to stand out of the crowd in order to make fashion happen. 

As argued by Murphy, to be unique and not to follow everyone else takes courage. However, it can be highly 

rewarded. One of the interviewees who stands out of the crowd is Vlezko. When she started her blog So 

Nailicious she did not look at other blogs. She did not take the advices about blogging into consideration. 

Instead, she only listened to herself and what she wanted to do which is why her blog is a success among her 

followers today. Therefore, one can claim that a fashion blog has to be unique in order to gain success and 

to make fashion happen in Melbourne and Sydney, as there are many fashion bloggers in competition.  

Journalists and fashion bloggers  

As argued by Mitchell, fashion bloggers are considered just as important as magazine editors. Fashion 

bloggers can write a blog post straight away whereas PRs need to wait two to six months to get a story 

featured in a magazine. As noted by Mitchell “you cannot ignore them anymore when they got 4000 

followers. That’s a big audience they are talking to.” In addition, Johnson pointed out “when I see Gary 

Pepper, put up an Instagram and two hours later, it has 20000 likes. If you look at the circulation of Sydney 

magazines, Australian magazines, that’s a month circulation and that’s the people who click like, that’s not 

the people who saw it.” Therefore, it seems that fashion bloggers and journalists are very much in 

competition in order to make fashion happen and contribute to the culture of fashion in the two-centred 

fashion world. In addition, as fashion bloggers are the citizen journalists, they supply new meaning to 

designers through their blog and social media platforms.  
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To come across the competition with fashion bloggers, magazines have developed blogs on their websites. 

As argued by Engholm and Hansen-Hansen, fashion magazines have fashion blogs themselves which content 

is provided by fashion journalists and guest writers. However, Hetherington noted that “I know that some 

bloggers do guest posts or posts for other publications.” Therefore, the blogs of magazines might not only be 

a way to compete with fashion bloggers, but also a way to work with them. In that way, magazines can get 

their messages instantly circulated among consumers.  

Fashion bloggers are passionate about their blog which is why it can be more interesting to follow a blog 

rather than to read a story of a magazine. However, as fashion bloggers do not have editors and do not have 

as much experience as magazines and newspapers when writing a story, the blog posts may become 

uninspiring. As stated by Johnson “the problem, I don’t like with fashion blogging is, great magazines like 

American Vogue or Vogue Italia they bring things together to create incredible fashion looks which the 

average fashion blogger just doesn’t do and it has all become about me, me, me, me and the model is always 

the same, how boring is that. There is no editor involved as well. Magazines have editors and there is a 

process of what will go in to the magazines and what wouldn’t. If you had a great editor, you ended up with 

a great issue and bloggers don’t have that. Some super bloggers are starting to get there, but that is lacking 

as well.” In addition, Godart and Mears argued that “only those models in perfect physical shape who are 

personable at castings and confident on the catwalk are entered for consideration.” As the model of a fashion 

blog is always the same and not carefully selected, one can claim that the fashion blogs might be boring to 

read and follow. However, the more experience the bloggers get the more creative they will become, and 

either way they are still able to influence and reach a huge amount of followers.  

Followers and fashion bloggers  

Fashion bloggers of Melbourne and Sydney, do not only have an impact on followers from the two-centred 

fashion world of Australia, but also in a global context as they got followers from around the world. As stated 

by Kretz, popular bloggers attract a large audience (346 million readers worldwide). Ting for instance has 

followers from Korea, United States, Europe and Australia. However, it can be hard to estimate the amount 

of followers. As argued by Vlezko “it is really hard to estimate following because there is Facebook, there is 

Twitter, Instagram, but a lot of people who actually read blogs, they maybe don’t even follow all your 

accounts.” In addition, the fashion bloggers who have a lot of followers influence consumers the most. Roisin 

for instance pointed out that “fashion bloggers play a big role in the fashion scene today, top tier and mid 

tier bloggers have enormous followings/communities and have the ability to promote brands and sell their 

products. They set trends and inspire fashion enthusiasts all over the world.” Therefore, the more followers, 
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the greater impact fashion bloggers have on the two-centred fashion world of Australia and in a global 

context.  

Fashion bloggers of Melbourne and Sydney follow each other and have thereby virtual friendships, but also 

in a global context. The fashion bloggers inspire each other and compare each other. They are constantly 

reminded of the competition which exists within the fashion-blogging scope. As argued by Ting “bloggers 

inspire each other and supports each other.” Sengdara had another view than Ting and argued that “when 

we followed all these different blogs we realised that they are all doing the same thing, they are all competing 

with each other.” Besides being in competition, one can argue that fashion bloggers of Melbourne and 

Sydney can be influenced by each other. Together, they can influence, make fashion happen and contribute 

to the culture of fashion in the two-centred fashion world of Australia.  

Money and future perspective  

Fashion bloggers of Melbourne and Sydney are starting to charge money for blog posts. Now it is possible to 

make a living through fashion blogs. As argued by Taylor “one thing I would say about bloggers is that there 

has been a move towards paying for posts, like in the advertorial perspective, so the bloggers have obviously 

gone, let me cash in on this, this is just their hobby and fair enough that they do that, but I feel like paying 

for editorial is not the way to go.” However, PRs can avoid paying for blog posts if they have well-established 

relationships with fashion bloggers. Vlezko for instance noted that “I did a couple of posts, they weren’t even 

sponsored, I just did it to return a favour for someone and I didn’t want to feel superficial. I would write about 

it because I wanted to do something nice for someone. If I do something I don’t like, people are not excited 

about it, and then I don’t see the reason to do it.” Therefore, one can claim that PRs can avoid paying for blog 

posts. However, the fashion bloggers still have to think about their viewers each time they make blog posts. 

It is important that the brand, that the PRs want the fashion bloggers to blog about, fits with the image of 

the fashion bloggers. It is not sure, what kind of impact fashion bloggers of Melbourne and Sydney will have 

in the future, but the more experience the fashion bloggers will get, the more they will be used for marketing 

purposes. In the future, fashion bloggers of Melbourne and Sydney will therefore achieve a greater impact 

on the fashion culture of the two-centred fashion world of Australia.  
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Conclusion  
To conclude, I have chosen to use the hermeneutic framework where the individual parts shape the 

hermeneutic circle and thereby the complete meaning of this thesis. The complete meaning is: First, the 

relation which exists between Melbourne and Sydney in the two-centred fashion world of Australia, and the 

two cities’ culture differences. Second, the role of fashion bloggers of Melbourne and Sydney and how they 

challenge the rivalry between Melbourne and Sydney in the two-centred fashion world.  

The relation that exists between Melbourne and Sydney is that there is known to be a rivalry between the 

two cities. Melbourne wants to be superior to Sydney, and Sydney wants to be superior to Melbourne in 

terms of fashion. Even though Melbourne and Sydney are based in the same country, they are still based in 

two different states namely VIC and NSW which is why cultural differences coexists and clashes happen. In 

addition, the rivalry between Melbourne and Sydney was noticeable every time I met with an interviewee. 

The interviewees of Melbourne were mostly in favour of Melbourne’s fashion world, and the interviewees 

from Sydney were mostly in favour of Sydney’s fashion world.  

The culture differences between Melbourne and Sydney are that, as Melbourne has four seasons in one day, 

people in Melbourne tend to wear dark colours and have a grungy look. As Sydney has the better weather 

and a beach culture, people in Sydney wear summery colours and have a beachy look. The culture of 

Melbourne is European. Its artefacts are for instance among the silver Parisian Eiffel Tower and the fashion 

street Chapel Street. Melbourne celebrates a lot of festivals and has art galleries. The people of Melbourne 

are argued to be very friendly and relaxed. In comparison, the culture of Sydney is fast paced, international 

and corporate. People want to be “front of centre” and it is in the suburbs of Sydney that one can find its 

culture. Melbourne gets connected to the world with its European culture and Sydney gets connected to the 

world as people globally recognise Sydney’s artefacts such as the Sydney Opera House and Sydney Harbour 

Bridge. What the two fashion cities have in common is that they each have great qualities and are liveable 

cities where it is easy to meet people. Therefore, they are equally fabulous, just different.  

Mostly, the interviewees compare the fashion system of Melbourne to New York, rather than to Paris, and 

the fashion system of Sydney to Los Angeles. However, people in Melbourne have more chick fashion looks 

than people in Sydney, due to their well-put-together and darker outfits. People in Sydney wear more 

summery colours and have a beachy look which will be less likely to find in the Fashion Capital of Paris. 

Melbourne and Sydney will continue to be in competition for the title as the Fashion Capital of Australia. 

Melbourne is known as the Fashion Capital in a local context, and Sydney is known as the Fashion Capital in 

a global context. However, as Melbourne likes to stand out of the crowd, the fashion city might be honoured 
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to receive the title as Australia’s Style Capital. Therefore, Sydney can be argued to be the Fashion Capital of 

Australia.  

The role of fashion bloggers of Melbourne and Sydney is to make fashion happen and contribute to the 

culture of fashion in the two-centred fashion world of Australia through social media and the blogosphere.  

Fashion bloggers of Melbourne brand Melbourne to be grungy with an edge and fashion bloggers of Sydney 

brand Sydney to be glamorous and flashy. Fashion bloggers of Melbourne have a dark, retro or vintage look 

whereas fashion bloggers of Sydney wear more high fashion. Most of the media houses are based in Sydney 

which is why fashion bloggers of Sydney have more opportunities to become a blogger of a magazine or 

access events. Sydney’s fashion bloggers are therefore more seen and heard than Melbourne’s fashion 

bloggers. Sydney’s fashion bloggers can thereby challenge the rivalry between Melbourne and Sydney and 

influence Sydney to become the Fashion Capital of Australia. However, fashion bloggers of Melbourne help 

Melbourne to establish itself as the Style Capital of Australia, as they have are vintage or retro inspired and 

have a dark look.  

PRs of Melbourne and Sydney use fashion bloggers to influence consumers. Fashion bloggers of Melbourne 

and Sydney are therefore the link between PRs and consumers where communication about brands happens. 

Fashion bloggers are dependent on PRs to get access to events, get free clothes or have content, and PRs are 

dependent on fashion bloggers in order to get instant coverage on various social media platforms. PRs can 

influence what fashion bloggers blog about and use them as a form of marketing. However, the fashion 

bloggers still have to keep their viewers and image in mind when they make blog posts or else they will lose 

their followers. Fashion bloggers of Melbourne and Sydney are the opinion leaders of their followers, the 

followers are influenced by the brands blogged about and they may find the brands desirable. What fashion 

trends the consumers want to buy is in the end up to the consumers. They have the last word in the decision 

making.   

Fashion bloggers from Melbourne and Sydney are not only in competition, but they are also in competition 

with other bloggers across the world in order to make fashion happen. Therefore, it is important that the 

fashion bloggers of Melbourne and Sydney stand out of the crowd and try to be unique in order to gain 

success among followers. The more followers, the greater impact fashion bloggers of Melbourne and Sydney 

have on the two-centred fashion world and in a global context. Fashion bloggers are considered just as 

important as magazine editors. They can write a blog post straight away whereas PRs need to wait two to six 

months to get a story featured in a magazine by a journalist. To come across the competition and to work 

with fashion bloggers, magazines have developed blogs on their websites. Fashion bloggers are passionate 

about their blog which is why it can be more interesting to follow a blog rather than to read a story in a 
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magazine. On the other hand, as fashion bloggers do not have editors and do not have as much experience 

as magazines and newspapers when writing a story, the blog posts may become uninspiring, especially when 

the model is almost always the same. However, the more experience the bloggers get the more creative they 

will become, and either way they are still able to influence and reach a huge amount of followers. In addition, 

as fashion bloggers are the citizen journalists they supply new meaning to designers through their blog and 

social media platforms. Now it is possible to make a living through fashion blogs. Fashion bloggers of 

Melbourne and Sydney are starting to charge money for blog posts. PRs can avoid paying for blog posts if 

they have well-established relationships with fashion bloggers. The more experience, fashion bloggers get, 

the more they will be used for marketing purposes in the future.  
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Perspective  
As I argued in chapter two, there will become much more focus on fashion bloggers in the future as they can 

be used for marketing purposes. Since I made the qualitative interviews in Melbourne and Sydney, I have 

wondered how much focus, besides that PRs use fashion bloggers for PR purposes, there actually is on 

blogging at the moment. I came across four interesting companies which focus on the blogosphere: 

Australian Writers’ Centre (AWC) (AWC, 2014), pdtraining (pdtraining, 2014), Sixty Marketing (Sixty 

Marketing, 2014) and Blogger Connect (Blogger Connect, 2014). These four companies might be interesting 

subjects for future research, as they each represent a different focus on the blogosphere, from how to 

develop a blog to how brands and companies can get connected with consumers.  

AWC provides courses which for instance helps people who would like to start their own blog. AWC has 

courses in Melbourne, Sydney, Perth and online. On the blogging course, AWC shows how people can set up 

a professional blog. It also helps people decide what to write about, how to keep their content current and 

how they can use social media to promote their blog (AWC, 2014). Another company which offers courses in 

blogging is pdtraining. Pdtraining focuses on blogging courses for businesses where companies are provided 

with knowledge about WordPress, social marketing, blogging strategies and SEO (pdtraining, 2014).    

Sixty Marketing is a company which promotes blogs and thereby gains traffic to their customers’ homepages. 

According to Sixty Marketing, they promote their customers’ blog posts to all the right places across the web 

allowing the blog posts to get full exposure to potential readers (Sixty Marketing, 2014). Lastly, Blogger 

Connect is a community of Australian bloggers that helps brands discover new blogging talent. Bloggers can 

add their blog to Blogger Connect and in that way brands can find the right bloggers for campaigns (Blogger 

Connect, 2014). 

To get back to the argument that there will be a lot more focus on fashion bloggers in the future as they can 

be used for marketing purposes, one can argue, that the four mentioned companies already focus a lot on 

the blogosphere. Therefore, one can argue that companies are starting to realise and understand how to 

benefit from the blogosphere and how important it is to have a blog in order to get well-established 

relationships with consumers.  
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Enclosure 1 Email from Dr Jess Berry 10 February 2014 

Lecturer at Queensland College of Art, Giffith University, Brisbane 

From:   Jess Berry (j.berry@griffith.edu.au) 

Sent:  10 February 2014 07:30:53 

To:  Marlene Nilsson (mani88@live.dk) 

 

Hi Marlene, Sorry to be so late in my reply, I have had a number of writing deadlines over the past few weeks 

and really haven't had a chance to do this. I hope you don't mind but I have responded below in general to 

the questions you ask as this was a quicker way to do it. I would like to preface my answers below with the 

caveat that my interest in Australian Fashion is mostly concerned with representation, so my responses are 

based on how Sydney and Melbourne have been represented in media - as such this can be a stereotypical 

view of both cities but they are ideas that a reinforced through fashion magazines and street style blogs.  

Melbourne’s image as a fashion city has much to do with its climate and its beaux-arts architectural heritage, 

in terms of culture and environment it has a European aspect that influences how fashion is represented 

both historically and in contemporary contexts.  Melbourne’s laneways, arcades, and buildings such as the 

Princess theatre and Windsor hotel are often the backdrop to fashion shoots.  In general, I would say 

Melbournians have a more avant-garde/artistic dress aesthetic – dark colours, layers, androgynous styles or 

else quirky and eclectic. Melbourne designers MaterialByProduct, Neo Dia and Gorman represent this 

aesthetic. Factors such as the importance of the arts to Melbourne culture along with the live music scene is 

thought to promote a particular look that is about presenting individuality through dress. 

It is a cliché but Sydney’s image as a fashion city is more brash and playful, again this is climate related but 

also probably due to more ostentatious/landmark architecture as well as beach culture. Sydney siders tend 

to wear colour more often and bare more skin. Sydney’s alfresco lifestyle, the harbour, and beaches is very 

much a part of the city’s identity and this is reflected in what people wear- street style tends to be more 

casual but a glamorous image is also present. I think Romance was Born, Josh Goot, and Zimmerman 

epitomise this Sydney look. 

In both instances I think Melbourne and Sydney draw on the same types of images that they use in tourism 

advertising to create an iconicity for the city and its related fashion scene. The cultural geographer David 

Gilbert talks about this kind of iconicity in relation to the major fashion capitals- Paris, London, and New York. 

I think Melbourne and Sydney use a similar rhetoric of imagery but on a less globally recognisable scale. 
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Because Sydney has more landmark iconic features than Melbourne it is recognised worldwide as being 

Australia’s fashion city, reinforced through Australian Fashion week, however for Australian’s I think a lot of 

people would say Melbourne is our fashion city because the climate permits for people to wear a more 

‘pulled-together’ and individuated look. It is interesting to note that street style blogs often perpetuate these 

stereotypes about both cities, for example Scott Schuman's comments that Melbourne is intelligent and 

Sydney is sexy. 

Hope this helps you some. Apologies that I didn't have time to do more.  

Good luck with the thesis. 

Kind Regards 

Jess 
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Enclosure 2 Melbourne chic v Sydney showy  
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Enclosure 3 Examples of email correspondences with fashion bloggers 

 

Charlotte Bridgeman, Founder of Winston and Willow, Melbourne 

 
On Mon, Nov 18, 2013 at 2:32 PM, Marlene Nilsson <mani88@live.dk> wrote: 
Hi Charlotte, 

I hope you are well.  

I am a Danish student currently studying Master of Arts in Marketing and English. At the moment I am 
doing research for my master thesis which is why I thought I would get in touch. I got very inspired by 
your blog and I was wondering if you would be up for a short interview about the fashion scene of 
Melbourne?   

My thesis will concern the differences and similarities between the PR and fashion scene of Melbourne 
and Sydney.  I hope that you will consider to be a part of this Danish project and if there is anything I 
can do in return please let me know. If you for instance would like to interview me for a blog post 
about the Danish fashion scene or anything else, I am more than happy to help out.    

I am in New Zealand at the moment and will arrive in Melbourne on the 26th November. I was hoping 
we could set up the interview in the end of November. 

When we meet I will provide the, coffee and cake if you like.  

Thanks so much for your time it is much appreciated.  

Kind Regards 

Marlene Nilsson  

+61402274577 

 
Date: Mon, 18 Nov 2013 21:03:04 +1100 
Subject: Re: Researching Melbourne's Fashion Scene 
From: contact@winstonandwillow.com 
To: mani88@live.dk 
Hi Marlene,  
 
Thanks so much for getting in touch and I would love to help you out! Your topic sounds like the 
perfect thing to write a thesis on and I'd be happy to help you out in anyway. I'm free the 28th of 
November at 12pm if that works for you? Wherever in the city is fine for me, just let me know where 
you'd like to meet.  
 
Charlotte 

mailto:mani88@live.dk
mailto:contact@winstonandwillow.com
mailto:mani88@live.dk
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On Tue, Nov 19, 2013 at 8:00 AM, Marlene Nilsson <mani88@live.dk> wrote: 
Hi Charlotte 

  

Thanks so much for getting back to me I really appreciate it! 

  

The 28th at 12pm sounds good. If you have a favourite place or café in Melbourne I would love to 

meet you there as I am not so familiar with the cafés in Melbourne yet. Also, it could be great to see 

where you like to go. 

  

I look forward to meet you and do let me know if you would like to interview me as well about the 

Danish fashion scene. 

  

Kind Regards 

Marlene Nilsson    

 

From: 

  

 Charlottebridgeman@gmail.com Charlotte Bridgeman | Winston & Willow  

Sent: 19 November 2013 07:45:40 

To: Marlene Nilsson (mani88@live.dk) 

 

Does Richmond work for you? One of my favourite cafes in Melbourne is in Richmond on Swan Street 
 
Charlotte 
 

From:  Marlene Nilsson (mani88@live.dk)  

Sent: 19 November 2013 11:04:05 

To: Charlotte Bridgeman | Winston & Willow (contact@winstonandwillow.com) 

 

Hi Charlotte  
  
Sounds very good! What is the address and name of the café? 
  
Kind Regard 
Marlene 
  
 

 
 
 

mailto:mani88@live.dk
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Jess Dempsey, Founder of What Would Karl DO, Melbourne 

 
From: mani88@live.dk 
To: jess@whatwouldkarldo.com 
Subject: Interview regarding Master Thesis 
Date: Sun, 17 Nov 2013 03:46:47 +0100 

Dear Jess 

  

I hope you are well.  

  

I am a Danish student currently studying Master of Arts in Marketing and English. At the moment I am 
doing research for my master thesis which is why I thought I would get in touch. I got very inspired by 
your fashion blog and I was wondering if you would be up for a short interview about the fashion 
scene of Melbourne?   

  

My thesis will concern the differences and similarities between the PR and fashion scene of Melbourne 
and Sydney.  I hope that you will consider to be a part of this Danish project and if there is anything I 
can do in return please let me know. If you for instance would like to interview me for a blog post 
about the Danish fashion scene or anything else, I am more than happy to help out.    

I am in New Zealand at the moment and will arrive in Melbourne on the 26th November. I was hoping 
we could set up the interview in the end of November. 

  

When we meet I will provide the, coffee and cake if you like.  

  

Thanks so much for your time it is much appreciated.  

  

Kind Regards 

Marlene Nilsson  
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+61402274577 

 
From: jess@whatwouldkarldo.com 
To: mani88@live.dk 
Subject: RE: Interview regarding Master Thesis 
Date: Fri, 22 Nov 2013 13:45:07 +1100 

Hi Mariene, 
 

Thanks for the email! 
 

My week is completely booked out next week, can we do the interview via email? 
x 
 

Jess Dempsey 

Fashion Blogger 

WHAT WOULD KARL DO? 

 
Phone +61 413 259 685 
Email jess@whatwouldkarldo.com 
Blog www.whatwouldkarldo.com 
 
facebook.com/whatwouldkarldo 
twitter.com/watwouldkarldo 
instagram.com/whatwouldkarldo  
youtube.com/user/whatwouldkarldo  
 

 
From: mani88@live.dk 
To: jess@whatwouldkarldo.com 
Subject: RE: Interview regarding Master Thesis 
Date: Fri, 22 Nov 2013 05:33:41 +0100 

Hi Jess 
  
I hope you are well and thanks so much for getting back to me.  
  
I am in Melbourne from the 26th November until the 19th December.  
  
Would you be able to meet me during that period of time? Whenever it is best for you. 
  
Thanks again! 
  
Kind Regards, 
Marlene Nilsson 

mailto:jess@whatwouldkarldo.com
http://www.whatwouldkarldo.com/
http://facebook.com/whatwouldkarldo
http://twitter.com/watwouldkarldo
http://instagram.com/whatwouldkarldo
http://youtube.com/user/whatwouldkarldo
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From: jess@whatwouldkarldo.com 
To: mani88@live.dk 
Subject: RE: Interview regarding Master Thesis 
Date: Fri, 22 Nov 2013 18:14:15 +1100 

Oh OK!  
 

What about the 3rd? I could do in the morning around 10:30, are you able to come to my 
area? Armadale? there are lots of cafes there and would be easy for me as I have a toddler 
and am pregnant at the moment. 
 

x 
 

Jess Dempsey 

Fashion Blogger 

WHAT WOULD KARL DO? 

 
Phone +61 413 259 685 
Email jess@whatwouldkarldo.com 
Blog www.whatwouldkarldo.com 
 
facebook.com/whatwouldkarldo 
twitter.com/watwouldkarldo 
instagram.com/whatwouldkarldo  
youtube.com/user/whatwouldkarldo 
 
 

 
From: mani88@live.dk 
To: jess@whatwouldkarldo.com 
Subject: RE: Interview regarding Master Thesis 
Date: Fri, 22 Nov 2013 09:44:52 +0100 

Hi Jess 
  
Oh that's lovely congrats! Yes of course I can. The 3rd it is then at 10:30 am. What is the name and the 
address of the café? 
  
I am really exited to meet you! 
  
Kind Regards, 
Marlene 
 

mailto:jess@whatwouldkarldo.com
http://www.whatwouldkarldo.com/
http://facebook.com/whatwouldkarldo
http://twitter.com/watwouldkarldo
http://instagram.com/whatwouldkarldo
http://youtube.com/user/whatwouldkarldo
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From: jess@whatwouldkarldo.com 
To: mani88@live.dk 
Subject: RE: Interview regarding Master Thesis 
Date: Tue, 26 Nov 2013 18:57:55 +1100 

Hi Marlene, 
 

We could do Grapeseed Cafe 1084 High Street, Armadale 10:30 on the 3rd x 
 

Jess Dempsey 

Fashion Blogger 

WHAT WOULD KARL DO? 

 
Phone +61 413 259 685 
Email jess@whatwouldkarldo.com 
Blog www.whatwouldkarldo.com 
 
facebook.com/whatwouldkarldo 
twitter.com/watwouldkarldo 
instagram.com/whatwouldkarldo  
youtube.com/user/whatwouldkarldo 
 

 
From: mani88@live.dk 
To: jess@whatwouldkarldo.com 
Subject: RE: Interview regarding Master Thesis 
Date: Mon, 2 Dec 2013 01:45:48 +0100 

Hi Jess 
  
I hope you are well. I just wanted to let you know that I am excited to meet you tomorrow.  
  
Have a great day. 
  
Kind Regards, 
Marlene Nilsson 
+61402274577 
 

 
From: jess@whatwouldkarldo.com 
To: mani88@live.dk 
Subject: RE: Interview regarding Master Thesis 
Date: Mon, 2 Dec 2013 13:01:32 +1100 

mailto:jess@whatwouldkarldo.com
http://www.whatwouldkarldo.com/
http://facebook.com/whatwouldkarldo
http://twitter.com/watwouldkarldo
http://instagram.com/whatwouldkarldo
http://youtube.com/user/whatwouldkarldo
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Hi Marlene, 
 

Thats so great!!! 
 

Hope Melbourne is treating you well! 
 

I was curious if you could make it 9:30? just let me know x 
 

Jess Dempsey 

Fashion Blogger 

WHAT WOULD KARL DO? 

 
Phone +61 413 259 685 
Email jess@whatwouldkarldo.com 
Blog www.whatwouldkarldo.com 
 
facebook.com/whatwouldkarldo 
twitter.com/watwouldkarldo 
instagram.com/whatwouldkarldo  
youtube.com/user/whatwouldkarldo 
 

 
From: mani88@live.dk 
To: jess@whatwouldkarldo.com 
Subject: RE: Interview regarding Master Thesis 
Date: Mon, 2 Dec 2013 03:12:26 +0100 

Hi Jess 
  
9.30am I can do! So excited to meet you. Would you have a What Would Karl Do T-shirt I can buy? 
  
They are so cool! 
  
See you tomorrow. 
  
X 
Marlene 
 
 
  

 
From: jess@whatwouldkarldo.com 
To: mani88@live.dk 
Subject: RE: Interview regarding Master Thesis 
Date: Mon, 2 Dec 2013 14:32:03 +1100 

mailto:jess@whatwouldkarldo.com
http://www.whatwouldkarldo.com/
http://facebook.com/whatwouldkarldo
http://twitter.com/watwouldkarldo
http://instagram.com/whatwouldkarldo
http://youtube.com/user/whatwouldkarldo
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Oh great thanks! 
 

What colour and size? you can have one for $40 x 
 

See you at 9:30 x 
 

Jess Dempsey 

Fashion Blogger 

WHAT WOULD KARL DO? 

 
Phone +61 413 259 685 
Email jess@whatwouldkarldo.com 
Blog www.whatwouldkarldo.com 
 
facebook.com/whatwouldkarldo 
twitter.com/watwouldkarldo 
instagram.com/whatwouldkarldo  
youtube.com/user/whatwouldkarldo 
 
 

 
From: mani88@live.dk 
To: jess@whatwouldkarldo.com 
Subject: RE: Interview regarding Master Thesis 
Date: Mon, 2 Dec 2013 04:44:22 +0100 

Normally I am a medium. The one which is black and has white text.  
  
Thanks so much! 
  
See you tomorrow.  
X 

 

 
From: jess@whatwouldkarldo.com 
To: mani88@live.dk 
Subject: RE: Interview regarding Master Thesis 
Date: Mon, 2 Dec 2013 15:20:52 +1100 

I will bring a Medium for you as i think it should be fine! x 
 

Jess Dempsey 

Fashion Blogger 

WHAT WOULD KARL DO? 

mailto:jess@whatwouldkarldo.com
http://www.whatwouldkarldo.com/
http://facebook.com/whatwouldkarldo
http://twitter.com/watwouldkarldo
http://instagram.com/whatwouldkarldo
http://youtube.com/user/whatwouldkarldo
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Phone +61 413 259 685 
Email jess@whatwouldkarldo.com 
Blog www.whatwouldkarldo.com 
 
facebook.com/whatwouldkarldo 
twitter.com/watwouldkarldo 
instagram.com/whatwouldkarldo  
youtube.com/user/whatwouldkarldo 

 

Hi Jess 

  

Thanks so much for meeting me today. I really had a great time and I cannot wait to use the interview 

for my thesis! 

  

Please let me know if you still want me to help you out while you are pregnant, I am more than happy 

to. 

  

I am looking forward to get your t-shit. If you want I can stop by when you have time or if you still want 

to send it, my address is:  

  

Paul Griffiths (name of the father of the family I am living with) 

13 Curtis Avenue 

Mount Waverley 
3149 VIC, Australia  
 

Thanks again for taking the time to meet me. 

  

Kind Regards, 

Marlene Nilsson  

  

 

 

 

 

 

 

 

 

mailto:jess@whatwouldkarldo.com
http://www.whatwouldkarldo.com/
http://facebook.com/whatwouldkarldo
http://twitter.com/watwouldkarldo
http://instagram.com/whatwouldkarldo
http://youtube.com/user/whatwouldkarldo
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Maria Vlezko, Founder of Crashing Red, Sydney 

 
On 10 January 2014 13:59, Marlene Nilsson <mani88@live.dk> wrote: 
 

Hi Crashing Red  
 

I hope you are well.  
 

I am a Danish student currently studying Master of Arts in Marketing and English. At the moment I am 
doing research for my master thesis which is why I thought I would get in touch. I got inspired by your 
blog and I was wondering if you would be up for a short interview about the PR and fashion scene of 
Sydney?   
 

My thesis will concern the differences and similarities between the PR and fashion scene of Melbourne 
and Sydney. During December I have interviewed PR companies, bloggers and journalists in Melbourne 
and now I want to know how people in Sydney consider the PR and fashion scene of the two cities.  
 

I hope that you will consider to be a part of this Danish project and if there is anything I can do in 
return please let me know. I was hoping we could set up the interview during January or in the 
beginning of February.  
 

When we meet I will provide the, coffee and cake if you like.  
 

Thanks so much for your time it is much appreciated.  
 

Kind Regards 
Marlene Nilsson  
+61402274577 

 
 

 
Date: Fri, 10 Jan 2014 14:26:13 +1100 
Subject: Re: Researching the PR and Fashion Scene of Sydney and Melbourne 
From: mvlezko@crashingred.com 
To: mani88@live.dk 
 

Hi Marlene, 

Thank you for getting in touch! Of course, would love to be a part of your project. 

I'm free next Thursday and the week after - 18-24 Jan. can we meet somewhere in Manly? 

mailto:mani88@live.dk
mailto:mvlezko@crashingred.com
mailto:mani88@live.dk
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Thanks, 
Maria 
 
Maria Vlezko  
Editor - CrashingRed.com & SoNailicious.com 

Author - 30 Easy Nail Art Designs 

Founder - Australian Fashion Bloggers Union 

Sydney, Australia 

 

M: +61 415 65 35 35 

Twitter: @CrashingRed Facebook: CrashingRed Instagram: @CrashingRed  

On 10 January 2014 14:28, Marlene Nilsson <mani88@live.dk> wrote: 
Hi Maria  

  

Thanks so much for getting back to me. I can do next Thursday the 16th.  

  

What time is best for you? 

  

Many thanks.  

  

Kind Regards, 

Marlene   

 
Date: Fri, 10 Jan 2014 15:04:47 +1100 
 
Subject: Re: Researching the PR and Fashion Scene of Sydney and Melbourne 
From: mvlezko@crashingred.com 
To: mani88@live.dk 

Hi Marlene, 

11 am or 2 pm. There is a cafe next to Manly Wharf - http://www.crinitis.com.au/manly-map.html. 

Shall we meet there? Just let me know what time. 

Thanks, 
M. 
 

On 10 January 2014 15:08, Marlene Nilsson <mani88@live.dk> wrote: 

http://crashingred.com/
http://sonailicious.com/
http://sonailicious.com/30-easy-nail-art-designs-and-nail-tutorials-book/
http://sonailicious.com/30-easy-nail-art-designs-and-nail-tutorials-book/
http://twitter.com/CrashingRed
http://www.facebook.com/CrashingRed
http://instagram.com/crashingred
mailto:mani88@live.dk
mailto:mvlezko@crashingred.com
mailto:mani88@live.dk
http://www.crinitis.com.au/manly-map.html
mailto:mani88@live.dk
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Hi Maria 

  

Sounds great! Lets do 2pm. 

  

I am looking forward to meeting you. Do you have a number I can call you on if I get lost? Just in case.  

  

Kind Regards, 

Marlene  

0402274577 

Hi Marlene, 

yep, its 0415 65 35 35 and I've got your phone too ;) I'll txt you when Im there. 

cheers, Maria xx 
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Enclosure 4 Examples of email correspondences with PR companies 

Reece Mitchell, Account Manager of Style Counsel, Melbourne 

 

From: Marlene Nilsson <mani88@live.dk> 
Date: 18 November 2013 1:27:46 pm PST 
To: "effie@stylecounsel.com.au" <effie@stylecounsel.com.au> 
Subject: Researching Melbourne's PR and Fashion Scene 

Dear Style Counsel 

I hope you are well.  

I am a Danish student currently studying Master of Arts in Marketing and English. At the moment I am 
doing research for my master thesis which is why I thought I would get in touch. I got very inspired by 
Style Counsel and I was wondering if you would be up for a short interview about the PR and fashion 
scene of Melbourne?   

My thesis will concern the differences and similarities between the PR and fashion scene of Melbourne 
and Sydney.  From April to July 2013 I did an internship at Kapranos PR in London which inspired me to 
write about the PR and fashion scene of Melbourne and Sydney. I hope that you will consider to be a 
part of this Danish project and if there is anything I can do in return please let me know.   

I am in New Zealand at the moment and will arrive in Melbourne on the 26th November. I was hoping 
we could set up the interview in the end of November or in the beginning of December. 

Thanks so much for your time it is much appreciated.  

Kind Regards 

Marlene Nilsson  

+61402274577 

 
From: Reece.Mitchell@stylecounsel.com.au 
To: mani88@live.dk 
CC: Effie.Young@stylecounsel.com.au 
Subject: Researching Melbourne's PR and Fashion Scene 
Date: Wed, 20 Nov 2013 06:07:01 +0000 

Hi Marlene, 

Thank you for reaching out to Style Counsel.  

mailto:mani88@live.dk
mailto:effie@stylecounsel.com.au
mailto:effie@stylecounsel.com.au
mailto:Reece.Mitchell@stylecounsel.com.au
mailto:mani88@live.dk
mailto:Effie.Young@stylecounsel.com.au
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We would be delighted to take part in your study and assist you with an interview.  

How is next Thursday, 28th November at 10.30am at our offices?  

Kind Regards, 

Reece  

Reece Mitchell 

Account Manager  

 

p (03) 8506 1630 

m 0457 095 755 

e reece@stylecounsel.com.au 

  

level 3, 162 collins street 

melbourne vic 3000 

  

www.stylecounsel.com.au 

www.stylecounselblog.com 

 

From: Marlene Nilsson [mailto:mani88@live.dk]  
Sent: Wednesday, 20 November 2013 5:30 PM 

To: Mitchell, Reece 

Subject: RE: Researching Melbourne's PR and Fashion Scene 

Hi Reece 
  
Thanks so much for your email. I am so glad that you want to meet me for an interview.  
  
I have to be in Richmond at 12pm where I am meeting a fashion blogger for an interview, so would 
10am be okay for you? 

mailto:reece@stylecounsel.com.au
http://www.stylecounsel.com.au/
http://www.stylecounselblog.com/
mailto:mani88@live.dk
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If there is anything I can do in return please let me know.  
  
I am very excited to meet you! 
  
Kind Regards, 
Marlene Nilsson 

 
From: Reece.Mitchell@stylecounsel.com.au 
To: mani88@live.dk 
Subject: RE: Researching Melbourne's PR and Fashion Scene 
Date: Wed, 20 Nov 2013 06:33:02 +0000 

Hi Marlene, 

10am next Thursday I can do! 

I look forward to meeting you then.  

Thanks, 

Reece  

 From: Marlene Nilsson [mailto:mani88@live.dk]  

Sent: Wednesday, 27 November 2013 9:50 AM 

To: Mitchell, Reece 
Subject: RE: Researching Melbourne's PR and Fashion Scene 

Hi Reece  
  
I hope you are well. I am now in Melbourne and just wanted to let you know that I am looking forward 
to meeting you tomorrow.  
  
Have a great day! 
  
Kind Regards, 
Marlene 

 
From: Reece.Mitchell@stylecounsel.com.au 
To: mani88@live.dk 
Subject: RE: Researching Melbourne's PR and Fashion Scene 
Date: Wed, 27 Nov 2013 01:33:04 +0000 

Hi Marlene, 

mailto:Reece.Mitchell@stylecounsel.com.au
mailto:mani88@live.dk
mailto:mani88@live.dk
mailto:Reece.Mitchell@stylecounsel.com.au
mailto:mani88@live.dk
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Looking forward to meeting with you tomorrow too.  

  

Kind regards, 

Reece  

 

From: Marlene Nilsson [mailto:mani88@live.dk]  

Sent: Thursday, 28 November 2013 4:03 PM 
To: Mitchell, Reece 

Subject: RE: Researching Melbourne's PR and Fashion Scene 

  

Hi Reece 
  
I just wanted to thank you for meeting me today. I am still so amazed by Style Counsel and what 
you do.  
  
Thank you so much for giving me the opportunity to meet you!  
  
If there is anything I can do in return in the future please get in touch.  
  
If you got Jane's email from Weekly Review or any other emails to journalists who might be up for an 
interview please let me know.  
  
Thanks so much again. You have ben a big help.  
  
Kind Regards, 
Marlene  

Hi Marlene, 

It was a pleasure to meet you today.  

Please see Jane Rocca from The Weekly Review’s email address janerocca@mac.com  

All the best with your thesis! 

Reece  

 

 

mailto:janerocca@mac.com


89 
 

Dionne Taylor, Founder of Polkadot PR, Sydney 
 

From: Marlene Nilsson [mailto:mani88@live.dk]  
Sent: Tuesday, 7 January 2014 12:51 PM 
To: Dionne Taylor - Polkadot PR 
Subject: Researching the PR and Fashion Scene of Sydney and Melbourne 

 Hi Dionne  

I hope you are well.  

I am a Danish student currently studying Master of Arts in Marketing and English. At the moment I am 
doing research for my master thesis which is why I thought I would get in touch. I got inspired by 
Polkadot PR and I was wondering if you would be up for a short interview about the PR and fashion 
scene of Sydney?   

My thesis will concern the differences and similarities between the PR and fashion scene of Melbourne 
and Sydney. During December I have interviewed PR companies, bloggers and journalists in Melbourne 
and now I want to know how people in Sydney consider the PR and fashion scene of the two cities.  

I hope that you will consider to be a part of this Danish project and if there is anything I can do in 
return please let me know. I was hoping we could set up the interview during January or in the 
beginning of February.  

Thanks so much for your time it is much appreciated.  

Kind Regards 

Marlene Nilsson  

+61402274577 

 
From: dionne@polkadotpr.com.au 
To: mani88@live.dk 
Subject: RE: Researching the PR and Fashion Scene of Sydney and Melbourne 
Date: Tue, 7 Jan 2014 03:15:02 +0000 

Hi Marlene yes sure 

happy to help 

is it easier if you email me the questions and I can answer them?  

mailto:mani88@live.dk
mailto:dionne@polkadotpr.com.au
mailto:mani88@live.dk
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From: Marlene Nilsson [mailto:mani88@live.dk]  
Sent: Tuesday, 7 January 2014 2:29 PM 
To: Dionne Taylor - Polkadot PR 
Subject: RE: Researching the PR and Fashion Scene of Sydney and Melbourne 

Thanks so much Dionne. Would you be able to meet me? I would love to come by your office if that is 
okay with you. 
Kind Regards, 
Marlene 

 
From: dionne@polkadotpr.com.au 
To: mani88@live.dk 
Subject: RE: Researching the PR and Fashion Scene of Sydney and Melbourne 
Date: Tue, 7 Jan 2014 03:35:55 +0000 

Hi Marlene yes sure. I am free on Monday 13th after midday. Let me know when suits you. Send me the 
questions prior so I can prepare.  

 From: Marlene Nilsson [mailto:mani88@live.dk]  
Sent: Tuesday, 7 January 2014 3:19 PM 
To: Dionne Taylor - Polkadot PR 
Subject: RE: Researching the PR and Fashion Scene of Sydney and Melbourne 

Hi Dionne, Sounds great. I am available all day Monday. How does 1pm sound? 
I will send the interview to you tomorrow. 
Thanks again! 
Kind regards, 
Marlene 

 
From: dionne@polkadotpr.com.au 
To: mani88@live.dk 
Subject: RE: Researching the PR and Fashion Scene of Sydney and Melbourne 
Date: Tue, 7 Jan 2014 05:00:27 +0000 

Lock it in.  

From: Marlene Nilsson [mailto:mani88@live.dk]  
Sent: Wednesday, 8 January 2014 10:36 AM 
To: Dionne Taylor - Polkadot PR 
Subject: RE: Researching the PR and Fashion Scene of Sydney and Melbourne 

Hi Dionne, 
  
I hope you are well. I have attached the face to face interview for Monday. 
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Please let me know if you have any questions.  
  
I am looking forward to meeting you on Monday. 
  
Kind Regards, 
Marlene Nilsson 

 
From: dionne@polkadotpr.com.au 
To: mani88@live.dk 
Subject: RE: Researching the PR and Fashion Scene of Sydney and Melbourne 
Date: Tue, 7 Jan 2014 23:38:41 +0000 

That’s great. I’m not sure how helpful I’ll be on the Syd Vs Melbourne and Paris questions, but I’ll try my 
best.  

From:  Marlene Nilsson (mani88@live.dk)  

Sent: 8 January 2014 00:41:05 

To: Dionne Taylor - Polkadot PR (dionne@polkadotpr.com.au) 

That is totally fine! I can use every answer for my thesis :) 
  
Kind Regards, 
Marlene 
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Enclosure 5 Examples of email correspondences with publications and other companies  

Jane Rocca, Fashion and Lifestyle Editor of The Weekly Review, Melbourne 

 

On 02/12/2013, at 10:39 AM, Marlene Nilsson <mani88@live.dk> wrote: 

 
Hi Jane 
 
I hope you are well. I got your email from Reece Mitchell from Style Counsel. 
 
I am a Danish student currently studying Master of Arts in Marketing and English. At the moment I 
am doing research for my master thesis which is why I thought I would get in touch. I got very 
inspired by The Weekly Review and I think I can learn a lot from you. I was wondering if you would 
be up for a short interview about the fashion scene of Melbourne and Sydney?  
 
My thesis will concern the differences and similarities between the PR and fashion scene of 
Melbourne and Sydney.  I hope that you will consider to be a part of this Danish project and if there 
is anything I can do in return please let me know. I am more than happy to help out.   
 
I am in Melbourne until the 19th of December and I was hoping we could set up the interview before 
I leave. 
 
Thanks so much for your time it is much appreciated. 
 
Kind Regards 
 
Marlene Nilsson 
 
+61402274577 

 
Subject: Re: Researching the PR and Fashion Scene of Melbourne and Sydney 
From: janerocca@mac.com 
Date: Mon, 2 Dec 2013 13:44:59 +1100 
To: mani88@live.dk 

Hi Marlene 
Sure, sounds fine. 
I have a newborn baby and a toddler plus work so getting me is tough. Are you able to meet at a 
north Melb cafe one day next week? I will pick a day and come back to you. Jane  
 
Jane Rocca 
Journalist - Music, Fashion & Lifestyle. 
The Weekly Review - Contributing Fashion Editor & Music Features, The Age & Sydney Sun-Herald 
Sunday Life Magazine, The West Australian Contributing Music Writer. 

mailto:mani88@live.dk
mailto:janerocca@mac.com
mailto:mani88@live.dk
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Phone: 0425 033 226 
 
Twitter: #JBirdRocker 
 
Author: The Cocktail, Cocktails & Rock Tales & The Fashionable Cocktail out now.  
 

On 02/12/2013, at 2:46 PM, Marlene Nilsson wrote: 
 

Hi Jane 

  

Sounds great! Thanks so much.  

  

Anytime is good for me next week so its up to you.  

Let me know which day and where you would like to meet and I will find it.  

  

Thanks so much! 

  

Kind Regards, 

Marlene Nilsson 

From:  Jane Rocca (janerocca@mac.com)  

Sent:    7 December 2013 01:35:16 

To: Marlene Nilsson (mani88@live.dk) 

 

hi marlene 
i could do monday 9th dec at 9.30am at auction rooms cafe errol st. 
Is that ok? Half early would help  
 
Jane Rocca 
Journalist - Music, Fashion & Lifestyle. 

The Weekly Review Fashion Editor, Music + Features, Sunday Life Magazine, Contributing Music Writer 
The West Australian. 
janerocca@mac.com  
Phone: 0425 033 226 

Author: The Cocktail [2004] and Cocktails And Rock Tales [2008] and The Fashionable Cocktail [2013] - 
Hardie Grant AUS/UK & Penguin USA. 
Twitter: @JBirdRocker  
 

 
 

 

mailto:janerocca@mac.com
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Emily Weight, Marketing and Press Coordinator of Mercedes-Benz Fashion Week Australia 

 
From: Emily.Weight@img.com 
To: mani88@live.dk 
Subject: Canceled: Interview: Researching the PR and Fashion Scene of Sydney and Melbourne 
Date: Tue, 28 Jan 2014 08:00:39 +0000 

So sorry Marlene 
I have been overrun by meetings tomorrow and can no longer catch up. 
Can we do a phone call instead? 
As Im off to NY for 2 weeks I really need to prioritise my time so hope I call will suffice 
Let me know 
Em 

From: Marlene Nilsson <mani88@live.dk> 
Date: Tuesday, 28 January 2014 7:13 PM 
To: Emily Leiding Weight <emily.weight@img.com> 
Subject: RE: Canceled: Interview: Researching the PR and Fashion Scene of Sydney and Melbourne 

 
Sure Emily, should I call you tomorrow at 2pm or what time is it best for you? 
Kind regards, 
Marlene 

 
From: Emily.Weight@img.com 
To: mani88@live.dk 
Subject: Re: Canceled: Interview: Researching the PR and Fashion Scene of Sydney and Melbourne 
Date: Tue, 28 Jan 2014 08:19:22 +0000 

 So sorry! I can do 1pm or 3pm? 
From: Marlene Nilsson <mani88@live.dk> 
Date: Wednesday, 29 January 2014 10:12 AM 
To: Emily Leiding Weight <emily.weight@img.com> 
Subject: RE: Canceled: Interview: Researching the PR and Fashion Scene of Sydney and Melbourne 

 
Hi Emily, 
Which number can I reach you on today? 
I am looking forward to the telephone interview! 
Kind regards, 
Marlene 

From:  Weight, Emily (Emily.Weight@img.com)  

Sent:  29 January 2014 02:35:37 

To: Marlene Nilsson (mani88@live.dk) 

9260 2305 

0404902930 

mailto:Emily.Weight@img.com
mailto:mani88@live.dk
mailto:mani88@live.dk
mailto:emily.weight@img.com
mailto:Emily.Weight@img.com
mailto:mani88@live.dk
mailto:mani88@live.dk
mailto:emily.weight@img.com


95 
 

Enclosure 6 Example of an interview guide for a fashion blogger based in Melbourne 

Face to Face interview with Jess Dempsy Founder of What Would Karl Do 

3 December 2013 

 

What Would Karl Do 

1. What inspired you to start your blog? 

2. When did you start your blog? 

3. What characterises What Would Karl Do? 

4. What is important to you when it comes to fashion and what inspires you the most? 

5. Who is your favourite designer and why? 

6. How often do PR companies contact you for PR purposes? 

7. How many PR companies are you in regular contact with and which ones? 

8. How often do PR companies invite you to attend events? 

9. Which kind of events have you been invited to? 

10. How often do journalists contact you? 

11. Which journalists are you in regular contact with? 

12. What kind of things do journalists most often want to discuss with you? 

13. Do you follow any other fashion blogs? 

14. If yes which ones and why? 

15. May I ask about your age? If yes, how old are you?  

 

Fashion bloggers and PR companies in fashion  

16. What role do you think fashion bloggers play in the fashion scene today?  

17. What role do you think fashion bloggers will play in the future? 

18. When it comes to fashion PR companies what role do they play in the scene today?  

19. How would you describe the link between fashion PR companies and bloggers?  
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20. How would you describe the link between journalists and bloggers? 

21. How important do you think bloggers are to PR companies and journalists today and will be in the 

future? 

Melbourne and Sydney 

22. How would you describe the fashion scene of Melbourne? 

23. How does Melbourne brand itself as a fashion city? 

24. How would you describe the fashion scene of Sydney? 

25. How does Sydney brand itself as a fashion city? 

26. What similarities and differences can be drawn between the fashion scene of Melbourne and 

Sydney? 

27. Who are the major players of the fashion scene in Melbourne? 

28. Who are the major players of the fashion scene in Sydney? 

29. How would you compare the fashion scene of Melbourne and Paris? 

30. If Melbourne can be compared to the fashion scene of Paris, what can the fashion scene of Sydney 

be compared to and why? 

31. How would you describe the culture of Melbourne? 

32. How does the culture of Melbourne affect its fashion scene? 

33. How would you describe the culture of Sydney? 

34. How does the culture of Sydney affect its fashion scene? 
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Enclosure 7 Example of an interview guide for a fashion blogger based in Sydney 

Face to Face interview with Maria Founder of Crashing Red 

16 January 2014 

 

Crashing Red  

1. What inspired you to start your blog? 

2. When did you start your blog? 

3. What characterises Crashing Red? 

4. What is important to you when it comes to fashion and what inspires you the most? 

5. Who is your favourite designer and why? 

6. How often do PR companies contact you for PR purposes? 

7. How many PR companies are you in regular contact with and which ones? 

8. How often do PR companies invite you to attend events? 

9. Which kind of events have you been invited to? 

10. How often do journalists contact you? 

11. Which journalists are you in regular contact with? 

12. What kind of things do journalists most often want to discuss with you? 

13. Do you follow any other fashion blogs? 

14. If yes which ones and why? 

15. May I ask about your age? If yes, how old are you?  

Fashion bloggers and PR companies in fashion  

16. What role do you think fashion bloggers play in the fashion scene today?  

17. What role do you think fashion bloggers will play in the future? 

18. When it comes to fashion PR companies what role do they play in the scene today?  

19. How would you describe the link between fashion PR companies and bloggers?  
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20. How would you describe the link between journalists and bloggers? 

21. How important do you think bloggers are to PR companies and journalists today and will be in the 

future? 

Melbourne and Sydney 

22. How would you describe the fashion scene of Melbourne? 

23. How does Melbourne brand itself as a fashion city? 

24. How would you describe the fashion scene of Sydney? 

25. How does Sydney brand itself as a fashion city? 

26. What similarities and differences can be drawn between the fashion scene of Melbourne and 

Sydney? 

27. Who are the major players of the fashion scene in Melbourne? 

28. Who are the major players of the fashion scene in Sydney? 

29. How would you compare the fashion scene of Melbourne and Paris? 

30. If Melbourne can be compared to the fashion scene of Paris, what can the fashion scene of Sydney 

be compared to and why? 

31. How would you describe the culture of Melbourne? 

32. How does the culture of Melbourne affect its fashion scene? 

33. How would you describe the culture of Sydney? 

34. How does the culture of Sydney affect its fashion scene? 
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Enclosure 8 Example of an interview guide for a PR company based in Melbourne 

Face to Face interview with Reece Mitchell Account Manager of Style Counsel 

28 November 2013 

Style Counsel  

1. When was Style Counsel established? 

2. Was it Effie who established Style Counsel?  

3. How many employees does Style Counsel have? 

4. What is the mission and vision of Style Counsel? 

5. What makes Style Counsel stand out from other PR companies? 

6. How do you brand Style Counsel? 

7. What characterises the clients of Style Counsel? 

8. Which fashion clients are most important to you? 

9. Did Style Counsel choose its fashion clients or did they choose you? 

10. If they chose you, why do you think they chose Style Counsel? 

11. How do you brand your clients? 

12. Which kind of social media do you use and with what purpose? 

13. How often do you contact bloggers? 

14. Are there some fashion bloggers you are in regular contact with and if yes which ones? 

15. What do you most often want from bloggers when you contact them? 

16. Do you invite bloggers to attend events? 

17. Which kind of events do you have coming up next? 

18. What is most important to Style Counsel when it comes to fashion and what inspires you the most? 

19. Who is your favourite designer and why? 
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Fashion bloggers and PR companies in fashion 

20. When it comes to fashion PR companies what role do you think they play in the fashion scene 

today? 

21. What role do you think fashion bloggers play in the fashion scene today?  

22. What role do you think fashion bloggers will play in the future? 

23. How would you describe the link between fashion PR companies and bloggers?  

24. How important do you think bloggers are to PR companies today and will be in the future? 

Melbourne and Sydney 

25. How would you describe the fashion scene of Melbourne? 

26. How does Melbourne brand itself as a fashion city? 

27. How would you describe the fashion scene of Sydney? 

28. How does Sydney brand itself as a fashion city? 

29. What similarities and differences can be drawn between the fashion scene of Melbourne and 

Sydney? 

30. Who are the major players of the fashion scene in Melbourne? 

31. Who are the major players of the fashion scene in Sydney? 

32. How would you compare the fashion scene of Melbourne and Paris? 

33. If Melbourne can be compared to the fashion scene of Paris, what can the fashion scene of Sydney 

be compared to and why? 

34. How would you describe the culture of Melbourne? 

35. How does the culture of Melbourne affect its fashion scene? 

36. How would you describe the culture of Sydney? 

37. How does the culture of Sydney affect its fashion scene? 
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Enclosure 9 Example of an interview guide for a PR company based in Sydney 

Face to Face interview with Dionne Taylor Founder of Polkadot PR 

13 January 2014 

Polkadot PR 

1. When was Polkadot PR established? 

2. What inspired you to establish Polkadot PR? 

3. How many employees do you have? 

4. What is the mission and vision of Polkadot PR? 

5. What makes Polkadot PR stand out from other PR companies? 

6. What characterises the clients of Polkadot PR? 

7. How do you get in touch with new clients? 

8. How do you brand your clients? 

9. Which kind of social media do you use and with what purpose? 

10. How often do you contact bloggers? 

11. Are there some fashion bloggers you are in regular contact with and if yes which ones? 

12. What do you most often want from bloggers when you contact them? 

13. Do you invite bloggers to attend events? 

14. Which kind of events do you have coming up next? 

15. What is most important to Polkadot PR when it comes to fashion and what inspires you the most? 

16. Who is your favourite designer and why? 

Fashion bloggers and PR companies in fashion 

17. When it comes to fashion PR companies what role do you think they play in the fashion scene 

today? 

18. What role do you think fashion bloggers play in the fashion scene today?  
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19. What role do you think fashion bloggers will play in the future? 

20. How would you describe the link between fashion PR companies and bloggers?  

Melbourne and Sydney 

21. How would you describe the fashion scene of Melbourne? 

22. How would you describe the fashion scene of Sydney? 

23. What similarities and differences can be drawn between the fashion scene of Melbourne and 

Sydney? 

24. Who are the major players of the fashion scene in Melbourne? 

25. Who are the major players of the fashion scene in Sydney? 

26. How would you compare the fashion scene of Melbourne and Paris? 

27. If Melbourne can be compared to the fashion scene of Paris, what can the fashion scene of Sydney 

be compared to and why? 

28. How would you describe the culture of Melbourne? 

29. How would you describe the culture of Sydney? 
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Enclosure 10 Examples of shorter interview guides 
The following interviewees did not have much time to participate in an interview. Therefore, there are used 

less questions in these interview guides compared to other interview guides which for instance concerned 

PR companies and fashion bloggers. The following interview guides are targeted to the interviewees as they 

represent different companies.   

9 December 2013. Face to face interview in Melbourne with Jane Rocca, the Fashion and Lifestyle Editor of 

The Weekly Review. 

1. When was The Weekly Review established? 

2. Is The Weekly Review online and printed media? 

3. If it is only online, how do you reach your target group? 

4. What is your target market? 

5. What is your hit rate? 

6. How do you get your message out? Do you use Facebook, Twitter and Instagram? 

7. Have you always been working with fashion features? 

8. As a journalist, do you have any clients and which ones? 

9. What was your way in to fashion? 

10. What is important to you when it comes to fashion? 

11. Who is your favourite designer and why? 

12. Are you in contact with any bloggers? 

13. What are the key differences in fashion between Melbourne and Sydney? 

14. How would you describe the culture of Melbourne and Sydney? 

9 December 2013. Telephone interview in Melbourne with Anne Hasagawa, the Marketing Coordinator of The 

Bowerbird Group.  

1. When and by who was The Bowerbird Group established? 

2. What is the mission and vision of The Bowerbird Group? 

3. How many employees do The Bowerbird Group have? 

4. What are your responsibilities? 

5. How long have you been working for The Bowerbird Group? 

6. Can you please explain how it works, is it your own brands that you sell or is it brands of clients? 

7. What characterises the brands? 

8. How do you brand The Bowerbird Group? Do you use Facebook, Twitter and Instagram? 

9. Which fashion bloggers are you in contact with besides What Would Karl Do? 

10. What kind of events do you do?  

11. Which kind of events do you have coming up next? 
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12. Who do you invite to the events? 

13. What is important to you when it comes to fashion? 

14. Who is your favourite designer? 

15. How would you compare the fashion scene of Melbourne and Sydney? 

16. How would you compare the fashion scene of Melbourne to Paris? 

17. How would you describe the culture of Melbourne and Sydney? 

18. Do you have any relations with PRs and which ones? 

29 January 2014. Telephone interview in Sydney with Emily Weight, the Marketing and Press Coordinator of 

Mercedes-Benz Fashion Week Australia.       

1. When was Mercedes-Benz Fashion Week Australia established? 

2. What are the values of Mercedes-Benz Fashion Week Australia? 

3. How is Mercedes-Benz Fashion Week Australia different from Melbourne Fashion Festival? 

4. What are your responsibilities? 

5. What challenges do you face at work? 

6. What are you going to do while you are in New York? 

7. How many volunteers do you got working during fashion week? 

8. Are you working with any PRs and which ones? 

9. Do you have any bloggers to attend Mercedes-Benz Fashion Week Australia and which ones? 

10. How important are PRs and bloggers to the fashion week? 

11. Are you in contact with any journalists? 

12. Can you tell me about the designers who will attend during the fashion week or is it a secret? 

13. How is fashion seen through your eyes, what is important to you in fashion? 

14. How different is Melbourne fashion to Sydney fashion? 

15. How would you describe the culture of Melbourne and Sydney? 

16. Which other fashion cities would you compare Melbourne and Sydney to? 
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Enclosure 11 Database of interviewees  

PR Companies of Melbourne  
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PR Companies of Sydney  
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Fashion Bloggers of Melbourne  
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Fashion Bloggers of Sydney 
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Publications  
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Other Companies  
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Students and Teachers  
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Achieved Interviews  
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Enclosure 12 Presentation of interviewees  

Melbourne  

PR companies   

The first person who was interviewed in Melbourne was Reece Mitchell the Account Manager of Style 

Counsel. The face-to-face interview took place at Style Counsel’s office on Collins Street. Style Counsel 

specialises in public relations, events and advertising and makes campaigns for consumer and fashion brands, 

retailors, celebrities and non-profit organisations. It has more than twenty-three years of experience in the 

business. According to Mitchell, Style Counsel is owned by the WPP Group which is the world largest 

communication services group. In 2013, Style Counsel became a member of the PPR Group of companies 

worldwide1. Style Counsel is run by Effie Young, the Managing Director, and has five employees. The company 

represents women’s wear brands, Cooper Street, Oasis, Warehouse and Von Follies. Von Follies is Dita Von 

Teese’s lingerie line, a burlesque dancer who once was married to Marylyn Manson. Style Counsel’s mission 

is to enhance their clients’ branding in media and build their exposure further. Each client has their own set 

of goals, and it is Style Counsel’s mission to help them achieve those goals. Style is known for developing 

strong campaigns for their clients where a big-name designer for instance is put together with a high-street 

retailer. 

Pru Corrigan, Founder Two Birds Talking participated in an email interview. Two Birds Talking is a 

communication agency which specialises in PR2. According to Corrigan, she established Two Birds Talking 

with Amy Transley in December 2006. Together, they have 14 employees and offices in Melbourne, Sydney 

and New Zealand. They represent fashion and lifestyle, sport and beauty brands, with L’Oreal Melbourne 

Fashion Festival projects being one of their first clients. Their current clients are among: NIKI, The Body Shop 

and Lovisa. The mission of Two Birds Talking is to work with likeminded brands that want to be heard for the 

right reasons and have fun while doing it. Corrigan argues that “if you are having fun – so is the consumer.” 

Two Birds Talking’s vision is to be heard, to be fun and to be different.  

Bloggers 

The first blogger who participated in a face-to-face interview in Melbourne was Jess Dempsey, Founder of 

the fashion blog: What Would Karl Do. The interview took place at Grapeseed Café in Armadale. According 

to Dempsey, she went overseas in 2010 where she visited Dubai, London, Paris and Milan. When she 

returned, she wanted to show people the clothes she had bought overseas and therefore she started to blog. 

Dempsey started What Would Karl Do by styling herself and her sister-in-law took her photos. Dempsey’s 

                                                           
1 http://www.stylecounsel.com.au/about/ 
2 http://www.twobirdstalking.com.au/ 
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motto is to be fashion confident. She tries to style herself different to other bloggers. On the 26th of March 

2014, What Would Karl Do had for instance 16053 likes on Facebook and 30694 followers on Twitter. 

The second blogger who participated in a face-to-face interview in Melbourne was Souri Sengdara, the 

Founder of the photography, fashion and beauty blog: Fabulous Femme. The interview took place at The 

World’s Café at South Bank. According to Sengdara, she started her blog in April 2013 because she wanted 

to show people how to look fabulous without spending a fortune. Sengdara and her husband are doing 

wedding photography and are sharing the beautiful images on Fabulous Femme. Fabulous Femme is 

therefore creating an image of the photography company, Sengdara owns with her husband. On the 26th of 

March 2014, Fabulous Femme had for instance 10875 likes on Facebook and 4716 followers on Twitter.    

The third blogger who participated in a face-to-face interview in Melbourne was Chloe Ting, the Founder of 

the fashion blog Chloe’s Addiction. The interview took place at a chocolate café near Bourke Street. According 

to Ting, she started her blog in 2011. She is from Southeast Asia and came to Australia because of her studies. 

Ting has always been interested in fashion and after she finished her thesis, she finally had time to start her 

blog. What inspires her the most is that she can share her American and London style and look at fashion 

styles of other people. On the 26th of March 2014, Chloe’s Addiction had for instance 149237 likes on 

Facebook and 22978 followers on Twitter.  

The fourth and last blogger who participated in an interview in Melbourne was Lisa Hamilton, the Founder 

of the fashion and health blog See Want Shop. Hamilton participated in an email interview. According to 

Hamilton, See Want Shop started as a Tumblr back in 2011 and progressed into a full blown blog the following 

year. When Hamilton lived in London, she got inspiration to start her blog. She followed a lot of European 

blogs and she fell in love with high street fashion while she was in London. What characterises See Want 

Shop is that Hamilton loves to mix minimalism with a touch of excitement and adores textures such as rich 

knits, ripped denim and luxurious laces. On the 26th of March 2014, See Want Shop had for instance 220479 

likes on Facebook and 1010410 followers on Twitter.      

                                                           
3 https://www.facebook.com/whatwouldkarldo 
4 https://www.facebook.com/whatwouldkarldo/app_116943498446376 
5 https://www.facebook.com/you.are.fabfemme?fref=ts 
6 https://twitter.com/fabmelbourne 
7 https://www.facebook.com/itschloeting?fref=ts 
8 https://twitter.com/chloe_ting 
9 https://www.facebook.com/seewantshop?fref=ts 
10 https://twitter.com/seewantshop 
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Publications 

Jane Rocca the Fashion and Lifestyle Editor of The Weekly Review, participated in a face-to-face interview at 

Auction Rooms Café in North Melbourne. According to Rocca, she does the fashion, music and lifestyle 

features of The Weekly Review. The Weekly Review is a printed publication which is delivered to half a million 

homes across Melbourne. Rocca considers herself as a regular freelance contributor. Besides The Weekly 

Review, Rocca writes for the Sydney Sun Herald, the Morning Herald and the Sunday Magazine. She has 

always been into fashion and earlier she was writing for Harper’s Bazaar and Vogue. She spent three years in 

New York where she was writing as a correspondence for Fairfax. What inspires Rocca when she writes is to 

hear about other people’s stories, write about their lives and how they got into what they do for a living. 

Other companies  

Anna Hasagawa the Marketing Coordinator of The Bowerbird Group, participated in a telephone interview. 

According to Hasagawa, The Bowerbird Group was established in 2003 and is a Fashion Wholesale and 

Distribution Company. The philosophy of The Bowerbird Group is to deliver the best fashion brands into the 

Australian marketplace. The Bowerbird Group has 12 clients and their brands are sold across Victoria to small 

boutiques in small country towns. The Managing Director is Jade Gallenti and The Bowerbird Group has 8 

employees. Retailers across Victoria are for instance invited into the showroom of The Bowerbird Group, 

where their clients’ brands are shown and the retailers can then decide whether they want to order the 

brands. The brands will hereafter be delivered to the retailers.     

Sydney        

PR companies  

Sabina Eklund was the first person who participated in a face-to-face interview in Sydney. The interview took 

place at Bondi Beach. Eklund is from Denmark and works as the Fashion and Lifestyle Coordinator for 

Platinum Media and Communications in Sydney. Earlier, Eklund worked for Pybus PR in Melbourne in 2013. 

According to Eklund, Platinum Media and Communications has 16 employees and is a full-service agency 

which works with advertising, media buying and PR. Eklund deals with the lifestyle, fashion and luxury PR 

where her responsibilities are the printed media. The mission of Platinum Media and Communications is to 

be strong in brand building and innovative in the way they approach strategy such as traditional PR and 

fashion PR strategy.   

Dionne Taylor Founder of Polkadot PR participated in a face-to-face interview at her office in Surry Hills. 

Polkadot PR is a boutique public relation agency. According to Taylor, she started Polkadot PR eight years ago 

and the mission of Polkadot PR is to remain boutique and to keep getting coverage for its clients. It is 

important for Taylor that she has a good relationship with her clients and keep giving them quality customer 

service. The clients of Polkadot PR are in the food, lifestyle, health, beauty and fashion industry. What is 
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important to Taylor is not to have two clients in the same category, therefore, she would for instance not 

represent two swimwear brands. In addition, Taylor has worked with Scunci Hair Accessories for eight years 

and Baku, an Australian swimwear brand, for three years.  

The Senior Publicist, Emma Mannswirth, and the Founder, Yan Zhou, of Bespoke PR participated in a face-to-

face interview at their office in Alexandria. Bespoke PR is a boutique Sydney fashion PR firm11. According to 

Mannswirth, Lee Parrino and Zhou own Bespoke PR and they got three account managers and herself, the 

Senior Publicist. Bespoke PR was established in 2009 and has clients such as up-and-coming Australian 

designers, couture labels and ready to wear labels. Bespoke PR tailors a bespoke package for each client. 

Every package is different. Some clients will have full service where others only need social media, brand 

profiling or product placement. Bespoke PR does not use a mass-public-relation strategy, but a targeted one. 

Of events, Bespoke PR does Fashion Week where it organises everything from pre and post press, to the 

guest list and casts models.     

Bloggers 

The first blogger who participated in an interview in Sydney was Maria Vlezko from Crashing Red. The face-

to-face interview took place at a restaurant in Manly. Vlezko is from Russia but has lived in Australia since 

2006. She started to blog in November 2012. She has two blogs, Crashing Red and So Nailicious. So Nailicious 

is a beauty blog where Crashing Red is a fashion blog featuring Vlezko’s personal style, life and focuses on 

quality. On the 26th of March 2014, Crashing Red had for instance 86112 likes on Facebook and 185513 

followers on Twitter.      

The second blogger who participated in an interview in Sydney was Doone Roisin, Founder of the fashion 

blog ICONIC INSIDER. Roisin participated in an email interview. ICONIC INSIDER is a blog by THE ICONIC, an 

Australian online-shopping-fashion site14. According to Roisin, she established ICONIC INSIDER with her 

manager Maddy in 2012. The idea behind the blog was to create a community where Roisin and Maddy could 

offer exclusive content to their readers. They for instance do posts such as “Wednesday Wonderfuls” which 

focuses on the consumers, and a lot of behind the scenes posts to allow people to get a sneak peek of the 

inside-online-fashion-retail world. On the 26th of March 2014, ICONIC for instance had 41505415 likes on 

Facebook and 1515016 followers on Twitter.        

                                                           
11 http://bespokepublicrelations.com.au/wordpress/?page_id=63 
12 https://www.facebook.com/CrashingRed 
13 https://twitter.com/CrashingRed 
14 http://www.theiconic.com.au/homepage-welcome/ 
15 https://www.facebook.com/IconicAU/likes 
16 https://twitter.com/THEICONICau/followers 
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The third blogger who participated in an interview in Sydney was Kent Johnson, the Founder of the fashion 

blog Street Fashion Sydney. The face-to-face interview took place at a pub near Town Hall and Darling 

Harbour. According to Johnson, he started his blog in 2008 because he was “getting out and about a lot” and 

he loved to see what people were doing on the streets in Sydney. Johnson is a fashion photographer and he 

got sponsored a camera from Fujifilm which inspires him to take more photos and make blog posts. On the 

26th of March 2014, Street for instance had 35617 likes on Facebook.  

The fourth and last blogger who participated in an interview in Sydney was Andrea Hetherington, Founder of 

the fashion blog Leather and Lattes. The face-to-face interview took place at a café on Bond Street near 

Circular Quay. According to Hetherington, she started her blog on Instagram where she posted pictures of 

clothes and shopping. After that, she launched a fashion blog and did the first blog post in July 2013. 

Hetherington describes Leather and Lattes as being an everyday-girl-type of blog with high street fashion. On 

the 26th of March 2014, Leather and Lattes had for instance 32018 likes on Facebook.  

Publications 

Assia Benmedjdoub the Editor of Ragtrader participated in an email interview. According to Benmedjdoub, 

Ragtrader is an Australian fashion business magazine which was established in 1972. Ragtrader has 

established a reputation for breaking major stories across the fashion retail, wholesale and supply sectors. 

Ragtrader is competing with daily newspapers and online publications. Ragtrader has partnerships with 

events such as Mercedes-Benz Fashion Week Australia and L'Oreal Melbourne Fashion Festival.  

Other companies  

Emily Weight from Mercedes-Benz Fashion Week Australia participated in a phone interview. According to 

Weight, her father is Danish and she has been working for Mercedes-Benz Fashion Week Australia for three 

and a half years. Weight manage everything from digital media, social media to press releases of Mercedes-

Benz Fashion Week Australia. Mercedes-Benz Fashion Week Australia was established in 1995 and it is its 

mission to be the global gateway of fashion. 

 

 

 

 

 

                                                           
17 https://www.facebook.com/pages/Kent-Johnson-Fashion-Portrait-Photography/280320806353 
18 https://www.facebook.com/leatherandlattes 
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Enclosure 13 Marlene Nilsson’s Diary 

Research of the two-centred fashion world of Australia during 2013 and 2014 

 

Melbourne 
8 October 2013 

On the 8 October 2013 I arrived in Melbourne. 

 

 

 

 

 

 

  

14 October 2013 

OC Communication and Events 

After a couple of days in Melbourne, exploring the city and its surroundings, I tried to contact Oscar Calvo 

from OC Communication and Events, a PR and events company which specialises in fashion. I have been in 

contact with Calvo before I arrived in Melbourne where he said that he would like to participate in an 

interview for the purpose of my thesis. Every time I got hold of Calvo in Melbourne, he responded that he 

would get back to me early next week. I have tried to get in touch with Calvo several times during October 

and November, but as he never got back to me with an actual date for the interview, I stopped trying to get 

hold of him in the end of December 2013. 
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23 October 2013 

I got in contact with my supervisor Lise Skov and she advised me to get in touch with a lot more people than 

just one company. She advised me to get in touch with journalists, students and people who might be more 

willing and available to speak with me. Skov also advised me to get in touch with Dr Jess Berry. Berry is a 

lecturer at Queensland College of Art, Giffith University, and at the conference: Fashioning the City at the 

Royal College of Art in September 2012, she presented her presentation: “The Melbourne Mode and Parisian 

Muse: Creating Couture Culture in Australia’s Fashion Capital.” 

24 October 2013 

After my conversation with Skov, I decided that I had to develop a research database where everyone I 

wanted to interview for the purpose of my thesis should appear.    

30 October 2013 

Dr Jess Berry  

By email, I contacted Berry and asked if she would be able to provide me with her presentation and 

participate in an interview about the fashion world of Melbourne and Sydney. 

31 October 2013 

Berry replied and gave me the presentation. She also agreed to participate in an email interview.  

1 November 2013 

I started to develop my research database. It contains PR companies specialising in fashion, fashion bloggers, 

fashion schools, journalists specialising in fashion, fashion companies and retailers.    

5 November 2013  

Melbourne Cup 

On the 5th November 2013, I participated in the Melbourne Cup. The Melbourne Cup Carnival is Australia’s 

largest and most prestigious outdoor fashion event where people are wearing amazing fascinators, dresses 

and suits while betting on horses. 
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12 – 26 November 2013  

New Zealand 
I decided that I needed more time in Australia for the purpose of my thesis. As I always wanted to go to New 

Zealand, I went there in order to apply for the Work Holiday Visa. You cannot be in Australia when you apply 

for the visa. When you are on a Work Holiday Visa in Australia, you are able to study in Australia for four 

months or work there for a year. If you are on a holiday visa in Australia, you can only stay in the country for 

three months.  
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During my stay in New Zealand, I stayed at the North Island and started to contact all the people in the 

research database. I had most luck with PR Companies and fashion bloggers. 

15 November 2013 

Dr Jess Berry  

Email interview sent to Berry  

27 November 2013 

When I got back from New Zealand I started to follow up on all the people who did not get back to me. I 

called journalists, but it was really hard to get hold of them as they are never in their office and they never 

pick up their phone.  

28 November 2013 

Style Counsel 

On the 28th November 2013 at 10 am on 162 Collins Street, I had my first interview with Reece Mitchell, the 

Account Manager of Style Counsel, a PR company which specialises in fashion. Mitchell was very friendly and 

I had his attention for a total hour. Mitchell also helped me to get in contact with the Fashion Editor of The 

Weekly Review, Jane Rocca.    

Winston and Willow 

After the meeting with Style Counsel, I had another interview with Charlotte Bridgeman from the fashion 

blog Winston and Willow in Richmond at 12 pm. Unfortunately, I got stood up by Bridgeman.  

3 December 2013 

What Would Karl Do 

On the 3rd December, I had my second interview with Jess Dempsey from the fashion blog What Would Karl 

Do at 9.30 am in Armadale at Grapeseed Café. Dempsy is very friendly and I had her attention for about an 

hour and a half. She helped me to get in touch with Anne Hasegawa, the marketing coordinator of The 

Bowerbird Group, a fashion sales and distribution company. Dempsy also recommended me to get in touch 

with the PR Company: Two Birds Talking.  
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Pybus PR 

After the interview with Dempsy, I had an interview with Kyra Pybus from Pybus PR at 11.45 am at Hammer 

and Tong in North Melbourne. Unfortunately, Pybus would not share much information about her company 

with me and she did not know much about Melbourne and Sydney fashion.  Instead, she advised me to talk 

to her former employee Sabina Eklund who is from Denmark, but works in Sydney for the PR Company: 

Platinum Media and Communications.    

4 December 2013 

See Want Shop 

Email interview sent to Lisa Hamilton from the fashion blog See Want Shop. 

5 December 2013 

Two Birds Talking 

On the 5th December 2013, I called Two Birds Talking as Dempsey had suggested. I got hold of Pru Corrigan, 

the Editor of the PR company and she told me that she did not have time to meet up for an interview, but 

would like to answer an email interview. A few hours after the telephone conversation, I sent the email 

interview to Corrigan.   

8 December 2013 

Fabulous Femme 

I meet Souri Sengdara from Fabulous Femme on the 8th December 2013 at 11 am, at the World´s Café at 

South Bank in the CBD of Melbourne. Fabulous Femme is a fashion, events and a photographer blog. I must 

say, the blog has amazing photographs! We spend an hour and a half talking about her blog and fashion in 

Melbourne. Sengdara was very friendly and invited me to a photo shoot for her blog the following Tuesday. 

Unfortunately, the photo shoot got cancelled because the model could not make it.    
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9 December 2013  

The Weekly Review 

On the 9th December 2013, I meet Jane Rocca, the Fashion and Lifestyle Editor of the Weekly Review in 

Melbourne. We meet at 9.30 am at the Auction Rooms café at Errol Street in North Melbourne. Rocca had 

about half an hour to talk with me. I was so happy that she had the time to see me, because every journalist 

I had tried to contact, did not have time to meet me.   

The Bowerbird Group 

After the interview with Rocca, I had a telephone interview with Anne Hasegawa, the Marketing Coordinator, 

from The Bowerbird Group at 2 pm. The telephone interview took roughly 20 minutes. 

10 December 2013 

Communications Collective and Le Louvre 

On the 10th December 2013, I was supposed to interview Genevieve Brannigan the editor of the PR company, 

Communications Collective. Unfortunately, Brannigan cancelled the interview two hours before it was 

supposed to take place. It might have happened for a reason. To be honest, I was not sure if I could use the 

information from the PR company, if I had met her. Communications Collective had only one fashion client 

and the rest of them were architecture clients. As I already was in the CBD when she cancelled, I went to Le 

Louvre near Chapel Street instead. Le Louvre is a fashion boutique on Daly Street which specialises in fashion 
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from Paris, Milan and London. Chapel Street is also famous for all its fashion shops. Here I found fashion 

shops such as Olrik Denmark, Karen Millen and Storm.    

 

 

17 December 2013 

Chloe’s Addiction  

On the 17th December 2013, I meet the fashion blogger Chloe Ting from the fashion blog Chloe’s Addiction. 

A very nice Asian girl who started her blog in 2011. She just came back from a blogger trip to Germany. She 

was very kind and polite. I meet her around 5.30 pm in CBD, and we sat down for the and chocolate in a 

chocolate café near Bourke Street right next to Meyer and David Jones.  

18 December 2013 

The Showroom of The Bowerbird Group 

I stopped by the showroom of The Bowerbird Group in the morning on Robert Street in Collingwood in 

Melbourne. Here I meet Hasegawa who I spoke to on the phone. To be honest it was a very empty showroom, 

they just have had a pop-up shop which had ended, but it was nice to see the place and get a feeling of the 

showroom and the company.  
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Sydney 
19 December 2013 to 2 January 2014   

Holiday 

In the evening on the 19th of December I had to catch the bus from Melbourne central station to Sydney. I 

had booked Christmas and New Year’s Eve in Sydney. I spend the first days with two British girls I meet in 

Melbourne and explored the city. On the 24th we had Christmas dinner and saw the fireworks on Darling 

Harbour at 9 pm. On the 25th I celebrated my first British Christmas in the morning with the girls and we spent 

the rest of the day at Bondi Beach.     
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5 January 2014 

Platinum Media and Communications  

Before Christmas I got in touch with Sabina Eklund from the PR company: Platinum Media and 

Communications. Sabina was going to celebrate Christmas and New Years in Melbourne, but was back in 

Sydney after New Year’s Eve and was able to meet me for an interview. The interview took place on Bondi 

Beach in Sydney at 12 pm. 

6 January 2014 

Melbourne Fashion Festival 

I finally got a response from Melbourne Fashion Festival. Unfortunately, they did not have time for an 

interview.  

7 January 2014 

On the 7th January 2014, I contacted PR companies and fashion bloggers in my research database. I got a 

good response from PR companies such as Polkadot PR and Bespoke PR.  

10 January 2014 

As I did not get any response from the fashion bloggers, I contacted on the 7th of January, I had to find new 

fashion bloggers on Google.com.au and try to get hold of them by email. Most of them do not have their 

contact number on their website. After my second try, fashion bloggers such as Crashing Red, ICONIC 

INSIDER, Street Fashion Sydney and Leather and Lattes got back to me. I also contacted Emily Weight from 

Mercedes-Benz Fashion Week Australia which is based in Sydney.  

11 January 2014 

Mercedes-Benz Fashion Week Australia 

Emily Weight from Mercedes-Benz Fashion Week Australia got back to me and said she would be up for an 

interview on the 27th January 2014. I got so excited because Melbourne Fashion Festival had turned down to 

meet me for an interview.     

13 January 2014 

Polkadot PR 
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On the 13th of January 2014 at 2 pm, I meet Dionne Taylor from Polkadot PR at her office in Surry Hills. 

Polkadot PR has a couple of clients in the fashion business. Taylor is not that in to fashion herself, so she 

could not answer all my questions, but it was still a useful meeting I had with her.  

14 January 2014 

Bespoke PR 

I meet Emma Mannswirth, The Senior Publicist, from Bespoke PR, on the 14th January 2014 at 12 pm at their 

office in Alexandria. The interview was a bit different from the others. When I meet Emma, her managers 

Lee Parrino and Yan Zhou were in the background. So if I had a question, Zhou for instance cut in and 

answered my questions. I thought it was great, in that way I got as much out of the interview as possible.  

15 January 2014 

Earlier in November and December, I had sent three email interviews. On the 15th of January 2014, I followed 

up on the email interviews as I still have not received a reply. I followed up on Pru Corrigan from Two Birds 

Talking, Dr Jess Berry, the lecturer at Queensland College of Art, and the fashion blogger Lisa Hamilton from 

See Want Shop. Corrigan and Berry replied that they had been busy and Hamilton did not get back to me.  

16 January 2014 

Crashing Red 

On the 16th of January 2014 at 3.30 pm, I meet up with Maria Vlezko from Crashing Red. We meet each other 

at a restaurant in Manly. Manly is a beach, 30 minutes by ferry away from Circular Quay. Vlezko was very 

friendly. The interview lasted an hour, and after the interview we went down to Manly beach and spent a 

couple of hours together.   

21 January 2014 

ICONIC INSIDER   

I had an interview with the blogger Doone Roisin from ICONIC INSIDER, a blog by The Iconic an online 

shopping website. An hour before the interview, Roisin unfortunately cancelled, but said that she would 

answer the interview by email. I received her answers by email the next day.     

22 January 2014 

See Want Shop 

I finally received the email interview from Lisa Hamilton the Founder of the fashion blog, See Want Shop.  
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23 January 2014 

Street Fashion Sydney  

Kent Johnson from Street Fashion Sydney met me for a face to face interview at Town Hall at 5 pm. We met 

at the black talking dog just outside of the Victoria building, and had the interview at a pub just near Darling 

Harbour.    

 

28 January 2014 

Leather and Lattes 

I meet Andrea Hetherington from the fashion blog Leather and Lattes in her lunch break at 12.30 pm at a 

café on Bond Street, not that far from Circular Quay in Sydney. Hetherington and I had a nice interview and 

hopefully I am going to see her another time for one more coffee.  

29 January 2014 

Mercedes-Benz Fashion Week Australia 

Emily Weight from Mercedes-Benz Fashion Week Australia participated in a short telephone interview at 3 

pm. She was heading to New York on the following Friday, so she only had time for a telephone interview, 

but it was very lovely to speak with her. Some of her family members live in Denmark, so she said a few words 

in Danish which were quite funny! I only had one problem which was that my phone did not record the 

interview good enough, but I got most out of the interview as possible.  
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4 February 2014 

Two Birds Talking  

I finally received the email interview from the Editor of Two Birds Talking, Pru Corrigan.   

7 February 2014 

Ragtrader 

Weight helped me forward an email interview to a journalist from Ragtrader, a fashion industry press 

magazine.   

10 February 2014 

Dr Jess Berry 

I finally received the email interview back from Berry. 

11 February 2014 

Ragtrader 

I received the email interview back from Assia Benmedjdoub, the Editor of Ragtrader.  
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End of Research, Beginning of Writing 
21 February 2014 

I booked a one way ticket to Airlie Beach on the 27th of February. Airlie Beach is in Queensland, Whitsundays, 

and eight hours by car from Cairns. Since I have been in Australia, I have been in Melbourne for two months, 

New Zealand for two weeks and Sydney for two months. I got a bit home sick in the beginning of February. 

That is the first time where I have been home sick in Australia. I think it is because my research is done, and 

I actually could go home to Denmark and write my thesis. On the other hand, I got a bit scared of staying in 

Sydney for the next four months. I been in London last year for about five months, and it just freaked me out 

if I should stay in the same city for such a long period of time. I am excited to go to Airlie Beach, and hopefully 

I can find a room where I can write my thesis. If I do not find a place where I can relax, I might come back to 

Sydney, but let us see where Australia takes me.   

 

23 May 2014 

I stayed in Airlie Beach for about two months. I found a quiet apartment in Jubilee Pocket which I shared with 

two Australians, Nick and Jae. Unfortunately, I had a few challenges. It was hard for me to find all the relevant 

theories online. Instead, I chose to write about the empirical research while I stayed in Airlie beach. In May, 

it started to be fall in Australia. Before going home to Denmark and back to reality, I visited Byron Bay, Sydney 

and Melbourne in order to say goodbye to Australia and all the great people I have met on my way. I am 

definitely coming back some day!  
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24 May 2014 

 

After almost eight months, I was back in Denmark at 1 pm. My mom and best friends picked me up at the 

airport and the rest of my family waited for me at home. It was great finally to be reunited with my best 

friends and family. I will use the rest of the Danish summer to write the thesis.  

 


