
 
 

ABSTRACT 

NANCE, DEIRDRA RHIANNA. Entrepreneurship Through the Use of Social Media: An 
Exploration of the Blogger-Turned-Entrepreneur Phenomenon in the Fashion Industry. (Under 
the direction of Dr. Kristin Thoney-Barletta).  

  
The Blogger-Turned-Entrepreneur Phenomenon has contributed to the continued increase 

of Social Media Marketing (SMM) across industries.  Population growth, increased garment 

consumption (result of fast fashion), and rapid growth in social media in the last decade have 

influenced the ongoing evolution in the blogosphere, more specifically the fashion blogosphere.   

Businesses have realized that using social media as a marketing tool can drastically increase their 

reach for potential customers, while allowing them more intimate, real-time interaction with their 

current customers.   By partnering with Fashion Bloggers, Digital Content Creators, and 

Influencers as part of their marketing mix, companies can reach a considerably larger population 

and grow their customer base.  This growth can be attributed to S-commerce and e-WOM in the 

form of product reviews and ratings.  Product reviews and ratings are often viewed as more 

trustworthy, when they come from someone who is not associated with the company. 

Most of the research on personal blogs focuses on the blogger’s behaviors.  Those that 

focus specifically on Fashion Blogging use qualitative methods for collecting data mostly 

through interviews and focus groups.  Other empirical studies investigate the top-rated fashion 

bloggers’ blogsites and Social Media Platforms (SMPs).   Few studies on Fashion 

Blogging/Bloggers investigate the entrepreneurial aspects of Fashion Blogging.  The current 

study encompasses the intersection between the Blogger Behavior literature, Social Media 

studies, and the Fashion Blogging academic literature.  This study defines Entrepreneurs as 

Fashion Bloggers who have turned their blogs into registered businesses and use this as a method 

to earn an income.  More to the point, this study investigates individuals who build personal 



  

 

brands into productive businesses, whether through the blog or a freestanding business started as 

a result of blogging.   

The current study utilizes quantitative and qualitative methods.  To identify the 

characteristics, motivations, and behaviors of Fashion Bloggers, a survey instrument was used to 

collect data from three populations: Part-time Fashion Bloggers, Full-time Fashion Bloggers, and 

Retail Fashion Bloggers.  Part-time Fashion Bloggers (PFB) are defined as individuals who do 

not blog as a main source of income, Full-time Fashion Bloggers (FFB) are those that blog as a 

main source of income, and Retail Fashion Bloggers (RFB) are those that own a business, 

separate from their blogs, but influenced by the blog.  The survey includes demographic 

questions, along with questions on motivations to blog, social media usage, the amount of time 

spent on blogging activities, and the amount of time spent blogging before transitioning to 

business owner.  Results of the survey indicate Fashion Bloggers are mostly motivated to blog to 

share their ideas and help others.  The results suggest that fashion bloggers are transitioning their 

blogs to businesses at a faster rate in recent years than is seen before the start of social media 

platforms (SMPs) like Pinterest and Instagram.  It was also found that Instagram is the most used 

SMP among Fashion Bloggers at any level.  The top three social media platforms used are 

Facebook, Pinterest, and Instagram.  The results reveal that the number of followers on the blog 

does not influence the ability to transition to a full-time entrepreneur.   

For the qualitative portion of this study, in-depth interviews are used to further 

investigate the key activities and attributes that influences the Fashion Blogger’s ability to 

transition to entrepreneurs.  Furthermore, the research sets out to understand that pivotal moment 

when the decision to start the business occurs.  Only FFBs and RFBs are interviewed as part of 

the study.  Qualitative analysis of the interviewees identified that it takes an average of 2 – 5 



  

 

years after starting the blog to transition to a business owner.  Interviews with FFBs and RFBs 

reveal that it is not necessary to quit a traditional full-time job to operate a full-time business.  

(However, most do quit their traditional full-time jobs.)  Building relationships with brands is 

highly valued by FFBs, as sponsorships, collaborations and partnerships are a main source for 

how they earn an income.  According to interviewees, Instagram is where the initial contact 

happens between bloggers and brands to develop paid sponsorships or partnerships and 

collaborations.   

Collaborating with other bloggers and businesses (for RFBs) proves beneficial to the 

overall growth of the brand (blog and freestanding business).  Qualitative analysis reveals that 

neither formal training in blogging nor business is required to be an entrepreneur of this capacity.  

Bloggers attribute their successful, full-time entrepreneur transition to instilling a trusting 

relationship between the blogger and the audience that builds their customer base.  Authenticity 

is a commonly used term by Fashion Bloggers.  Being authentic in their approach to blogging 

and sharing content via social media is what their audience values and is how they build trusting 

relationships.  This trusting relationship is what the Fashion Blogger-turned-Entrepreneur 

depends on for turning followers into customers.  Qualitative analysis of interviews provides 

evidence for blogging being a gateway to entrepreneurship.  By understanding the Fashion 

Blogger-turned-Entrepreneur, this study may aid individuals in developing strategies for 

transitioning their blogs to businesses, whether it be as a Full-time Fashion Blogger or a Retail 

Fashion Blogger. 
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DEFINITION OF TERMS AND ABBREVIATIONS  
 
BLOG – formerly called Weblog (contraction of “Web” and Blog”) is a computer-mediated 
method of communication. 
 

BLOGOSPHERE – Area of the internet that houses all blogs. 
 

COLLABORATION – (as defined by the study) The act of working with brands and/or other 
fashion bloggers on a shared project where all parties involved benefit as a result (i.e.: growth in 
followers, free product, build community/network). 
 

DIGITAL CONTENT CREATOR – A person who creates personal and brand related content 
on social media platforms such as Instagram and YouTube.  
 

ENTREPRENEUR – (as defined by the current study) A person who starts a registered business 
as their main source of income. 
 

ENTREPRENEURSHIP – (as defined by the current study) The act of participating in 
independent and small business markets through the creation of businesses.  
 
 
FASHION BLOGGER – (as defined by the study) Someone who owns and authors a personal 
blogsite focused in total or in part on fashion related content.   
 
 
FULL-TIME FASHION BLOGGER (FFB) – A Fashion Blogger who uses their blog and 
influential status as a source of income.  Their main job activity is to develop content for their 
blogs and related social media platforms. This type of fashion blogger influences their 
audience’s decision to make purchases. They work with brands in the form of partnerships, 
collaborations, and/or sponsorships.  
 
 
HASHTAG – Used to identify digital content surrounding a particular topic.  The word or 
phrase is preceded by a hash symbol (#) and is mostly used on social media platforms. 
 
 
INFLUENCER – A person that influences the decision-making process for purchasing product 
or services by sharing products via photos, videos, and written copy.  Product reviews (“first 
impressions”) of products is another method used by influencers.  
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LOOKS – a term used in the Fashion Blogging Industry to describe a completed outfit.  It may 
include accessories, hair, and make-up as well.  
 
 
PARTNERSHIP – (as defined by the study) Fashion Bloggers are paid (contract-based) as part 
of a company’s social media marketing strategy for the promotion of the brand, product, or 
service.  Each party has a say in the outcome of this partnership.  Fashion Bloggers share 
information (about the product and/or company), show the product in photo and/or videos via 
social media platforms.  
 
 
PART-TIME FASHION BLOGGER (PFB) – A fashion blogger that blogs neither full time 
nor owns/started a business as a result of blogging.  
 
 
PERSONAL BLOG – A weblog written and authored independently of a company. It is written 
from the point of view of the author and contains personal information about the author.  
 
 
RETAIL FASHION BLOGGER (RFB) – A fashion blogger who uses their blog and 
influential status to start a business separate from the blog (product or service-based).  This type 
of blogger incorporates developing content for their blogs as well as building their company into 
their daily activities.  They use social media platforms to grow their businesses, retain their 
current following, and sell their products or services.  
 
 
SELF-IMPRESSION MANAGEMENT – Based on the idea that people want to make a good 
impression to others.  It requires active engagement in self-presentation and self-monitoring 
(Jung et al, 2012). It works in reading and posting activities.  Validation from others is an 
extremely important element.  
 
 
SOCIAL COMMERCE (S-commerce) – A new form of electronic commerce (e-commerce). 
This type of commerce involves social media and the buying and selling of products and services 
through social media consumer to other consumer as well as consumer to businesses interactions. 
2 forms: 1) product reviews that influence consumers decision to purchase. 2)  Purchases can 
also be made directly from the social media site. 
 
 
SOCIAL MEDIA (SM) - refers to technologies “…that facilitate information sharing, 
conversations, and community building using Web-based services delivered over the Internet” 
(Conley, Lull, &Monsalve, 2010, p.70).   
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SOCIAL MEDIA MARKETING - a method for “promoting a website, brand or business by 
interacting with or attracting the interest of current or prospective customers through the 
channels of social media” (Saravanakumar & SuganthaLakshmi, 2012, p. 4451). 
 
 
SOCIAL MEDIA PLATFORM (SMP) – An internet-based site or app that allows its members 
to digitally communicate in real-time.  Features and functionalities differ by platform. Some 
features that are most commonly included on an SMP are the ability to like, share, comment, and 
repost digital content with their followers and/or subscribers.   
 
 
SPONSORSHIP (as defined by the study) – Fashion Bloggers are paid (contract-based) as part 
of a company’s social media marketing strategy for the promotion of the brand, product, or 
service.  Fashion Bloggers share information (about the product and/or company), show the 
product in photo and/or videos via social media platforms.  
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CHAPTER 1: INTRODUCTION 

  The integration of technology with business functions impacts the success of companies 

in today’s markets.  More specifically, social media, in recent years has transformed the way 

business is conducted across industries; including but not limited to, marketing strategies and 

daily processes. Social media is a platform where individuals, as well as firms, can interact, 

communicate, and acquire goods and services.  Prior to the explosion of social media, 

traditional methods of marketing using television, radio, and print ads were common practice.  

In 2008, businesses realized the necessity of implementing a social media marketing strategy 

and began integrating social media marketing tools into their marketing mix (Strugatz, 2013).  

With consumers spending an average of one hour thirty minutes on social media in 2012, and a 

reported two hours twenty-two minutes in 2018, the integration of social media into the 

marketing mix is even more important today (Salim, 2019).  Social networking sites (SNS) 

(i.e., Facebook, Twitter, Google+, etc.) have become a living and breathing entity in our 

everyday lives. SNS impact many aspects of our daily activities, including the way we 

communicate with family and friends as well as how we stay up to date on current events and 

take delivery of news.    

Retailers recognize social media as a cost-efficient platform to communicate and 

interact with consumers (Wang & Zhang, 2012). In 2005, social commerce (S-commerce) was 

introduced to the public by Yahoo! (Wang & Zhang, 2012).  Companies are attracted to the 

use of social media and e-commerce practices because they allow for real-time interaction with 

consumers.  This allows companies to respond to consumer needs and concerns faster than 

traditional methods used in the past.  In 2008, businesses started incorporating social aspects in 

their e-commerce sites by including social functions such as like buttons and sharing on  
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Facebook capabilities.  Kate Spade was one of the early fashion companies to adopt social media 

in their marketing mix, creating a Facebook page in 2008. As of 2013, Kate Spade New York 

had 700,000 Facebook fans (Strugatz, 2013).   

By 2010, more retailers realized that customers spend a great amount of time on the 

internet and on social media sites including blogs. For instance, Levi’s launched a “friends 

store” that allowed customers to share their shopping experiences with their Facebook friends, 

by clicking the Facebook like button placed on each page of the site (Hepburn, 2010). A new 

phenomenon is named Facebook commerce or F-commerce. F-commerce allows retailers to 

sell items directly to customers without leaving Facebook. Another appealing feature of 

Facebook and F-commerce to retailers is the ability to use the function as a market-research 

tool. Facebook offers retailers detailed information about customers in regard to age, sex, the 

number of friends a customer has and how active they are with using Facebook functions such 

as sharing and liking other Facebook users’ posts (Mattioli, 2011).  Similar to Levi’s, 

Smashbox launched a “social shop” section on its website where users shop with friends by 

posting in the social portion of the site and users can shop items by “recently liked”, “most 

liked” and “my friends like” (Strugatz, 2012).   

Many Small and Medium Businesses (SMBs) have launched storefronts on Facebook 

with great success. Small businesses with less than $100,000 in revenue and fewer than 10 

employees see the greatest results (Zimmerman, 2012). Although SMB’s are having success 

using F-commerce, there are unique challenges involved. The question of security and privacy 

of personal information arises.  Also, the company does not own the storefront. Therefore, 

business owners are susceptible to any changes Facebook makes to the site (Zimmerman, 

2012).  To overcome these obstacles many SMBs maintain personal/e-commerce websites.  A 



  

3 
 

great built-in function of Facebook is that it allows business owners the ability to network with 

other small businesses.  One instance of businesses taking advantage of this feature is creating 

communities with other business owners by promoting each other's products and services on 

fan pages.  Followers of each fan page can see the shared products, hence generating additional 

business for the shop owners. A unique group of Entrepreneurs benefiting greatly from the Fan 

Page feature on Facebook are Entrepreneurial Bloggers (EB).  

1.1 Social Media + Entrepreneurship = Entrepreneurial Bloggers (EB)  

Entrepreneurship comes in many forms.  There is no cohesive definition of 

entrepreneurship or entrepreneur, found in the literature.  Studies in this area provide 

definitions based on the study at hand.  Gartner’s (1988) definition for entrepreneurship as 

being “the creation of organizations” (p. 47), best aligns with the current study.   

The methods for entering markets continue to evolve and social media has a large 

impact on this change in recent years.  Today, it is important for businesses to participate in 

some form of social interaction through social media in order to be successful.  This is so 

important that many businesses create entire departments specifically for social media 

marketing.  Social media’s low entrance barrier has made market entry more accessible, 

allowing individuals to participate in the market as self-employed entrepreneurs, as well as 

small business owners. A popular medium for individuals to achieve this is through creating 

and maintaining blogs.     

1.2 Blogger-Turned-Entrepreneur Phenomenon  

Bloggers are redefining what it means to be a business owner, thus creating their own 

niche in established markets.  Hashtags such as #bosschick, #bossbabe, and #girlboss are not 

just ways to organize photos on social media.  Today, these hashtags signify a true way of life 
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and means for making a living for millions of people.  By mastering the use of multiple social 

media platforms, Bloggers make a significant impact on their audiences’ tastes, style, and 

purchasing habits.  As a result, a shift has occurred in the market, specifically in fashion. What 

was once a business-driven market is now a consumer-driven one, so much so that corporations 

look to Bloggers to assist with their marketing efforts to their targeted consumers.  

Blogging "allows for collaboration all over the world..." (Mohtasseb & Ahmed, 2009, 

p. 295). “Bloggers have become powerful intermediaries who often have a better contact with 

end consumers than fashion firms” (Pihl & Sandstrom, 2013).  Fashion companies look to 

bloggers for influences on fashion trends.  Fashion businesses solicit bloggers to assist in 

growing their audience and in product development.  Companies, such as COACH™, are 

hiring influential Instagrammers to assist in promoting their products. The influence that 

Fashion Bloggers have on the current market is astonishing.  

Similar to entrepreneurship, blogging takes on many forms. Blogging is a burgeoning 

medium for individuals to achieve monetary gain. This is commonly seen in the independent 

fashion industry.  Bloggers' influence on fashion trends and consumer behavior is so strong they 

are entering into markets themselves by launching fashion start-up businesses. This 

phenomenon is coined blogger-turned-entrepreneur and is most commonly seen in recent years.  

Various influential bloggers have launched start-up companies through their blogs, which has 

become a progressively acceptable way to launch a business.    

1.3 Research Aim  

Entrepreneurship, as a field of study, is in its infancy.  There are few previous studies in 

entrepreneurship, as it relates to the use of social media. However, the basic concepts in the 

research reviewed for this study can be adapted to the topic of entrepreneurship through social 
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media.  For instance, Greve & Salaff’s (2003) study investigates the required social networks 

needed, when establishing a firm. This concept is needed in e-business as well.  

The blogging literature reveals that the more popular blog type is the personal blog.  

Most research on the topic of blogging has focused on political and news related blogs. 

Significantly less research has been done in the area of fashion blogs or on fashion bloggers, and 

the range of topics is broad.  Scholarly studies (Heffner 2012; Marwick 2013; Melton, 2013; 

Sedeke & Arora, 2013), academic papers (Thornley, 2014; Cassidy & Fitch, 2012), and articles 

(Allen, 2009; Zhang 2010; Stefanic, 2010; Rocamora, 2011; Luvaas, 2013) on fashion bloggers, 

fashion blogging, and/or fashion blogs are presented from the following perspectives: 

communication, public relations, authenticity, and marketing. Pihl and Sandström (2013) 

explore the methods that 18 top Swedish fashion bloggers use to earn money through what they 

call commercial blogging and the value they create.  Thornley (2014) explored the ways new 

designers can follow the lead of the fashion industry by participating in viral marketing.  

Thornley suggests independent designers request influential fashion bloggers to write sponsored 

blog posts about their designs in an effort to grow their brand and market their product lines.  

The research to date on fashion small business social media marketing strategies for 

entrepreneurs is also limited. Literature on the Blogger-turned-entrepreneur phenomenon, 

highlighting successful bloggers, has been mostly published in the trade literature except for 

eight articles found in the academic literature.   

This study focuses specifically on those Entrepreneurial Bloggers who own and operate 

fashion businesses. More specifically, the focus is on the strategy required to turn a blog into a 

business.  To achieve this, it is important to acquire knowledge regarding entrepreneurial 

strategies for individuals and businesses.  A strategy is a comprehensive plan “used to establish 

a customer base, compete with other organizations, conduct operations, develop and grow the 
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business, and achieve established objectives” (Danna & Porche, 2008, p. 573).  Identifying 

strategy requires a careful assessment of the vision and mission of the company (subconscious 

and conscious strategy) (Danna & Porche, 2008).  Conducting a study that combines fashion 

entrepreneurship and social media today provides both practical and academic applications.  

1.4 Research Approach  

This research studies two different perspectives on Fashion Blogging and  

Entrepreneurship to understand the Blogger-Turned-Entrepreneur Phenomenon.  The first part 

of the research focuses on the characteristics, motivations, and strategies of Fashion Bloggers.  

This function utilizes a survey.  The survey includes questions on the demographics, activities 

and factors that motivate Fashion Bloggers to participate in the Blogosphere and 

Entrepreneurship.   

The second part of this research focuses on two groups of Fashion Blogging  

Entrepreneurs.  The first group are Full-time Fashion Bloggers, such as Josie Fear (Fashion  

Mumblr) and the second group are Entrepreneurial Fashion Bloggers, such as K.T. Reed (KTR 

Style (Blog), KTR Collection (Business)).  Achieving this objective, requires in-depth 

interview questions to investigate their journey from fashion blogging to entrepreneurship.  

Examples of the Fashion Bloggers expected to be interviewed in this study are provided below.   

UK Full-time Fashion Blogger, Josie Fear (see Figure 1.1) started her blog in 2013.  In 

2017, Josie made the decision to quit her traditional job and become a Full-Time Fashion 

Blogger.  Josie has 175K followers on Instagram (@josieldn), 427.5K subscribers on YouTube, 

29.6K followers on Twitter, 9K Followers on Pinterest with 802.2K monthly viewers, and 6,914 

likes on her Fashion Mumblr Facebook page.    
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Figure 1.1: Josie Fear (Fashion Mumblr) Illustrating to Her Audience Ways They Can 

Make Their Work Clothing Stylish. (This Image Was Published 3/18/19 At The  
following link: http://www.fashionmumblr.com/2019/03/how-to-make-your-

workwearwardrobe-more-stylish.html ) 
 

US based Entrepreneurial Fashion Blogger, K. T. Reed started her blog, KTR Style in 

2011 and launched a fashion line, KTR Collection, in 2013 (see Figure 1.2).  She started out 

designing lingerie, but her passion for clothing led her to launch a clothing line featuring, 

swimwear, full skirts, and dresses.  Her collection is sold online at www.ktrcollection.com.  

Similar to Josie, K.T. quit her corporate job of eight years to pursue her passion full-time.  

Instagram appears to be K.T.’s mainly used social media platform, where she has a separate 
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page for posting her personal life moments combined with blog content (@officalKTR) with 

158K followers and a page for her business (@KTRcollection) with 20.7K followers.   

   
Figure 1.2: Entrepreneurial Fashion Blogger and Designer, K.T. Reed Wearing One of Her 

Designs from Her Clothing Brand, KTR Collection.  [The image was published and 
downloaded from www.ktrcollection.com in 2019. The photo was taken by Becca 

(@beccadoingthings_)]. 

The structure of this dissertation is as follows. Chapter Two is the Literature Review.  It 

reviews literature on the adoption of social media, social commerce, bloggers, and 

entrepreneurship.  Next, a synthesis of related studies to the research topics found in the 

scholarly literature.  Finally, the Literature Review concludes by presenting the research topic 

of the current study.  Chapter Three is Research Methodology.  It includes the research 

objectives that guided this study and presents the methodology used in this study.  Chapter 

Four is Fashion Bloggers and Their Blogs, which presents the results of the survey conducted 
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as part of this study.  Chapter Five is The Fashion Blogger’s Journey to Entrepreneurship.  

Included in this chapter are the results of interviews conducted as part of this study.  This 

dissertation concludes with Chapter Six, Conclusions and Future Research.   
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CHAPTER 2: LITERATURE REVIEW  

  Although the Blogosphere can be grouped under the larger area of Social Media, it has its 

own unique challenges, rules, and functions.  The Blogosphere, coupled with the world of Social  

Networking Systems serves as a platform for individuals to participate in online markets as 

Entrepreneurs.  This phenomenon is known as the Blogger-turned-Entrepreneur, and its 

participants are known as Entrepreneurial Bloggers (EB).  An EB's current business extends 

beyond their blog; however, their blog was used to develop the business(es) they operate (Pihl 

& Sandström, 2013).  Given the complexity of the Blogger-turned-Entrepreneur phenomenon, 

and the Entrepreneurial Blogger's unique position in Social Media, it is important to understand 

the evolution.   

   Because the blogosphere is comprised of bloggers, social media, and social commerce, 

a first step to understanding the blogger-turned-entrepreneur phenomenon is to study the 

literature on social media, social commerce, blogger behavior, and entrepreneurship.  

Therefore, this chapter is divided into three main sections: Social Media (including social 

commerce), Blogger Behavior, and Entrepreneurship.   

A number of the main topics (social media, social commerce, blogging) presented in this 

study are largely driven by practice rather than research.  Therefore, the amount of peer 

reviewed, academic literature available is scarce.  Consequently, this study reviews available 

literature that includes academic papers as well as peer reviewed journal articles, when 

applicable.   
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2.1 Section 1: Social Media  

2.1.1 Overview  

Social media refers to technologies “…that facilitate information sharing, conversations, 

and community building using Web-based services delivered over the Internet” (Conley, Lull,  

&Monsalve, 2010, p.70).  Saravanakumar and SuganthaLakshmi (2012) describe social media as 

being a platform where ordinary people are taking control of the world around them and finding 

creative new ways to bring their collective voices together to get what they want. Social media 

platforms provide a network to exchange ideas, interests, and breaking news (Principal’s Report, 

2010).  Huang and Benyoucef (2013, p. 246) shares Dennison et al.’s (2009) description of social 

media as an environment where “customers have access to social knowledge and experiences to 

support them in better understanding their online purchase purposes and in making more informed 

and accurate purchase decisions”.  Qualman (2013) affirms social media is living and breathing 

and touches all parts of a business, from customer service and sales to human resources and 

information technology.   

Businesses use social media as a marketing and advertising tool.  Many social media 

channels are equipped with statistical information that allows businesses to measure marketing 

efforts.  Growth in the popularity of weblogs is a direct consequence of the increase of 

consumers in digital markets (Kulmala et. al 2013; Kozinets, 2010).  Social media sites allow 

current and potential customers to view, comment, share, or like products.  Companies use this 

information to rate successes and influence new product lines.  According to Qualman (2013), it 

is important for companies to focus social media efforts as an overall business strategy rather 

than departmentalizing its use to marketing and sales.  Many companies today are taking heed to 

his assertion.   
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In order to implement a successful social media strategy, businesses, and entrepreneurs 

alike, must understand the methods in which social media is used.  For most companies, 

implementing a social media strategy means placing emphasis around Social Media Marketing 

(SMM).  Others use it to evaluate brand value and show themselves in a more personable 

manner, which would be the method used by most Entrepreneurial Bloggers.  SMM is a method 

for “promoting a website, brand or business by interacting with or attracting the interest of 

current or prospective customers through the channels of social media” (Saravanakumar & 

SuganthaLakshmi, 2012, p. 4451).  Kim and Ko (2012) further define SMM activities as two-

way communication that provides an opportunity to reduce misunderstanding and prejudice 

toward brands and to elevate brand value by creating a platform to exchange ideas and 

information among people online.  Companies participate in SMM activities through the use of 

blogs, microblogs, podcasts, wikis, videos, and pictures (Kim & Ko, 2012).  The integration of 

social media into a traditional marketing mix allows companies to communicate with 

consumers at a more affordable and faster rate than using traditional methods alone.  

Retailers recognize social media as a cost-efficient platform to communicate and 

interact with consumers.  In 2005, social commerce (S-commerce) was introduced to the public 

by Yahoo! (Wang & Zhang, 2012; Rebel, 2005).  In 2008, e-business practices began 

transitioning from e-commerce activities to S-commerce activities (Wang & Zhang, 2012).  An 

attraction to the use of social media and S-commerce practices is that they allow for real-time 

interaction with consumers.  This allows companies to respond to consumer needs and 

concerns faster than traditional methods used in the past.  Because of the popularity and 

growing acceptance of social commerce, many businesses have incorporated social aspects into 
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e-commerce sites by including social functions, such as like buttons and sharing on Facebook 

capabilities.    

By 2010, more retailers realized that customers spent a great amount of time on the 

internet and on social media sites including blogs.  As a result, retailers decided to take 

advantage of a new e-commerce feature available on Facebook’s social media website.  This 

new phenomenon is named Facebook commerce or F-commerce.   It is named F-commerce 

because of the increasing number of businesses choosing to sell on Facebook (Zimmerman, 

2012).  F-commerce allows retailers to sell items directly to customers without leaving 

Facebook.  Another appealing feature of Facebook and F-commerce to retailers is the ability to 

use the functions as a market-research tool.  Facebook offers retailers detailed information about 

customers in regard to age, sex, the number of friends a customer has and how active they are 

with using Facebook functions, such as sharing and liking other Facebook users’ posts 

(Mattioli, 2011).  

2.1.2 Previous Studies in Social Media  

The number of scholarly studies conducted on social media and small business is 

expanding as this technology grows (see Table 2.1). Most literature in this area offers a 

conceptual understanding of social media.  For instance, Kaplan and Haenlein (2010) provide 

a detailed understanding of social media by definition, and groupings of applications available 

through social media.  This is in an effort to increase the understanding of management use in 

integrating social media into marketing strategies. There are a vast number of social media 

platforms for consumers to use. The largest challenge for businesses is finding the right 

platforms to market products. They are faced with predicting which platforms their customers 

frequent and understanding how to reach them, since most consumers are on several platforms.   
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Hanna et al. (2011) provides an explanation of Schultz’s (2007) social media ecosystem 

(see Figure 2.1).  The ecosystem is considered a sphere of influence that centers on the 

consumer experience.  “These experiences arise when marketers are able to incorporate reach, 

intimacy, and engagement into the company’s overall integrated marketing communications 

strategy through the interconnectedness of online social media combined with traditional 

media” (Hanna, 2011, p. 4).  Others offer an explanation of the social media ecosystem by 

dividing the system by participant roles and media types.  Hanna et al. (2011) provides 

Corcoran’s (2009) and Li and Bernoff’s (2008) division of Schultz’s ecosystem.  Corcoran 

(2009) divides the ecosystem into three media types: owned media that is controlled by the 

marketer, paid media that is bought by the marketer, and earned media not controlled or bought 

by the marketer.  Li and Bernoff (2008) present five types of social behavior of active 

participants of the ecosystem: creators, critics, collectors, joiners, and spectators.   

  

Figure 2.1: Social Media Ecosystem Weave. (Hanna, 2011, p. 4)    

Kietzmann et al. (2011) provides a framework (see Figure 2.2) for firms to better 

understand social media and how to engage in social media activities.  The researchers created 
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a honeycomb framework to illustrate social media building blocks that will increase the 

executives’ knowledge of social media and the many forms available to firms.  This 

framework helps managers understand the science of social media, their target customer, and 

their customer’s engagement needs (Kietzmann et al., 2011).  Each block allows for 

examination of the user experience and the implication for firms.  There is no requirement for 

all blocks to be present in every type of social media nor are they mutually exclusive.  They 

are mechanisms to make sense of the complexity of social media and how to develop the 

levels of functionality. 

  

Figure 2.2: Functionality Honeycomb Framework. (Kietzmann et al, 2011, p. 243)  

Social Media Marketing (SMM) is a large part of business for fashion brands, especially 

those of the small business sector of the market.  It seems research in SMM is limited from a 

scholarly perspective.  However, Kim & Ko (2012) conducted an interesting qualitative study on 

the use of social media marketing to examine customer equity, brand equity, value equity, and 
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relationship equity for luxury fashion brands.  A structural equation model was produced as an 

outcome of the study that can be used by management in practice to properly control a firm’s 

assets and marketing activities.   

Malthouse et al. (2013) also present businesses with a framework, in an effort to 

conceptualize the impact of social media on today’s market.  They introduce the social customer 

relationship management (CRM) house (see figure 2.3).  In a traditional CRM framework, the 

company has the power and possesses the information about its customers, which is used to 

manage relationships.  With the incorporation of social media, the customer is in control.  The 

pitfalls of a social media CRM are discussed in an effort to provide a strong understanding by 

addressing the issues.  Another expansion study that conceptualizes social media for its use in 

businesses social media strategies is conducted by Mangold et al. (2009).  They expand upon the 

integrated marketing communication model by creating one that includes the use of social media.  

This model has practical use in that it provides details on using social media tools to 

communicate and interact directly with consumers.   
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Figure 2.3: The Social CRM House. (Malthouse et al., 2013, p. 272)    

By studying the social media platform Facebook, Rauniar et al. (2012) set out to adapt 

the Technology Adoption Model (TAM) first presented by Davis (1986) to individuals’ 

attitudes towards the use of social media, as well as their usage behavior.  Through the use of 

an online survey, they learned that expanding the TAM model to include additional key 

variables that consider user engagement on social media websites is important (Rauniar et al., 

2012). Their findings show that the adaptation of the TAM model can benefit companies with 

assessing their social media business strategies based on the social media behaviors of their 

customers.  

2.1.3 Electronic word-of-mouth (eWOM)  

  A large contribution to the success of small businesses, more specifically those owned 

by the Entrepreneurial Blogger, is through word-of-mouth marketing.  Word-of-mouth (WOM) 
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has long been a factor influencing shoppers’ intent to purchase.  With the introduction and 

widespread use of social media, electronic word-of-mouth is a new contributor to successful 

businesses and blog sites.  WOM and eWOM appears repeatedly in S-commerce literature. 

Consumer-to-consumer (C2C) information sharing, and social commerce (S-commerce) are 

important to the growth and success of digital markets.  Kulmala et. al (2013) shares Henning 

Thurau et. al’s (2004) definition of eWOM as a positive or negative statement made by a 

consumer (current, former, or potential) in regard to a company’s product, that is made 

available for a large number of consumers and other organizations to read via the internet.  

Social discussions through eWOM “can be used to convey the reputation of a product, brand, 

and other goods in the same product category” (Amblee & Bui, 2011, Abstract).  Information 

received via eWOM is used by many consumers in making purchases, most commonly as a 

result of reading product reviews.  A plethora of information on just about any product 

(concept or on the market) is available at a click of a mouse or a touch of a screen.    
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Table 2.1: Summary of Studies in Social Media 
Author Year Topic Social Media 

Emphasis 
Findings Methods 

Mangold &  
Faulds  

2009  Promotion mix  Social media as a 
hybrid of 
promotional mix  

Expansion of the integrated 
marketing communication 
paradigm so that management can 
overcome communication issues 
through the use of blogs, social 
media tools, and promotional tools 
to engage customers.  
  

Conceptual, Conceptual 
model  

Hanna et 
al.   

2011  Connection 
through social 
media  
  

Social Media 
Ecosystem  

Offers a systematic way to 
understand social media and 
conceptualize strategic integration 
of social media into a first 
marketing communication strategy.  
   

Conceptual, Conceptual 
model  

Kim & Ko  

  

2011  

  

SMM Activities  

  

Customer Equity   

  

A structural equation model was 
produced as an outcome of the 
study that can be used by 
management in practice to properly  
control a firm’s assets and 
marketing activities.   
  

Empirical, structural 
model  

  
Kietzmann 
et al.  

2011  Function of 
Social Media  

Functional 
building blocks of  
Social Media  

Developed a conceptual model that 
includes seven building blocks of 
social media: identity, 
conversations, sharing, presence, 
relationships, reputation, and 
groups. Also provide information 
on how management can  

Conceptual, Conceptual 
Model  
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Table 2.1: Summary of Studies in Social Media (Continued) 
Author Year Topic Social Media 

Emphasis 
Findings Methods 

     incorporate the concepts into their 
social media strategies.   

 

Rauniar et 
al.  

2012  Application of  
TAM  

Drivers of Social 
Media Usage 
behavior  

Evidence for the expansion of the 
Technology Acceptance Model for 
social media usage behavior is 
relevant in considering the user 
engagement on social media sites 
and other social-media-related 
business strategies.   
  

Empirical, Surveys  

Malthouse 
et al.  

2013  Social CRM   CRM Model  
Developed for the 
use of social media 
in businesses  

Recognition that CRM must evolve 
to include social media use. 
Understanding the pitfalls and 
challenges associated with CRM 
and social media better enables 
researcher and practitioners to 
address them.   

Conceptual, Conceptual 
model  
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2.1.4 Social Commerce (S-commerce)  

There is no concrete definition of social commerce. However, a few authors have defined 

it according to their research and their understanding of the phenomenon.  Curty and Zhang  

(2011) broadly define social commerce “as…activities mediated by social media”.  Liang, Ho, Li  

& Turban (2011) refer to social commerce as a new platform of delivery for electronic commerce 

(p. 69).  They suggest that the increased popularity of social media platforms such as Twitter and 

Facebook are the causes of this new creation.  Wang and Zhang (2012) offer the following 

generic definition for social commerce; “a form of commerce that is mediated by social media 

and is converging both online and offline environments” (p. 106).  They go on to say that “social 

commerce involves the use of social media that support social interactions and user contributions 

to assist in activities of buying and selling products and services online and offline” (p. 106).  

Liang, et al. (2011) define the major features of social commerce “as conducting various types of 

commercial activities on social media to take advantage of online social capital” (p. 69).  

Marsden (2013) defines social commerce as the fusion of social media with e-commerce.  His 

more comprehensive definition is “social commerce is a subset of e-commerce that uses social 

media, which supports social interaction and user contributions, to enhance the online purchase 

experience” (Marsden, 2013, p.6).  Other authors, (Kim, 2013; Pagani& Mirabello, 2011; 

Liang& Turban, 2011) present variations of the aforementioned definitions of social commerce.    

“In social commerce, people do commerce or intentionally explore commerce 

opportunities by participating and/or engaging in a collaborative online environment” (Curty & 

Zhang, 2011, abstract).   Social commerce allows companies to connect with customers.  There 

are many functions of S-commerce that work for different types of businesses.   Social commerce 

websites and Facebook commerce appear to work well for small businesses.  Small businesses 

rely on the personal relationships they build with their customers.  Social media platforms allow 
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entrepreneurs and small business owners to communicate with current, new, and potential 

customers.  With S-commerce, small businesses can conduct sales and use this platform to grow 

the annual revenue of their companies.  Many small businesses have benefited from the use of 

social commerce.   

Larger fashion retailers realize that social media has financial benefits as well.  Many 

fashion retailing sites have incorporated social media functions into their e-commerce sites.  For 

example, customers register on a retailing website by providing their Facebook login 

information.  This capability is known as Facebook Connect.  Facebook Connect will 

automatically populate the required information for registration by accessing the user profiles. 

By one click of a button, users allow the retailing website to access their Facebook activities. 

This, in turn, provides important marketing research information companies can use to better 

assist customers.   

Many Small and Medium Businesses (SMB) have launched storefronts on Facebook with 

great success.  Small businesses with less than $100,000 in revenue and fewer than 10 employees 

see the greatest results (Zimmerman, 2012).  Although SMB’s are having success using F-

commerce, they still experience the challenges that any business faces when using electronic 

commerce.  The question of security and privacy of personal information arises.  Some 

consumers do not feel safe using credit cards and purchasing directly from Facebook.  To 

overcome this challenge, some small businesses maintain a personal website for their business. 

Customers are more comfortable using a business website to submit their payments than making 

a payment directly on a social media website (Zimmerman, 2012).  Another, very important, 

challenge businesses face when using Facebook to sell goods and services is that the company 

does not own the storefront. Business owners are susceptible to any changes Facebook makes to 

their site.  A great built-in function of Facebook is that it allows small businesses to be social 
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with other small businesses.  Facebook allows its users to create fan pages, which, in turn, allows 

small business owners (entrepreneurs and bloggers) to create communities with other business 

owners by promoting each other's products and services on these fan pages.  As a result, 

followers of each fan page can see the shared products, hence generating additional business for 

the shop owners.   

Following F-commerce, new Social Commerce websites were created, such as Open Sky, 

Cartwheel, LIKEtoKNOW.it, and Style Owner.  These websites are another venue that may 

positively impact a SMB’s growth.  Similar to Facebook, social commerce websites provide a 

platform that allows small business owners, entrepreneurs, and individuals (those who do not 

have registered businesses) to create stores and sell products.  

2.1.5 Social Shopping and Social Shopping Communities  

  Activities that have sprouted from social commerce are social shopping and social 

shopping communities.  Stephen and Toubia (2010) define social shopping as “a form of 

Internet-based “social media” that allows people to participate actively in the marketing and 

selling of products and services in online marketplaces and communities” (p. 215).  Stephen and 

Toubia (2010) offer a distinction between social shopping and social commerce.   Social 

shopping connects customers, while social commerce connects sellers.  Olbrich and Holsing 

(2011) consider social shopping to be another new form of social commerce that results from the 

relationship between social networking and e-commerce.  

A social shopping community (SSC) is defined as “an online shopping service that 

connects consumers and lets them discover, share, recommend, rate, and purchase products 

(Olbrich and Holsing, 2011, p. 15).  The key features of SSC, according to Olbrich and Holsing 

(2011), are direct shopping (filters and search fields), social shopping (user-generated lists, 
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profiles, ratings of products and shops, styles, and tags), and transactional (click-out – go to another 

shop to make purchase).  Social shopping and social shopping communities generally refer to 

social commerce sites such as OpenSky, Shop My Style, and eBay.  

Social shopping and social shopping communities have a commonalty with the broader 

area of Fashion Blogging.  For instance, in fashion blog posts the blogger will list the retailers or 

designers from where their "Outfit of the Day" was purchased; often these lists include clickable 

links to e-commerce websites.  On the blog, the audience can comment, discuss, as well as click 

links to purchase the same or similar items as these presented in the blog post.  All topics 

presented up to this point of this chapter, provide an in depth understanding of the many 

elements that are considered when businesses (corporations and small medium businesses) and 

individuals (entrepreneurs, the self-employed, bloggers, etc.) participate in computer-mediated 

communication via social media marketing whether consciously or subconsciously.   

2.1.6 Previous Studies in S-commerce  

Providing a comprehensive understanding of a complex entity allows more companies to 

be successful in using social media.   Previous studies in social commerce range from design 

principles (Huang & Benyoucef, 2013) to business applications (Stephen & Toubia, 2010).  

Social commerce is a burgeoning technology that is drawing the attention of researchers.  The 

ease of use and low barrier of entry to using this new technology makes it attractive for 

businesses to implement in their marketing mix.  In an effort to assist practitioners in the learning 

curve, a number of studies offer conceptual models that outline the functions of social commerce.  

 Liang et al. (2011) and Zhou et al. (2013) each conducted a study providing models that 

organized the knowledge needed to use S-commerce successfully.  Liang et al. (2011) found that 

Social Support and website quality play an important role in the user’s intention of participating 
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in social commerce, as well as their continued use.  Liang et al. (2011) analyzed the relationship 

between the quality of the social site and the user’s intent to participate in S-commerce (see 

Table 2.2).  Curty and Zhang’s 2011) study involved the technological tools required to use 

social commerce and the evolution of those tools overtime.  As a result of their study, they found 

evidence of social commerce tools used in the 1990’s.  They cover the evolution of technological 

tools used in social over a time span of eleven years (199-2010).  Curty and Zhang’s (2011) 

research mapped the introduction of many milestones in social commerce.   A few were: referral 

and recommendation in 1999, mobile apps in 2002, tagging in 2005, video-based referrals and 

reviews in 2006.  Zhou et al.'s (2013) model included dimensions of strategic fit.    

Other studies generally explored user behavior within the marketplace or the 

development of the site itself.  Huang and Benyoucef’s (2013) study, for instance, used Amazon 

and Starbucks on Facebook as subjects.   As a result, they developed a conceptual S-commerce 

design model and tested it against Amazon.com and Starbucks for Facebook.  Their findings 

show that it is necessary for S-commerce sites to include a certain set of S-commerce design 

features.  

  Reviews in both video and written form are becoming more essential in the decision-

making process in regard to consumer purchases.  This is one form of C2C eWOM. Pagani and 

Mirabello's (2011) study of social television can be applied to the use of YouTube. They find 

that active interaction on these sites have the potential to increase S-commerce.  This is 

illustrated when individuals watch a product review video and, as a result, purchases the product 

online or in store.  A summary of additional studies on S-commerce is available in Table 2.2.  

The question of creating value appears in many aspects of social media and social 

commerce.  Stephen and Toubia (2010) conducted research on social commerce networks 
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economic implantation between sellers in a large online social commerce marketplace.  They 

conclude that allowing sellers to connect generates economic value and those whose accessibility 

is most enhanced by the network, reap the most benefit from the social commerce marketplace. 
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Table 2.2: Summary of Studies in Social Commerce (S-commerce) 
Author  Year  Topic  S-commerce 

Emphasis  
Findings  Methods  

Stephen  
&Toubia   

2010  Value of Use   Networks  Social network between sellers connecting their 
shops on social commerce marketplaces was 
found to have a positive effect on economic 
value. Sellers whose accessibility is most 
enhanced by the network benefited more than 
those who were not.  

Empirical, Online 
Observations  

Bui &  
Amblee  

2011  Social 
Influence  

Social  
Process  

  
Electronic Word of Mouth has an impact on S-
commerce. eWOM can be used to convey the 
reputation of brands and products.   

Empirical,  
Longitudinal Study  

Curty, R.G. 
& Zhang, P  

2011  Social  
Commerce  

Technical 
tools 
evolution 
and impact 
on aspects 
of social  
commerce  

The study finds that social commerce activities 
appeared as early as the late 90’s and that there 
are different approaches to incorporating social 
channels and social networks.   
  

  

Liang et al.  
  

2011 
    

Social Support  
& Relationship  
Quality  

User intent  Social Support and website quality play an 
important role in the user’s intention of 
participating in social commerce as well as 
their continued use.   
  

Empirical, Survey  

Liang & 
Turban  

2011  Research  Framework 
Development  

Developed a framework that organized relevant 
knowledge to be used to guide social commerce 
research and practice.   

Conceptual  
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Table 2.2:  Summary of Studies in Social Commerce (S-Commerce) (Continued) 
Author Year Topic S-commerce 

Emphasis 
Findings Methods 

Olbrich & 
Holsing  

2011  Design  Social  
Shopping  
Communities  
  

Developed a model to determine the dependent 
variable click-out to predict actual purchases. 
Found that social shopping features have an 
impact on purchasing behavior with tags 
yielding a positive impact on click-outs.   

Empirical  

Pagani and 
Mirabello  

2011  Engagement  TV websites   Gender and social features have an impact on 
social TV usage. Also, personal engagement 
and Social-interactive engagement have a 
positive effect on active use in social TV based 
on its influence for S-commerce opportunities.  

Empirical, 
Structural 
Modeling  

Huang &  
Benyoucef  

2013  Design  Platform design  
features  
  

Necessary for S-commerce sites to include a 
particular set of S-commerce design features.  

Empirical, 
Case Study   

Kim, D.  2013  Business   Group Buying  Value Proposition that firms should focus on. 
Provide guidelines and policy directions 
through the use of a new value proposition 
model.  
  

Conceptual,   
Economic 
Modeling  

Zhou et. al  2013  Research  Framework 
Development  

Developed a framework that is an integrated 
view of social commerce research. The 
framework is an expansion of Wang and 
Zhang’s 2012 model and includes the 
dimension of strategic fit.   

Conceptual,  
Conceptual  

Modeling  
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2.2 Section 2: The Blogosphere and Blogging Behavior 

2.2.1 Overview  

  The blogosphere has become one of the most important tools to be incorporated in SMM 

and online communication strategies.  As a result of taking notice of "the power of influential 

members" in social media (such as bloggers) and their effect on users and communities who 

share similar interests, companies not only create corporate blogs as a means to reach consumers, 

but also involve influential members in their public relations and marketing efforts (Uzunoğlu & 

Kip, 2014, p. 592).  By using similar technologies as influential members across social media 

platforms, companies interact in digital markets in the following ways: videos of upcoming 

product lines (i.e., Tory Burch), live stream fashion shows during fashion week (i.e., DVF), 

behind the scenes footage (i.e., design processes and photo shoots) in the form of blog posts on 

corporate blog sites.   

  Digital influencers (bloggers) are recognized as opinion leaders and influence the 

purchasing decisions of members within their online communities (Uzunoğlu & Kip, 2014).  

This is what makes them so powerful and targeted by companies who wish to use "the internet as 

a strategic communication tool" as well as for marketing and promotion (Uzunoğlu & Kip, 2014,  

p. 592).  Many bloggers also produce YouTube videos to share beauty tips, style tips, lookbooks, 

shopping hauls, tutorials, DIY projects, unboxing new products, provide product reviews and 

demonstrations.  However, bloggers are not to be confused with YouTubers.  A YouTuber is an 

individual who shares videos of their personal interests and provide Q&A for personal aspects of 

their lives via videos that are posted on YouTube.  Similar to bloggers, some YouTubers use 

video as a means to create vlog entries (video blogs).  Vlogs include content similar to a personal 

blog entry, which are similar to that of a journal or diary. While it is known that such personal 
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journaling video blogs or vlogs exist, this research focuses on the characteristics and behaviors 

of bloggers who author personal weblogs.    

  To develop a social media strategy for individuals who aspire to be Entrepreneurial 

Bloggers, it is important to review all of the parts that are involved in the blogger-turned-

entrepreneur phenomenon.  The available studies on fashion blogging evaluate bloggers’ impact 

on the fashion industry from a commercial perspective and how consumers build trust around the 

information provided on the blog because of bloggers’ ability to provide a blend of personal and 

commercial fashion knowledge.  Mention of studies taking place in practice rather than research 

are discussed, when applicable, but are not included in the summary tables.  

2.2.2 Blogosphere  

Computer-mediated communication, more specifically, blogging has taken on a world of 

its own.  “Weblogs or blogs are becoming one of the most popular media of communication and 

interaction among the masses” (Agarwal & Liu, 2008).   Blogging began in the late 1990's as 

weblogs.  The first weblogs were created by web designers and software engineers for the 

purpose of sharing links to other web pages with friends (Blood, 2002; Chen, 2011).  Today, we 

refer to weblogs as blogs, which is "the contraction of the words "web" and "log" (Rocamora, 

2011, p. 408).  Agarwal & Liu (2008) define blogs as a website displaying entries or posts in 

reverse chronological order.  

While blogs have been around since the 1990's, it is only since 2011 that the popularity 

and commonality of blog use and readership has grown to be known as one of the most common 

ways individuals contribute to the content on the internet (Mohtasseb & Ahmed, 2009).  As the 

popularity of creating and maintaining blogs continues to grow, so does the number of people 

who read them.  This, in turn, increases the blogger's influence on their readers.  In 2006, twelve 
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million Americans wrote blogs, and about five times that read blogs (Chen, 2011; Jung et al, 

2012; Lenhart & Fox, 2006).  By 2009, eight million American based blogs were maintained by  

American women (Chen, 2011).    

The ease of use and creating a blog has changed since its early days.  At one time, 

website owners had all the control over the blog site.  Now, the blogger is able to create web 

pages, add photos and videos to share their personal thoughts and feelings, as well as other 

content of their liking (Mohtasseb & Ahmed, 2009). On a blog, the reader and author can post 

comments on specific entries, as well as share each blog entry on other social media platforms.  

A blog post/entry can be a combination of text, images, and links to other blogs or web 

pages.  They are among the top mechanisms used to form social communities at present.  The 

space that encompasses all blog sites is referred to as the blogosphere.  Blogs differ by "content, 

publishing methodology, and type of readers" (Mohtasseb & Ahmed, 2009, p. 295).  Blogs are 

not exclusive to individuals. Most blogs are written by ordinary people (Independent/Personal 

blogs) and the motivations behind starting one are numerous.  Because of the noted influence 

blogs have on the consumer, businesses (Corporate blogs) also engage in blogging, as a method 

to reach their target consumer on a personal level.   

2.2.3 Types of Blogs  

  The blogosphere encompasses a wide range of blogs from personal to political to 

professional blogs.  Rocamora (2011) states that the blogosphere can be split into two main 

categories:  independent and corporate. The independent category includes a large range of 

genres (i.e., fashion) (Rocamora, 2011). The corporate category is owned and updated by a 

business or brand (Rocamora, 2011).  Fullwood, Melrose, Morris, and Floyd (2012) studied 

communication strategies in two genres of blogs: filter and diary.  The filter genre contains 
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post/articles about events outside of the live of the author of the blog (Fullwood et al., 2012), 

while the diary genre contains articles in which the author talks about his/her life (Fullwood et 

al., 2012).   

Within the two genres, filter and diary, presented by Fullwood et al. (2012), there are 

various blog subgenres.  Educational, news, and political blogs focus on a specific subject and 

target a specific audience.  They are considered to be a part of the filter genre of blogs because 

the posts do not focus on the life/lives of the author(s).  Personal blogs are a part of the diary 

genre, as they feature posts from the point of view of the blogger and include aspects of their 

personal lives or lifestyle.  Commonly mentioned blog categories/subgenres in the literature are 

personal, corporate, sponsored, educational, news, and political blogs.  The most popular blog 

types today are personal blogs.  While there is not a vast amount of literature available on this 

blog type, fashion blogs are a rapidly growing subgenre of personal blogs and an important part 

of the current study.  

2.2.3.1 Corporate Blogs  

  According to Lee, Hwang, & Lee (2006) corporate blogs are created by companies for 

customer service and promotional purposes.  "Corporate blogs are the voice of a fashion 

institution whether it be a magazine...a brand...or a store..." (Rocamora, 2011, p. 409).  Opposite 

of independent blogs, corporate blogs are often updated by numerous people ranging from a 

single department, to a group of individuals, to CEOs (Lee et al, 2006; Rocamora, 2011).   

Many companies (i.e., Kate Spade New York, Tory Burch, Fabric Mart, Levi's) include a 

blog as part of their social media marketing mix.  Corporate blogs generally feature the "behind 

the scenes" information including pictures and videos featuring new products or design processes 

or upcoming product lines. Corporate blogs are not limited to "behind the scenes" posts, they 
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also provide inspirational data as well as current events pertinent to the industry.  Lee et al (2006) 

suggests that there are various types of corporate blogs and categorizes them to include the 

following: employee, group, executive, promotional and newsletter.  Each type of blog is 

categorized based on the characteristics of the authors and content.   

2.2.3.2 Personal Blogs  
 
  In recent years, academic literature has focused its attention on personal blogs (i.e.  

Hollenbaugh, 2010; Jung, Song, Vorderer, 2012; Mohtasseb & Ahmed, 2009; Chen, 2012). 

Consequently, this is the most popular blog category within the blogosphere and is becoming 

increasingly popular as awareness of the blogosphere grows.  It was reported in 2004 that over 

70% of blogs are personal journals (Herring, Scheidt, Bonus, and Wright, 2005; Hollenbaugh,  

2010; Jung, Song, & Vorderer 2012).    

In a personal blog, also known as an online diary or personal journal, “the blogger 

expresses his/her feelings, shows creativity, and communicates with others faster than emails or 

any other media” (Mohtasseb & Ahmed, 2009, Introduction, para. 2).  Hollenbaugh (2010) 

provides Blood’s (2002) explanation of personal blogs as being “primarily about the author’s life 

and internal state” (p. 1657).  “People post personal stories and photos to share with family, 

friends, and strangers… that often involve private matters even though they are available for 

everyone to read” (Jung et al. 2012, p. 1626).  Hollenbaugh (2010) insists that personal blogs are 

often characterized by high amounts of self-disclosure.   

In most cases, blog content is published for the public to access, however, private blogs 

do exist.  Personal blogs contain the personal print and details of a blogger's life and experience 

There are various personal blog genres such as fashion, beauty, gossip, and sewing that focus on 

a specific subject and target audience.  Each blog post is written from the blogger's point of view 
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and includes their feelings, opinions thoughts, and everyday stories (Mohtasseb & Ahmed, 

2009).  People use personal blogs "for posting their own photos and messages and reading and 

viewing other's messages and photos" (Jung et al, 2012, p. 1627).  

2.2.3.3 Fashion Blogs  

   A fashion blog (also referred to as a personal style blog) is a type of personal blog in 

which individuals display new acquisitions, rediscover old clothing, show new ways of mixing 

items in their wardrobes and share photos of themselves posing in different outfits (Rocamora 

2011; Marwick, 2013).  Generally, the photos are taken in a variety of places including in their 

homes, outside of their homes (front porch or garden), in outdoor shopping malls, stores, and city 

sidewalks (Rocamora, 2011).  Taking their cues from the fashion industry, influential fashion 

bloggers engage with their audiences by mimicking the editorial, high quality photography and 

layouts found in fashion magazines.  

  According to fashion bloggers and their readers, fashion blogs differ from traditional 

fashion media (i.e., fashion magazines) in that they are more authentic, personal, and separate 

from the opinions/influences of the industry (Marwick, 2013).  Fashion blogs are written by the 

individual from their point of view and published faster than traditional fashion media. Because 

fashion blogs encourage communication between the publisher and the audience and have a 

faster publication rate, fashion blogs are frequented by the fashion industry.   

  Fashion Marketers read fashion blogs for several reasons, one being trend influences for 

upcoming product lines and another to gain information of how the latest trends are styled by 

consumers.  The influence of fashion bloggers over consumer behavior is apparent to the fashion 

industry.  Fashion companies collaborate with fashion bloggers to market their products to the 

blogger's audience, which, in turn, builds the companies’ brands, as well as increases the number 
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of new and potential customers.  In this case, fashion businesses encourage consumer-to-

consumer (C2C) electronic word-of-mouth (eWOM).  As a result of the collaborations, bloggers 

receive free products and in many cases are invited to industry events.   

Fashion blogs are not limited to only sharing pictures of daily outfits and personal stories.  

Many blogs include a range of information; for example, tutorials on application of makeup, 

style tips, trend styling tips, and sewing tips for the home sewer or aspiring designer.  Fashion 

blogs also include infographics, videos, and pictorials as part of information sharing within the 

blog entries.   Fashion blogs may also include other categories of which entries are organized 

such as beauty, travel, food, etcetera.  This type of blog has crossover tendencies into the lifestyle 

subgenre.  However, it is the blogger who classifies the blog as fashion or fashion and lifestyle.  

The pace at which the fashion blogosphere changes seems to heighten as the digital consumer 

market increases.  

2.2.4 Blogger Behavior  

A blogger is an individual(s) who authors a blog post (Agarwal & Liu, 2008).  According 

to Alam et al (2013) behavior is the "interaction between a person's underlying personality traits 

and situational variables"(p. 6).  Most studies in blogger behavior focus on motivation and intent 

to create and maintain blogs.  Lu & Hsiao’s (2007) studied the intent to keep blogging and found 

that both self-efficacy and personal outcome expectations directly affect the intention to share 

information on blogs.  Liao (2007) applied expectancy theory to construct a framework to find 

factors that motivate bloggers to create and maintain blogs.  High motivation equates to the 

highest level of intent.  The blogger with higher blog intent is willing to invest more time in 

upkeep and post more often.  Shen & Chiou (2009) adds asset specificity and community 

pressure play arbitrating roles in the relationship between community identification and attitude 

toward using blog services.  
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In the blogging behavior literature, the importance of value creation appears in those 

studies focused on fashion bloggers.  For example, Pihl & Sandström (2013) conclude that 

bloggers create value through the improved transaction efficiency.  Fashion Bloggers have high 

credibility and facilitate customer information and choice.  They also discuss the expertise the 

bloggers have in the fashion industry and how the fashion marketers look to fashion blogs for 

direction on growing their companies regarding trends and demands of the consumer.  Ways that 

bloggers make an income are also discussed in some studies (i.e., Ko, 2012).   

Credibility is key in growing and maintaining a following when blogging.  Colliander & 

Dahlen’s (2011) study suggests that para-social interaction (PSI) influences relationships 

between bloggers and readers thus increasing credibility.  Social Media Modeling and word-of-

mouth relationship has influenced publicity effectiveness of social media.  Kulmala et al (2013) 

took an online ethnographic approach to understanding the organic and amplified word of mouth.  

They conclude that amplified eWOM content resembles organic content through the way it is 

presented on blog sites.  However, the main differences are amplified eWOM relates to products 

given to the blogger for competitions and product reviews, where organic eWOM involve 

information that is personal to the blogger.   

Little is available in the studies that inform the reader of how individuals become 

influential fashion bloggers.  However, information is readily available regarding why 

individuals follow blogs.  For instance, Ko (2012) reveals that A-list bloggers continued 

popularity is due to their quotations and diffusion of information.  These items promote the 

bloggers’ reputations and builds social capital, which provides opportunities for them to convert 

popularity into profit source.  A summary of additional studies collected on S-commerce is 

available in Table 2.2.  
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2.2.4.1 Motivations for Blogging  
 

 There are many reasons individuals or small groups of people blog.  Based on the 

participants of their study, Nardi, Schiano, Gumbrecht, and Swartz (2004) list documentation of 

one’s life and personal interests, expression of deeply felt emotions, articulation of ideas and 

creating community forums, as a few motivations for individuals to generate and maintain blogs.  

Numerous studies conducted by psychologists, anthropologists, and behavioral scientist have 

concluded that “humans like engaging in complex social relationships and yearn to be a part of 

social groups” (Agarwal & Liu, 2008, p. 18).  The attraction to blogging and reading blogs is the 

connection made between those with similar interests and views, which in turn builds a 

community.  The scope of the community has low geographic barriers, as blogs are housed on 

the internet, allowing people from around the globe to connect (Agarwal & Lin, 2008).  Blogs 

are also a good source for finding and exchanging information, especially those written by expert 

bloggers or industry leaders.  

Nardi et.al, (2004) assert that bloggers are motivated to blog by both intrinsic and 

extrinsic motivations (see Table 2.3).  An intrinsic motivation involves engaging in an activity 

for the enjoyment and satisfaction of performing the activity.  Conversely, extrinsic motivations 

involve engaging in an activity because of external outcomes and rewards (Ekdale, Namkoong, 

Fung, & Perlmutter, 2010).  Therefore, an individual can engage in activities that he/she does not 

enjoy solely for the external reward or outcome that is achieved once the activity is complete. 

Ekdale et al (2010) studied American political bloggers’ motivation to blog by surveying their 

initial and current motivations for blogging.  They also studied their online and offline behaviors.   

The study found that extrinsic motivations substantially increased over time for these bloggers. 

The study also revealed “a significant association between extrinsic motivations and blogger 

online and offline political participation” (Ekdale et al, 2010, p. 217).  
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Some bloggers are motivated to blog as a means of earning an income.  There are many 

ways that bloggers can commercialize their blogs.  Academic research on this motivation is 

scarce, except for Pihl and Sandström (2013), who studied the emergence of commercial fashion 

blogging in Sweden.  For the most part, scholarly literature (i.e., Nardi et.al, 2004; Lu & Hsiao, 

2007; Liao, 2011) focuses on several factors including emotional or social motivations, but the 

relationships between the studies are not consistent.  Blogger and author, Darren Rowse has 

provided three editions of his book, ProBlogger: Secrets for blogging your way to a six-figure 

income, which assists bloggers in getting started and aids in the decision to transition to blogging 

to earn an income via sponsored blog posts and freelancing opportunities.  In contrast, Ko (2012) 

makes mention of the possibility of bloggers earning money from blogging through Google 

AdSense.  Ko (2012) found that blog popularity may convert into a profit source.   

Jung et al's (2012) study on bloggers' motivation to blog through examination of the 

effects authoring a personal blog has on loneliness, belonging, and subjective well-being is one 

worth mentioning in detail.  Prior to their study, there was little research on computer-mediated 

communication that explored the motivations and consequences of reading and writing personal 

blogs.  The study focuses specifically on why one would blog personal content.  They mention 

the effect using personal blogs can potentially have on "real life".  If motivated by social support, 

specifically maintaining a personal blog, Jung et al (2012) perceived this to have some influence 

on an individual's feelings of belonging and subjective well-being in a positive way.  They also 

attempt to make the connection between online social support and the feeling of well-being in 

real life, suggesting that behavior on social media, such as blogs, can impact aspects of the 

blogger's real life.   

Two items stemming from Jung et al's (2012) unique study are worth discussing: (1) 

impression management and (2) voyeuristic surveillance.  Impression management is defined as 
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"people's desire to make good impressions to others" (Jung et al, 2012, p 1627).  Self-impression 

requires active engagement in self-presentation and self-monitoring (Jung et al, 2012).  Because 

of the ability for users to easily create and modify the messages about themselves, online self-

presentation is more controllable than offline (Jung et al, 2012), which provides a greater 

freedom to present any identity the blogger desires.   Through self-monitoring, the user is able to 

learn about themselves, by reading comments left by visitors, as well as modify their content 

based on the responses of the readers of the blog (Jung et al, 2012).  Therefore, a blogger 

authoring a personal blog has control over public perception of them and can project themselves 

in a positive light purely through the messages and photos shared on the blog.   

According to Jung et al (2012), self-impression management works in both reading and 

posting activities.  A key element to self-impression management is validation from others.  

Bloggers seek validation through personal blogs, as they are updated periodically as a method of 

constructing a desired identity (Jung et al, 2012).  The comments left on the blog are a form of 

validation by other people.   

Voyeuristic surveillance refers to secretly looking into someone's life (Jung et al, 2012).  

In the blogosphere, this is thought to occur when readers stop by blogs without the blogger's 

knowledge, as they have not left a comment indicating they were there.  Thus, they are peeking 

into the blogger's life since personal messages, photos, and videos depicting aspects of the 

blogger's life are shown on personal blogs. Jung et al (2012) define voyeuristic surveillance as 

"individual tendency to pay attention to other people with the pleasure of peeking into their lives 

secretly without being guilty of violating other people's privacy".    

A number of bloggers are motivated to blog as a method for archiving and organizing 

their thoughts and life events.  Others are motivated by a need to gain influence in the 

blogosphere, economic gain, or to connect with others who share similar interests (networking or 
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community building).  Bloggers who are motivated to blog for archiving and organizing 

purposes are shown to disclose a high amount of intimate information in their blogs 

(Hollenbaugh, 2010, p. 1663).  The literature labels this type of blogger, who generally authors 

personal blogs, as disclosive, or having a need for self-disclosure as a personality characteristic 

and use blogs to express one’s voice.  Hollenbaugh (2010) found women more often to be the 

author of disclosive blogs than men.  Similarly, Chen’s (2011) study specifically observes 

women’s motivation to write a personal blog, focusing on their desire to satisfy their need for 

self-disclosure and affiliation.  Chen’s (2011) study involved need theory and revealed that 

women with a strong need to self-disclose information about themselves say they blog to express 

their own voice as opposed to blogging to connect with others and gain influence in the 

blogosphere (Chen, 2011, p. 171).  Alternatively, Chen found that women who blogged to build 

relationships with others and gain influence in the blogosphere were motivated by the time spent 

blogging as opposed to having a voice (Chen, 2011, p. 171). 

Other, less psychological, motivations for blogging include helping/informing, sharing 

skills and creativity, social connection, and a fun pass time.  However, many researchers believe 

bloggers who consistently create and maintain a blog must have distinct personality traits or 

characteristics (see Table 2.3), which can be a motivation for individuals using blogs as well.  
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Table 2.3: Summary of Studies in Blogger Behavior 
Author Year Topic Blogging Emphasis Findings Methods 

Nardi et al.  
  
  
  

2004  Bloggers’ 
motivations  

Value of online 
journals  

Wide range of motivations for blogging. 
Medium used for everything from 
spontaneous emotion release to support of 
group collaboration and community.   

Empirical, In 
depth  
interviews  
  

  
Lu & Hsiao  

2007  Behavioral 
Motivations  

Intent to keep 
blogging  

Both self-efficacy and personal outcome 
expectations directly affected the 
intention to share information on 
weblogs. However, personal outcome 
expectation had higher impact on 
behavioral motivations. Social 
persuasion has an indirect impact on the 
intention of sharing information.  
  

Empirical, 
Survey  

Rickman & 
Cosenza  

2007  Multichannel 
marketing  

Street fashion trend 
forecasting  

For fashion weblog forecasting to work 
rich accumulation of fashion 
communication and structured blogs are 
needed. Classification of industry webtext 
and venue are needed.   

Empirical, 
Text mining  

Agarwal & 
Liu  

2008  Research  Research Design  Developed a model identifying influential 
bloggers in a community  

Empirical, 
structural 
modeling  
  

Guadagno 
et al.  

2008  Personality 
Trait  

Likelihood to blog 
based on the big-five 
personality traits 

Personality factors impact the likelihood 
of being a blogger and have implications 
for understanding who blogs.  
  

Empirical,  
Survey  
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Table 2.3 Summary of Studies in Blogger Behavior (Continued) 
Author Year Topic Blogging 

Emphasis 
Findings Methods 

Lu & 
Hsiao   

2008  Bloggers’ 
motivations  

Effect of Gender 
on Blogging 
Motivations  

Women’s intention to blog is inspired by self-
esteem. While men’s intentions are driven by 
personal expectation of the outcome of using 
weblogs.   

  

Empirical,  
Structural  
Modeling  

Shen & 
Chiou  

2009  Attitude and 
Intention  

Continued use  Asset specificity and community pressure play 
arbitrating roles in the relationship between 
community identification and attitude toward 
using blog services.  

  

Empirical,  
Structural  
Modeling  

Ekdale et 
al.  

2010  Blogging 
motivations  

American 
political bloggers  

Motivations increased over time occurring 
mostly in extrinsic motivations.   

Association between extrinsic online and offline 
political participation  

Empirical, 
Survey  

Akritidis 
et al.   

2011  Blogger’s 
Behavior  

Influential and  
Productive 
Bloggers  

Developed a model to identify temporal patterns 
in blogging behavior and revealed some latent 
facts about blogging activity.   

  

Empirical, 
structural 
modeling  

Gil de  
Zúñiga  

2011  Blogger  
Motivation  

  

Psychology of 
everyday citizen 
bloggers  
  

Constructed a model that predicts whether 
bloggers behave like professional journalists. 
Bloggers who see their work as a form of 
journalism are more inclined to inform and 
influence readers, write about public affairs, 
and behave as a more traditional journalist.  

  

Empirical,  
Survey and  
Structural  
Modeling  

Liao  2011  Blogging 
Motivations  

Motivational 
factors for 
creating and  

High motivational factors equate to highest level 
of intent. Bloggers with higher blogging intent 

are willing to invest  

Empirical, 
survey  
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Table 2.3 Summary of Studies in Blogger Behavior (Continued) 
Author Year Topic Blogging 

Emphasis 
Findings Methods 

   maintaining a 
blog 

  

Colliander 
& Dahlen  

2011  Brand 
publicity  

Credibility   Para-social Interaction (PSI) influence 
relationship between blogger and reader this 
increases credibility. Social Media Modeling 
and word-of-mouth relationship has influence 
publicity effectiveness of social media.   
  

Empirical, survey 
and content 
analysis  

Ko  2012  Popularity of 
A-list 
bloggers  

Continued 
popularity and 
its benefits  

Why large audiences visit popular blogger 
sites – their quotations and diffusion of 
information promote their reputations and 
builds social capital which provides 
opportunities to convert popularity into profit 
source.   
  

Empirical, text 
analysis and social 
network analysis  
  

Kulmala et 
al.  

2013  eWOM  Fashion 
bloggers  
C2C eWOM  

Defined amplified eWOM content as 
resembling organic content through the way 
it is presented on blog sites.  
Amplified eWOM = product from brands, 
designers, and retailers, and competitions. 
Organic = personal style, brands, designer, 
retailers, tips and advice, and purchases.  
  

Empirical, 
observational data  

Pihl   2013  Value in  
Fashion  
Blogging  

Brand 
community  

Style centered community created between 
blogger and readers. Bloggers and followers 
engage in activity based on style.   

Empirical, content 
analysis  

Pihl &  
Sandström   

2013  Value 
Creation  

Methods used 
by bloggers to 
make an income  

Bloggers create value through the  
improved transaction efficiency.  Fashion 
Bloggers have high credibility and facilitate 
customer information and choice.   

Empirical, context 
analysis  
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2.2.5 Blogger Engagement  

  Blogger engagement refers to the interaction of bloggers with their audiences across 

social media platforms.  Much of this engagement includes posts about other brands coupled 

with the blog author's opinion of the product (Thornley, 2014).  Frequently images showing the 

setting in which the product can be used are included in the blog posts. The audience can engage 

with the blogger through comments, likes, dislikes, tags, and posts sharing.  Each interaction 

provides a form of feedback to the blogger.  Bloggers can further engage with their audience by 

responding to comments as well as tagging individuals in social media posts.  This process aids 

in legitimizing the authority of the blogger (Stefanic, 2010).  Thus, painting them as opinion 

leaders and online influencers.   

  Scholarly literature concerning blogger engagement centers around the relationship 

between bloggers and companies.  The retail industry recognizes the power of influential social 

media users on the purchasing decisions of today's consumer.  Therefore, they participate in viral 

marketing as a strategy to increase the influence of their brands in online communities.  Viral 

marketing is the act of using influential social network users to drive attention to a given site by 

sharing URL/links on blogs, microblogs (i.e., Twitter), and other social media platforms  

(Nguyen, Phung, Adams, & Venkatesh, 2011).  

  Uzunoğlu and Kip (2014) conducted a study that "elaborates on the role of bloggers in 

brand communication" (abstract).  Using two-flow theory as a guide, Uzunoğlu and Kip (2014) 

illustrate how brands can engage with bloggers as a strategy to increase their brand awareness 

within online communities (Uzunoğlu& Kip, 2014).  Katz and Lazarsfeld's (1955) two-flow 

theory explains that "certain people recognized as opinion leaders interpret media information 

they receive and then pass it to others, thus increasing its influence" (Uzunoğlu& Kip, 2014, p. 
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592).  Consequently, mass messages from companies do not always reach the public directly 

(Uzunoğlu & Kip, 2014). As a result, bloggers are the "middleman" or mediators between 

companies and consumers as the blogger shares their personal experiences with brands and their 

products.  “Digital influencers can mediate messages and affect communities in the digital 

environment, where messages can be disseminated rapidly and easily with a potentially viral 

effect".  Uzunoğlu and Kip (2014) interviewed 17 brand and digital agency representatives as 

part of their study.  A significant outcome of the study is the brand communication model (see 

Figure 2.4), which illustrates how companies can engage with bloggers to enhance their brand 

awareness with online communities.   

 

Figure 2.4: "Brand communication through digital influencers model". (Uzunoğlu & Kip, 
2014, p. 599).  

2.2.6 Blogger Personality Traits and Characteristics  

Simply put, "personality characterizes the uniqueness of a person" (Alam et al, 2013, p  

6).  Alam et al (2013) define personality as "the coherent patterning of affect, behavior, cognition 

and desire over time and space which is used to characterize individuals"(p. 6).  Personality Traits 
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are used in blogger behavior studies as a means of understanding who blogs.  Within the blogger 

behavior literature available, the focus ranges regarding personality traits, which is illustrated in 

Table 2.3.   

The available literature (Hollenbaugh, 2010; Mohtasseb & Ahmed, 2009; Jung et al, 

2012) provides information for creating or building a blogger profile that includes sex, age, and 

motivation to blog.  Few studies (Guadagno, Okdie, & Eno, 2007; Ekdale et al, 2010; Nguyen, 

Phung, Adams, & Venkatesh, 2011) focus specifically on personality traits of bloggers.  The 

remaining studies (Özguven & Mucan, 2013; Alam, Stepanov, & Riccardi, 2013) review a 

relationship between personality traits and social media use.  In studying this relationship, 

several authors (Guadagno, et al, 2007; Mohtasseb & Ahmed, 2009; Nguyen, 2011; Alam et al, 

2013) make mention of the Big-5 personality traits.  However, only two of the studies (Guadagno 

et al, 2007; Nguyen et al, 2011) use the Big-5 personality traits model specifically for identifying 

blogger personality traits.  The Big-5 personality traits "describe the human personality as a 

vector of five values corresponding to bipolar traits" and are defined as follows: Openness 

(artistic, curious, imaginative), Conscientiousness (efficient, organized), Extraversion (energetic, 

active, assertive), Agreeableness (compassionate, cooperative), and Neuroticism (anxious, tense, 

self-pitying) (Alam et al, 2013, p.6).  

  Guadagno et al. (2007) analyzed participants through surveys to find the relationship 

between the likelihood to blog and the Big-5 personality traits associated with diverse internet 

uses.  It was found that neuroticism was the highest personality trait associated with blogging. 

They concluded that personality factors impact the likelihood of becoming a blogger and have 

implications for understanding who blogs.  Nguyen, et al (2011) perceive personality as having 

to do with the users themselves and might also be inferred from social-linkage when identifying 

influential users on social networks (p. 566). 
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2.2.7 Types of Bloggers  

2.2.7.1 Influential Bloggers  
 

The high level of influence of individuals on social networking sites has caught the 

attention of many researchers (Zhang, 2010; Melton, 2010; Nguyen et al, 2011; Luvaas, 2013; 

Thornley, 2014) as of late.  According to Nguyen et al (2011), social networks place a substantial 

amount of attention on a person's social-linkage, which Nguyen et al (2011) define as the number 

of online followers and/or friends an individual possesses.  Bloggers with hundreds of thousands 

of followers across social platforms are labeled as influential (Thornley, 2014).  The influential 

blogger interacts with its audience via daily posts on the blog combined with their social 

platforms.  The influential blogger is a trendsetter, opinion leader, and an authority on the subject 

specific to their blog. Often these individuals are idolized by the public, giving them a small level 

of celebrity, which impacts their following and, in the long run, the purchasing decisions of their 

followers.  Other influential bloggers are respected for their honest opinion and willingness to 

share vital information regarding products and brands.    

Individuals seeking inspiration, information, and/or entertainment visit blogs (generally 

those of influential bloggers as they are seen most on the internet and other publications and 

media) that highlight product in real settings and inspire styling, as well as provide commentary 

about fit, comfort, quality, etc. That assists in the decision-making process when making 

purchases.  Therefore, the importance of incorporating influential bloggers in public relations and 

marketing strategies for brands has increased dramatically over the last seven years.    

  Industries are no longer relying solely on the use of traditional media tools such as 

fashion magazines and celebrities to reach targeted consumers (Thornley, 2014).  Instead, 

industries, more specifically the fashion industry, are building relationships with those bloggers 



  

48  
  

that consumers regard as influential bloggers to include in their marketing mix (Thornley, 2014).  

For instance, fashion retailers collaborate with bloggers, having them market their brands or 

products by requesting product reviews.  In exchange for the product review, the blogger may 

receive free product from the company.  Benefits to these collaborations between bloggers and 

the fashion industry are shared by all involved. The blogger increases their following, influence, 

and authority, while the company increases their brand awareness and success (Thornley, 2014,  

p. 9).  All previously mentioned benefits are possible, even though the blogger has no affiliation 

with the company itself.  

2.2.7.2 Fashion Blogger  

  According to many scholarly studies (Marwick, 2013; Rocamora, 2011; Hollenbaugh, 

2010; Heffner, 2012), most fashion bloggers/authors of personal blogs are women.  The fashion 

blogosphere consists of everyday women sharing their style and parts of their daily lives.  They 

are seen as voices of authority and have more influence over consumers than 

corporations/fashion brands (Rocamora, 2011; Marwick, 2013).  In the fashion blogosphere, 

bloggers can interact directly with readers, gain influence from fashion the industry, as well as 

other fashion bloggers.  Rocamora (2011) states that fashion bloggers have "become key players 

in the field of fashion" (abstract).  

  As a result of their study, Sedeke and Arora (2013) found that fashion bloggers spend a 

large amount of "time reading other blogs, seeking obscure websites, and writing posts..." 

(Fashion blogs, p. 1).  Fashion bloggers do not represent any specific social group and in fact 

fashion bloggers range from high school students to emerging journalists and writers, 

photographers, and film makers (Sedeke and Arora, 2013).  They conclude that most bloggers do 
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not work in the fashion industry in any form and the West dominates the fashion blogosphere 

(Sedeke and Arora, 2013).  

  Fashion bloggers influence public opinions of fashion and new fashion trends (Zhang, 

2010) through their close interaction with their audiences, who are the consumers for these 

fashion brands. Fashion bloggers are able to provide commentary as well as share any new 

fashion trend at a much faster rate than the fashion brands could if using traditional fashion 

media, which is the primary reason Fashion bloggers are courted by the fashion industry.  This 

courtship is based on the influence bloggers have on the contemporary consumer.  For instance, 

Kate Spade New York invited fashion editors and bloggers to a themed pop-up hotel; named 

Camp Kate Spade (Neel, 2014).  As a result, the brand received 8.3 million impressions across 

its social networks (Neel, 2014).  Therefore, proving the influence Bloggers can have on the 

contemporary consumer.   

  Although it is common practice for the industry to court fashion bloggers, at times the 

reverse occurs.  Bloggers are free to reach out to brands, designers, and/or companies for 

collaborations as well.  Fashion blogger Megan Elliot: editor and creator of Lush to Blush, Life 

& Style by Megan Elliot, states that she often reaches out to designers to review their products 

on her blog during an interview with researcher Paige Thornley in 2014 (Thornley, 2014).  She 

goes on to say that making sure it is the right fit for her audience is key in doing collaborations 

and specifically when working with designers it is important for their styles to match each other's 

so both parties’ audiences benefit from the collaboration (Thornley, 2014, Appendix A).   

2.2.7.2.1 Classification of Bloggers (Pihl and Sandström’s)  

  As a result of their study, Pihl and Sandström (2013) organized Swedish bloggers into 

four categories.  The first category is the entrepreneurial blogger (EB)whose current business 
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extends beyond their blog; however, their blog was used to develop the registered businesses 

they operate.  This group of bloggers includes blog posts that contain information about their 

everyday lives and their entrepreneurial endeavors (Pihl & Sandström, 2013).  The second 

category, amateur bloggers (AB) generate large audiences, but do not own businesses.  ABs 

collaborate with blog services companies and earn an income from the companies through their 

collaborating efforts (Pihl & Sandström, 2013).  The third category of bloggers includes the 

fashion expert (FE).  This group is associated with traditional publishing companies such as 

magazines, newspapers, and broadcasting television channels (Pihl & Sandström, 2013).  A more 

professional and journalistic approach is taken in their blog posts.  The final category of bloggers 

includes the celebrity bloggers (CB), which differ from ABs and EBs, as their commercial 

involvement did not stem from their blogs.  Instead, they entered the blogosphere after already 

reaching celebrity status.  They report on the happenings of their careers and include personal 

stories.   

2.2.8 Related Studies in Fashion Blogging  

An increasing scholarly interest in research studies of the fashion blogosphere is apparent 

in the literature.  While there is not a vast amount of information available, it is obvious that the 

interest is growing and in years to come the available body of knowledge will grow considerably.   

As the practical interest in the fashion segment of the blogosphere grows, so will the desire to 

better understand it through academic investigation.  

  Three studies found in the literature are worth discussing.  Two of the three conclude that 

authenticity is an invaluable quality that separates fashion blogging from traditional fashion 

media and builds trust which is essential to the success of a blog (Marwick, 2013; Sedeke & 

Arora, 2013).  The final study (Thornley, 2014) contends that new fashion designers can benefit 

from a public relation standpoint by building relationships with fashion bloggers (see table 2.4).  
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 Marwick (2013) used an ethnographic interviewing approach to collecting data to examine how 

fashion bloggers use authenticity as a key factor to distinguish good blogs from bad.  She 

interviewed 30 female fashion bloggers in person from four US cities: Nashville, 

Raleigh/Durham, Washington DC, and Boston (Marwick, 2013).  Taking the ethnographic 

approach to collecting data, Marwick (2013), attended blogger events including meetups and 

clothing swaps in the Boston area taking note of the dynamic of blogger to blogger in this 

setting.  Marwick (2013) asserts that authenticity describes the effective interactions between 

bloggers and their audience.  Fashion bloggers view authenticity as well as profitable 

opportunities as being constant in the fashion blogosphere.  Fashion bloggers build communities 

with other fashion bloggers using authenticity as a key determinant.  Therefore, authenticity is 

not only for the benefit of the audience it aids in creating credibility for the fashion blogging 

community as a whole (see Table 2.3).  

  Sedeke and Arora (2013) took a holistic approach to understanding what constitutes an 

effective blog.  Observing not only the blog and its content, but also blogger's use of other social 

media platforms gives further insight into the overall work bloggers must do to become effective 

and maintain.  This research sets out to be do the same.  Sedeke and Arora (2013) define an 

effective blog as “simply a blog ranked in the top fashion index and with a significant following 

by engaging a vast audience" (p. Methodology, para 1).  Sedeke and Arora (2014) felt it 

important to examine the author of the blogs by looking at their professional and educational 

backgrounds and other demographics like age, gender, residence, as well as their motivation for 

blogging.  They observed the top fashion blogs for writing style, graphic layout, categorizing as 

well as the level of interaction and engagement with the audience via comments, discussion, 

content sharing (on the blog and social networking sites) (Sedeke & Arora, 2013).  A limitation 

to this study and others before it is that it does not illustrate “how" top bloggers create effective 
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blogs including trust and authenticity by observing visual, textual, and layout strategies of blogs. 

Perhaps it cannot be measured, or further study needs to occur.   

  Similar to the way bloggers work with established brands, they can feature new 

designer's work on their blogs to catapult their fashion careers.  A study conducted by Thornley 

(2014) as a senior project for a bachelor’s degree in public relations is the closest study to date to 

the motivation for conducting the current research study.  Thornley (2014) discussed how new 

designers trying to "make it" can benefit from building relationships with fashion bloggers.  To 

collect data for the study, Thornley, interviewed public relations professional as well as 

influential fashion designers via email and in person when possible.  Declaring that fashion 

designers can benefit from affective relationships with fashion bloggers, Thornley's sample 

agrees that there is a benefit to new designers as well as established brands to interact with 

influential fashion bloggers.  Adding another element to Thornley's study, the strategy for the 

current study is to enlighten the new designer on the possibilities of blogging and self-branding 

through blogging to aid in "making it" in the fashion world.   
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Table 2.4: Summary of Studies in Fashion Blogging 

Author Year Topic Emphasis Findings Methods 

Heffner  2012  Complexities of Ethos  Independent 
Fashion Bloggers  

Bloggers’ use of ethos is important to 
their work even though it is complex 
and contradictory.  

Empirical  

Marwick  2013  
  

Fashion Blogs  Authenticity   Fashion bloggers develop blogs 
creating successful online personas 
while adhering to the requirements of 
authenticity and participation.  

Empirical  

Metlton 2013 Fashion Blogs Female 
Engagement with 
Blogs  

Product messages had a significant 
effect when developing brand 
similarity, blog similarity, and blog  
engagement intention. 

Empirical, 
created blogs 
for focus groups  

Sedeke & 
Arora  

2013  
  
  

Fashion Blogs  Influential Blogs  Trust and authenticity are essential to 
the success of a blog. There are no 
studies that outline how top-ranking 
fashion blogs create a culture of 
trustworthiness on their blog.  

Empirical  

Thornley  2014  Public Relations  Fashion 
Bloggers and 
New Fashion 
Designers 

Supportive relationships and enhanced 
public relations strategies can assist in 
the success of new designers in the 
fashion industry. 

Empirical, 
Interviews via 
email and in 
person  
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2.3 Section 3: Entrepreneurship  

2.3.1 Overview  

  The third major segment of this study is entrepreneurship.   An understanding of 

entrepreneurship, as best it is defined in the literature, is significant to understanding the 

environment in which influential fashion bloggers, interact.  Exploring the entrepreneur's 

personality traits and characteristics can aid in predicting the success of aspiring entrepreneurial  

bloggers.     

2.3.2 Entrepreneurship  

  "Entrepreneurship is important because it leads to increased economic efficiencies, brings 

innovation to market, creates new jobs, and sustains employment levels" (Shane & 

Venkataraman, 2000; cited in Zhao et al, 2005, p. 1265).  There is no clear definition of 

entrepreneurship in the literature.  Gartner (1988) offers the following definition for 

entrepreneurship as being “the creation of organizations” (p. 47).  Most lump entrepreneurial 

enterprises under the category of Small and Medium Business (SMB).  Others divide this 

segment of business into categories such as: self-employment, the entrepreneurship, and small 

business development (Scales, 2014).  This is apparent across most business and economics 

literature.  There seems to be a necessity to create subgroups for entrepreneurs and micro 

entrepreneurs. According to Scales (2014), “mom and pop” shop owners are not considered 

entrepreneurs; they are small business developers.  As a scholarly field of study, 

entrepreneurship is still young.  There is difficulty in locating a theoretical base for this particular 

field of study.   

 

 



  

55  
  

2.3.3 Entrepreneur  

The lack of a consistent definition of entrepreneurship extends to the entrepreneur 

himself.  Scholars have attempted to provide a general definition of entrepreneur since the 1960’s 

with no luck. Dees (1998) shares the French definition of entrepreneur as “the venturesome 

individuals who stimulated economic progress by finding new and better ways of doing things” 

(para. 2).  Entrepreneurs focus on building emerging businesses, as opposed to broadening and 

protecting existing businesses (Sood, 2012; Baghai & Coley, 2000).  Moreover, they are on the 

watch for arising opportunities to capitalize on market transitions and business model shifts 

before others in the marketplace (Sood, 2012).  

A common topic in the Small Medium Businesses and Entrepreneur literature is the need 

to distinguish between entrepreneurship and SMBs, as well as a distinction between the different 

types of entrepreneurs in the market.  Here, it is necessary to make clear the targeted participants 

for the study, as described by the classification of entrepreneurship in which they participate.  

After an initial scan of the literature, it is believed that fashion entrepreneurial bloggers of 

interest should be categorized under the self-employed independent consultants and micro 

entrepreneur because often the businesses are generated by one or two individuals.  

2.3.4 Entrepreneurial Personality Traits and Characteristics  

  The entrepreneurial spirit is one that is generally painted in a positive light.   

Entrepreneurs are viewed as an important part of our society and economy (Brandstätter, 2011; 

Moloi & Nkhahle-Rapita, 2014; Miller, 2015).  Entrepreneurs are often characterized as 

embodying many of the desirable characteristics of humans: energetic, self-confident, high 

achieving, and independent (Miller, 2015).  “Entrepreneurs are said to be individuals who accept 

risks and who are innovative in terms of their business management skills” (Moloi & Nkhahle-
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Rapita, 2014).  The entrepreneurial literature on the subject matter of personality traits and 

characteristics provides distinct personality traits for the entrepreneur and are, for the most part, 

consistent across the literature.  Those traits include risk taking, creativity, ambition, 

achievement, motivation, self-confidence, tolerance for ambiguity, positive attitude, opportunity 

orientation, business commitment and personal efficacy (Brandstätter, 2011; Moloi & Nkhahle-

Rapita, 2014; Miller, 2015).   

  Studies about entrepreneur/entrepreneurial personality traits range greatly.  There were 

eleven articles found during the search.  The focus of the articles varies accordingly: from the 

use of Big Five personality traits (Brandstätter, 2011; Gosling et al, 2013; Stock et al,  

2016) to the determinants for entrepreneurial intent (Zhao et al, 2005; de Pillis & Reardon, 2007.  

Luca et al, 2011; Altinay et al, 2012) to simply exploring personality traits of entrepreneurs 

(Moloi, 2014; Miller, 2015) and comparing entrepreneur traits to the success of SME (Sidik, 

2012).   

Miller (2015) suggests more studies should place focus on the negative aspects of the 

entrepreneur as well.  He exerts sometimes the positive attributes of the entrepreneur may 

devolve naturally into negative personality characteristics (Miller, 2015).  Table 2.5 shows 

Miller's (2015) ideas of the downsides to positive characteristics of an entrepreneurial 

personality.  
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Table 2.5: The Janus Face of an Entrepreneurial Personality (Miller, 2015, p. 3). 

 

Previous studies on entrepreneurial personality do not directly align with the focus of the 

current study; blogger-turned-entrepreneur.  The purpose for exploring personality traits and 

characteristics of the entrepreneur was to discover if there are any overlaps between the 

characteristics of entrepreneurs and bloggers.  There is one commonality found in the 

entrepreneurial personality traits and characteristics literature and that of the blogger: the use of 

the Big Five or Five Factor model.  

2.3.5 The New Startup Business Model  

“The potential to launch a “startup-in-a-box” integration of social and mobile technology 

is a reality and is essential” (Sood, 2012).  Sood (2012) offers Luczkiws’ (2005) definition of 

company categories of new businesses in the 21st century to include “self-employed independent 

consultants, small business owners (mom and pop operations) and entrepreneurs” (p. 1).  Most 

small (startup) businesses have limited resources and capital available.  However, the presence of 

social media in today’s market is so great, that if small (startup) businesses do not adopt social 

media and e-commerce their chances for success are slim (Sood 2012).  A connection can be 

made here regarding the new blogger-turned-entrepreneur phenomenon in that this disruption 

allows the use of social media as a necessary method to enter in the marketplace. In his study on 

the convergence of e-commerce and social media, Sood (2012) provides an in-depth exploration 

that illustrates the importance of implementing a combination of social media tools to aid in the 
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success of Startups.  He concludes that the only way to maintain within a changing business 

model and get in front of the curve is by educating oneself to sustain an advantage in the market. 

2.3.6 Entrepreneurial Opportunities for Fashion Bloggers  

  Bloggers build their own brands.  Many bloggers elevate their blog sites from simply 

blogs to online businesses.  The blogger, as well as the blog, is the brand and therefore bloggers 

can charge appearance and hosting fees for events such as store openings, shopping events, and 

dinners.  Fashion Bloggers "are brand stars whose voices are subjective to what they do or do not 

like at the moment" which is often dependent on the brands that will pay them the most (Strugatz 

& Yi, 2014, p. 6).    

The fees for blogger appearances continued to increase.  Prior to 2014, bloggers charged 

$5,000.  During 2014, bloggers doubled their fees to $10,000 (Strugatz & Yi, 2014).  In 2015, 

depending on the number of followers they had, bloggers fees ranged between $5,000 and 

$100,000 (Brydges & Sjöholm, 2018).  For a single Instagram post, well-known bloggers can 

earn between $5,000 and $15,000 (Brydges & Sjöholm, 2018, p. 125).  For those bloggers that 

have 6 million followers or more, fees could range between $20,000 and $100,000 (Brydges & 

Sjöholm, 2018, p. 125).  Clickable advertisements, via Google Adsense, in the sidebar or body of 

the blog was another method that bloggers used to earn money, when the advertisement was 

clicked by readers.  

  The use of blogs grants ordinary individuals, access to the fashion industry that many, 

including fashion graduates, may not have an opportunity to experience.  In this instance two 

Swedish fashion bloggers are worth mentioning, Isabella Löwengrip and Kenza Zoutinen.   



  

59  
  

Having no previous ties to the fashion industry, each blogger was able to enter the professional 

fashion system by launching full clothing brands or collaborating with established brands to 

create (designing) a collection of clothing (Laurell, 2017).   

The level of influence ranges for fashion bloggers.  At one end of the spectrum there are 

fashion bloggers with a handful of followers and on the other, there are bloggers like Chiara 

Ferragni who has 16.4 million Instagram followers.  And are a part of several entrepreneurial 

ventures including starting her own shoe line and made $9 million in revenue in 2015 (Brydges 

& Sjöholm, 2018, p. 123).  Bloggers at Chiara’s status are considered influential.   

Influential fashion bloggers are considered the elite in the fashion industry because they 

have access to a multitude of potential readers/consumers (Stefanic, 2010).  Influential bloggers 

have opportunities to earn an income by promoting luxury and fashion brands.  Influential 

Bloggers "generate income from affiliate sales, brand collaborations, and their own collections" 

(Strugatz & Yi, 2014, p. 1).  Comparable to the experiences of celebrities (models, reality TV 

personalities, professional athletes, and actors), influential bloggers are offered features in 

popular magazines such as Elle, Redbook, Cosmopolitan; and making special appearances at 

fashion events. Special features in fashion magazines (i.e., Redbook and Elle) emphasize their 

choices of clothing for particular settings such as "How to wear denim on date night".  In the 

center of the fashion blogosphere are bloggers that have a moderate number of followers, who 

transition their blogs into a full-time occupation by sharing fashion, their style, and their day-

today, relatable lives (Brydges & Sjöholm, 2018).  Similar to the Brydges and Sjöholm’s (2018) 

study (see Table 2.6), this group of bloggers is more aligned with the interests of this study, in 

that the study seeks those fashion bloggers who transitioned their fashion blog into a business.   
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2.3.6.1 Related Studies in Fashion Blogging Entrepreneurship  
 

Four peer-reviewed, scholarly articles (Duffy & Hund, 2015; Padoni, 2015; Laurell,  

2017; Brydges & Sjoholm, 2018) were found in fashion blogging entrepreneurship.    

The following topics were found in the articles: autonomous microcosm, blogging as a subfield 

(Padoni, 2015); entrepreneurial femininity, evolving the blog into a business by monetizing 

corporeality, personal tastes and aspects of their lives (Duffy & Hund, 2015; Brydges & 

Sjoholm, 2018); and blogging allows some fashion bloggers to become designers (Laurell, 2017) 

(see Table 2.6 for a summary of Fashion Blogging Entrepreneurship Literature).  The 

methodology used in the available literature varies:  two articles participate in empirical research 

conducted through case studies of one or more fashion blogs, bloggers, and or blogger-driven 

brands (Brydges & Sjöholm, 2018; Laurell, 2017) and the other two included in-depth interviews 

(Padoni, 2015; Duffy & Hund, 2015) However, Duffy & Hund (2015) are the only researchers 

that include both observations/case study analysis and interviews.   

The current study seeks to explore the pivotal moment where fashion bloggers turn their 

blogs into a business, separate from the blog, as well as the blog itself.  The evolution of the blog 

is an important part of this research, as well as the ability to transition to an entrepreneur with the 

help of social media.  In relation to the current study, two articles are worth mentioning as each 

article separately researched the areas of interest of the current study, Laurell (2017) and Brydges 

& Sjöholm (2018).  Laurell (2017) conducted a study on fashion bloggers becoming fashion 

designers and how this rise of social media challenges the traditional borders of the mainstream 

fashion system (Laurell, 2017, p. 315).  Within his study, he found that after blogging for about 

2-4 years two Swedish bloggers were able to enter the fashion system by starting a clothing line, 

thus creating an independent fashion brand (Isabella Löwengrip) or collaborating on a collection 

(Kenza Zouiten) with an established brand.  Laurell (2017) mentions blending personal practices 
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and professional regarding the bloggers as they repeatedly blogged about their experiences and 

processes of creating their fashion collections.  In fact, Laurell (2017) collected 341 blog posts 

for both bloggers over a span of 36 months.  Brydges & Sjöholm (2018) also mentions blurred 

lines between personal time and balance and how the personal life of the blogger becomes 

increasingly public overtime as the blog transitions from just reporting on OOTD (outfit-of-the-

day) posts to more of a lifestyle blog and business. Brydges & Sjöholm (2018) studied the 

evolution of one fashion blogger and her blog change from a hobby to a business over the 

duration of nine years.  They highlight the change in professionalism for both the blogger and the 

blog and refer to this type of work, done by fashion bloggers, as aesthetic labor.   

While the overall topics of interest are similar to the current study, there are some 

differences.  Brydges & Sjöholm (2018) is closely related to the current study, however, they did 

not examine that moment when the blogger decided to turn the blog into a business.  They 

simply looked at the evolution of the blog over nine years, noting the changes in the blogger and 

the blog. Whereas this study is interested in providing a more comprehensive map of the pathway 

to becoming a personal style blogger, as wells as, an entrepreneur, which is essentially 

combining the interests of Brydges & Sjöholm (2018) and Laurell (2017) studies.  The current 

study and Laurell (2017) differ in that his focus was on the effects that fashion bloggers are 

having on the traditional borders of the fashion industry in that the fashion bloggers were 

combining sets of professional roles as they were participating in designing, retailing, branding, 

producing, and marketing.  These roles are very similar to those of independent fashion designers 

and entrepreneurs, as they are involved in most of these steps because they are a smaller firm.  

While his sample is of interests to this study, the methodology and overall goals differ greatly.   
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Table 2.6: Summary of Studies in Fashion Blogging Entrepreneurship 
Author Year Topic Emphasis Findings Methods 

Duffy & 
Hund   

2015  Self-branding 
and enterprising 
femininity   

Entrepreneurial 
Femininity within 
the Fashion 
Blogosphere  

The ideal of "having it all" is depicted through 
three interrelated tropes: 1. The Destiny of 
Passionate Work; 2. The Glam Life; and 3.  
Carefully Curated Social Sharing. 
Entrepreneurial Femininity in this form 
(socially mediated) obscures the labor, 
discipline and capital required to be a Fashion 
Blogger by essentially painting these women 
as feminine subjectivities, emotional laborers 
and primarily consumers.   

Qualitative Analysis of 38 
blogs and 760 Instagram 
images (random selection 
of 20 Instagram photos 
from each blogger). Asian 
American and  
Caucasian ages 18 – 35. 
In-depth Interviews with 
eight full-time 
fashion/beauty bloggers.  

Pedroni  2015  Fashion 
Blogging as a 
subfield of the  
field of Fashion  
Media  

Career, Forms of  
Capital, and  
Strategies  

Steps to becoming a Career  
Blogger, Fashion Blogging is a Subfield. 
Found the cultural, economic and social 
resources and strategies used to move around 
and grow within the field. It is necessary to 
look at the blogosphere as an autonomous 
microcosm, as blogs operate according to 
specific laws within the blogosphere.  

Empirical, 36 in-depth 
interviews with Italian 
Fashion Bloggers (ranging 
from A-list to unknown), 4 
with fashion journalists 
and website editors.  

Laurell  2017  Bloggers 
becoming 
Designers  

Roles in Fashion  
Professions  
Undergoing  
Change   

Found that the borders of the professional 
fashion system are shrinking by allowing 
actors outside of the system to approach 
through the use of social media. And 
highlights the challenges established actors 
within the fashion system endure as a result.   

Empirical, Analysis of two 
fashion blogger-driven 
fashion brands. Collected 
material on 341 blog posts 
over a period of 36 months 
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Table 2.6. Summary of Studies in Fashion Blogging Entrepreneurship (Continued) 

  

Author Year Topic Emphasis Findings Methods 
Brydges & 
Sjöholm  

2018  Personal Style 
Bloggers  

How to become a  
Personal Style  
Blogger  

Growth in the level of professionalization of the 
blog overtime as it transitioned into a business 
parallels the commoditization of the corporeality, 
style, and private life over time. Ways that online 
aesthetic labor can be conceptualized for women's 
online entrepreneurship from the perspective of its 
performances, spatialities and socialites.    

Empirical, In-depth 
Case study.   
Analysis of one 
American personal 
style fashion blog 
over its nine-year 
evolution from a 
hobby to full-time 
employment in the 
fashion industry.   
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2.3.7 Synthesis and Conclusion  

Synthesis of previous studies (across the disciplines discussed in this paper) yields some 

observations.  Most studies discuss, to some degree, individuals’ intent to use, motivations, 

emotional phases experienced, social connections, community building, and security (sharing 

information and the willingness to adopt new technology).  In the social commerce literature, a 

commonality observed was the authors’ emphasis on the necessity of using social medial for 

business to grow the company.  Word-of-mouth is a constant through the disciplines, albeit 

eWOM or traditional WOM is seen to be one of the key factors to the successful use of social 

media albeit for both business and personal reasons.  

In the literature reviewed in this paper, quite a few researchers developed conceptual 

models and then tested them empirically to confirm their hypotheses.  Ethnographic 

methodologies were used in numerous studies in the blogger behavior literature.  Overall, 

empirical studies seem to be the most common across the literature reviewed in this paper.  

While this chapter focuses on the works found in peer-reviewed journals, there are times where 

trade publications, books, and academic papers were used to enhance the illustration of the focus 

of the current study.   See Table 2.7 for a list of non-peer-reviewed materials.  

An integrative model that illustrates the relationship between all aspects of social media 

(blogging, social commerce, eWOM, SMM) required in establishing a startup is missing from 

the literature.  A connection between commercial blogging and social commerce is missing in the 

literature as well. Evidence of a study around this topic was not found during the data collection 

phase of this integrative literature review.  This is believed to be because this area of study is so 

new that all the connections of the interworking of social media have not yet been made in 

research.  The connections are becoming more apparent in practice, according to the popular 

literature available to date. The amount of scholarly research in this area is sparse.  
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There is little literature available that is specific to fashion small business 

entrepreneurship and social media strategies with the exception of blog entries from 

startupfashion.com and Lon Safko’s book The Social Media Bible.  These sources were not part 

of the materials collected for this paper but are worth mentioning. Startupfashion.com is a blog 

of articles generated by a group of individuals that work to grow fashion businesses.  These 

articles give real world advice, but they are one sided as they are the opinion of one company. 

The reliability should be a concern for users.  Safko’s book is a more reliable source.  However, 

one would assume that by the third edition, it would be more streamlined and not focus primarily 

on defining social media. But instead, it would focus on implementing the strategies.  

Previous studies in blogger behavior focus on the same theme of motivation and intent.  

However, it is rare for the studies to relate or build on one another.  The most common limitation 

of the studies reviewed is the size of the sample. Hundreds of participants studied; there are 

millions who use social media platforms.  Another limitation is geographic selection.  Many of 

the participants were in European or Asian countries, which can make it difficult to generalize 

for other countries.   

Reviews in both video and written form are becoming more essential in the decision-

making process when making purchases.  This is one form of C2C eWOM. Pagani and 

Mirabello's (2011) study of social television can be applied to the use of YouTube.  They find 

that active interaction on these sites have the potential to increase S-commerce.  This is 

illustrated when individuals watch a product review video, and in turn, purchase the product 

online or in store.  A summary of additional studies collected on S-commerce is available in 

Table 2.2.  

Ekdale et al (2010) states current studies are limited in that the focus of their research is 

blog content and blog readers. They believe the focus of the studies should extend beyond the 



  

66  
  

content and readers to the blogger themselves (Ekdale et al, 2010, abstract).   While there is not a 

vast amount of literature available that explores the transition of the fashion blogger to an 

entrepreneur, the information found in the studies reviewed in this chapter can still inform the 

current study.  As a result, new knowledge will be created specifically for the characteristics, 

motivations, and strategies used within the fashion blogger-turned-entrepreneur phenomenon.  

What is most interesting to this study is how SNS have impacted purchasing decisions, as 

well as the manner in which business is conducted today.  Influential SNS users', more 

specifically bloggers’, power on the purchasing decisions of multitudes of people is astonishing 

and seems to be here to stay.  Taking notice of this shift in the way individuals perceive 

information from traditional fashion media as unauthentic, fashion brands depend on fashion 

bloggers (real/ordinary people) to assist in introducing new brands and product lines to aid in 

their success as a company.    

Independent designers can benefit from authoring blogs. This platform allows designers 

to share collections and express any design challenges experienced during creation of the 

designs.  As a result, they inspire readers, connect on a personal level with their audience, and 

build trust with potential consumers.  As learned in the literature, trust, authenticity, and 

credibility are the keys to online success for entrepreneurs.  The current study focuses on the 

individual bloggers who have become self-employed or business owners by creating their own 

fashion product line as a result of blogging.  Other studies like this have yet to be found in the 

scholarly literature.  

Various studies state that blog popularity may convert into a profit source. However, the 

amount of information available in academic literature is limited in providing information on 

what constitutes a popular blog or how to become a popular blogger. There are many 

publications (i.e., entrepreneur.com & smb.gov) in the popular literature that provide tips on 
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getting the most out of your social media usage. On the other hand, these articles are lacking in 

that they do not provide a comprehensive guide to successful blogging or entrepreneurial 

blogging.   What, then, are the determining factors for blogger participation in entrepreneurship?  

Answering this question has both practical and academic implications.  

In conclusion, it is vital to understand all aspects of the social media markets in which the 

Entrepreneurial Blogger operates.  Blogger's business model. In order to better understand the 

fashion blogger-turned entrepreneur phenomenon, a mix method approach to gather data is 

suggested.  Observation of full-time and entrepreneurial fashion blogger's social media profiles 

and their blogs inform the quantitative and qualitative segments of the study, which include a 

survey and in-depth interviews.  A study mapping the pathways to success for an entrepreneurial 

blogger is not yet explored. Because many factors influence that pivotal moment, where a 

blogger makes the decision to become self-employed or a micro entrepreneur, tracing the path to 

only one factor such as type of blog post or number of postings may be perilous. In order to fully 

understand the process, an empirical research design is needed.  
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Table 2.7: Literature Used in Chapter Two found in Trade Publications (organized by year published) 
Author Title Year 

Published 
Type of Publication 

Katz, E. & Lazarsfeld, 
P.F.  

Personal influence: The part Played by People in 
the Flow of Mass Communication  

1955  Book  

Dees, G.   The Meaning of Social Entrepreneurship  1998  Article  

Baghai, M. et al.  The Alchemy of Growth  2000  Book  

Blood, R.   Practical Advice on Creating and Maintaining Your 
Blog  

2002  Book  

Lenhart  Bloggers: A portrait of the internet’s new 
storytellers  

2006  Article  

Allen, Claire  Style Surfing Changing Parameters of Fashion 
Communication – Where have they gone?  

2009  Conference Proceedings  

Mohtasseb, H. & Ahmed,  
A.   

Mining Online Diaries for Blogger Identification.  2009  Conference Proceeding – The 
World of Engineering  

Hepburn, S.C.  Levi’s New “Friend Store” Social Shopping Site  2010  Article, Digital Buzz Blog  

Kozinets, R.   Netnography: Doing Ethnographic Research Online  2010  Book  

Akritidis et al.   Identifying the Productive and Influential Bloggers 
in a Community  

2011  Article  
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Table 2.7: Literature Used in Chapter Two found in Trade Publications (organized by year published) (Continued) 
Author Title Year 

Published 
Type of Publication 

Curty, R.G. & Zhang, P  Social Commerce: Looking back and forward  2011  Article  

Mattioli, D  Retailers Embrace Social Commerce  2011  Article, Wall Street Journal  

Nguyen, T., et al.   Towards Discovery of Influence and personality 
Traits Through Social Link Prediction  

2011  AAAI Conference Proceedings  

Heffner, M.C.   Dressing Their Best: Independent Fashion Bloggers 
and the Complexities of Ethos  

2012  Master Thesis  

Saravanakumar, M. & 
SuganthaLakshmi, T.   

Social Media Marketing  2012  Article  

Zimmerman, E.   Small Retailers Open up Storefronts on Facebook 
Pages  

2012  Article, New York Times  

Alam, F., et al.    Personality Traits Recognition on Social Network - 
Facebook  

2013  AAAI Conference Proceedings  

Malthouse, E., et al.  Managing Customer Relationships in the Social 
Media Era: Introducing, the Social CRM House  

2013  Article  

Marsden, P.   Social Commerce: Monetizing Social Media.   2013  Book  
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Table 2.7: Literature Used in Chapter Two found in Trade Publications (organized by year published) (Continued) 
Author  Title  Year 

Published  
Type of Publication  

Marwick, A. E.  “They’re Really Profound  
Women, They’re Entrepreneurs”: 
Conceptions of Authenticity in Fashion 
Blogging.   

2013  AAAI Conference Proceedings  

Melton, R.   Exploring the impacts of fashion blog type 
and message type on female consumer 
response towards the brand  

2013  Doctoral Dissertation  

Qualman, E.   Socialnomics: How Social Media 
Transforms the Way We Live and Do 
Business  

2013  Book  

Moloi, K.   The Impact of Fashion  
Entrepreneurs’ Traits on the Success of 
Fashion Businesses in the Gauteng Province 
in South Africa  

2014  Article  

Neel, J.   Mary Beech, Kate Spade New York.  2014  Article, WWD  

Strugatz, R. and Yi, D.  The seven-figure club: Top bloggers' 
incomes approach new heights  

2014  Article, WWD  

Thornley, P.   Examining the Role of Bloggers in the 
Fashion Industry: A Public  
Relations Strategy for New  
Designers  

2014  Bachelor Academic Paper  
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 CHAPTER 3: METHODOLOGY 

Several studies regarding blogging were discussed in Chapter 2. Pihl & Sandström’s 

2013 study coined the terms Entrepreneurial and Amateur Blogger. While they define 

Entrepreneurial Bloggers (EBs) as owning businesses developed from but extending beyond 

their blog, we argue that EBs should include those who register their blogs as businesses and 

develop content as a full-time occupation.  Though it could be argued that Pihl & Sandström 

(2013) describe this group as Amateur Bloggers (ABs), the difference between their definition 

and the current study is they state that ABs do not own businesses.  The current study recognizes 

that fashion bloggers often register their blogs as businesses, therefore making them 

entrepreneurial. 

 Most of the studies, discussed in Chapter 2, describe blogging from a blogger behavior 

and blogger characteristics perspective.  Few studies look specifically at Fashion Blogging. 

Those studies related to Fashion Blogging vary in focus, ranging from consistency and 

authenticity in fashion blogging to public relations about how new Fashion Designers can use 

Fashion Bloggers to bring awareness to their fashion labels.  What is missing in the literature are 

studies focused on the Blogger-Turned-Entrepreneur phenomenon.    

The purpose of this dissertation is to look at the characteristics, motivations, and 

strategies used within the Fashion Blogger-Turned-Entrepreneur phenomenon.  More 

specifically, this study examines the transition from Fashion Blogging to Entrepreneurship by 

studying two types of Entrepreneurial Fashion Bloggers.  The first is the Full-time Fashion 

Blogger (FFB) and the second is the Retail Fashion Blogger (RFB).  In this dissertation, FFB is 

defined as a self-employed individual who earns an income by developing fashion and/or 

lifestyle related content, for brands, that is published on their blogsite and their blog profiles on 
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social media platforms.  The RFB is defined as an individual who authors a fashion blog and 

owns a business separate from the blog that includes a branded product(s) or a service(s); 

however, their blog was used to develop the business they operate (an adaptation of Pihl & 

Sandström’s, 2013 definition). 

The emphasis of the research is on the activities leading up to the pivotal moment when 

the Fashion Blogger transitions to a full-time entrepreneur and thereafter.  The blogosphere is 

rapidly growing, and many Fashion Bloggers have a significant impact on the current state of 

fashion consumption, so much so, that the FTC (Free Trade Commission) has issued regulations 

on how Fashion Bloggers share their information.  Thus, studying a segment of the blogosphere 

with this much influence, on such a large industry, has many benefits.  This chapter discusses the 

research methodology and framework of this study.  Section 3.1 explains the research objectives 

and section 3.2 focuses on the research methodology.    

3.1 Research Aim and Objectives  

The following research aim, and objectives define the goals of the research.   

Research Aim:  

The purpose of this research is to investigate the Fashion Blogger-Turned-Entrepreneur 

phenomenon and the characteristics, motivations, strategies, and daily functions of the Fashion 

Blogger, Full-time Fashion Blogger, and the Entrepreneurial Fashion Blogger that influences 

their desire/ability to be Entrepreneurs.  

Research Objective 1:   

The first objective of this study is to compare the characteristics of Fashion Bloggers (in 

terms of demographics, motivations for fashion blogging, blogging efforts, and social media 
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behaviors) and their blogs for those Fashion Bloggers who engage in entrepreneurship versus 

those who do not engage in entrepreneurship.   

Research Objective 2:   

The second objective of this research is to discover how Influential and Retail Fashion 

bloggers evolve the blog into a business and sustain the blog and business.  

3.2 Research Methodology  

The research methodology takes both a quantitative and qualitative approach.  In section  

3.2.1, the methodology for Research Objective 1 is discussed and in section 3.2.2 the 

methodology for Research Objective 2 is discussed.  

3.2.1 Research Methodology for Objective 1   

To aid in addressing the first research objective, a survey was employed to explore the 

factors and activities associated with the Fashion Blogger-Turned-Entrepreneur phenomenon. 

Based on the literature reviewed in Chapter Two, most personal blog authors are women 

(Marwick, 2013; Rocamora, 2011; Hollenbaugh, 2010; Heffner, 2012). The literature also 

heavily covers the characteristics of personal blog authors, their behaviors and why they blog.  

There is also a study (Sedeke & Arora, 2014) covering the connection between Fashion 

Blogger’s demographics to the effectiveness of the blog.  Using the literature as a guide, 

demographic, personal characteristics, behaviors, and motivational information were included in 

the survey for Fashion Bloggers.   

There is some published research available on Fashion Blogging with a wide range of 

subjects and little peer reviewed literature that include entrepreneurship.  Therefore, a 

comprehensive study on Fashion Blogging and Entrepreneurship can be a significant addition to 

the body of knowledge.  In order, to fully appreciate the Fashion Blogger-Turned-Entrepreneur 
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phenomenon, we must first examine the Fashion Blogger and their blogs to know what 

characteristics, if any, allow this group to participate in entrepreneurial ventures.  

Therefore, the following Sub-Objectives were developed to guide the survey:   

a. To determine the demographics of fashion bloggers.  

b. To find out fashion blog and blogger attributes.  

c. To discover blogger motivations to blog.  

d. To determine how much assistance bloggers have with the blog.  

e. To discover social media usage and strategies.  

f. To determine how much time is spent on the blog.  

g. To find out the importance of sponsored posts and collaborations.  

h. To determine the extent and type of entrepreneurship in which the Full-time Fashion 

Blogger and the Retail Fashion Blogger operate.   

3.2.1.1 Survey Design  
 

By creating the survey, this research attempts to obtain a comprehensive description/profile 

of Fashion Bloggers by first gathering general information about them.  This was done through 

the examination of the demographics, characteristics, activities, motivations, time spent blogging 

that are required to successfully blog in today’s blogosphere.  The survey instrument included 

multiple sections of questions: demographics, fashion education/experience, fashion blogger 

attributes and blogger motivation, assistance with blog, time spent on blog, social media usage, 

sponsored posts and collaborations, Full-time Blogger entrepreneurship, and Business owner 

entrepreneurship.  The terms Full-time and Business-Owner were used in the actual survey to 

describe the FFB and RFB respectively, because they are general terms that the public readily 

understands.  And many FFBs refer to themselves as Full-time Fashion Bloggers.  FFB and Full-
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time Fashion Blogger, RFB and Business-Owner Fashion Blogger are used interchangeably in 

the following sections.   

The survey was administered using Qualtrics TM software.  The flow of the survey is 

shown in Figure 3.1.  As part of the survey, there was a screening for fashion blogging 

entrepreneurship amongst fashion bloggers which covers questions found in the following survey 

sections: Full-time Blogger entrepreneurship and Business-owner Entrepreneurship.  The 

purpose for this screening was to find general information about this population as well as find 

potential participants for the interview portion of the study (section 3.2.2.1).  The list of survey 

questions is available in Appendix A.  The following sections provide an overview of each 

survey section. 

Demographic Factors  

The survey begins by asking the respondents to answer whether they are the primary 

author of any fashion blogs.  If the respondents answered in the affirmative, they were then asked 

10 demographic questions with the purpose of collecting information on gender, marital status, 

age, race, number of children under 18 and how many, region, income, employment status, and 

education.  This information was collected to acquire a profile of the sampled population to make 

comparisons of the responses on fashion blogging to each demographic variable.   
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Figure 3.1: Survey Flow
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Fashion Education and Experience  

  The second section of the survey consists of questions asking the respondents to answer 

questions about their fashion knowledge and experience to further build the profile and to 

determine which Fashion Bloggers, Full-time Fashion Bloggers, and Retail Fashion Bloggers.  

have prior education or prior experience in the fashion industry.  In this section, respondents are 

asked if they work in the fashion industry, have a degree in Fashion and at what level.  

Fashion Blogger Attributes and Blogger Motivation  

In the third section of the survey, respondents are asked information about the blog 

including: the amount of time they have been blogging, if this is their first blog, the name of the 

blog and their motivation to blog. Also, in this section respondents are asked to predict why they 

think people follow their blog and provide the number of followers they have on their primary 

blog.  

Assistance with Blog  

The fourth section of the survey consists of questions that ask if the respondent has any 

assistance with the activities required to run a blog.  If the respondent has assistance, then they 

are asked to provide the number of people that assist with the blog and on what aspects do they  

assist.   

Time Spent on Blog  

The fifth section consists of questions to find out the amount of time spent on the blog. 

Using a scale ranging from 0-65+ hours the respondents are asked to provide the amount of time 

they and/or their assistants spend on the following blogging tasks: writing posts, social media 

content, engaging with their followers, making videos, editing, and content development.   
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Social Media Usage  

In the sixth section of the survey, respondents are asked about their social media usage 

but more specifically about the platforms they use, how often they make posts, and the number of 

followers they have on each. Those social media platforms include Pinterest, Snapchat, 

Facebook, Instagram, and Twitter.  Most of the social media platforms listed in this section were 

chosen because they showed up most often within the social media literature.  Crosslinking 

social media platforms used in conjunction with the blog is also asked of the respondents for the 

purpose of seeing what strategies Fashion Bloggers use to gain awareness to their blogs.   

 Sponsored Posts and Collaborations  

In the seventh section of the survey, respondents are asked if they participate in 

sponsored posts on their blog and/or social media platforms.  They are also asked about their 

participation in collaborations with brands and other bloggers. The purpose for asking questions 

about the collaboration between brands and other bloggers is that the former may provide 

monetary gain and the latter may provide a sense of community, as was learned from the 

literature provided in Chapter Two.   

After answering questions about sponsored posts and collaborations, respondents are 

asked if they consider themselves a Full-time Blogger or Business Owner. If a respondent 

answers in the affirmative, they are sent to either of the following sections: Full-time Blogger  

Entrepreneurship or Business Owner Entrepreneurship.  We acknowledge the possibility of 

overlap between the Entrepreneurial Fashion Blogger groups.  Therefore, in cases where 

respondents considered themselves to be both a business owner and a full-time blogger, they 

were directed to the business owner entrepreneurship questions.  
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Full-Time Blogger Entrepreneurship  

The next section contains questions about the role of being a Full-time Fashion Blogger. 

The respondents are asked questions about how long they have been a Full-time Blogger, if 

fashion blogging is their only entrepreneurial venture, how long they were blogging before 

transitioning to an entrepreneur.  This section also seeks to find out what motivated the 

transition. This section ends by asking a question of if they have employees and/or business 

partners.  

 Business Owner Entrepreneurship  

This section of the survey contains questions about the role of being a Retail Fashion 

Blogger. The respondents are asked questions regarding the number of business owned, if the 

businesses relate to the blog, the name of the business, type of business, the motivation to start 

the business and how long it has been in operation. Also, included in this section are questions 

about business partners/employees and where the product is sold.   

Figure 3.2 maps the survey to the research Sub-Objectives of Research Objective 1 that 

guides the general questions for the Fashion Blogging survey. Included in this figure are the 

subjects of the questions that are asked in the actual survey. The demographics of Fashion 

Bloggers were designed to answer Sub-Objective 1-a. Fashion blog and Blogger attributes were 

developed to answer Sub-Objective 1-b.  Blogger motivations to blog was developed to address 

research Sub-Objective 1-c, and assistance with the blog questions were developed to address 

research Sub-Objective 1-d. Social media usage and strategies, time spent on the blog, and 

sponsored posts and collaborations were developed to answer Sub-Objective 1-e, 1-f, and 1-g, 

respectively.  Figure 3.3 maps the portion of the survey that is asked only of the Entrepreneurs to 

Sub-Objective 1-h which guides those questions in the Fashion Blogging survey.  
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Figure 3.2: Mapping Research Objective 1, Sub-objectives to the Survey (Fashion Blogging Measures) 
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Figure 3.3: Mapping Research Sub-Objective 1-h 

3.2.1.2 Survey Pretest  

  A pretest of the survey and interview questions geared towards the Full-time Fashion 

Blogger were conducted with an Industry Professional (Fashion Blogger located in Charlotte, 

NC).  The purpose for consulting with a local Fashion Blogger on the methodology tools was to 

be sure we are asking the correct questions, as well as, asking them in the correct form. 
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3.2.1.3 Survey Target Population and Sample Selection 
 

The goal for the targeted population selection for the survey was to produce a 

convenience sample.  Similar methods used, in this study, were found in past studies from the 

literature.  Marwick (2013) found Fashion Bloggers to interview from four cities 

(Raleigh/Durham, Washington, DC, Nashville, and Boston).  Using search engines, links on 

blogrolls of other bloggers, directories on sites like IFB (Independent Fashion Bloggers) and 

Chictopia, as well as referrals from other bloggers, she was able to conduct 30 interviews with 

Fashion Bloggers using this approach.  Duffy & Hund (2015) used the “Top blogs in Fashion” 

list on Bloglovin’ to find participant.  This study used a combination of Marwick and Duffy & 

Hund’s methods to find participants for the survey and interviews.  

The desired participants for this study stem from two populations within the blogosphere: 

1) Full-time Fashion Bloggers [content developer] and 2) Retail Fashion Bloggers [merchant].  

The participants were primarily selected using featured blog posts and the "Top blogs in 

Fashion" list on Bloglovin’ as well as popular hashtags on Instagram (see Table 3.1).  Other 

methods used to find survey participants were through searching the comments on Instagram of 

fashion influencers’ and retail bloggers’ posts, as well as, through snowballing (sharing the 

survey link or written in the survey) by a participating blogger.  For example, one of the 

participants shared the link to the survey with her personal community of bloggers.  The email 

script was sent to all bloggers found from the searches and referrals asking for their participation 

in the survey (see Appendices D & E).  Not all Fashion Bloggers listed on Bloglovin’ and 

Instagram were eligible for this study.  There were specific criteria each Fashion Blogger must 

fit to be an eligible participant: 

 Actively blogged within the year of search (2019) 
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 Blog about fashion 

 An email address is available for contact 

The criteria are explained in more details in sections to come.  Figure 3.4 shows the process for 

including and excluding participants.  Figure 3.5 shows the analysis of the survey sample.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.4: Survey Sample Selection 
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Figure 3.5: Meta-analysis of Survey Sample  

237 potential participants were found on Bloglovin’.  386 potential participants were found using 

hashtags on Instagram.  61 were found using the “Explore” page on Instagram, searching the 

comments on recent posts of popular bloggers and referrals.  A total of 670 emails were sent 

using Microsoft Word mail merge function in conjunction with Microsoft Outlook.  There was a 

total of 110 recorded survey respondents, 9 empty and 101 with usable data.  



 

85 
 

Figure 3.6 provides a meta-analysis of the process for final sample selection. To ensure 

the bloggers were not contacted multiple times, a spreadsheet was created.  Potential participants 

were added to the excel spreadsheet at a rate of 100 participants per sheet.  Once the list of 

potential participants reached 100, emails were sent.  It took an average of 8 hours to find 100 

viable participants and add their information to the spreadsheet.  However, only 25 emails could 

be sent at a time because of the limitation with mail merge and Microsoft Outlook.   

The following sections describe how social media and community sites were used to find 

potential participants for the study.  Section 3.2.1.3.1 provides information on Bloglovin’ and 

section 3.2.1.3.2 provides information on Instagram.  Also included in the sections to follow is a 

discussion of how Facebook, while suggested during the proposal to be used, proved to be 

ineffective in finding participants for the study (see section 3.2.1.3.3).  

3.2.1.3.1 Bloglovin’ 

Bloglovin' is a blogging community platform.  Bloglovin' does not have a clear list of its 

members and the amount is not quantified on their site.  However, they filter the blogs available 

on their site by using categories such as Fashion, DIY & Craft, Home, Beauty, and Fitness. "Top 

blogs in Fashion" is a clickable link, where Bloglovin' has organized the top blogs ranked high 

(483K) to low (1K) based on the number of followers the blog has on the site.  After manually 

counting, I found there were 100+ pages with about six blogs per page, leading to 600+ potential 

participants captured from this site under one category "top blogs in fashion".   

237 viable survey participants were found on Bloglovin’.  Some preliminary research 

was needed to ensure the participants found would be eligible prior to sending an email.  One 

criterion used was, the fashion blogger must have made a blog post within the current year, 

2019.  If the potential participant did not make a post within a year of the search, the blogger’s 



 

86 
 

name was not added to the email list.  Details of the process can be seen in Figure 3.7.  When the 

email addresses could not be found on their blogs or Bloglovin’ profiles, their social media (such 

as: Instagram and YouTube) was used to find contact information.  Contact forms on blog sites 

were not used to contact potential participants because of the need to keep contact verbiage 

consistent across emailed participants. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

Figure 3.6: Bloglovin’ Sample Selection 
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3.2.1.3.2 Instagram  

Instagram uses hashtags as a method for organizing images and videos. Hashtags are self-

reporting terms/categories that Instagram users add to their posts (photos/videos) so they can be 

found by other users.  The following hashtags were used to find potential survey participants: 

#fashionblogger, #fashionbloggers, #fashionblog, #ncblogger, #californiablogger, #atlblogger, 

#londonblogger, #texasblogger, #newyorkblogger and #ukblogger. They were chosen because 

they had a significant number of posts listed under them (see Table 3.1), as well as some being 

hashtags with a geographic location that is a fashion capital or a major city. #ncblogger (North 

Carolina Blogger) was used in the selection of participants because it allowed for any survey 

participants that indicate that they wish to be interviewed, to potentially be interviewed in 

person.  Posts listed in the "top posts" category were reviewed first.  "Top posts" are Instagram 

posts that have a high number of likes in comparison to the total number of posts that used the 

same hashtag.  Many of the hashtags have the potential to have overlapping users.  For instance, 

a Fashion Blogger in London may use the hashtags #fashionblogger #londonblogger #ukblogger.  

To prevent redundancy, when a new blogger was found, a search in the Excel spreadsheet was 

made before adding the potential participant to the list and sending the email with the survey 

link.  

Some criteria used to vet the profile was the use of terms like Fashion, Blogger, Lifestyle 

and Fashion, #OOTD or a Liketoknowit link in the bio.  Liketoknowit is a shopping app that 

provides a way to purchase looks styled by influencers in one location.  Influencers with 

Liketoknowit affiliations receive a small commission when someone purchases from their links. 

Emails to the survey were only sent if the blog was active.  Again, this study defines active as 

having posted a blog within a year of the search date.  The general process for finding 
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participants was as follows: 1) individual posts were clicked, 2) the profile of the owner of the 

post was reviewed to confirm that he/she truly authors a fashion blog, 3) the bio was searched to  

Table 3.1: Instagram Fashion Blogger Related Hashtags 
Hashtag Number of Posts (at time of search) 

#londonblogger 591,272 

#ukblogger 808,000 

#atlblogger 102,889 

#fashionblogger 67,987,024 

#fashionbloggers 3,568,176 

#fashionblog 19,371,453 

#ncblogger 97,764 

#californiablogger 80,469 

#texasblogger 245,098 

#newyorkblogger 96,173 

#nyblogger 168,000 

 

locate a link to the blog, 4) the blog was investigated, 5) the name of the blogger, the blog, and 

the blogger’s email address were added to the Excel spreadsheet.  However, when using 

Instagram hashtags to find participants, if the profile did not have a blogsite or blog name listed 

in the bio, the profile was excluded (see Figure 3.7a).  Especially if a blog name could not be 

deduced from an email address (email ex: Darcy@Darcyscloset.com) or other clickable link in 

the bio (ex: YouTube or affiliate links).  In the case where a blog name was detectable, a Google 

or Bing search was made to try to locate the blogsite.  When a search did not reveal a blogsite, 

the profile was excluded.  There were times a bio link tool (ex. Linktree) was used to find the 
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blogsite (see Figure 3.7b).  On a few occasions, the “About” tab on YouTube was used to find 

the blogsites when all other previously mentioned methods failed.   

Often the name of the blog, the blogger’s actual names (not just the Instagram handle), 

and email address were available on the Instagram profile.  However, mostly potential 

participants’ Instagram profiles did not contain all the information required to add them to the 

Excel spreadsheet.  If a clickable url was not available but the profile had a blog name listed, a 

Google or Bing search was done to find their blogsite and ultimately an email address.  In cases 

where the email address was not found, and a contact form was presented instead, the Instagram 

profile was investigated to see if the email address was provided in the buttons on Instagram 

profile (see Figure 3.7c).  If the email address was not provided and the contact form was being 

used, the profile was excluded.  See Figure 3.8 for an illustration of the selection process used 

for Instagram.    

The “Top” tab under the hashtag was used to find potential participants. When making 

the decision to move from one hashtag to the next, the rule of 100 potential new participants was 

used.  If the same Instagram profiles would continuously show in the “Top” tab and 100 names 

were not added under that hashtag, then the “Resents” tab was used.  Once the “Resents” tab was 

exhausted, based on the search criteria, and 100 names was not reached, the hashtag was 

abandoned. 

Instagram provides a feature that allows a post to circulate a selected target audience.  A 

link was circulated on Instagram via promotional stories to find participants for the survey. This 

resulted in 5 people reaching the survey, but the data was not usable, as the only question 

answered was “start the survey”.  Rather than spend money in this area to get minimal results, 

the manual search continued. 
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Figure 3.7: Profiles a) Profile with No Blog Link b) Profile with Linktree Instead of Blog 

Link c) Profile with Blog Link  

 
3.2.1.3.3 Facebook 

While Facebook was suggested as a social media platform to use to find potential 

participants, it proved more difficult to find fashion bloggers without knowing their specific 

names. The hashtags mentioned in Table 3.1 were not as easily searchable or as populated as on 

Instagram. With using hashtags as a searching method, Instagram proved most helpful.  As part 

of the survey, for this study, participants were asked to select the social media platform they used 

most.  96.7% of Fashion Bloggers surveyed responded they use Instagram the most. Therefore, it 

was found that Instagram is the most used platform amongst Fashion Bloggers, making them 

easier to locate on this platform. 
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Figure 3.8: Instagram Survey Participant Selection Process
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3.2.1.4 Data Analysis Methods  

The methods used for data analysis of the survey portion of this study are Chi-square tests 

and Fisher’s Exact tests.  Descriptive analyses including averages and frequencies were used to 

summarize the characteristics of the samples from a general Fashion Blogger standpoint, as well 

as the Entrepreneurs’.  JMPTM
 Pro 15 was used to conduct the analysis. 

3.2.2 Research Methodology for Objective 2 

To answer research objective two, interview protocols were designed to gain more 

insight on transitioning to Fashion Blogging Entrepreneurship and thereafter.  After examining 

the characteristics of Fashion Bloggers and their blogs, we must then understand the Fashion- 

Turned-Entrepreneur phenomenon from the entrepreneur’s point of view. To do that, a 

series of sub-objectives were designed to guide the interview protocols (see Appendix B for a 

mapping of sub-objectives to interview questions). Those Research Sub-objectives are as 

follows: 

a. To investigate personal characteristics, blogging behavior and daily activities. 

b. To examine behaviors, motivations and strategies that influence the evolution of the blog 

into a business. 

c. To discover the challenges and satisfactions that come with running a digitally influenced 

business. 

d. To explore social media usage and its importance in running a digitally influenced 

business. 

e. To analyze the extent of how content development changes or stays the same after 

transitioning to an Entrepreneurial Fashion Blogger. 
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f. To investigate the extent to which content development monetizes the blog for the 

Fulltime 

Fashion Blogger. 

g. To determine financial considerations for the Full-time Fashion Blogger and the 

Entrepreneurial Fashion Blogger. 

h. To discover the differences between the methods the Full-time Fashion Bloggers use 

sponsors, collaborations, and partnerships and that of the Retail Fashion Blogger. 

3.2.2.1 In-depth Interview Design 

Two protocols, each tailored toward the interviewee’s type of entrepreneurship, were 

designed but both are geared toward similar themes in an attempt to provide cohesion in the 

research. The themes used in the design of the interview protocol were derived from different 

studies reviewed in Chapter two of this dissertation. Section 2.3.4, Entrepreneurial Personality 

Traits and Characteristics, of this dissertation describes characteristics of entrepreneurs found in 

the literature (Brandstätter, 2011; Moloi & Nkhahle-Rapita, 2014; Miller, 2015; Gosling et al, 

2013; Stock et al, 2016). This portion of the literature inspired the Personal Characteristics and 

Behaviors theme in the in-depth interview protocol. Studies on why blog (Nardi et.al, 2004; 

Ekdale, Namkoong, Fung, &amp; Perlmutter, 2010) and intent for entrepreneurship (Zhao et al, 

2005; de Pillis & Reardon, 2007; Luca et al, 2011; Altinay et al, 2012) inspired the Evolution of 

the Blog, Business and Motivation theme for the interview protocols. Studies on social media 

marketing and social media marketing strategies (Malthouse et al., 2013; Kim & Ko, 2012) 

inspired the Social Media theme. Thornley’s (2014) study on bloggers writing sponsored posts 

for new fashion designers inspired the sponsor collaboration and partnership theme. Challenges 

of social media usage Zimmerman (2012) inspired the Challenges and Satisfactions interview 
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protocol theme.  The Content Development theme was inspired by research conducted by Kim & 

Ko (2012). Popular knowledge and Zimmerman’s (2012) article on the benefits of using social 

media in business inspired financial considerations. 

The structure of the interview is shown in Figure 3.9.  The actual interview questions can 

be found in Appendix C.  The interview protocols include questions related to the transition of 

Fashion Bloggers to Entrepreneurs.  The interview begins by asking the entrepreneur about their 

daily activities and personal characteristics they believe a blogger must possess in order to be 

successful.  The interview then proceeds to ask about major changes made to the blog over time, 

the motivation for transitioning from Fashion Blogger to Entrepreneur the satisfactions and 

challenges they have/had and if they have changed since the transition.  Then the interview asks 

questions related to the how they are able to use social media and their content to monetize the 

blog.  The influence of consistency and authenticity are also asked in an effort to learn its 

influence in their success.  The interviewee is also asked about the expenses they incur as an 

entrepreneur.  The interview ends by asking questions about sponsors, collaborations, and 

partnerships in regard to Fashion Blogging Entrepreneurship. 

3.2.2.2 The Interview Target Population and Sample 

The initial contact was always via email or the potential participant’s social media 

platform.  The survey gave the respondents an opportunity to provide an email address if they 

would like to be interviewed as part of the study.  However, this method did not provide the 

desired minimum of eight participants (four for the Full-time Fashion Blogger and four for the 

Retail Fashion Blogger) needed for the study.  Therefore, the approach used to find survey 

participants (see section 3.2.1.3) was used to find the final interview participants. 
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Figure 3.9: Interview Protocol Structure 
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influenced which questionnaire was used to guide the interview.  Both emails and DMs were 

used to follow-up with interviewees and make final attempts to schedule the interview.  After the 

survey closed, additional interview participants were still needed.  Therefore, a different email 

script was needed, in the event of a referral or search for the interviewee occurred (see 

Appendices G & H).  New email scripts were needed because the verbiage used in the original 

no longer applied to this potential participant being contacted. For example, the original email 

says, “Thank you for your interest in my study on the blogger-turned-entrepreneur phenomenon 

in the fashion industry.”  Being this is the first time the blogger has heard of my research, he or 

she, cannot be assumed to have an interest in the current study.  Only one participant of the study 

was found using the adapted email script. 

Once the interview date and time was set, a consent form (see Appendix I) was sent to 

the interviewee via email.  Interviews were conducted in person, through Skype and over the 

phone in 2019.  In 2020, only phone and FaceTime interviews were conducted due to the 

COVID-19 pandemic (see Appendix J).  Interviews took 45 minutes on average.  When pilot 

tested with the consultant, it took 47 minutes, but changes had been made to the interview 

protocol since then. 

Interviews were recorded using a Zoom recorder.  A combination of Google Docs Voice 

Typing tool and VLC Media Player were used to transcribe the interviews.  Using VLC Media 

Player, the recordings were slowed down to manually transcribe the interview.  When 

transcribing longer interviews (1 hour or longer), the recordings were slowed down in the VLC 

Media Player and spoken into Google Docs to automatically type out the transcript.  It took 2 - 3 

hours on average to transcribe each interview.  Figure 3.10 provides an illustration of the 

detailed procedure used to conduct and transcribe the interviews.  
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Figure 3.10: Interview Procedure 
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Evolution of Blog & Motivation, Challenges & Satisfactions, Social Media, Content 

Development, Financial Considerations, and Sponsor/Collaboration/Partnerships.  
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 CHAPTER 4: FASHION BLOGGERS AND THEIR BLOGS 

Chapter 3 discussed the research aim and objectives for understanding the Fashion 

Blogger-turned-Entrepreneur phenomenon, as well as the qualitative research method using a 

survey instrument to collect information from three populations: general Fashion Bloggers, 

which we define as Part-time Fashion Bloggers (PFB), Full-Time Fashion Bloggers (FFB), and 

Retail Fashion Bloggers (RFB).  While Fashion Bloggers may sell clothing and other fashion 

items for a profit, selling used clothes on their blogsites or selling used merchandise via 

companies like Poshmark did not qualify Fashion Bloggers as RFBs for this study.  Those who 

blog and sell used clothing items on blogsites or apps like Poshmark were considered PFBs 

unless they indicated they identify as full-time fashion bloggers in survey question 48.  This 

chapter will discuss the outcomes of the survey, which was analyzed to identify key behaviors 

and activities of the Fashion Blogging industry and community.   

 The survey was administered using Qualtrics to better understand the fashion blogger 

population.  In addition, the survey was used to assist in finding interview participants (Full-time 

Fashion Bloggers and Retail Fashion Bloggers only).  A total of 670 fashion bloggers were sent 

a link to the survey via email.  There was a total of 110 recorded survey respondents, nine were 

empty, two were not primary authors of a fashion blog (the two respondents answered No to the 

question asking “Are you the primary author of a Fashion Blog”), and 99 had usable data. 

There was a total of 91 respondents that answered the question, which social media 

platforms do you use in relation to your blog?  The breakdown of respondents by type of blogger 

is shown in Table 4.1.  Two respondents did not indicate the type of blogger they consider 

themselves to be.  The data for SMPs which Fashion Bloggers used was analyzed using the total 



 

100 
 

91 respondents and the 89 respondents in the three target populations, which resulted in data 

being analyzed for 33 PFBs, 30 FFBs and 26.  

Table 4.1: Breakdown of the Total Respondents into Three Categories 

Row Labels 
Count of Do you consider yourself a full-time blogger or Business Owner 
(sell a branded product)? 

Unidentified 2 
FFB 30 
PFB 33 
RFB 26 
Grand Total 91 

The survey data was divided into categories that correspond to the sub-objectives for 

research objective one. Those categories are as follows: Demographics of Fashion Bloggers, 

Fashion Blog & Blogger Attributes, Blogger Motivations to Blog, Assistance with The Blog, 

Social Media Usage & Strategies, Time Spent on The Blog, and Sponsored Posts & 

Collaborations.  The following sections will discuss the results of the surveys based on each 

category and their corresponding research sub-objective. (Many of the numerical values have 

been rounded to 2 decimal places. This representation is not meant to imply greater precision.  

Most of the results are based on 91 or fewer responses.) 

4.1 Demographics of Fashion Bloggers 

To help answer research sub-objective 1-a: Determine the Demographics of Fashion 

Bloggers, the first section of the survey asked participants a series of demographic questions.  

When searching for participants for this study, we surveyed the general population of fashion 

bloggers, instead of searching specifically for those who are entrepreneurs.  Thus, there were 

survey responses from participants who were not Full-time Fashion Bloggers or Retail Fashion 

Bloggers.  Again, we consider, for the purposes of this study, those individuals to be Part-time 

Fashion Bloggers.  We present the demographics of three populations that took the survey in 

Table 4.2.  
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Table 4.2 was created by using the breakout function in Qualtrics to compare the 

responses to the demographic questions based on the survey question: Do you consider yourself 

a Full-time Blogger or Business Owner? The answer choices for this survey question were as 

follows: Yes, Full-time blogger; Yes, Business Owner; Both; and No, Neither.  We combined 

those respondents who chose “Both” with those who selected Business Owner since there is not 

a clear distinction between those categories.   Table 4.2 shows the percentages and number of 

responses given for each demographic related question.  Under each group heading, the 

percentages were calculated based on the total number of responses within the group.  For 

example, the percentages for Gender for the Part-Time Fashion Blogger were calculated based 

on the total number (33 respondents) of responses.  The total column shows the total number of 

respondents to include all the different types of bloggers.  

100% of the total sample population identified as female.  48.86% of the population are 

married, while 44.32% are single.  Across the three populations, Retail Fashion Bloggers have 

the highest percentage of single women at 52%. The majority (67.42%) of the survey 

respondents fall into the age category of 25-34. The FFB have the highest percentage of 

participants in this age range, 70%.  Regarding the race of Fashion Bloggers surveyed, 67.05% 

identify as White, 22.73% as African American, 4.55% as Asian and 5% as other.   

Most of the respondents reside in the USA. Other countries listed for respondents were 

Israel, Russia, India, and Canada.  There was only one respondent who resides outside of the 

USA that considered themselves to be both a business owner and a Full-time Fashion Blogger, 

making them an RFB for this study, and that person resides in India.  The Full-time Bloggers 

were residents of India, Israel, and Russia.  Zero respondents, outside of the United States, 

identified as Business Owners solely.  
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Table 4.2: Demographic Responses of the Sample Population 

 
Part-time Fashion 

Bloggers 
Full-Time Fashion 

Bloggers 
Retail Fashion 

Bloggers 
Total 

Demographics No. of 
Responses 

Percentage 
(%) 

No. of 
Responses 

Percentage 
(%) 

No. of 
Responses 

Percentage 
(%) 

No. of 
Responses 

Percentage 
(%) 

Gender 
Male 
Female 

0 
33 

0% 
100% 

0 
30 

0% 
100% 

0 
26 

0% 
100% 

0 
89 

0% 
100% 

Marital Status 
Single 
Married 
Divorced 
Separated 

16 
14 
3 
0 

48.48% 
42.42% 
9.09% 
0.00% 

10 
19 
1 
0 

33.33% 
63.33% 
3.33% 
0.00% 

13 
10 
2 
0 

52.00% 
40.00% 
8.00% 
0.00% 

39 
43 
6 
0 

44.32% 
48.86% 
6.82% 
0.00% 

Age 
 

Under 18 
18 – 24 
25 – 34 
35 – 44 
25 – 54 
55 – 64 
65 – 74 
75 – 84 
85 or older 

 
0 
7 
22 
3 
0 
1 
0 
0 
0 

0.00% 
21.21% 
66.67% 
9.09% 
0.00% 
3.03% 
0.00% 
0.00% 
0.00% 

0 
5 
21 
4 
0 
0 
0 
0 
0 

0.00% 
16.67% 
70.00% 
13.33% 
0.00% 
0.00% 
0.00% 
0.00% 
0.00% 

0 
3 
17 
4 
1 
1 
0 
0 
0 

0.00% 
11.54% 
65.38% 
15.38% 
3.85% 
3.85% 
0.00% 
0.00% 
0.00% 

0 
15 
60 
11 
1 
2 
0 
0 
0 

0.00% 
16.85% 
67.42% 
12.36% 
1.12% 
2.25% 
0.00% 
0.00% 
0.00% 

Race 
White 
Black or African American 
American Indian or Alaska Native 
Asian 
Native Hawaiian or Pacific Islander 
Other 

21 
7 
0 
0 
0 
5 

63.64% 
21.21% 
0.00% 
0.00% 
0.00% 

15.15% 

23 
5 
0 
1 
0 
0 

79.31% 
17.24% 
0.00% 
3.45% 
0.00% 
0.00% 

15 
8 
0 
3 
0 
0 

57.69% 
30.77% 
0.00% 

11.54% 
0.00% 
0.00% 

59 
20 
0 
4 
0 
5 

67.05% 
22.73% 
0.00% 
4.55% 
0.00% 
5.68% 

Country 
USA 
UK 
Sweden 
Other, please specify 

28 
2 
0 
3 

84.85% 
6.06% 
0.00% 
9.09% 

26 
1 
0 
3 

86.67% 
3.33% 
0.00% 

10.00% 

23 
2 
0 
1 

88.46% 
7.69% 
0.00% 
3.85% 

77 
5 
0 
7 

86.52% 
5.62% 
0.00% 
7.87% 
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Table 4.2: Demographic Responses of the Sample Population (Continued) 
 Part-time Fashion 

Blogger 
Full-time Fashion 

Blogger 
Retail Fashion Blogger Total 

Demographics 
No. of 

Responses
Percentage 

(%) 
No. of 

Responses 
Percentage 

(%) 
No. of 

Responses 
Percentage 

(%) 
No. of 

Responses 
Percentage 

(%) 
Income 

Less than 10,000 
10,000 - $39,999 
40,000 - $69,999 
70,000 - $99,999 
100,000 - $129,999 
More than $130,000 
Prefer not to answer 

3 
4 
8 
7 
5 
3 
3 

9.09% 
12.12% 
24.24% 
21.21% 
15.15% 
9.09% 
9.09% 

2 
3 
10 
5 
3 
2 
4 

6.90% 
10.34% 
34.48% 
17.24% 
10.34% 
6.90% 
13.79% 

2 
5 
3 
4 
3 
3 
6 

7.69% 
19.23% 
11.54% 
15.38% 
11.54% 
11.54% 
23.08% 

7 
12 
21 
16 
11 
8 
13 

7.95% 
13.64% 
23.86% 
18.18% 
12.50% 
9.09% 
14.77% 

Employment Status 
Employed full-time 
Employed part-time 
Unemployed looking for work 
Unemployed not looking for work 
Self-employed 
Retired 
Student 

23 
4 
1 
0 
2 
0 
3 

69.70% 
12.12% 
3.03% 
0.00% 
6.06% 
0.00% 
9.09% 

10 
1 
0 
2 
14 
0 
3 

33.33% 
3.33% 
0.00% 
6.67% 
46.67% 
0.00% 
10.00% 

9 
1 
0 
0 
13 
0 
2 

36.00% 
4.00% 
0.00% 
0.00% 
52.00% 
0.00% 
8.00% 

42 
6 
1 
2 
29 
0 
8 

47.73% 
6.82% 
1.14% 
2.27% 
32.95% 
0.00% 
9.09% 

Education 
Less than High School 
High School graduate or GED 
Some college 
2-year degree/Associate’s Degree 
4-year degree/ Bachelor’s Degree 
Graduate Degree (M.S., M.F.A.) 
Doctorate 

0 
1 
1 
3 
18 
8 
2 

0.00% 
3.03% 
3.03% 
9.09% 
54.55% 
24.24% 
6.06% 

0 
1 
1 
1 
22 
5 
0 

0.00% 
3.33% 
3.33% 
3.33% 
73.33% 
16.67% 
0.00% 

0 
0 
3 
1 
13 
8 
1 

0.00% 
0.00% 
11.54% 
3.85% 
50.00% 
30.77% 
3.85% 

0 
2 
5 
5 
53 
21 
3 

0.00% 
2.25% 
5.62% 
5.62% 
59.55% 
23.60% 
3.37% 

 
 
 



 

104 
 

Most fashion bloggers report that their annual income is $40,000 – 69,999, are employed 

full time, and selected bachelor’s degree as the highest level of education they completed. 

23.08% of RFBs opted to not answer the question related to annual income.  86.52% of survey 

respondents have completed at least a bachelor’s degrees.  The percentage of respondents whose 

highest level of education attainment is a bachelor’s degrees is largest for FFBs.  

4.1.1 Fashion Education and Experience 

  We hypothesized that a degree in fashion was not required to be a Fashion Blogger, at 

any level.  According to the results of the survey shown in Table 4.3, this hypothesis has some 

merit. 88.89% of the respondents reported they do not have a degree in fashion.  Based on the 

responses from the survey, more Full-time Fashion Bloggers consider themselves to have no 

fashion industry job related experience (51.72%) than those that do (48.28%). But of those FFBs 

that answer in the affirmative to having fashion industry experience, 69.23% state they are 

Entrepreneurs.  

It is interesting that many Full-time Fashion Bloggers do not consider their occupation to 

be in the Fashion field. It could be argued that fashion blogging is a subindustry of the larger 

fashion industry as fashion bloggers and fashion companies work together in marketing the 

companies’ products.  Therefore, we would think that the response to this question would be 

closer to 100% of the responses being “yes” to fashion industry experience.  What is more 

noteworthy is that fashion bloggers are viewed by many in their audiences as an authority in this 

industry, as they look to them for fashion advice, product reviews, etc. Perhaps respondents 

answered the question based on their experience before they started their blog.   
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Table 4.3: Fashion Education and Experience Amongst Fashion Bloggers 
 Part-time Fashion 

Bloggers 
Full-time Fashion 

Bloggers 
Retail Fashion Bloggers Total 

Fashion Ed. + Experience No. of 
Responses 

Percentage 
(%) 

No. of 
Responses 

Percentage 
(%) 

No. of 
Responses 

Percentage 
(%) 

No. of 
Responses 

Percentage 
(%) 

Fashion Industry Experience 
Yes 
No 

6 
27 

18.18% 
81.82% 

14 
15 

48.28% 
51.72% 

11 
15 

42.31% 
57.69% 

31 
57 

35.23% 
64.77% 

Fashion Occupation 
Retail 
Corporate 
Education 
Entrepreneur 

3 
2 
0 
1 

50.00% 
33.33% 
0.00% 
16.67% 

1 
3 
0 
9 

7.69% 
23.08% 
0.00% 
69.23% 

1 
0 
1 
9 

9.09% 
0.00% 
9.09% 
81.82% 

5 
5 
1 
19 

16.67% 
16.67% 
3.33% 
63.33% 

Fashion Degree 
Yes 
No 

1 
32 

3.03% 
96.97% 

5 
25 

16.67% 
83.33% 

2 
10 

11.54% 
88.46% 

9 
80 

10.11% 
89.89% 

Fashion Degree Level 
AA 
AS 
BS 
BA 
MFA 
MS 
PhD 

0 
0 
0 
1 
0 
0 
0 

0.00% 
0.00% 
0.00% 

100.00% 
0.00% 
0.00% 
0.00% 

0 
0 
2 
3 
0 
0 
0 

0.00% 
0.00% 
40.00% 
60.00% 
0.00% 
0.00% 
0.00% 

0 
0 
3 
0 
0 
0 
0 

0.00% 
0.00% 

100.00% 
0.00% 
0.00% 
0.00% 
0.00% 

0 
0 
5 
4 
0 
0 
0 

0.00% 
0.00% 
55.56% 
44.44% 
0.00% 
0.00% 
0.00% 
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4.2 Fashion Blog & Blogger Attributes 

Questions regarding the characteristics of the blogger and the blog were asked of the 

survey participants to answer Research sub-objective 1-b, Learn Fashion Blog and Blogger 

Attributes.  Those questions included the following: 

 Name of the blog 

 If this was their first blog 

 The date the blog was started 

The survey data was analyzed using the responses from the three populations mentioned in 

section 4.1: PFB, FFB, and RFB. Some analysis included all three groups, others included just 

two of the three.  The results of the analysis are discussed in the sections that follow.   

4.2.1 Name of the Blog  

The question regarding the name of the blog was included in the survey so that 

participants could enter a drawing to win a swimsuit.  We also reviewed the responses to that 

question to discover any commonality between blog names or noticeable patterns for creating a 

blog name that could be generalized as a method for developing a blog name for future bloggers.  

87 survey respondents provided their blog name.  The most repeated terms used in the names of 

the blogs were style (route word, i.e., stylist or stylish) (10/87 respondents), life (4/87 

respondents), blog (4/87 respondents), fashion (route word, i.e., fashionable) (3/87 respondents), 

and lovely (3/87 respondents).  Some blogs names included more than one of the most common 

words.  For example, lovely and life was used in combination in one blog name.  In this case, 

lovely and life was counted once for lovely and once for life.   

Other unique methods of naming the blog that standout amongst the group of respondents 

are the blog names that were created as a play on the bloggers’ names or words.  For the most 
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part, it appears that blog names are unique and may foreshadow the blog’s content.  Note that a 

list, table, or graphic was not included in this section to protect the respondents’ privacy.  

 4.2.2 First Blog 

The purpose of asking if the blog that the respondents currently author is their first blog 

or not was to understand how many bloggers gain success with their first try at blogging.  

Success, as defined for this dissertation, is being able to transition from a PFB to a FFB or RFB. 

Here we analyzed the data for those who have successfully transitioned their first blog from a 

part-time focus to a full-time focus.   

Figure 4.1 compares the number of FFBs to RFBs that transitioned their first blogs to 

businesses.  There were 30 total FFBs that answered this question.  29 (97%) out of 30 FFBs 

managed to transition their first blogs to full time blogging businesses.  There were 26 total 

RFBs that answered this question.  23 (88.46%) out of 26 RFBs managed to transition their first 

blogs to businesses. Consequently, more RFBs that have authored more than one blog. 

 

 
Figure 4.1: Comparison of Number of Full-time Fashion Bloggers versus Retail Fashion 

Bloggers Who Transitioned their First Blog to a Business 
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4.2.3 The Blog Start Date 

To analyze the survey data collected regarding the date the respondents started their 

blogs, descriptive statistics were used.  A pivot table was developed to analyze the start date data 

for the month and year by Fashion Blogger category (see Table 4.4).  The most common month 

to start a blog across all blogger categories was January, with 17 Fashion bloggers starting in that 

month.  

We speculate that this may be due to New Year’s resolutions to start fashion blogging. 

March and August tied for the second most common month, with 9 respondents each.  With 

March sometimes regarded as the start of Spring and August often viewed as the end of summer, 

the most common time to start a blog could be related to certain seasonal changes.  August is 

also a common month for school sessions to begin.  Therefore, the most common time to start a 

blog could also be related to having a creative outlet to decompress from the stress of college or 

high school.  Within the most common years to start a blog (2018 and 2019), the most popular 

months were October 2018, with four blogs started in that month, and January 2019, with four 

blogs also started then.  
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Table 4.4: Pivot Table of Blog Start Date by Type of Blogger 
Count of 
Month 

Column 
Labels      

 

      
Row 
Labels 2005 2007 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 

Grand 
Total 

January    1 1 2 3 2  3 1 4 17 
FFB    1   1 1    1 4 
PFB     1 2 1 1   1 2 8 
RFB       1   3  1 5 

February    1    1    1 3 
FFB    1    1     2 
PFB            1 1 

March     1   1  1 3 3 9 
FFB        1     1 
PFB          1 3 2 6 
RFB     1       1 2 

April        2 1  1 1 5 
FFB         1    1 
RFB        2   1 1 4 

May   2      1  1  4 
FFB         1    1 
PFB   1        1  2 
RFB   1          1 

June 1      1 3 1 1  1 8 
FFB 1       1  1   3 
PFB       1 1 1    3 
RFB        1    1 2 

July  2  1  1 1  2   1 8 
FFB  1  1  1       3 
PFB  1       1   1 3 
RFB       1  1    2 
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Table 4.4: Pivot Table of Blog Start Date by Type of Blogger (Continued) 
Count of 
Month 

Column 
Labels 

            

Row Labels 2005 2007 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 Grand 
Total 

August       1 2 1 1 2 2 9 
FFB        1   1 1 3 
PFB       1 1    1 3 
RFB         1 1 1  3 
September    1  2    3   6 
FFB    1  1    1   3 
PFB          1   1 
RFB      1    1   2 
October    1      1 4  6 
FFB           2  2 
PFB           1  1 
RFB    1      1 1  3 
November      1 1 1  1 2 1 7 
FFB      1     1  2 
PFB       1 1  1  1 4 
RFB           1  1 
December   1 1  1    2 1 1 7 
FFB   1 1  1    2   5 
PFB           1  1 
RFB            1 1 

Grand Total 1 2 3 6 2 7 7 12 6 13 15 15 89 
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Figure 4.2 illustrates the number of bloggers that started their blogs between the years 

2005 and 2019, where a year is shown if at least one blog was started in that year.  There was 

only one blogger who started their blog in 2005, none in 2006, and a total of two in 2007.  The 

next year a survey participant started a blog was 2010.  The most common years to start a blog 

were 2018 and 2019, each having 15 Fashion Bloggers who started their blogs those years.  

There is also an increasing trend in Figure 4.2.  This could be an indication of the increasing 

popularity in starting blogs.  Another possible explanation is that many blogs may become 

inactive a couple of years after being started, and therefore would not have been part of the 

population that was sampled. 

 
Figure 4.2: Number of Full-time Fashion Bloggers, Part-time Fashion Bloggers, and Retail 

Fashion Bloggers Starting a Blog Between the Years 2005 and 2019 
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FFB to the number of years it took the FFB to transition from part-time focus to full-time.  The 

most FFBs (13, 44.82%) transitioned to full time “2 – 4 years” after starting their blogs, which 

matches the background information.  However, transitioning within “1 year or less” was a close 

second (11, 37.93%).  In Table 4.5, there appears to be an overall trend in that more people are 

transitioning to full time bloggers in less time. It is possible that as the fashion blogosphere 

gained popularity over the past decade and as more information on how to maneuver in this 

space became available, the transition to full time blogging has become easier.   

Table 4.5: FFB Blog Start Date by Number of Years to Transition to Full-time 

Number 
of Years 

After 
Starting 

Blog 

Year Started Blog 

2005 2007 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 Total 
 

8 - 10 
years 

1            1 
3.45% 

5 - 7 
years 

  1 1  2       4 
13.79% 

2 - 4 
years 

 1  3  2 1 4 2    13 
44.82% 

1 year 
or 

less 

   1    1  4 3 2 11 
37.93% 

While we did ask a question in the survey about the number of years it took FFBs to 

transition to business owners after their blog was started that, we did not ask for the exact date 

they transitioned.  By combining the number of years, it took an FFB to transition with the year 

in which the FFB started their blog, we can estimate a range of time for when the FFB 

transitioned.  Table 6 shows the possible years that the FFBs that took 2-4 years to transitions 

could have transitioned to full time.  Each possible transition year is marked with an “X”.  2017 

and 2018 were the most common years of transition.  The total number of possible transitions for 
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2017 and 2018 is 7.  Corresponding columns in Table 4.6 are outlined by black rectangles to 

indicate the years for most possible transitions.  

Table 4.6: FFB Transition Year for Those Who Transitioned 2 – 4 Years After Started 
Blog 

 
 

4.3 Bloggers’ Motivations to Blog 

Research Sub-objective 1-c, Discover Blogger Motivations to Blog, was answered by 

exploring why they blog, why they think people follow their blogs, the numbers of followers on 

the blog, and how often a blog post is published to the blog site.  The data was analyzed for the 

number of responses to the answer choices and filtered based on the response to Question 48 of 

the survey that asks, do you consider yourself to be a Full-time Blogger, Business Owner, 

Neither, or Both to organize the data across the targeted population.  The following sections 

show the data analyzed to answer research sub-objective 1-c, organized by the questions asked of 
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4.3.1 Why Fashion Bloggers Blog  

Survey participants were asked about why they blog.  They were presented with several 

choices, along with an “other reasons” option in which they could type in an answer.  Figures 

4.3 and 4.4 show the responses.  The most common reasons given for blogging amongst 

Fashion Bloggers was “like to share my ideas” (76 responses), “enjoy writing & taking photos” 

(72 responses), “like to connect with people and help others” (74 responses).  The least common 

reason for blogging amongst Fashion Bloggers was “to feel a sense of belonging”.  The number 

of responses “to archive or document wardrobe or life events” was equal for the PFBs and 

FFBs, but slightly less by for RFBs.  We speculate that this difference could be because the 

RFBs are so far removed from the day-to-day of blogging that they may focus more of their 

time on the inner workings of their business separate from the blog. 

 

 
Figure 4.3: Reasons Fashion Bloggers Blog 
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Figure 4.4: Reasons Part-time Fashion Bloggers, Full-time Fashion Bloggers + Retail  
Fashion Bloggers Blog 

 
  Less than half of the FFBs chose “want to support my family (income)”.  This is 
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to build out a platform to bring in new clients for branding work”, a response given by an FFB, 

indicates that a motivation to blog is to start a business.  Other notable reasons given were 

complements their career, because of a chronic illness, and the desire to change the 

fashion/beauty world for women. 

Table 4.7: Text Entries for Reasons Why Fashion Bloggers Blog 
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Part-time Fashion Blogger Full-time Fashion 
Blogger 

Retail Fashion 
Blogger 

I like creating visuals but not writing 

Like to share my ideology of 
modest and feminine fashion, 

love to create and share my 
own style 

To have a creative outlet 

I love shopping and wanted a 
creative outlet to express this 

passion and help others style their 
clothes (I’ve always been the 

fashion/makeup roommate to help 
my friends get ready) 

I've always had a love for 
fashion! 

Wanted to create something 
that is mine 
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Because of a chronic illness 

that doesn't allow me to work 
a "regular" job. 

To change the 
fashion/beauty world for 

women 
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 Started as a hobby  

 
4.3.2 The Number of Followers on The Blog 

Figure 4.5 shows the total responses for the number of followers Fashion Bloggers have 

on their blogs.  Figure 4.6 shows the number of followers distributed for each type of fashion 

blogger.  The most frequently chosen category for Fashion Bloggers surveyed was “2,501 – 25, 

500” blog followers (41 total respondents).  There were 31 survey respondents with “2,500 or 

less” followers, with PFBs making up a significant portion of the total population in this 

category of followers.  A practical conclusion as to why PFBs have a lower number of followers 

could be because they may be just getting started.  RFBs may focus less on the blog and more on 

the business or SMPs, rather than the blog.  FFBs having a lower number of followers on their 

blog is surprising.  A possible reason for this could be the bloggers may have subscribers on their 

blogs instead of followers. Many FFBs have newsletters which require a subscription to receive. 
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Therefore, a blogger may track the number of subscribers rather than tracking followers. Another 

reason could be that the bloggers did not recall the exact number of followers at the time of 

taking the survey. 

 
Figure 4.5: Number of Followers on The Blog 

 

 
Figure 4.6: Number of Followers on The Blog Distributed by Type of Fashion Blogger 

0 5 10 15 20 25 30 35 40 45

2,500 OR LESS

2,501 - 25,500

25,501 - 40,500

40,501 - 65,500

65,501 - 85,500

MORE THAN 85,500

I DON'T KEEP TRACK

31

41

5

1

0

6

5

Fashion Bloggers

Full-time Fashion Bloggers
Retail Fashion Bloggers

Part-time Fashion Bloggers

0%
5%

10%
15%
20%
25%
30%
35%
40%
45%
50%

2,500
or Less

2,501 -
25,500

25,501 -
40,500

40,501 -
65,500

65,501 -
85,500

More
than

85,500

I don't
keep
track

23%

43%

7%
3%

0%

20%

3%

35%

50%

8%
0% 0% 0% 8%

45%

45%

3%
0% 0% 6%



 

118 
 

In Section 4.3.2.1, start date and the number of followers on the blog was analyzed.  The number 

of times a post is published on the blog and number of followers was explored in Section 4.3.3.  

4.3.2.1 Analysis of the Start Date of Blog to the Number of Followers on the Blog 
 

Table 4.8 shows that the majority of PFBs with “2,500 or less” followers (7 PFBs) and 

“2,501 – 25, 500” followers (8 PFBs) followers started their blogs in 2018 and 2019, 

respectively.  RFBs had the second highest number of respondents with 2,500 followers or less 

(nine respondents, seen in Figure 4.5).  However, RFBs still managed to start a business separate 

from their blog.  This low number of blog followers led us to believe that the number of 

followers on the blog may not be as significant as the number of followers on some other social 

media platforms in the ability to transition from a PFB to an RFB.  This theory was explored 

further in section 4.5: Social Media Usage and Strategies. 
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Table 4.8: PivotTable on the Number of Followers by Blog Start Date (Year) 
Count of Blog Start Year Column Labels    
Row Labels FFB PFB RFB Grand Total 
2,500 or Less 7 15 9 31 

2007  1  1 
2014  2  2 
2015 2 2 1 5 
2016  1 2 3 
2017 2 2  4 
2018 1 4 3 8 
2019 2 3 3 8 

2,501 - 25,500 13 15 13 41 
2010 1 1  2 
2011 1   1 
2012   1 1 
2013 3  1 4 
2014 1 2 2 5 
2015 1 2 1 4 
2016 2 1  3 
2017 1 1 5 7 
2018 3 3 1 7 
2019  5 2 7 

25,501 - 40,500 2 1 2 5 
2011   1 1 
2012  1  1 
2015 2   2 
2017   1 1 

40,501 - 65,500 1   1 
2013 1   1 

More than 85,500 6   6 
2005 1   1 
2007 1   1 
2011 3   3 
2017 1   1 

Grand Total 29 31 24 84 
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4.3.2.2 Why Bloggers Think People Follow Their Blogs 
  

The most common reason Fashion Bloggers think people follow their blogs is because of 

their “Personal Style” (see Figure 4.7).  The second and third most common reasons given for 

why Fashion Bloggers think people follow their blogs were “Authenticity of Content” and 

“Trustworthy Content”, respectively.  The least common reason given by Fashion Bloggers for 

why people follow their blogs was “Consistency in Content”.  Figure 4.8 shows the distribution 

of reasons bloggers think people follow their blogs.  FFBs selected “consistency in content” the 

most as a reason for why they think people follow their blogs.   For available answers choices, 

PFBs chose “trustworthy content” the most and RFBs chose “authenticity of content”.  Survey 

respondents were permitted to provide other reasons for why they think people follow their 

blogs.  Those responses are shown in Table 4.9. 

 
Figure 4.7: Reasons Bloggers Think People Follow Their Blogs 
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Figure 4.8: Reasons Bloggers Think People Follow Their Blogs Distributed by Type of 

Fashion Blogger 

 
Table 4.9: Text Entries for Reasons Bloggers Think People Follow Their Blogs 
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4.3.3 How Often A Blog Post Is Published to The Blog Site 
 

Table 4.10 shows the frequency with which Fashion Bloggers publish to their blogs.  The 

category chosen by the least number of participants was “daily”.  There was only one FFB that 

indicated that she publishes a “daily” blog post.  The most common frequency of publishing blog 

posts is “two to three times a week”, with the RFBs having the most responses in that category.  

It is interesting that RFBs are the largest group in this category.  One may think an RFB would 

spend more time on their businesses than what is reflected in Table 4.10.  However, some RFBs 

also consider themselves to be FFBs.   

22 Fashion Bloggers indicated they published to their blogs “once a week” and 14 

indicated they posted on their blogs “once a month”.  It is surprising that any Fashion Blogger 

posts on their blog less than weekly.  A practical conclusion for RFBs to post once a month 

could be that they focus more on the inner workings of their businesses instead of blogging 

regularly, as mentioned in previous sections.  PFBs who only publish less than “once a week” 

should increase their frequency of posts if they wish to become an FFB, since most FFBs publish 

on their blogs “two to three times a week” or more.   

Table 4.10: How often PFBs, FFBs, + RFBs Publish Blog Posts 
Number of 

Times Publish 
Blog Posts 

Part-time 
Fashion 
Bloggers 

Full-time 
Fashion 
Bloggers 

Retail 
Fashion 
Bloggers 

Row 
Total 

Daily 0 1 0 1 
4-6 times a 
week 

1 4 2 7 

2-3 times a 
week 

7 11 14 32 

Once a week 9 9 4 22 
Twice a month 6 4 2 12 
Once a month 9 1 4 14 
Never 1 0 0 1 
Column Total 33 30 26 89 
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4.3.4: Analysis of Blog Posts and the Number of Followers on the Blog 
 

We investigated whether the frequency of posting to the blog influenced the number of 

followers on the blog.  To answer this question, we first grouped several categories together into 

those that can be seen in Table 4.11, due to the low number of responses.  In addition, 5 

respondents indicated that they “did not keep track” of their number of blog followers.  So, they 

were removed from this analysis.  To test the null hypothesis that there is no significant 

difference in the number of followers a blogger has and the frequency of their posting on the 

blog, Fisher’s Exact test was run (see Table 4.12).  Because the p-value of the one-sided test 

(0.0381) is less than our alpha level of 0.05, we reject the null hypothesis and conclude that 

bloggers that post “more than once a week” are more likely to have “more than 2,500” followers. 

Table 4.11: Contingency of How Often Fashion Bloggers Post on Their Blogs by the 
Number of Followers on Their Blogs 

Count 
Total % 
Col % 
Row % 

2,500 or Less more than 2,500 Total 

More than once per week 10 
11.90 
32.26 
25.64 

29 
34.52 
54.72 
74.36 

39 
46.43 

Once per week or less 21 
25.00 
67.74 
46.67 

24 
28.57 
45.28 
53.33 

45 
53.57 

Total 31 
36.90 

53 
63.10 

84 

 
 

Table 4.12: Fisher’s Exact Test for Number of Followers on The Blog for Number of Times 
Post 

Fisher's 
Exact Test 

Probability Alternative Hypothesis 

Left 
0.0381* 

Prob (Number Blog Followers=more than 2,500) is greater for Number Times 
Post to Blog=More than once per week than Once per week or less 

Right 
0.9873 

Prob (Number Blog Followers=more than 2,500) is greater for Number Times 
Post to Blog=Once per week or less than More than once per week 

2-Tail 
0.0693 

Prob (Number Blog Followers=more than 2,500) is different across Number 
Times Post to Blog 
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4.4 Assistance with The Blog 

A series of survey questions regarding assistance with the blog were asked of the 

respondents to answer Research Sub-objective 1-d, Determine How Much Assistance Bloggers 

Have with the Blog.  74.16% of all bloggers do not use assistants, while 25.84% do.  Of the 91 

respondents who answered whether they had one or more assistants, there were 89 respondents 

who also indicated whether they were PFBs, FFBs, or RFBs.  Table 4.13 shows data separated 

by type of blogger.  It is interesting that 27.27% of PFBs and 30.00% of FFBs have assistants 

that help them with blogging, while only 19.23% of RFBs do.  

Table 4.13: Number of Fashion Bloggers with Assistants 
 Part-time 

Fashion 
Bloggers 

Full-time Fashion 
Bloggers 

Retail Fashion 
Bloggers 

Row Total 

Yes 9 (27.27%) 9 (30.00%) 5 (19.23%) 23 (25.84%) 
No 24 (72.73%) 21 (70.00%) 21 (80.77%) 66 (74.16%) 

Column 
Total 33  30  26  89  

Figure 4.9 shows the activities assistants complete, organized by the type of Fashion 

Blogger.  Respondents were able to select more than one answer.  The most common activities 

Fashion Bloggers have assistants help with are “taking photos” and “editing photos & videos”.  

The least common activities Fashion Bloggers need assistance with are “recording videos”, 

“writing & editing blog posts”, “responding to comments”, and “developing ideas”.  For the 

“other, please specify” answer choice, the following was entered: SEO, site developer, engaging 

on social media, creating graphics, and errands. 7 PFBs, 6 FFBs, and 3 RFBs wrote in the 

specific number of assistants they have helping them with their blogs.  Table 4.14 shows the 

numbers and explanation of who helps the bloggers.  
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Figure 4.9: Number of PFBs, FFBs, + RFBs by Activities with Which Assistants Help 

Bloggers 
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Number Assist with Blogging - Text Responses 
FFB RFB PFB 

1 Husband 1 
1 1 1 
2 1 1 
1 

 
1 

2 
 

1 
0 

 I have a photographer help me at 
times, so he "assists" but I don't 

actually have an assistant 

 
1 

  
1 

Figure 4.10 shows the total number of Fashion Bloggers with paid assistants and whether 

they work full time or part time.  On the right side of the figure, the total number of Fashion 

Bloggers with paid assistants for each population was tallied, distributed based on the type of 

Fashion Blogger, and graphically illustrated.  There were 5 PFBs, 4 FFBs, and 3 RFBs with paid 

assistants.  The part-time and full-time distributions of paid assistants is illustrated to the left of 

0

5

10

15

20

25

Taking
photos

Recording
videos

Editing
photos &

videos

Writing &
editing blog

posts

Responding
to comments

Developing
ideas

Other,
please
specify

9

2 1 1

8

1

2
2

2

5

2

3

1
1

1
1

Part-time Fashion Bloggers

Full-time Fashion Bloggers

Retail Fashion Bloggers



 

126 
 

the total number of paid assistants.   The break down for the paid part-time assistants by FFBs 

was four, zero for PFBs, and one for RFBs.  For the paid full-time assistants, the breakdown is as 

follows: zero for the PFBs, zero for the FFBs, and one for the RFBs.  So, all the assistants FFBs 

reported having were paid and worked part-time.  This is known because the total number of 

reported paid assistants matches the number of “paid assistants – part-time”.   There was a “paid 

to assist” that was not indicated as part-time or full-time of those three reported to have paid 

assistants.  PFBs did not provide information that categorized any of the five paid assistants as 

full-time or part-time.  

 
Figure 4.10: The Number of Bloggers That Have Assistants by Assistant Type 
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4.5 Social Media Usage & Strategies 

To answer Research Sub-objective 1-e; Discover Social Media Usage and Strategies, we 

asked respondents which SMPs they used in relation to their blogs, which they used the most, 

how often they make a post on SMPs, and the number of followers they have on those SMPs. 

The following sections show data analyzed for each using statistical and descriptive analysis.  
 
4.5.1 Social Media Platforms Used by Fashion Bloggers 

Fashion Bloggers were asked which SMPs they used the most.  Instagram was found to 

be the most used SMP amongst Fashion Bloggers, with 96.70% selecting Instagram. Only 2 

respondents chose another SMP.  Both were PFBs.    

Figure 4.11 shows the results of asking Fashion Bloggers which social media platforms 

they used.  Respondents could select as many answers as they wanted.  The SMPs most 

frequently selected were Instagram (100%), Facebook (82.42%), and Pinterest (81.32%).  The 

least frequently selected SMP was Snapchat (9.89%).  A moderate number of Fashion Bloggers 

use Twitter (45.05%) and YouTube (38.46%).   

 
Figure 4.11: Social Media Platforms Used by Fashion Bloggers 
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In Figure 4.12, the data was also analyzed for the percent of PFBs, FFBs, and RFBs that 

used each SMP listed in Figure 4.11.  The most frequently used SMPs by PFBs are Instagram, 

Pinterest, and Facebook.  Twitter, YouTube and Snapchat were the bottom three platforms used 

by this type of Fashion Blogger.  For FFBs the SMP hierarchy is as follows: Instagram, Pinterest 

and Facebook tied, Twitter, YouTube, and Snapchat.  The SMP hierarchy for RFBs is as 

follows:  Instagram, Facebook and Pinterest were the top three and YouTube, Twitter, and 

Snapchat were the bottom three.  YouTube was used most often by RFBs as compared to PFBs 

and FFBs, who tie at 11 respondents that used the SMP.  The purpose for comparing these 

groups to each other, by looking at the SMPs they used, was to see if the social media platforms 

used influences a Fashion Blogger’s ability to transition to a business owner.  The close numbers 

between the three groups indicates Instagram, Facebook and Pinterest are the key SMPs for 

successful transition to full time entrepreneurship.  

 
Figure 4.12: Type of Fashion Blogger by Social Media Platforms Used  
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Fashion Bloggers were able to provide other SMPs they used in conjunction to their 

blogs.  Those SMPs were provided through text (see Table 4.15).  The most commonly typed-in 

SMP used was Tumblr.  This platform was most used by RFBs.  

Table 4.15: Other Social Media Platforms Used by Fashion Bloggers 

S
oc

ia
l M

ed
ia

 P
la

tf
or

m
s 

PFB FFB RFB 

Periscope 

# Total % 

LiketoKnowIt 

# Total % 

Tumblr 
Tik Tok 

Linkedin 

# Total % 

 
 
 
 
1 

 
 
 
 

33 

 
 
 
 

3.03% 

 
 
 
 
1 

 
 
 
 

30 

 
 
 
 

3.33% 

 
 
 
2 
1 
1 

 
 
 
 

26 

 
 
 

7.69% 
3.85% 
3.85% 

 
4.5.2 How Often Fashion Bloggers Post on Social Media Platforms 
 

A hypothesis tested in this study is that the more frequently a Fashion Blogger posts on 

SM, the more potential to gain new followers, as it allows for more opportunities for new users 

to see the Fashion Blogger’s posts.  The data was analyzed for the number of followers on SMPs 

to explore the relationship of SMPs to Fashion Blogging to determine if there is a relationship 

between how frequently a Fashion Blogger posts on social media and the number of followers, 

they have on each SMP.  The data was also explored to determine if there is a relationship 

between the number of followers FFBs and RFBs have on SMPs and their ability to transition to 

Entrepreneurs. 

Table 4.16 shows the frequency with which bloggers post to Instagram.  There were 

38.50% of Fashion Bloggers who reported posting “once per day”.  “4-6 times per week” was 

the second most selected frequency of posting on Instagram (31.90%).  There were few 
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responses for posting “multiple times a day” (4, 40%).  The category with the highest number of 

responses for FFBs was “once per day” (50%), in contrast to RFBs whose most often select 

posting to Instagram “4-6 times per week” (46.20%).  The difference between posting frequency 

for FFBs and RFBs could be due to the fact that the RFB is dividing their time between their 

business separate from the blog and the blog itself, while the FFB is focused on the blog itself.  

The highest number of responses for PFBs is tied for “2-3 times per week” and “once per day”, 

with 36.40% reporting posting within those categories.   

The number of times a post was made on Instagram was compared to number of 

followers on Instagram.  Table 4.17 is a contingency table of the relationship between the 

number of Instagram followers by the frequency of posts made on this platform.  Because we 

have 2 categories for number of followers and 2 for frequency of posting, Fisher’s Exact test was 

run (Table 4.18).  Since the p-value of the one-sided Fisher test (0.0119) is less than out alpha 

level of 0.05, the null hypothesis is rejected.   So, we conclude that Fashion Bloggers that post “1 

or more times per day” on Instagram are more like to have “30,500 or more” followers. 
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Table 4.16: Number of Times Fashion Bloggers Post on Social Media 

Number of Times 
Posts Are Made 

on SM 

Part-time Fashion 
Bloggers 

Full-time Fashion 
Bloggers 

Retail Fashion 
Bloggers 

Total Fashion 
Bloggers 

No. of 
Responses 

Percentage 
(%) 

No. of 
Responses 

Percentage 
(%) 

No. of 
Responses 

Percentage 
(%) 

No. of 
Responses 

Percentage 
(%) 

2-3 times a week 12 36.40% 6 20% 4 15.40% 23 25.3% 

4-6 times a week 7 21.20% 9 30% 12 46.20% 29 31.90% 

1 per day 12 36.40% 15 50% 8 30.80% 35 38.50% 

Multiple times a 
day 

2 6.10% 0 0% 2 7.70% 4 4.40% 

 
 

Table 4.17: Contingency of the Number Instagram Followers by Number of Times Post to SMP 
Count 
Total % 
Col % 
Row % 

30,500 or Less 30,501 or More Total 

1 or more times per day 24 
26.37 
35.29 
61.54 

15 
16.48 
65.22 
38.46 

39 
42.86 

Less than one time per day 44 
48.35 
64.71 
84.62 

8 
8.79 

34.78 
15.38 

52 
57.14 

Total 68 
74.73 

23 
25.27 

91 
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Table 4.18: Fisher’s Exact Test for Number of Instagram Followers by the number of times 
post to Instagram 

Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.0119* Prob (Number of Instagram Followers=30,501 or More) is greater for Number of Times Post to 
Instagram=1 or more times per day than Less than one time per day 

Right 0.9970 Prob (Number of Instagram Followers=30,501 or More) is greater for Number of Times Post to 
Instagram=Less than one time per day than 1 or more times per day 

2-Tail 0.0155* Prob (Number of Instagram Followers=30,501 or More) is different across Number of Times 
Post to Instagram 

 
4.5.3 Number of Followers on Social Media Platforms 
 

The number of followers that participants have on SMPs was analyzed by specific SMP 

and type of Fashion Blogger.  This analysis is shown in Table 4.19.  “2,500 or less” is the most 

common number of followers amongst Fashion Bloggers across all social media platforms 

analyzed except Instagram.  The greatest number of followers on Instagram for each type of 

Fashion Blogger is “2,501 – 15,500”.  There were four FFBs with “75,501 – 95,500” followers 

and six with “more than 95,500 followers” on Instagram.  Pinterest and Instagram were the only 

two SMPs with followers that high amongst the population surveyed.   
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Table 4.19: Number of Followers on Social Media Platforms (SMPs) 
P

in
te

re
st

 
Number of Followers Part-time 

Fashion 
Bloggers 

Full-time Fashion 
Bloggers 

Retail Fashion 
Bloggers 

Total 

2,500 or Less 17 (65.38%) 14 (53.58%) 12 (4.15%) 43 (58.90%) 
2,501 – 15,500 6 (33.33%) 7 (38.89%) 5 (27.78%) 18 (24.66%) 
15,501 – 30,500 0 (0.00%) 2 (50.00%) 2 (50.00%) 4 (5.48%) 
30,501 – 55,500 1 (50.00%) 1 (50.00%) 0 (0.00%) 2 (2.74%) 
55,501 – 75,500 1 (50.00%) 0 (0.00%) 1 (50.00%) 2 (2.74%) 
75,501 – 95,500 0 (0.00%) 1 (50.00%) 1 (50.00%) 2 (2.74%) 
More than 95,500 followers, please 
provide specific number 

0 (0.00%) 0 (0.00%) 2 (100%) 2 (2.74%) 

  
 

  
 

F
a

ce
b

o
o

k
 

2,500 or Less 20 (35.09%) 18 (31.58%) 19 (33.33%) 57 (78.08%) 
2,501 – 15,500 4 (30.77%) 6 (46.15%) 3 (23.08%) 13 (17.81%) 
15,501 – 30,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
30,501 – 55,500 0 (0.00%) 1 (100%) 0 (0.00%) 1 (1.37%) 
55,501 – 75,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
75,501 – 95,500 0 (0.00%) 0 (0.00%) 1 (100%) 1 (1.37%) 
More than 95,500 followers, please 
provide specific number 

0 (0.00%) 0 (0.00%) 1 (100%) 1 (1.37%) 

  
 

  
 

In
st

a
g

ra
m

 

2,500 or Less 9 (60.00%) 1 (6.67%) 5 (33.33%) 15 (17.24%) 
2,501 – 15,500 17 (44.74%) 10 (26.32%) 11 (28.95%) 38 (43.68%) 
15,501 – 30,500 3 (23.08%) 5 (38.46%) 5 (38.46%) 13 (14.94%) 
30,501 – 55,500 3 (37.50%) 4 (50.00%) 1 (12.50%) 8 (9.20%) 
55,501 – 75,500 0 (0.00%) 0 (0.00%) 2 (100%) 2 (2.30%) 
75,501 – 95,500 0 (0.00%) 4 (100%) 0 (0.00%) 4 (4.60%) 
More than 95,500 followers, please 
provide specific number 

1 (14.29%) 6 (85.71%) 2 (28.57%) 7 (8.05%) 
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Table 4.19: Number of Followers on Social Media Platforms (SMPs) (Continued) 
Y

o
u

T
u

b
e 

Number of Followers 
Part-time 
Fashion 
Bloggers 

Full-time Fashion 
Bloggers 

Retail Fashion 
Bloggers 

Total 

2,500 or Less 10 (90.91%) 10 (90.91%) 9 (75%) 29 (85.29%) 
2,501 – 15,500 0 (0.00%) 1 (9.09%) 3 (25%) 4 (11.76%) 
15,501 – 30,500 1 (9.09%) 0 (0.00%) 0 (0.00%) 1 (2.94%) 
30,501 – 55,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
55,501 – 75,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
75,501 – 95,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
More than 95,500 followers, please 
provide specific number 

0 (0.00%) 
0 (0.00%) 0 (0.00%) 0 (0.00%) 

  
    

S
n

a
p

ch
a

t 

2,500 or Less 3 (100%) 3 (100%) 3 (100%) 9 (100%) 
2,501 – 15,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
15,501 – 30,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
30,501 – 55,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
55,501 – 75,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
75,501 – 95,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
More than 95,500 followers, please 
provide specific number 

0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 

  
    

T
w

it
te

r 

2,500 or Less 11 (84.62%) 12(70.59%) 8 (72.73%) 28 (73.68%) 
2,501 – 15,500 2 (15.38%) 4 (23.53%) 3 (27.27%) 9 (23.68%) 
15,501 – 30,500 0 (0.00%) 1(5.88%) 0 (0.00%) 1(2.63%) 
30,501 – 55,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
55,501 – 75,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
75,501 – 95,500 0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
More than 95,500 followers, please 
provide specific number 

0 (0.00%) 0 (0.00%) 0 (0.00%) 0 (0.00%) 
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In Table 4.20, the number of respondents with “more than 95,500” followers can be seen.   

There were two RFBs that indicated they had “more than 95,500” followers on Pinterest and six 

FFBs indicated they had “more than 95,500” on Instagram.  However, there was only one RFB 

to write-in for Pinterest and five FFBs for Instagram.  Table 4.21 shows the number of 

respondents with “more than 95,500” followers who specified the exact number.  The highest 

number of responses of “more than 95,500” followers is on Instagram.  Many more FFBs than 

PFBs and RFBs have “more than 95,500” followers on Instagram.  RFBs were the only group to 

have “more than 95,500” followers on Pinterest, with one respondent having 280,000 monthly 

viewers.  FFBs were the only group to have “more than 95,500” followers on Facebook, with 

one respondent having 336,000 followers on that platform.   

Table 4.20: Number of Fashion Bloggers with More than 95,000 Followers by SMP  

Number of Followers SMP PFB FFB RFB 

More than 95,500 followers, please provide 
specific number 

Instagram 1 6 2 

Pinterest 0 0 2 

Facebook 0 1 0 
 
 

Table 4.21: Responses to More than 95,500, Please Provide Specific Number   
  

Social Media 
Platform 

Number of Followers by Blogger Type + SMP 
PFB FFB RFB 

Instagram 

180, 000 
 

120,000 

 

265,000 

173,000 

96,000 

200,000 
Pinterest 

  
280,000 monthly 

viewers 
Facebook  336,000  
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4.5.3.1 Number of Followers on the Top Three SMPs Amongst Fashion Bloggers  

The number of followers that each blogger has on each of the top 3 SMPs was compared 

to the year that the blog was started.  Tables 4.22, 4.23, and 4.24 show this analysis for 

Instagram, Pinterest, and Facebook, respectively.  These tables only include start years when at 

least 1 respondent started their blog.  In Table 4.24, the categories of “15,501-30,500” and 

“55,501-75,000” followers were not included, since there are no bloggers who have those 

numbers of followers on Facebook.  There does not appear to be any conclusive relationship 

between the number of followers that a blogger has on Instagram, Pinterest, and Facebook and 

the year the blogger started their blog.  

 



 

137 
 

Table 4.22: Analysis of Instagram Followers and Blog Start Date (Year) 

 

Number 
of  

Instagram 
Followers 

Year Blogger Started Their Blog Row 
Total 

Respondents 2005 2007 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 

2,500 or Less  1    1 2 2   4 5 15 

2,501 - 15,500      2 1 6 2 11 7 10 39 

15,501 - 30,500 1  2 1  1 1 1 3 2 2  14 

30,501 - 
55,500 

   1  2 2 1 1  1  8 

55,501 - 75,500   1  1        2 

75,501 - 95,500    2    1   1  4 

More than 
95,500 
followers, 
please provide 
specific 
number 

 1  2 1 1 1 1 1 1   9 

Column 
Total 

Respondents 
1 2 3 6 2 7 7 12 7 14 15 15 

Total 
Respondents 

(91) 
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Table 4.23: Analysis of Pinterest Followers and Blog Start Date (Year) 

Number  
of  

Pinterest 
Followers  

Year Blogger Started Their Blog 
Row 
Total 

Respondents 2005 2007 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 

2,500 or Less  1 1 1  1 4 6 3 11 9 7 44 

2,501 - 15,500  1 1 1 2 3  5 2 1  2 18 

15,501 - 30,500    1    1  1 1  4 

30,501 - 55,500 1        1    2 

55,501 - 75,500    1   1      2 

75,501 - 95,500   1 1         2 

More than 
95,500 
followers, 
please provide 
specific 
number 

     1 1      2 

Column 
Total 

Respondents 
1 2 3 5 2 5 6 12 6 13 10 9 

Total 
Respondents 

(74) 

 
 
 



 

139 
 

Table 4.24: Analysis of Facebook Followers and Blog Start Date (Year) 

 
 

Number  
of  

Facebook 
Followers  

Year Blogger Started Their Blog 

Row 
Total 

Respondents 2005 2007 2019 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 

2,500 or 
Less  1   2  6 5 11 5 13 10 6 59 

2,501 - 
15,500    2 3 2 1 1   1 3  

13 

30,501 - 
55,500 1  

 
          1 

75,501 - 
95,500    1          1 

More than 
95,500 
followers, 
please 
provide 
specific 
number 

  

 

     1     1 

Column 
Total 

Respondents 
1 1 0 3 5 2 7 6 12 5 14 13 6 

Total 
Respondents 

(73) 
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4.6 Time Spent on The Blog 

Questions in the time spent on the blog section of the survey were used to answer 

Research sub-objective 1-f; Determine How Much Time is Spent on the Blog.  The purpose of 

asking questions related to the amount of time spent on activities related to the blog was to learn 

of any significant amount of time put into one activity over the another, and more importantly, to 

explore the relationship between the amount of time spent on blogging activities and the level of 

success in terms of the number of followers.  Questions on the amount of time spent on blogging 

activities related to SMPs were included.  The data was analyzed for the total number of 

respondents, as well as for each population: FFB, PFB, RFB. 

Table 4.25 shows the number of hours spent on blogging activities by Fashion Bloggers 

surveyed.  Not all of the 91 respondents answered every question.  “0-8 hours” is the most 

common amount of time spent on blogging activities.  Few respondents spent more than 24 

hours on blogging activities, apart from 6 respondents who spent “25-32 hours” developing 

content for SMPs and 3 who spent “40+ hours” on this blogging activity. Unfortunately, 

respondents were not asked for the number of hours spent on blogging activities separately for 

activities that could be done for both the blog and SMPs (i.e., taking photos, recording videos, 

and editing).  Having done so would have allowed us to perform analysis more specifically for 

the blog and SMPs. 

Figure 4.13 shows charts illustrating the distribution of the number of hours spent on 

blogging activities by different types of Fashion Bloggers.   The graph illustrating “Developing 

Content for SMPs” shows this is where the most time was spent by Fashion Bloggers 

collectively compared to any other activity illustrated as a significant number of respondents 

spend up to 32 hours per week on this blogging activity. 
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Table 4.25: Number of Hours Spent on Blogging Activities by Number of Responses 

Activity 
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(hrs/wk) 

#
 

%
 

#
 

%
 

#
 

%
  #
 

%
 

#
 

%
  #
 

%
 

#
 

%
 

0-8 
hours 

64 
70.33

% 
41 46.06% 52 57.58% 67 75.2% 75 86.2% 55 62.5% 60 67.42% 

9-16 
 hours 

19 
20.88

% 
25 28.09% 30 33.33% 17 19.10% 10 11.49% 22 25% 21 23.60% 

17 -24 
 hours 

6 6.59% 14 15.73% 5 5.56% 3 3.37% 1 1.12% 10 11.36% 6 6.74% 

25-32  
hours 

2 2.20% 6 6.74% 3 3.33% 1 1.12% 0 0.00% 0 0.00% 1 1.12% 

33-40 
 hours 

0 0.00% 0 0.00% 0 0.00% 0 0.00% 0 0.00% 0 0.00% 0 0.00% 

40+  
hours 

0 0.00% 3 3.37% 0 0.00% 1 1.12% 1 1.12% 1 1.14% 1 1.12% 

Total 
Number 

 of 
Responses 

91 89 
90 

 
89 

 
87 

 
88 

 
89 
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Figure 4.13: Graphical Distribution Comparing the Number of Hours Spent on Blogging Activities for Part-time Fashion 

Bloggers, Full-time Fashion Bloggers, and Retail Fashion Bloggers  
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Figure 4.13: Graphical Distribution Comparing the Number of Hours Spent on Blogging Activities for Part-time Fashion 

Bloggers, Full-time Fashion Bloggers, and Retail Fashion Bloggers Continued
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Table 4.26 shows a comparison between the number of times a blog entry is publish to 

the blog and the number of times a post is made to an SMP.  Cells with “N/A” indicate this 

answer choice, found in the “Frequency of Posting or Publishing” column was not available for 

the respondents to choose.  Answer choices for number of times a post is made to an SMP were: 

“Multiple times per day”, 1 per day””, “2 – 3 times a week”, and “4-6 times a week” and for 

publishing on the blog, answer choices: “1 time per week”, “once per month”, “2 times a 

month”, and never.  

Table 4.26: Comparing the Number of Times a Post is Made to Blog to the Number of 
Times a Post is Made to SMPs 

Frequency of Posting or 
Publishing 

Post on SMPs Publish on Blog 

Multiple times per day 4 N/A 

1 per day 35 N/A 

2-3 times a week 23 32 

4-6 times a week  29 7 

1 time a week  N/A 22 
Once per Month N/A 14 

2 times a month N/A 12 
Never N/A 1 

 
4.6.1 Comparison of the Number of Followers and the Amount of Time Spent on Blogging 
Activities 
 

The data was analyzed to determine if there is any relationship between the number of 

followers and the amount of time spent doing blogging activities.  For different platforms, 

different activities are more important.  For instance, on Instagram, video and photo quality are 

the most important, while on YouTube, only video quality is important.  On blogs, text and 

photos are usually most important, but videos can be important as well.  The following sections 
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analyzed the time spent on blogging activities and the number of followers on the blog and 

SMPs.   

A series of contingency analyses was performed to test the null hypothesis that there is 

no significant difference between the number of hours spent on a particular blogging activity and 

the number of followers on the blog or an SMP.  The blogging activities tested are those shown 

in Table 4.27.  The number of followers on the blog, Instagram, YouTube, Facebook, Pinterest, 

and Twitter will be compared to the relevant blogging activities.  For many of the comparisons, 

several categories needed to be combined, to try to meet the test assumption that no more than 

20% of the expected counts are less than 5.  The summaries of these analyses are shown in the 

following sections. The contingency tables, mosaic plots, and statistical test analysis from JMP 

on which the summaries are based can be found in Appendix J. 

4.6.1.1 Writing Blog Posts 
 

Since writing blog posts is not related to SMPs, only a comparison between the hours 

spent writing blog posts and the number of followers on the blog was performed.  A summary of 

the results is shown in Table 4.27. 

Table 4.27: Summary of the Comparisons with Hours Spent Writing Blog Posts 
Platform Prob >χ2 Practical Conclusion 
Blog  0.0014* There is a significant difference between hours 

spent writing blog posts and the number of 
followers on the blog. Fashion Bloggers who 
spend “9 hours or more” writing blog post are 
more likely to have “2,501 or more” blog 
followers than those who spend “8 hours or less” 
writing blog posts 

 
4.6.1.2 Developing Content for SMPs 

Since developing content for SMPs is not closely related to the blog, only a comparison 

between the hours spent developing content for SMPs and the number of followers on SMPs was 
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performed.  Based on the interviews discussed in Chapter 5, Pinterest is typically where bloggers 

share their blog posts via pins (links that bring users to their blogs) and Twitter is where bloggers 

tweet their blog posts.  Therefore, the content seen on Pinterest and Twitter is likely the content 

that was developed for the blog. Consequently, no statistical tests were run comparing the 

number of hours spent on developing content for SMPs and the number of followers on Pinterest 

or Twitter.  A summary of the results is shown in Table 4.28.   

Table 4.28: Summary of the Comparisons with Hours Spent Developing Content for SMPs 
Platform Prob >χ2 Practical Conclusion 
Instagram 0.0036* There is a significant difference between hours 

spent developing content for SMPs and the 
number of Instagram followers.  Fashion 
Bloggers who spend “0-8 hours” developing 
content for SMPs are more likely to have 
“30,500 or less” Instagram followers than those 
who spend “9-16” or “17 or more” hours 

YouTube 0.0478* There is a significant difference between the 
number of subscribers on YouTube and hours 
spent developing content for SMPs.  Fashion 
Bloggers who have “2,501 or more” YouTube 
subscribers are more likely to spend “9 or more” 
hours developing content.  

Facebook 0.3615 There is no significant difference in the number 
of Facebook followers for those who spend “8 
hours or less” developing content for SMPs than 
those that spend “9 or more hours”   

4.6.1.3 Responding to Audience Comments 

Responding to audience comments is an important part of success on social media.  All 

platforms were analyzed for the interaction between the number of followers and number of 

hours spent responding to audience comments.  A summary of the results is shown in Table 4.29. 
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Table 4.29: Summary of the Comparisons with Hours Spent Responding to Audience 
Comments 

Platform Prob >χ2 Practical Conclusion 
Blog 0.3178 There is no significant difference in the number 

of blog followers for those who spend “0-8 
hours” responding to audience comments and 
those that spend “9 or more hours”   

Instagram 0.0389* There is a significant difference between the 
number of hours spent responding to comments 
and the number of followers on Instagram. 
Fashion Bloggers with “2,500 – 15,500” are 
more likely to spend “0 – 8” hours responding to 
audience comments than those with “15,501 or 
more” and “2,500 or less” followers. 

Pinterest 0.1507 There is no significant difference in number of 
Pinterest followers for those who spend “0-8 
hours” responding to audience comments and 
those that spend “9 or more hours”   

Facebook 0.6942 There is no significant difference in number of 
Facebook followers for those who spend “0-8 
hours” responding to audience comments and 
those that spend “9 or more hours”   

YouTube  0.4310 There is no significant difference in number of 
YouTube subscribers for those who spend “0-8 
hours” responding to audience comments and 
those that spend “9 or more hours”   

Twitter 0.0867 There is no significant difference in number of 
Twitter followers for those who spend “0-8 
hours” responding to audience comments and 
those that spend “9 or more hours”   

 
4.6.1.4 Taking Photos 

Photos taken for the blog and Instagram are shared to other SMPs like Twitter, and 

Pinterest.  Therefore, the content seen on Pinterest and Twitter is likely the content that was 

developed for the blog.  Consequently, no statistical tests were run comparing the number of 

hours spent on taking photos for SMPs and the number of followers on Pinterest or Twitter.  A 

summary of the results is shown in Table 4.30.  
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Table 4.30: Summary of the Comparisons with Hours Spent Taking Photos 
Platform Prob >χ2 Practical Conclusion 
Blog 0.0418* There is a significant difference between hours 

spent taking photos and the number of followers 
on the blog. Fashion Bloggers who spend “9 or 
more” hours taking photos are more likely to 
have “2,501 or more” blog followers than those 
who spend ‘8 hours or less” 

Instagram 0.9636 There is no significant difference in number of 
Instagram followers for those who spend “0-8” 
hours taking photos and those that spend “9 or 
more” hours   

YouTube 0.6001 There is no significant difference in the number 
of YouTube subscribers for those who spend “0-
8” hours taking photos and those that spend “9 or 
more” hours 

Facebook 0.8464 There is no significant difference in number of 
Facebook followers for those who spend “0-8” 
hours taking photos and those that spend “9 or 
more” hours   

 

4.6.1.5 Recording Videos 

Typically, videos are recorded for YouTube, as it is the main feature of the SMP.  

Fashion Bloggers may also use videos on Instagram in the form of Reels, Stories, and IGTV 

content.  Facebook stories is another place Fashion Bloggers can use videos.  Videos may be 

embedded in a blog post.  However, videos are not the main type of media on the blog.  Twitter 

features more text than videos, though videos may be shared to the platform.  As previously 

mentioned, images and videos are mostly shared to Pinterest from the blog, as opposed to being 

created specifically for that SMP.  Only a comparison between the hours spent recording videos 

and the number of followers on the SMPs that have that feature as the main focus of the platform 

was performed.  A summary of the results is shown in Table 4.31.   
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Table 4.31: Summary of the Comparisons with Hours Spent Recording Videos 
Platform Prob >χ2 Practical Conclusion 
Instagram 0.9448 There is no significant difference in number of 

Instagram followers for those who spend “0-8 
hours” recording videos and those that spend “9 
or more hours”   

YouTube 0.3402 There is no significant difference in number of 
YouTube subscribers for those who spend “0-8 
hours” recording videos and those that spend “9 
or more hours”   

Facebook 0.4196 There is no significant difference in number of 
Facebook followers for those who spend “0-8 
hours” recording videos and those that spend “9 
or more hours”   

 

4.6.1.6 Editing (Pictures, Videos, Text) 

The content typically seen on Pinterest, Twitter, and Facebook (except for stories) are 

likely to be the content that was developed for the blog.  Consequently, the relationship between 

the amount of time spent editing (pictures, videos, text) and the number of followers/subscribers 

on each platform were analyzed for the following SMPs: Blog, Instagram, YouTube and 

Facebook.  A summary of the results is shown in Table 4.32.   
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Table 4.32: Summary of the Comparisons with Hours Spent Editing (Pictures, Videos, 
Text) 

Platform Prob >χ2 Practical Conclusion 
Blog 0.0169* There is a significant difference between hours 

spent editing (pictures, videos, and text) for the 
blog and the number of blog followers.  Fashion 
Bloggers “2500 or less “followers are more 
likely to spend “0-8 hours” editing (pictures, 
videos, and text) for the blog than those with 
“2,501 - 25,500” and “25,501 or more” blog 
followers 

Instagram 0.9352 There is no significant difference in number of 
Instagram followers for those who spend “0-8 
hours” editing videos, photos, or texts and those 
that spend “9 or more hours”   

YouTube 0.6723 There is no significant difference in number of 
YouTube subscribers for those who spend “0-8” 
hours editing videos, photos, or texts and those 
that spend “9 or more” hours  

Facebook 0.7033 There is no significant difference in the number 
of Facebook followers for those who spend “0-8” 
hours editing videos, photos, or text and those 
that spend “9 or more” hours 

 

4.6.1.7 Developing Ideas for Blog Content 
 

Since developing ideas for blog content is not related to SMPs, only a comparison 

between the hours spent developing ideas for blog content and the number of followers on the 

blog was performed.  A summary of the results is shown in Table 4.33. 

Table 4.33: Summary of the Comparisons with Hours Spent Developing Ideas for Blog 
Content 

Platform Prob >χ2 Practical Conclusion 
Blog  0.9788 There is no significant difference in number of 

Blog followers for those who spend “0-8 hours” 
developing blog ideas and those that spend “9 or 
more hours”   
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4.7 Sponsored Posts & Collaborations 

The questions on the survey related Sponsored Posts and Collaborations were used to 

answer Research Sub-objective 1-g; Find Out the Importance of Sponsored Posts and 

Collaboration.  Respondents were asked if they participate in sponsored blog and SMP posts. 

They were also asked if they collaborate with brands and other bloggers as well as if they 

participate in any partnerships. Based on the results of our survey, 83% of Fashion Bloggers 

participate in sponsored blog posts. 

Figure 4.14 shows the percentage of fashion bloggers that participate in sponsored blog 

posts, separated into PFBs, FFBs, and RFBs.  More RFBs (91.67%) participate in sponsored 

posts on their blogs than PFBs (75.76%) and FFBs (80.00%).  PFBs (24.24%) had the highest 

percentage of respondents that do not participate in sponsored blog posts.  It is surprising that a 

lower percentage of FFBs than RFBs have sponsored posts on their blogs. FFBs rely on 

sponsorships to earn an income.  There are several possibilities. One possibility is that brands are 

requesting that sponsored posts be on SMPs like Instagram and YouTube rather than on the blog.  

Another possibility is that some of the survey participants who consider themselves FFBs are not 

really making money via their blog.  They may have classified themselves as FFBs due to the 

number of hours they work on the blog or because they have no other job. 
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Figure 4.14: Graphical Distribution of The Percentage of Part-time Fashion Bloggers, Full-

time Fashion Bloggers, and Retail Fashion Bloggers with Sponsored Blog Posts 

 
A contingency table, showing the relationship between the number of followers on the 

blog and the number of respondents that have sponsored posts on their blogs, is shown in Table 

4.34.  For those bloggers that had sponsored blog posts, the category with the highest number of 

responses for the number of followers was “2,501 – 25,500” (see Table 4.34).  To test the null 

hypothesis that there is no significant difference between whether the bloggers have sponsored 

posts and the blog’s number of followers, contingency analysis was conducted to see if the 

probability across all categories (numbers of followers) was the same using the chi-square test 

for single responses through all sample categories.  Since this test assumes that there are at least 

5 data points in each group for each response, the categories of “2,501-25,500” and “more than 

25,500” were combined.   

 

0.00%

10.00%

20.00%

30.00%

40.00%

50.00%

60.00%

70.00%

80.00%

90.00%

100.00%

Yes

75.76%
80.00%

91.67%

Part-time Fashion Bloggers Full-time Fashion Blogger Retail Fashion Bloggers



 

153 
 

Table 4.34: Contingency Table on The Number Blog Followers by Sponsored Posts on the 
Blog 

Count 
Total % 
Col % 
Row % 

No Yes Total 

2,500 or Less 9 
10.71 
60.00 
29.03 

22 
26.19 
31.88 
70.97 

31 
36.90 

2,501 - 25,500 6 
7.14 

40.00 
14.63 

35 
41.67 
50.72 
85.37 

41 
48.81 

More than 25,500 0 
0.00 
0.00 
0.00 

12 
14.29 
17.39 

100.00 

12 
14.29 

Total 15 
17.86 

69 
82.14 

84 

 
Table 4.35 shows the updated contingency table.  Since we have 2 responses (no and yes) 

and 2 categories for number of followers, Fisher’s Exact test was run (Table 4.36).  Because the 

p-value of the one-sided Fisher test (0.0418) is less than our alpha level of 0.05, we reject the 

null hypothesis and conclude that bloggers with “2,501 or more” followers are more likely to 

have sponsored posts than bloggers with “2,500 or less followers”. 

Table 4.35: Contingency Table for The Number of Sponsored Blog Post by the Number of 
Blog Followers 

Count 
Total % 
Col % 
Row % 

No Yes Total 

2,500 or Less 9 
10.71 
60.00 
29.03 

22 
26.19 
31.88 
70.97 

31 
36.90 

2,501 or more 6 
7.14 

40.00 
11.32 

47 
55.95 
68.12 
88.68 

53 
63.10 

Total 15 
17.86 

69 
82.14 

84 
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Table 4.36: Fisher’s Exact Test for the Number of Sponsored Blog Posts by the Number of 
Blog Followers 

Fisher's 
Exact Test 

Prob Alternative Hypothesis 

Left 0.9895 Prob (Sponsored Blog Posts=Yes) is greater for Number blog followers=2,500 or Less than 
2,501 or more 

Right 0.0418
* 

Prob (Sponsored Blog Posts=Yes) is greater for Number blog followers=2,501 or more than 
2,500 or Less 

2-Tail 0.0736 Prob (Sponsored Blog Posts=Yes) is different across Number blog followers 
 

4.7.1 Sponsored Posts on SMPs 
 

93% of survey participants have sponsored SM posts.  The group that engaged in 

sponsored content on SMPs the most was FFBs (Figure 4.15).  PFBs had the lowest percentage 

of Fashion Bloggers that participate in sponsored blog posts (87.50%).  This makes sense, since 

PFBs are just starting out and may not know how to start working with brands or may not be 

interested in blogging to make money.  

 
Figure 4.15: Percentage of Fashion Bloggers with Sponsored Posts on SMPs 
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4.7.2 Collaborations and Partnerships 

Figure 4.16 illustrates the distribution of Fashion Bloggers that collaborate with other 

Fashion Bloggers. More PFBs (56.25%) and FFBs (60.00%) collaborate with other Fashion 

Bloggers than RFBs (42.31%).  One would think that RFBs would want to collaborate more with 

other bloggers to assist with promoting the business that they started separately from their blogs.  

However, they may just not have the time to collaborate. 

  
Figure 4.16: Fashion Bloggers Collaborate with Other Fashion Bloggers 
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Figure 4.17: Fashion Bloggers Collaborate with Brands 

Whereas collaborations typically imply that the brand does not pay the blogger, 

partnerships typically imply that the blogger is paid.  From our data, 93.26% of Fashion 

Bloggers partner with brands.  Figure 4.18 shows the percentages of different types of Fashion 
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Figure 4.18: Fashion Bloggers Partner with Brands  

Figure 4.19 compares the number of Fashion Bloggers that collaborate with brands to the 

number that partner with brands.   A higher percent of bloggers participated in partnerships with 

brands than in collaborations with brands. 

 
Figure 4.19: The Total Number of Fashion Bloggers that Participate in Brand 

Collaborations or Partnerships   

Figure 4.20 is a comparison of Fashion Bloggers that collaborated with brands to those 

who partnered with brands, broken down by PFBs, FFBs, and RFBs.  FFBs participated in brand 
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collaborations the most, while PFBs collaborated with brands the least.   RFBs work with brands 

the most, while PFBs partnered with brands the least.  A couple of reasons PFBs may collaborate 

with brands the least is that they are just starting out blogging and have not made the 

relationships needed to collaborate or they are just not interested in brand collaborations.  

 
Figure 4.20: A Comparison of Type of Fashion Bloggers that Collaborate with Brands to 

Those who Partner with Brands 

Table 4.37 lists all of the responses received for the type of collaboration Fashion 

Bloggers participated in with other Fashion Bloggers.  The most common collaborations 

amongst Fashion Bloggers were Giveaways and Styling.  
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Table 4.37: Type of Fashion Blogging Collaborations with Other Fashion Bloggers 

Type 
 of 

Blogger 
Part-time Fashion Bloggers Full-time Fashion Bloggers 

Retail Fashion 
Bloggers 

Most Common 
Collaborations 

Amongst Fashion 
Bloggers  

+ Number of Times 
Mentioned 

T
yp

e
 o

f 
B

lo
g

g
e

r 
C

o
ll

a
b

o
ra

ti
o

n
s 

A Collaboration with A Healthy 
Juice Company 

Giveaways Cross Promotion 

Giveaways (20) 
Styling (9) 

 

Support Groups Style Shares Giveaways 

Group Photoshoots Game Day Outfits Giveaways 

Merging to Create New Brands Photo Session Together 
Giveaways/Blogger 

Networks 

Giveaways Tagging the Other Blogger Giveaways 

Content Sharing Try Ons Shoutouts 

Partnerships Giveaways 
1 Item Styled by 

Different Bloggers 

Sewing Challenges Giveaways For A Cause 

Sew Along Follow Chains Giveaways 

Style Inspo Fashion shoots together  Giveaways 

Lookbooks 
Guest posts Instagram Story 

Takeovers 
Giveaways  As a part of InfluencHER Collective, I 

partner with other bloggers in the 
collective to promote products and 

events. Most recently, we were invited to 
Pandora Jewelry & piercing party where 

we promoted their new mini charm 
collections 

Events 
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Table 4.37: Type of Fashion Blogging Collaborations with Other Fashion Bloggers (Continued) 

Type of 
Blogger 

 

Part-time Fashion Bloggers 
 

Full-time Fashion Bloggers 
 

Retail Fashion 
Bloggers 

 

 
Most Common 
Collaborations 

Amongst Fashion 
Bloggers + Number 
of Times Mentioned 

T
yp

e 
of

 B
lo

gg
er

 C
ol

la
b

or
at

io
n

s 

Giveaways Making Content Together Giveaways 

Giveaways (20) 
Styling (9) 

Joint Posts Style Styling Ideas 

Exchanging "Mystery" Boxes Full of 
Clothes on YouTube Styling Tips // 10 Ways to Style 5 Pieces Home Décor Round 

Ups 

Reciprocating Shout Outs on Social 
Media Styling the Same Item  Giveaways 

Giveaways  Small Giveaways 

 

Same Content Sharing  Sharing Each Other's Profile/Blog 

Shoutouts Each of us style the same item and 
promote one another's posts 

Giveaways  Travel Together 

Giveaways Work on Group Collars Together 

Blogger Meet Ups 

 

Follow Friday 
Giveaways 
Giveaways 
Events 
Game Day Style 

Ways to Style A Certain Piece 
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4.8 Full-time Fashion Blogger + Retail Fashion Blogger Entrepreneurship 

 Questions regarding FFB and RFB types of entrepreneurship were asked of survey 

participants to answer the question Research Sub-Objective 1-h; Determine the Extent and Type 

of Entrepreneurship in Which the Full-Time Fashion Blogger and the Retail Fashion Blogger 

Operate.  The sections to follow analyze data for the FFBs and RFBs separately and then 

compares the two groups.  

4.8.1 FFBs Years Blogging 
 

The data for Figure 4.21 was analyzed for 30 FFBs.  It shows the number of years 

respondents have blogged full time.  The most common amount of time FFBs had blogged full 

time was “2-5 years”.  The least common amount of time FFBs had blogged full time was “6 – 9 

years”.  A significant amount of FFBs surveyed recently transitioned (within the last year) to full 

time according to Figure 4.21. 

 
Figure 4.21: Graphical Distribution of the Number of Years Respondents Have Been a 

Full-time Fashion Blogger 
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Table 4.38 shows the number of years between when a FFB started their blog and when 

they transitioned to blogging full time (29 respondents answered this question).  “2 – 4 years” 

was the most frequent response.  “8 - 10 years” was the least frequent response.  This data was 

explained and analyzed extensively in Section 4.2 of this chapter.  

Table 4.38:  Number of Years After Starting the Blog Before Becoming FFB 
Years After Started Blog Became FFB Full-time Fashion Bloggers 
1 year or less 11 
2 - 4 years 13 
5 - 7 years 4 
8 - 10 years 1 

 

Table 4.39 compares the amount of time FFBs have been blogging full time with their 

annual income, grouped by type of employment. As mentioned previously, there were 30 

respondents to the question on the number of years that the respondents have been blogging full 

time.  Regarding providing their annual income, 4 of these respondents selected “prefer not to 

answer” and 1 did not select anything.  Therefore, this information was left out of the data 

analyzed in Table 4.39, which included the answers of the 25 remaining respondents.  There 

were 10 FFBs that had been blogging full time for 1 year or less, 13 that had been full time for 2-

5 years and two that had been full time for 6 – 9 years at time of taking the survey. 12 

respondents indicated they were self-employed, followed by 9 respondents that indicated they 

were employed full time.  Two indicated that they were students, and two indicated that they 

were unemployed. This raises the question of how one can be unemployed and have an income.  

Perhaps the respondent answered the question based on household income.    

While the sample size is small, it does not appear that FFBs that have blogged full time 

for a longer period of time have a higher income. There are two FFBs that had blogged full time 

for 1 year or less that make an annual income of more than $130,000. What is unknown in this 
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analysis is if respondents answered for their personal contribution to the total income to their 

households or if the amount specified included all household income (i.e., spouse/significant 

other).  The most frequent combination of years blogged full time and income was “2 – 5 years” 

with income of “$40,000 - $69,999”.   This combination was selected by 7 FFB survey 

participants.  

Table 4.39: PivotTable Number of Years FFBs Had Been Full Time by Annual Income and 
Type of Employment 

Count of How Long Have You Been A 
Full-Time Fashion Blogger? 

Column 
Labels    

Row Labels 
1 year or 
less 

2 – 5 
years 

6 – 9 
years 

Grand 
Total 

FFB 10 13 2 25 
Employed full time 2 7  9 

$40,000 - $69,999 1 7  8 
$70,000 - $99,999 1   1 

Self-employed 5 5 2 12 
$10,000 - $39,999  1  1 
$40,000 - $69,999 1  1 2 
$70,000 - $99,999 1 2 1 4 
$100,000 - $129,999 1 2  3 
More than $130,000 2   2 

Student 2   2 
Less than $10,000 1   1 
$10,000 - $39,999 1   1 

Unemployed not looking for work 1 1  2 
Less than $10,000  1  1 
$10,000 - $39,999 1   1 

Grand Total 10 13 2 25 
 

4.8.2 Motivation to Blog Full Time 

This section discusses the data analyzed for FFBs’ motivation to blog full time. Figure 

4.22 shows the distribution of FFBs’ motivations to blog full time.  There was a tie for the most 

frequently selected motivation between “opportunities to collaborate with brands” and “like 

being my own boss”.  The least frequently chosen motivations were “it is an easy way to make 

money” and “pays more than a traditional job does”.   
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Figure 4.22: Graphical Distribution of FFBs’ Motivation to Blog Full Time  

16.67% of FFBs indicated there were “other” motivations involved in their decision to 

blog full time.  These responses are shown in Table 4.40. One FFB seemed to imply that while 

she could not work a traditional job due to her health, she could still make an income substantial 

enough to still take care of their family. Another FFB consider themselves to be a FFB due to the 

amount of time they put into their blog, even though they have a separate full-time job.  A third 

FFB got to the point where balancing blogging and a traditional job became too overwhelming 

that they chose blogging over a traditional job.  That seems to imply that they felt confident that 

blogging could provide them without enough income.  
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Table 4.40: FFB Motivation to Blog Full Time 
Motivation to Blog Full-time 

Answers Provided by Respondents 

Law School 

Spreading my lifestyle an ideology, selling my own products 

I still work full-time. But with the amount of hours, I put into my blog, I would consider it a full-time 
position. 

Because of my health and I needed to provide income 

I could no longer do both, something had to give, and I loved my blog more than my job. 

I started as a hobby and put a lot of energy into it, when I finished school I had to decide if I wanted 
to keep blogging or go into another business, if I kept blogger it had to become monetized 

 
4.8.3 RFB Motivation to Start a Business 
 

This section analyzes the data based on the RFBs motivation to start a business.  Before 

the data was analyzed for motivation it was important to understand the number of RFBs that 

started their business because of blogging.  61.54% of the 26 respondents started a business 

because of blogging 

There were 16 RFB respondents who indicated their motivation for starting their 

businesses.  The distribution of these responses is show in Figure 4.23.  The most common 

motivation for RFBs to start their buisness was its  “something I’ve always wanted to do” 

(42.11%).  The second most common reason for starting a business for RFBs was its a“great 

source of income” (21.05%).  The least common motivators for starting a business for RFBs 

were “target audience”and “like being my own boss” (tied at 5.26%).   
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Figure 4.23: Graphical Distribution of Motivation For RFBs to Start Their Businesses 

15.79% of RFB choose “other” and specified their own personal motivations for starting 

their businesses.  Table 4.41 shows the specific motivators that they listed. One RFB wanted to 

give back after having some success of their own by starting a consulting firm for aspiring 

content creators and small businesses.  Another RFB turned a hobby into a business.   

Table 4.41: Motivation for RFBs to Start A Business as Given by RFBs 

Motivation to Start Business 
Answers Provided by Respondents 

Too great of an opportunity to pass up 

Pursue creative hobby as a small business 

It's a social media marketing consulting service. I help aspiring content creators get 
started as well as small business owners. 
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4.8.4 RFBs and the Business 

This section analyzes the data for questions asked of respondents that relate to the RFB’s 

operation of the business and the business itself.  38.4% of RFBs owned an additional business 

besides the blog itself and their retail business influenced by the blog. Figure 4.24 illustrates the 

distribution of the amount of time that RFBs had owned their businesses influenced by the blog. 

The most common amount of time an RFB has owned their business is “1 - 2 years”. The second 

most common amount of time an RFB has owned their business was “less than six months”.  The 

majority of the RFBs surveyed have owned their businesses for two years or less.  

 

 
Figure 4.24: Amount of Time RFBs Have Owned A Business Separate From Their Blogs 

 
Table 4.42 shows the timeframe for when RFBs started their businesses in relation to 

starting their blogs. Most RFBs started their businesses after they started their blog.  One RFB 

started their business one year before they started their blog and two started their blog and 
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business at the same time.   The longest amount of time after starting the blog that an RFB 

started their business was 5 years and 2 months.  The least amount of time was two months.  

Table 4.42: Timeframe of When RFBs Started Their Businesses in Relation to Starting 
Their Blogs 

Annswer Choices 
Number 

of 
Responses 

Time as Given by Respondents 

Before you 
started the blog: 
Enter number of 

months 

1 
 

12 months 

At the same time 
you start the blog 

2 N/A  

After you started 
the blog: Enter 
the number of 
years, months 

13 

2 months 
1 year 
1 year 
1 year 

2 years 
2 years, 7 months 

3 years 
3 years, 5 months 

4 years 
4.5 years 

5 years, 2 months 

 
Table 4.43 shows the types of businesses RFBs have.  It was interesting that the RFBs 

did not start more fashion related businesses.  There were five respondents that chose “clothing 

brand” and  “fashion accessories”.  No RFBs owned jewelry or makeup brands.  However, one 

RFB that chose “other” owns a business that includes jewlery.  There were 10 RFBs that wrote 

in the  type of businesses they owned (See Table 4.44).  Each of these businesses is different.   
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Table 4.43: RFBs’ Type of Businesses 

Type of Business 
Number of 

Respondents 
 

Clothing Brand 
3 
 

Fashion Accessories 
(Handbags & Shoes) 

2 
 

Jewelry Brand 
0 
 

Makeup Artist 
0 
 

Other, please specify 10 

 
Table 4.44: Types of Businesses Given By RFBs 

Responses Given By Respondents 

 Web Design 
 Social Media  
 Freelance Content Creation 
 Coaching Business 
 Personal Stylist 
 Blog 
 Consulting Services 
 Marketing Agency 
 Etsy - art prints, apparel, accessories - jewelry, hair ties 
 A totally new concept we created - a photo studio concept with 20+ walls that 

change seasonally that's open to the public 
 

Table 4.45 shows the number of hours RFBs spend on their businesses.  Most RFBs 

spend 9 – 16 hours per week on their busineses.  The second most common amount of time 

RFBs spent on their business was 49+ hours.  This variation could be due to many different 

factors, including the stage of the business, business type, personality and goals of the 

entrepreneur, etc.  
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Table 4.45: Number Of Hours Spent On The Business 
Hours Percentage Total Number 

4-8 6.67% 1 
9-16 33.33% 5 

17-24 13.33% 2 
25- 32 6.67% 1 
33-40 6.67% 1 
41-48 6.67% 1 
49+ 26.67% 4 

Total 100% 15 
 

According to the survey, 78.75% of RFBs do not have business partners.  Table 4.46 

shows the venues RFBs use to sell their products. Most use online marketplaces like Etsy and 

Amazon, while other used e-commerce websites.  20% of RFBs use both e-commerce (business 

website) and s-commerce (Facebook, Instagram).   It is not surprising that many RFBs use online 

markets, whether through s-commerce, e-commerce, or a combination of the two. They have 

spent a substantial amount of time online and have built their brands using SMPs.  RFBs have 

also engaged in SMM for their personal brand (the blog before transitioning and for some after) 

and often with other brands with which they have partnered or collaborated.  

Table 4.46: Places RFBs Products are Sold 

RFBs Products Sold Percentage 
Number 

of 
Responses 

Online via S-commerce (Etsy, Amazon, Facebook, 
Instagram) 

26.67% 4 

Online via E-commerce website 26.67% 4 
Both S-commerce and E-commerce 20.00% 3 
Brick-n-mortar retail space 6.67% 1 
Both Brick-n-mortar retail space and E-commerce website 6.67% 1 
None of the above 13.33% 2 
Total 100% 15 
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Figure 4.25 shows the net sales within the past 12 months from when they took the 

survey.  Most RFBs net sales were less than $20,000.  A possible reason for why this was the 

case is that the majority of the RFBs interviewed started their business within the last 2 years, as 

shown in Table 4.47.  

 

`  
Figure 4.25: Net Sales 
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Table 4.47: The Number of Years the Business Had Been In Operation by the Net Sales and Venue 

Net Sales Number of Years in Business 

Venues for Selling Products 
1-2 

years 
3-4 

years 
5+ 

years 
6 - 12 

months 
less than 
6 months 

Grand 
Total 

Less than $20,000 5   1 2 8 

Both S-commerce and E-commerce     2 2 

Online via E-commerce website 1   1  2 
Online via S-commerce (Etsy, Amazon, 
Facebook, Instagram) 

4     4 

$20,000 - $39,999 
  1  1 2 

Both S-commerce and E-commerce 
    1 1 

Online via E-commerce website 
  1   1 

$40,000 - $59,999 
   1  1 

Both Brick-n-mortar retail space and E-
commerce website 

   1  1 

$60,000 - $79,999 
 1    1 

None of the above 
 1    1 

Prefer not to answer 
  2  1 3 

Brick-n-mortar retail space 
    1 1 

None of the above 
  1   1 

Online via E-commerce website 
  1   1 

Grand Total 5 1 3 2 4 15 
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Figure 4.26 shows the distribution of the age of the target market for retail businesses 

owned by the RFBs.  The most common age group targeted was 25-34 (72%), followed by 18-24 

(21%) and then 35-44 (7%).  As for gender, females (79%) were the target market more 

frequently than a target market including both males and females combined (21%). None of the 

businesses had a target market of only males. 

 
Figure 4.26: Target Market Age 

 
Figure 4.27 shows the target markets for RFBs.  The most common target markets were 

“business profesional” and “college student”.  The least common target markets were the 

“athlete” and “single parent”.  There were 11.36% of RFBs that wrote in their target market, as it 

was not listed on the survey.  Table 4.48 shows the specific target markets for those RFBs.  One 

RFB targets all of the categories provided as answer choices for this survey question, while 

others target other bloggers and businesses.   
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Figure 4.27: Distribution of the Target Markets of RFBs’ Businesses  

 
Table 4.48: Other Responses for RFB’s Target Market  

Target Market 
 

Outdoor Enthusiasts 

Christian 

Blogger 

Aspiring business owners, driven individuals 

All of the above 
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4.8.5 ComparisonsBetween RFBs and FFBs 

This section compares RFBs and FFBs with respect to motivation to blog, the amount of 

time after blogging that they transitioned, and the number of years they owned businesses.  In 

regard to motivations to transition to business owners, Figures 4.22 and 4.23 were further 

analyzed comparing the one category in common, “like being my own boss”.   “Like being my 

own boss” was a common response amongst FFBs but not as much amongst RFBs.  There were 

only 5.26% of RFBs that selected “like being my own boss” as a motivator to start their 

business, while there 25% of FFBs did.  However, since the majority of options from which to 

choose were different for RFBs and FFBs and both RFBs and FFBs could only select one option, 

this difference may be a function of how the questions were asked, rather than a true difference 

between RFBs and FFBs. 

Figure 4.28 compares the number of RFBs with employees to FFBs with paid assistants.  

There were 2 RFBs with employees (13.33%) and 13 without.  There were four FFBs with paid 

assistants (15.38%) and 26 without.  It is interesting that a higher percentage of FFBs have paid 

help than RFBs. The small sample size for the RFBs could have played a role in these results.  

 

 
Figure 4.28: Comparision  of  RFBs with Employees to FFBs with Paid Assistants 
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  Table 4.49 combined data analyzed in Figures 4.21 and 4.24 to compare the amount of 

time that RFBs and FFBS have been business owners.  There were 15 responses from RFBs for 

the number of years their businesses were in operation and 14 responses from FFBs for the 

number of years they blogged full time.  There do not seem to be any significant differences. 

Table 4.49: Comparision of the Amount of Time FFBs + RFBs Have Been Business Owners 
Years Business Owner 

1 year or less 1-5 years More than 5 years 
RFB FFB RFB FFB RFB FFB 

6 8 6 4 3 2 
 

 
4.9 Synopsis 

The purpose for conducting this survey was to better understand the Fashion Blogosphere 

by asking questions related to key blogging activities.  These include the amount of time spent 

on blogging, the purpose SMPs have in relation to blogging, motivations to blog, and the role 

sponsorships, partnerships and collaborations with brands and other Fashion Bloggers play in 

Fashion Blogging.  Another primary focus of the survey was the transition to Business Owners 

and Full-time Fashion Bloggers.  

From the interviews in Chapter 5, bloggers frequently stated that consistency is the key to 

a successful blogging career.  However, when asked about consistency in content, as a reason 

why people follow their blogs, Fashion Bloggers chose this least often.  This result led us to the 

belief that consistency in when content is published is more important than consistency in what 

is being posted.  The number of followers a Fashion Blogger has on blog or social media does 

not seem to completely impact their ability to transition to business owners.   

Using the most frequent responses to the categories that correspond with the Research 

Sub-Objectives for this study, profiles were created for the FFB and RFB.  These are shown in 

Table 4.50.  There appear to be many similarities between typical FFBs and RFBs.    
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Table 4.50: Profiles of FFBs and RFBs Based on Most Frequent Responses 
Category  

Full-time Fashion 
Blogger 

 

 
Retail Fashion 

Blogger 
 

Demographics  White 
 Female 
 Age 25 – 34 
 Married 
 Resides in the USA 
 $40,000 - $69,999 
 Bachelor’s degree 
 Employed Full-time 
 Does not work in the 

Fashion Industry 
 

 White 
 Female 
 Age 25 – 34 
 Married 
 Resides in the USA 
 Net Sales: $20,000 
 Self-employed 
 Bachelor’s Degree 
 Does not have 

Fashion Industry 
Experience 

 

Most Used SMP Instagram Instagram 

Number of Followers 
on Top three SMPs: 

 

Instagram: 2,501 – 15,500 
Facebook: 2,500 or Less 
Pinterest: 2,500 or Less 

Instagram: 2,501 – 
15,500 
Facebook: 2, 500 or 
Less 
Pinterest: 2, 500 or 
Less 

 
Blog post per week 

SMPs post per week 
 

 2 – 3 Times /Week 
 1 per day 

 2 – 3 Times /Week 
 4 – 6 Times/ Week 

Motivations to Blog 

 Enjoy writing and 
taking photos 

 Like to Share Ideas 
 Like to Connect with 

People and Helping 
Others 

 Like to Share Ideas 
 Like to Connect 

with People and 
Helping Others 

Motivations to 
Transition 

 Like Being Own Boss 
 Opportunities to Work 

with Brands 

 Something I Have 
Always Wanted to 
Do 

 Great Source of 
Income 

Paid Assistants Yes Yes 
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      CHAPTER 5: THE FASHION BLOGGER’S JOURNEY TO ENTREPRENEURSHIP 

This chapter covers the second research objective and its corresponding sub-objectives 

which were presented in Chapter 3. The second objective of this research is to discover how 

Full-time Fashion Bloggers and Retail Fashion Bloggers evolve their blog into a business and 

sustain both the blog and business.  This chapter will discuss the qualitative method (in-depth 

interviews) used to answer the second objective and its corresponding sub-objectives.  

A total of nine Entrepreneurial Fashion Bloggers were interviewed: five Full-time 

Fashion Bloggers (FFB) and four Retail Fashion Bloggers (RFB) (see Table 5.1).  The bloggers 

interviewed represented a variety of levels of experience in their respective sectors of the 

blogging industry.  For example, the FFBs’ levels of blogging experience ranged from three to 

14 years, including the time spent blogging before transitioning to full-time.  RFBs’ experience 

owning a business ranged from six months to a year, however each participant has blogged for 

more time.  Thus, each group interviewed was qualified to discuss blogging in detail and, most 

importantly, to articulate that pivotal moment in which they transitioned to entrepreneurial 

bloggers.   

The interview data was organized into categories that correspond to the sub-objectives 

for Research Objective Two. Those specific categories are as follows: Personal Characteristics & 

Behaviors, Evolution of Blog & Motivation, Challenges & Satisfactions, Social Media, Content 

Development, Financial Considerations, and Sponsor/Collaboration/Partnerships. The following 

sections will discuss the results of the interviews based on each category and their corresponding 

sub-objective that was used to guide the interviews. 
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Table 5.1: Introducing the Interviewees 
Interviewee FFB/RFB Type of Blog or 

Business 
Years of Experience 

WAOG_03 
FFB Fashion 14 

FAEC_05 FFB Lifestyle 9 

LUMA_16 FFB Fashion 7 

ASBTAC_26 FFB Fashion + Lifestyle 3 

LIVL_018 FFB Fashion + Lifestyle 6 

TGTC_20 
RFB Social Media 

Consulting Firm 
Blogging: 4 years 
Business: 6 months 

3M_24 

RFB Women’s 
Accessories Brand 

+ Social Media 
Educating Firm 

Blogging: 3 years 
Business: 1 year 

C2TWC_023 
RFB Women’s Apparel 

Brand 
Blogging: 6 years 
Business: 2 years 

CAFBJ_029 
RFB Fashion Boutique Blogging: 3 years 

Business: 6 months 

5.1 Personal Characteristics & Behaviors 

The first section of the interview asked questions in relation to personal characteristics 

and behaviors. Questions covering the typical day of an FFB and RFB, as well as personality 

traits required to be a successful FFB and RFB, were asked to help answer research sub-

objective 2-a: to investigate personal characteristics, blogging behavior and daily activities.  This 

section will discuss the top behaviors and characteristics within each group and those shared 

between the two groups.  

Three out of five FFBs and two out of four RFBs report the daily activities vary from 

day-to-day.  Four out of five FFBs interviewed mention checking emails or social media as a 

first task.  Some check their emails immediately after waking.   
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LUMA_16: Okay, so this is actually insane, but the first thing I do as soon as I wake up is 

check my emails. As crazy as that sounds, that is the first thing that I do. Like, I don’t even 

get out of bed. My phone is right next to me. The first thing I do is check my email. That’s 

the number one thing. 

WAOG_03: Okay as soon as I wake up, I check Instagram, I’ll check Twitter, [and] 

check email to see if there’s any comments I need to respond to or fires I need to put out. 

Then I go to the gym, my daughter goes to school, I shower, and then my office day starts 

at 10 AM. 

As an alternative to jumping right into business, immediately after waking, some FFBs 

(FAEC_05) pray/meditate before starting their workday. Two out of the four RFBs interviewed 

also take the alternative approach to starting business immediately after waking. CAFBJ_029 

reads a book about business as well as does devotionals, and TGTMC_20 has breakfast and 

decompresses before starting the day.  

FAEC_05: For me a typical day would be I may sleep in, I’ll get up…umm I do a lot of 

meditation and prayer in the morning, and then I will look and check my emails, and then 

[I] kind of plan content from there. 

CAFBJ_029: I just started this book umm and it’s called How to Pray for Your Business. 

And so as starting out as a blogger and now an owner of a boutique, I definitely need to 

incorporate that in my day-to-day life… to just keep me calm and relaxed.  And so, I started 

doing that. That’s my first thing that I do. 

TGTC_20: Okay so umm waking up at 8 am and then you know just eat my breakfast, kind 

of chill, [and] decompress in the first hours of the morning.  
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Taking photos is a significant task for FFBs and some RFBs. A considerable amount of 

time is spent scheduling photographers and planning photoshoots. FFBs often take photos in 

bulk, meaning multiple looks are photographed in a session. This is done so the FFBs have 

enough content to carry them through a longer period.   

FAEC_05: I also plan the creation of the images because since I do work with a 

photographer about 95% of the time, I have to work with her schedule. 

TGTC_20: And then the second half of the day is when I do more of my creative process. 

So, whether that’s doing photoshoots or umm thinking of what I’m going to shoot [and] 

how I’m going to shoot it…umm reaching out to brands or uh, like photographers and 

stuff of what I’m kind of envisioning for the shoot umm and then writing all my content 

that way. 

LUMA_16: I try to shoot as much as possible too.  I’ll even do like sometimes 8 looks in 

one day or whatever. 

Both FFBs and those RFBs who regularly update their blogs include planning content, 

scheduling posts for social media as well as the blog, and communicating with brands via email 

or phone calls as part of their daily activities. RFBs continue to work with brands after their 

transition for the following reported reasons: 1) for the blog 2) to grow their business 3) to build 

community by working with other entrepreneurs/small business owners. Some RFBs mention 

they are building their non-blog business while continuing to engage and provide quality content 

for their blog audience. 

C2TWC_023: I'll have different phone calls with, you know, either brands or umm 

business coaches, people that I’ve met on LinkedIn, that could be potential uh customers.  
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I do a lot of like speaking events too. And so that’s where I'll talk to people on LinkedIn, 

and we’ll kind of setup things from there…I do a lot of content creation.  So, I'll be making 

videos for YouTube, Tik Tok, Instagram. 

CAFBJ_029: It will consist of maybe talking to my PR company about ideas for pitching 

to creative outlets.  Or it will also consist of umm, I’m trying to partner with another 

business umm, as a way to work together and I can grow as a brand…be a team player 

umm, and as well as a community player…so, be involved with other small businesses and 

partner together to work together. 

Entrepreneurial Fashion Bloggers (FFBs and RFBs) run their business no differently than 

traditional enterprises.  For instance, three out of five FFBs mention some amount of work 

happening on weekends, while others take some weekdays off. Two of the three FFBs directly 

state or allude to the fact of working Monday – Friday as well, while one FFB mentions days 

where no work is done on the blog at all.  

FAEC_05: Sure. Well typically as a Full-time Fashion Blogger, I’ll be honest in saying 

that a lot of my work happens I will say kind of on the weekend between Sunday and 

Tuesday.  So, there’s some days where I will not be working on the blog at all.   

Tables 5.2 and 5.3 show the personality traits that FFBs and RFBs feel are necessary to 

be a successful fashion blogger and/or to successfully operate a business separate from the 

blog.  Table 5.2 shows the individual responses given by the FFB interviewees when asked what 

they believe are necessary personality traits to be a Full-time Fashion Blogger. Within the table, 

the top ranked personality traits are listed and grouped to create themes from those personality 

traits mentioned more than once by the interviewees. The themes that were developed from the 

FFBs are Extrovert, Time Management and Disciplined. Table 5.3 does the same as Table 5.2 
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for the RFB interviewees’ responses. The themes developed from the RFBs responses were 

Confident, Driven, Optimistic, and Hard working. 

The variation in responses, in Table 5.2, was surprising.  There were 18 total responses, 

four were considered synonyms for other responses given and only four themes could be created. 

WAOG_03 states that personality traits necessary for full-time fashion blogging have changed 

over time.  This leads us to believe that at different points throughout their blogging career, 

different traits were required, especially because those interviewed were at different points in 

their blogging careers regarding the number of years they have been blogging (3 – 14 years was 

the range).  

WAOG_03 I think that has also changed over time. I think you need to be umm, even if 

you are an introvert, you need to be able to play extrovert occasionally…[at] brand 

events, you need to be good at networking ‘cause just as it is in other professions, it’s not 

what you know, it’s who you know and the key to success. 
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Table 5.2:  Personality Traits Necessary for Successful Fashion Blogging According to FFBs 
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Personality Trait 

Given By FFB 

Number of 
Times Given as 

an Answer 
Interviewee 

Synonym 
Grouping 
Responses 

Interviewee 
Themes/Groupings 
Based on No. Times 

Reoccurred 

Extrovert 4 WAOG_03 
Outgoing FAEC_05 

Extrovert (4) 
Authentic (2) 

Disciplined (2) 
Time Management (2) 

 
 

People Person FAEC_05 
Social LUMA_16 

Disciplined 2 
WAOG_03 

 
Being Well 
Organized 

LUMA_16 

Time Management 
2 WAOG_03, 

LUMA_16 
 

 
Authentic 

2 ASBTAC_26, 
LUMA_16 
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Thick Skin 1 

WAOG_03 

 
Extrovert 1 

Disciplined 1 
Time Management 1 

Outgoing 1 
FAEC_05 Self-starter 1 

People Person 1 
Being Well Organized 1 

LUMA_16 
Creative 1 
Social 1 

Passionate 1 
Persistent 1 

ASBTAC_26 Consistent 1 
Engaging 1 

Patient 1 
LIVL_018 Openness 1 

Understanding 1 
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Table 5.3: Personality Traits Necessary for Success, According to RFBs 
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Response 

Interviewee 
Synonym 
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Interviewee 
Themes/Groupings 
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Reoccurred 

Confident 4 
TGTC_20, 3M_24, 

C2TWC_023 
Ability to Say 

No 
CAFBJ_029 

Confident (4) 
Driven (2) 

Optimistic (2) 
Hard Working (2) 

Driven 2 
TGTC_20, 

C2TWC_023 
Determination 3M_24 

Hard Working 2 
C2TWC_023, 
CAFBJ_029 

 

Optimistic 2 3M_24, CAFBJ_029 
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Committed 1 TGTC_20  

Determination 1 
3M_24 

Persistence 1 

Extrovert 1 C2TWC_023 

Patience 1 

CAFBJ_029 
 

Compassionate 1 

Kind 1 

Community/Team 
Player 

1 

Ability to Say No 1 

Delegate 1 

Open 1 

Innovative 1 

Creative 1 

Consistency 1 
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5.1.1 Comparing FFBs and RFBs Personality Traits  

It is interesting that the top ranked personality traits from Tables 5.2 and 5.3 did not have 

more overlap. The themes created in the two tables showed no overlap between personality traits 

for the FFBs and RFBs interviewed. It is interesting because at one time an RFB could have been 

an FFB, and some RFBs, for example CAFBJ_029 and C2TWC_023, actively work on their 

blog and business simultaneously.  Figure 5.1 illustrates the overlap of personality traits listed 

but not top ranked by FFBs and RFBs.  Those overlapping personality traits are persistent, 

patient, open, creative, consistent, and extrovert.  The interviewees that contributed the  

 

Figure 5.1: Overlapping Personality Traits of FFBs and RFBs 

overlapping traits are as follows.  FFBs ASBTAC_26 and LIVL_018 listed similar traits as RFB, 

CAFBJ_029: consistent, open, and patient. LUMA_16, FFB and CAFBJ_029, RFB mentioned 

being creative. ASBTAC_26, FFB and 3M_24, RFB both mentioned being persistent as a key 

trait. FAEC_05, FFB and C2TWC_023, RFB said that being an extrovert/outgoing was an 

Full-time  
Fashion 
Blogger 

Retail 
Fashion 
Blogger 

Consistent Creative Patient Open Persistent 
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important personality trait.  The reasons each participant listed those traits are explained in the 

quotes below. The common traits are bolded within the quotes. 

ASBTAC_26:  You have to be persistent; you have to be consistent, [and] you have to be 

authentic because your audience will see and feel if you’re not. And then they won't trust 

you. And if they don't trust you, then they won't purchase from you or purchase anything 

that you're promoting. 

LIVL_018: For my experience, the personality traits, I think, you need to have to be a 

blogger is one is you need to be patient. Umm, everyone thinks that you get on social media 

especially in this day in age and things happen in an instant, umm but that’s now how it 

works. You also have to have openness and understanding. When you are building a 

community, you are going to get different personalities, you’re going to get people who 

have different political views, different sexual preferences, [and] different ethnicities. You 

need to be open to also receiving criticism. 

LUMA_16 I definitely think being well organized, and being creative, and[being] 

passionate. I think those are the most important qualities that a blogger needs to have.  

Time management is extremely important because you’re doing so many things. To create 

relationships uh, you have to be very social. That’s what I’ll say. Networking is key.  Be 

authentic and build your brand based on who you are, and don’t be someone you’re not.  

CAFBJ_029: From what I’ve learned so far, definitely consistency. Umm, definitely just 

being able to put the work in even though it doesn’t necessarily look like it’s successful.  

Hard worker, being patient umm, hopeful, and optimistic mindset (definitely in trials and 

tribulations), especially in the season we’re in, you know COVID, that definitely is needed. 

Umm, being kind and being willing to have a philanthropic side as well to show 
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compassion to give back to the community. Umm, yeah uh, be a team player as well as a 

community player.  So, be involved with other small businesses and work together. Umm, 

being able to delegate.  Being able to say no sometimes and not putting so much on your 

plate. Being open and innovative and being creative. 

FAEC_05: You run into a lot of people who are introverts, who actually have a huge 

following.  But I would honestly say, I think that a lot of times you do have to be outgoing 

[extroverted] because you have to start a lot [ah ha] on your own. But you know you really 

have to be outgoing and I think you have to be a people person and a self-starter. Umm, 

those I think would be the main ones. 

C2TWC_023: I don't want to say like you have to be extroverted.  But maybe sides of you 

is extroverted.  You have to do a lot of pitching trying to find people that'll work with you.  

And really just be I guess I really like the word driven. I think driven would be the best 

word. 

5.2 Evolution of the Blog & Motivation 

The questions surrounding the evolution of the blog and motivation were developed to 

answer research sub-objective 2-b: To examine behaviors, motivations and strategies that 

influence the evolution of the blog into a business.  In this portion of the interview, Fashion 

Bloggers were asked to discuss what motivated them to transition to entrepreneurial bloggers, 

steps taken to transition, three major changes made to their blogs during the transition, and if this 

transition required a shift in traditional full-time employment. Because RFBs began as Fashion 

Bloggers, prior to launching a business separate from the blog, additional questions were asked 

of them to understand the influence of being a Fashion Blogger and their ability to transition to 

owning a small business; by looking at the role consistency played, how blogging has prepared 
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them for owning a business, as well as, how blogging now fits within their business model 

(Appendices A and B: Interview Questions).  

5.2.1 Fashion Bloggers’ Motivation to be Entrepreneurial, Steps Taken to Transition to an 
Entrepreneurial Fashion Blogger, and Three Major Changes Made to the Blog Over Time 
 

This section explores the pivotal moment when FFBs and RFBs make the decision to 

become entrepreneurial.   Here motivations, changes to the blog, and steps taken to transition 

from blogger to entrepreneur are examined.  The premise for asking questions surrounding the 

previously mentioned topics was to find out why anyone blogs, is any part of blogging stagnant, 

how difficult is it to enter the blogosphere and be successful, and the steps taken to provide a 

guide for those who desire to become fashion bloggers.  

Table 5.4 lists the motivations, changes made to the blog and steps taken by each FFB 

and RFB when transitioning from Blogger to Entrepreneur.  The most common changes to the 

blog amongst FFBs and RFBs include layout of the blog (6/9 interviewees) and photography (5/9 

interviewees), followed by branding (3/9 interviewees) and blog focus/content (3/9 interviewees) 

changes.  It does not appear that many FFBs or RFBs have made the transition to 

entrepreneurship without a considerable amount of planning or tracking (6/9 interviewees).  

Motivations for transitioning vary. However, the top ones mentioned are to be one’s own boss 

and the ability to be creative.  Also, motivations mentioned include that entrepreneurship is a 

lucrative side hustle and produces larger income than a traditional job.  
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Table 5.4: FFBs + RFBs Motivations and strategies to transition to Entrepreneurial Bloggers 

Interviewee 
FFB/ 
RFB 

Motivation 3 Changes to the Blog Transitioning Steps 

WAOG_03 FFB 

 Really enjoyed blogging  

 Blog produced larger income than job in 
Corporate America.  

 Stress from corporate job affected family and 
personal health  

 Improving the photography 
 Quality vs quantity 
 Multichannel social media 

 Calculated blogging work based on minimum 
wage as a barista  

 Tracking expenses for profit made 

FAEC_05 FFB 

 Opportunities to collaborate with brands 
 Like being own boss 
 Perks of free products and travel 

 The layout 
 Quality of the images 
 The topics that I talk about 

 Started by speaking with spouse 
 Paid down a lot of bills 
 Saved money 
 Lined up a lot of opportunities in advance 
 Met with a business advisor attended small 

business workshops 

LUMA_16 FFB 
 Being able to be creative 
 I like to build my own brand 
 I want to build and have something that I call 

my own 

 My whole name  
 The website  
 Sophisticated 

Style/Images/Content 

 Got fed up with Social Media Manager job 
 Took the risk 
 Moved in with parents 

ASBTAC_26 FFB  An outlet to de-stress 
 Always found happiness in being creative 

 The appearance 
 The content 
 The logo 

 Needed a creative outlet 
 Started blogging 

LIVL_018 FFB 
 Doing something I’m passionate about 

everyday 
 Happiness found from growth in blogging 
 More time to spend one on one with my son 

 Redesigned my blog  
 Started outsourcing a lot 

more work 
 Photography 

 Reorganizing and establishing the brand 
 Developed own contracts 
 Started outsourcing key functions 
 Made a strategic business plan 
 Set business goals and established a platform 

TGTC_20 RFB 

 Lucrative side hustle [blog] 
 A creative outlet [blog] 
 Low representation of Black women in this 

space 
 People constantly asking about the logistics 

of blogging [consulting business] 

 Take it a little bit more 
seriously 

 Upping the quality of photos 
 Pitching to brands 
 

 Transitioned from sole proprietorship to LLC 
 Hired an Accountant 
 Created a Business Plan 

3M_24 RFB 
 Always wanted to have my own business  My name 

 Branding   
 Invested in an actual square 

space website 

 Left fashion industry job due to conflict of interest 
 Moved closer to family and lower cost of living 
 Made blog look more professional 
 Saved money to buy inventory 
 Built business website 
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Table 5.4 FFBs + RFBs Motivations and strategies to transition to Entrepreneurial Bloggers (Continued) 
Interviewee FFB/ 

RFB 
Motivation 

3 Changes to the Blog Transitioning Steps 

C2TWC_023 RFB 

 An outlet to de-stress [blog] 
 People ask me to style them or give them 

tips and stuff [blog] 
 Style recognition from looks on blog 

[Fashion Business] 

 Consistent branding across 
social media platforms 

 Shortened front page  
 Made it professional 

 Left one social media job  
 Moved and started another social media job 
 Started Etsy shop while working full-time job 

CAFBJ_029 RFB 

 Passion for blogging 
 Enjoyed collision of two worlds (faith and 

fashion)  
 A nudge from the Lord 

 Having to say no to 
partnership opportunities 

 Having to focus on two things 
opposed to one regarding 
creative outlet 

 Switch to business mindset  

 Filed as a business 
 Attended markets  
 Figure out how to setup the brand and operate it 
 Developed target audience, niche, and mission  
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C2TWC_023:  I’ve been like a Full-time Blogger while I was working full time.  I 

graduated and went to a marketing agency, and I was working in the…umm they called it 

an SPR department…I worked there 9-5, and then I literally worked on my blog until I like 

fell asleep at like 1 or 2 am. 

5.2.2 To Quit or Not to Quit Your Job? 

  According to seven out of nine interview participants, it is not necessary to quit a 

traditional full-time job to be a FFB or a RFB (Table 5.4). In fact, three of the nine interviewed 

currently work a full-time job.  A few interviewees (WAOG_03, 3M_24, and C2TWC_023) 

reported they blogged full-time while working a traditional full-time job for some time before 

quitting to pursue blogging as their sole, full-time source of employment. 

WAOG_03: For the first nine years at that company, I had a job where I got so good at it and I 

moved up so high that I could practically do it in my sleep. I also had a position where there 

were a lot of like peaks and valleys.  So, when it was slow, I could focus on my blog. My boss 

also knew that I had a blog.  So, like it was okay. And then I had a staff I could delegate things 

to. 

There was only one interviewee, an FFB, who stated it was truly necessary to quit a traditional 

fulltime job. 

LUMA_16: Yes, you have to leave if this is what you want to focus on. You have to leave 

because there’s not enough time in the day to be able to do both. 

While most of those interviewed state it is not necessary to quit full-time employment, 

most of them are not currently working a traditional job (see Table 5.5).  The most common 

reasoning given for why a FFB or RFB would quit their traditional job is the amount of money 

being made blogging far surpassed the amount being made from their job.  Those who continue 
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to work full-time typically work at in a position that has some amount of flexibility or similarity 

to what the Blogger currently does in their business.  One example of this is working from home 

for a social media firm.   

Table 5.5: Summary Table of FFBs + RFBs Need to Quit Traditional Jobs 

Interviewee 
FFB/ 
RFB 

Quit Job 
Y/N 

Currently 
Work 

Traditional 
Job (Y/N) 

Reasoning for Quitting 

WAOG_03 FFB N N Impossible to manage a higher level of stress 
from a new job with the blog. 

FAEC_05 FFB N N Happier blogging than working  

LUMA_16 FFB Y N Fed up with current job. Happier blogging 
than working. 

ASBTAC_26 FFB N N N/A 

LIVL_018 FFB N Y N/A 

TGTC_20 RFB N N Quit job to pursue college degree. Worked 
on blog and now business since graduating. 

3M_24 RFB N Y N/A 

C2TWC_023 RFB N N 

Started making the amount of money that 
allowed me to do it fulltime, making almost 
more if not more than paycheck. 
A lot of freedom not having to do all content 
creation on the weekends. 

CAFBJ_029 RFB N Y N/A 

5.2.3 How Has Blogging Prepared RFBs for Owning a Business? 
 

Blogging has prepared RFBs for owning a business in recognizing the importance of 

having quality versus quantity, regarding followers (3M_24).  As a blogger, the desire is to have 

followers click affiliate links to make purchases.  The ultimate goal as an RFB is to have the 

followers convert to customers.  Understanding Search Engine Optimization (SEO), which is a 

skill learned through blogging, aids in this conversion (TGTC_20).  If followers are not quality 

and they are just numbers, then the conversion does not happen, and there is little benefit to the 
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blogger or business owner of having these followers (3M_24). Having experience with blogging 

can put RFBs at an advantage when operating their businesses.  It allows them insight on how to 

connect with other bloggers when pitching to them to promote or share the RFBs’ branded items.  

RFBs appreciate how it feels to be approached by brands (CAFBJ_029).  So, they know when to 

ask for a gifted partnership/collaboration versus a paid one.  Blogging gives them an eye for 

spotting new trends and knowing which bloggers to watch for upcoming trends (CAFBJ_029).  

This information can be used to source those same items or similar ones to include in their shops 

(CAFBJ_029).  

Other important skills learned through blogging are writing captions on photos that 

resonate with people (TGTC_20), how to professionally work with other brands, and how to 

draft professional emails (C2TWC_023).  Collaboration over competition is key as connecting 

with others in the industry helps bloggers grow and learn at a faster rate than going at it alone 

(C2TWC_023). 

5.2.4 Does Consistency Play A Role in An RFBs Ability to Transition the Blog into An 
Internet-Based Fashion Company? 
 

Yes, consistency plays a significant role in RFBs’ ability to transition from blogger to 

business owner.  All four RFBs interviewed attribute consistency as being a factor that propels 

bloggers participating in online markets into success.  According to RFBs, consistency is a 

characteristic learned while operating their blogs. Because of their blogging experience, RFBs 

have knowledge of metrics surrounding consistency and the ability to understand the effects of 

being consistent as measured by social media analytics.  

Consistency is measured by the success of the post, meaning the post receives a high 

number of likes, a significant amount of comments, shares, and reposts. Being consistent aids in 

the growth of RFBs community/audience and ultimately customers, as well as influences 
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people’s trust in them.  RFBs also have a strong understanding of SEO and the social media 

algorithm, as it is important for their success as bloggers; so that their content is seen by their 

target audiences.  RFBs believe consistency is the key to success as a blogger and business 

owner See quotes below for detailed responses from RFBs. 

C2TWC_023: Yes, that is something that is very important on social media.  Whether 

you’re a blogger or a business umm posting on social, it’s extremely important to be 

consistent...to post every day or almost every day. Because that’s how your content stays 

relevant, and that’s how you’re gonna connect with your audience. Building trust is 

everything when it comes to being a successful blogger. 

CAFBJ_029: I have seen consistency work and…I’ve seen when I wasn’t consistent that 

that didn’t work. So, I think having that knowledge, I think having that experience with 

that has propelled me in the boutique world as showing consistency is what drives. 

Consistency is what’s important. Consistency is what moves things even when you don’t 

see movement as far as metrics go. So, having that knowledge from the blog has taught 

me that consistency is key essentially.  

3M_24: I think it did.  Given like that the algorithm says if you’re consistent it helps you 

gain followers. But I think consistency is key being a business owner and also as a 

blogger.  Because if you’re somebody who posts like once a month on your Instagram, 

people never see you. They’re never really gonna think about you. They’re never gonna 

go to you for you know recommendations and same with your business. Like it’s like you 

can’t do it overnight. So, you just have to work on it at least a little bit every day.  Even if 

it’s like a small amount of time, at least you’re doing something every day. That’s gonna 

eventually turn into something.  
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TGTC_20: 100%.  I think no one is going to take you seriously unless you’re doing it on 

a consistent basis.  Because it’s like why trust you with my product if you’re only showing 

up on Instagram maybe like once a week.  But even for yourself its ... I think that’s what 

pushes you to keep doing it.  It’s like oh okay. So, you had one good post. But like the 

measure of that is can you continue to do that and have the same success over and over 

and over again? And that’s when you know that what you’re doing is a good thing, 

successful. 

5.2.5 Where Does Blogging Fit in The RFBs Current Business Model?  

For three out of four RFBs, blogging is still an integral part of their marketing mix.  One 

RFB interviewed continues to update the blog and social media surrounding it, but they feel that 

over time, they will blog less. However, they will blog on a consistent schedule they develop.  

Another RFB reported having a separate blog for the business while still updating the original 

blog.   Reasons that RFBs maintain the original blog, even after starting a business separate from 

the blog, include that they simply love blogging, it is where the business lives, the blog is a way 

to show their expertise regarding their business, and the blog is where they make connections 

with people (other bloggers and their audiences).  See the following quotes: 

TGTC_20: Yeah. I would say it’s still a part of like the marketing mix of everything, and 

that’s another reason why I did start like the consulting idea. 

CAFBJ_029: Yeah, for sure …I love it. I very much love the community that has been 

created. I very much love the industry and who I’ve met through that. So, I don’t think I’ll 

ever give up blogging. Umm what will change is my [ha ha] consistency for the blog. 

Umm because the boutique there is a lot of investment.  There’s a lot more why as far as 

my mission and the reason why I created this.  So, umm going forward, I will definitely 
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try to create some type of schedule like within myself…to try to be more visible on stories 

so my blog will definitely shift.  I won’t be up there as much, but I’ll definitely try to be up 

there consistently throughout this schedule that I’ve created.  

C2TWC_023:  I feel like it’s a significant part of my business. So, when I’m pitching 

myself to a brand for like a social post. But I’m a writer. Like ultimately like I would love 

to write a long in-depth review of your product and put it on my website. I think that’s a 

really big selling point to brands because a blog post will last a lot longer than an 

Instagram post. An Instagram post is pretty much relevant for 24 – 48 hours tops, 

whereas a blog post lives on your blog forever, and SEO helps you.  So, I think my blog is 

the strongest…So, I think my blog is still the most important part of my business.  Like 

it’s where my business lives.  It’s my website and my blog.  

3M_24: So, we do have a blog section on our business website. So that’s kind of helpful. 

5.3 Challenges & Satisfaction 

Research sub-objective 2-c is to discover the challenges and satisfaction that come with 

running a digitally influenced business. FFBs and RFBs were asked to discuss the most 

challenging and satisfying part of being an entrepreneurial blogger.  This section of the interview 

also asked interviewees to recall the challenges they faced early on in their career and talk about 

how these differ from those faced now.  A common challenge amongst three out of five FFBs 

and one RFB is working with brands.  

 A major difference in challenges between the RFBs and FFBs are RFBs concerns with 

startup costs and being able to stay in business when sales goals are not met. In this case, RFBs 

then gain satisfaction, from overcoming this challenge, and in turn they give back, encourage, 

and empower their communities through their social media presence.  While challenges between 
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FFBs and RFBs vary, there is one important satisfaction each group shares.  It is the community 

they build, which includes both bloggers and readers.  Table 5.5 details the challenges faced by 

FFBs and RFBs, as well as the satisfaction they experience. 

5.3.1 Challenges Faced by FFBs Early on Versus Now  

  Some challenges faced by FFBs early on in their blogging career include understanding 

the technology required to blog, knowing how to get paid, establishing the blog and community, 

and getting opportunities to work with brands.  Once these challenges have been overcome, 

growth occurs.  For more senior bloggers, challenges include not being repetitive and sustaining 

the readership of those who supported them early on in their blogging career, as well as the 

newcomers.  

As seen in Table 5.6, working with brands still poses as a challenge for some FFBs.  For 

example, LUMA_16, FFB states growing was easier back in the beginning than it is now 

because the blogosphere has become so saturated.  LUMA_16 also states more brands were 

willing to pay for influencer and blogger marketing services (See Appendix K for full response). 

5.3.2 Challenges Faced During Blogging vs Challenges Faced Owning a Business 

This section discusses the challenges faced by RFBs when blogging and being a business 

owner. The purpose of asking this of the RFBs was to understand the differences and/or 

similarities between owning an e-commerce business and working in the blogging industry.  

Challenges that occur for both the blog and the business are getting people to find you and being 

visible to your target audience.  According to 3M_24, it is easier to gain people’s trust as a 

blogger than a business owner, as people have become to trust bloggers.  People are leery about 

purchasing from a random brand because they do not know much about the brand, whereas on 
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the blog, they are comfortable clicking on a shirt and going to an established brand’s website to 

purchase it.  

3M_24: It’s kind of similar to bloggers, but it’s not like you’re applying to work with 

whoever you want. I’m trying to think of how to word this better with a business. You’re 

trying to get them to your website and buying your product...getting the word out there. 

People are used to trusting bloggers right now versus a random brand. There are so 

many random brands. I think people are weary.  Sometimes people wonder like should I 

buy from this person the same as just you know clicking on an Express top on my blog 

and buying it from Express. 

According to TGTC_20, the blogosphere has less resources for getting started than small 

business. However, CAFBJ_029 feels there is a similarity in the starting process, in not quite 

knowing what you are doing.  The difference between the blog and the business is the upfront 

financial investment that is required, along with the time that you are given to grow and learn. 

CAFBJ_029 thinks that growth can occur at a slower pace with the blog than the business. 
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Table 5.6: Challenge and Satisfactions of Blogging and E-Commerce 

Interviewee 
FFB/
RFB 

Challenges Satisfactions 

WAOG_03 FFB 
 Attracting Brands 
 Working with Brands 

 Community with women (peers 
+ readers) across the globe 

FAEC_05 FFB 
 Trying to balance everything 

 
 Sharing my authentic self with 

an audience 
 People showing love and 

appreciation 

LUMA_16 FFB 
 The Instagram algorithm 
 Trying to figure out the Tik Tok 

algorithm 

 Creating the content 

ASBTAC_26 FFB 

 Getting brands to respond 
 Feeling at the will of others regarding 

obtaining opportunities and sponsorships
 Discrimination between races regarding 

brand opportunities 
 Black bloggers not getting paid as much 

as their White counterparts 

 Being able to share the journey 
in medical school 

 Encouraging people through all 
walks of life to not give up on 
their dreams 

 

LIVL_018 FFB 

 Dealing with continuously changing 
social media 

 Instagram algorithm 
 Brands measuring against number of 

followers vs creativity 
 The lack of diversity in the blogger and 

influencer field 

 Creating and connecting with a 
community 

 Teaching through blogging 

TGTC_20 RFB 
 The negative connotations associated 

with bloggers 
 

 The community that is 
available to lend a helping 
hand 

3M_24 RFB 
 Funding  Seeing people wearing product 

 Giving back and having a 
purpose 

C2TWC_023 RFB 

 Convincing brands working with 
bloggers is worth it 

 Getting in contact with the right person 
within a company’s marketing 
department 

 Creating friendships with 
fellow bloggers 

 Building an online community  

CAFBJ_029 RFB 

 Being able to push ahead even if you do 
not see that your actions have caused 
you success 

 Pushing and propelling ahead even 
though the sales did not come 

 Empowering and encouraging 
people 
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TGTC_20: Yeah, I think the blog difference is…when I started there wasn’t as many 

resources as there are now. I felt like I was reading and googling stuff every day…What 

does everything mean? What the heck is engagement rate? And what’s SEO? Now that’s a 

little bit easier because it’s become a bigger thing, and the business side is just business. 

Having the schooling helped too on that end because that’s a little more common and 

available to you.  

CAFBJ_029: The difference, for me specifically, is the financial investment. So, with the 

blog, I mean depending on where you start, it depends on how much your investment is. 

For my blog, I didn’t invest in a lot, other than some time on trying to figure out how to 

create a domain a name and all of that.  Compared to the boutique, I invested in clothes, I 

invested in inventory, in my setup, in my signage, and all of that.  You get more anxious 

and more nervous because of all of the stuff that you put in is so much more when you’re 

creating like a business...a structure umm to start off with. I think your blog you can 

gradually grow. 

5.4 Social Media 

The social media section of the interview focused on research sub-objective 2-d: To 

explore social media usage and its importance in running a digitally influenced business.  The 

following was examined: training or education in social media required to successfully blog, 

how a blogger determined which social media platforms (SMPs) to use, what are the most 

important platforms, and the key activities that influence growth of followers on social media 

platforms.  Table 5.7 provides a summary of the questions asked in the social media (SM) 

section of the interview.   
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Table 5.7: Summary Table of Social Media Platform Usage 

Interviewee 
FFB/ 
RFB 

Training or 
Education in SM 

How They Chose SMP 
Most 

important 
SMP 

Key Activities for growth on SMPs 

WAOG_03 FFB None 

 Tried them and saw what 
stuck  

 What would do well for my 
brand 

Pinterest 

 Engagement. I reply to every single 
comment 

FAEC_05 FFB None 
 All the active and popular 

ones Instagram 
 Consistency 
 Quality content (imagery + wording) 
 Using hashtags 

LUMA_16 FFB 
Yes, marketing 

classes in college 

 The ones that are most 
popular Instagram + 

Tik Tok 

 High quality photos not overdoing it, 
simplicity is key 

 Creating very engaging copy 
 Engaging with followers 

ASBTAC_26 FFB None 

 Started with one and then 
branched out to others 

 Use the major platforms that 
I know are out there 

Instagram 

 Content that tells a story 
 Being relatable  

LIVL_018 FFB 

Some, quick 
course on 

Facebook Ads + 
Pinterest 

 Primary goals for the 
platform 

 Ones most knowledgeable 
about 

Pinterest 

 Quality of photos 

TGTC_20 RFB None 
 Level of importance 

regarding personal brand 
Instagram + 

Pinterest 
 Being more intentional with 

engaging  

3M_24 RFB None 

 Instagram for working with 
brands 

 Pinterest for driving traffic to 
blog site 

Instagram + 
Pinterest 

 Engagement  

C2TWC_023 RFB 
Internship in 

College 
 Target Audience Instagram + 

Pinterest 
 Engagement  
 Commenting on readers posts 

CAFBJ_029 RFB None 
 What is popular at the time  
 Following the metrics 
 Gaging what followers like 

Instagram 
+Pinterest 

 Learn from followers what they like 
or don’t like 

 Trying different things 
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Six out of nine interviewees state they received no formal training in SM. However, one 

FFB had taken a short course for better understanding of Facebook Ads and learning how 

Pinterest can drive traffic to a blog. Others have taken college courses or spent time interning in 

SM positions.  Regarding choosing the best SMPs, FFBs and RFBs are alike. They select them 

based of the following criteria: either it is the or one of the most popular platforms available or 

they choose the ones that best serve their personal brand and yield the desired outcome for their 

blog or business.  

Seven out of nine interviewees state that Instagram is the most important SMP, and every 

influencer and blogger must use this platform to gain sponsorships and partnerships, which is 

one method used to monetize their content.  Instagram is used to connect with brands and other 

businesses, while Pinterest is used for driving traffic to blogs and websites.  Instagram is the 

platform used most by brands when looking for influencer marketing. All four RFBs report 

Pinterest and Instagram as the most important platforms to use for their businesses.   

3M_24: Umm for me, Instagram...it’s kind of a given because people aren’t gonna sponsor 

you if you don’t have an Instagram. I think definitely I could say 8 years ago blogging was 

a lot bigger, then. It is not like having traditional blogs. A lot of people don’t have 

traditional blogs. I actually spend a lot of time on Pinterest. Optimize[ing] my Pinterest 

actually drives more people to my blog, but I do think Instagram is kind of your gateway 

to working with brands and looking legitimate. 

The key activity that both FFBs and RFBs attributed to the growth of followers on SMPs 

appears to be engagement, as five out of nine (55%) of those interviewed mentioned engagement.  

Three out of five FFBs attribute quality of pictures as an activity that helped them gain followers 

on SMPs. The image is what grabs a user’s attention. It is what makes them want to click the image 



 

204 
 

or visit the profile, to find out more about the person or something in the photo. See Table 5.7 for 

other activities mentioned.   

LIVL_018: I recently had a conversation with a person that works at Instagram  

and they were like posting at any time of the day...doesn’t matter.  Has nothing do with 

anything. Umm hashtags help with reach. But like you can reach someone. But if your 

photo looks like poop, people are gonna be like I’m not liking this.  I’m gonna scroll 

passed it. Once someone engages with your photos, they click on it or they like it. [How it 

works] They double-click on it to like it. Umm, they comment on it. They’re going to see 

more of your photos or photos like it in their search feed.  Or if they follow you, ‘cause 

they’re like, oh I really love this photo, it’s so unique, let me go look at their feed see what 

else they’re doing on the feed. Oh my gosh! I’m scrolling through these photos and they 

look amazing. 

5.5 Content Development 

The interview section on content development was focused on answering research sub-

objective 2-e: to investigate the extent to which content development monetizes the blog for the 

Full-time Fashion Blogger. It also provided information to answer sub-objective 2-f: to analyze 

the extent of how content development changes or stays the same after transitioning to a Retail 

Fashion Blogger. Although the overall topic of content development was covered, the questions 

were tailored to each population being interviewed. The differences are discussed in the 

following sections.  

5.5.1 The Current Process Used to Create Digital Content 

  Both FFBs and RFBs were asked about the process they use to create digital content. 

FFBs were asked to describe the process used to create content on their blogs. The RFBs were 
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asked about the content that is created for social media for their businesses, specifically. They 

were also asked if the process used to create social media content for the business differs from 

that which was used for the blog.  

5.5.1.1 FFBs Content Development Process  

Content development for FFBs is twofold.  Either they are creating from general personal 

inspiration or, more specifically, based on inspiration from a clothing item they either purchased 

or received as part of a sponsorship or partnership.  When starting with general inspiration of a 

topic or written content, FFBs use the clothes and the backdrop of the photos to create a visual 

narrative that complements the written content (LIVL_018).  

The images create a visual to support the content rather than being the focus. Figure 5.2 

is an overview of the general process used to create digital content by FFBs based on the method 

the items or topics are acquired, as starting points. The figure was developed by compiling and 

synthesizing the responses of each FFB. There was only one FFB that mentioned editing photos 

as part of the content development process. So that step was not included in the flow of the 

processes shown below. See Appendix A, Questions 11 and 11-a for detailed responses from 

each FFB interviewed.  

In Figure 5.2 “Receive Items” references items received from the brand in the mail or if 

the blogger does online shopping, spending their own money, and must receive the items before 

creating the full content. The FFBs that mentioned shopping did not specify whether the items 

were purchased online or in the store. Thus, we created a path for both options in Figure 5.2. It 

was assumed that writing, whether a caption on social media or a full blog post occurs in the 

“Inspired Idea/Topic” path, in Figure 5.2. Therefore, it was added to the flow chart even though 

the FFB used the phrase “create content”.  “Match Copy + Items” is another area where we use 
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content, given by the FFB to reference written text or copy, as we have named it in Figure 5.2. 

“Content Developed”. 

Though the interview question asked specifically about the process of making content for 

the blog, many FFBs did not specifically speak about writing. Instead, the term or phrase “create 

content” was used. Consequently, it was left up to the researcher to make an informed 

assumption that in creating a blog post, there is some amount of writing involved. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5.2: FFBs’ Content Development Process for Blog Posts 

5.5.1.1.1 Changes Made to This Process Over Time (FFB) 

 Three out of five FFBs interviewed have made changes to their content development 

process over time, and two have not.  Things that changed over time were efficiency and 
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increased. A lot of the changes occurred due to growth in the industry, as well as transitioning 

the blog into a business.  

FAEC_05: Definitely ‘cause I think for me I used to be like, I won’t say random ‘cause I 

feel like you can be random in social media. But I don’t think I used to think about it as 

much as I do now. Now it’s like literally like I’m planning, and there’s a process. Before I 

would just kind of do whatever, whenever.   

ASBTAC_26: I would say it has because before around 2017, early 2018, I could not afford 

my photographer. And so, I would have to kind of cajole my mom to take my pictures and 

umm that was a process because I was not familiar with Lightroom. I didn't have any 

presets. I didn’t know what a preset was. And so, I feel like I was not as efficient when it 

came to spinning out content. It would take me longer and I would not get the results I 

necessarily wanted. But I knew that's what I had at the time. So, I just kept on rolling with 

that until I could uh make things better.   

LIVL_018: So, it has. So, when I first started my blog, my process was I got a bunch of 

outfits that I thought was super cute, and I went and took photos. And then I would show 

up on my blog and just write content that didn’t really relate to the outfit. Or just like I 

try to build content off the outfit itself.   

5.5.1.2 Differences Between the Process for The Blog Versus the Business  
 

One hundred percent of the RFBs interviewed stated the process used to develop content 

on their blogs differs from that of the business. According to RFBs, the blog is more personal 

than the business. The blog is more about the blogger themselves, and the business is about the 

business.  Though some RFBs intertwine the two worlds (Blogging and Business) where they 

inject some “fun facts” about themselves into the business website or social media or share 
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personal stories for campaigns/causes with which they are involved.  For one RFB, the process 

differs in that it is handed off to paid professionals to do editing, add finishing touches, and 

posting. In contrast, for her blog, it was more hands-on.  More content planning is done for the 

business than what was done for the blog unless it is a sponsored post.  A second RFB explained 

that these are planned ahead of time.  A third of RFBs improved the quality of images by taking 

photos with a professional camera, creating a more aesthetically pleasing feed, and being more 

authentic in content on social media feeds with high quality/high resolution images. 

5.5.2 The Amount of Planning That Goes into Developing Content  

The amount of planning that goes into developing digital content varies. It varies by 

individual, as well as the type of content being created.  The following sections will discuss 

specific content that is planned for FFBs and RFBs, respectively.  

5.5.2.1 The Amount FFBs Plan Content for Their Blogs  

Some amount of planning is required to successfully blog.  Some only plan blog posts 

because they are generally longer and more involved content, while others plan social media 

related content too.  See Table 5.8 for the amount of planning bloggers state is put into the blog 

and the specific content that is planned.   
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Table 5.8: Planning Content for the Blog 

Interviewee Amount of Planning What is Planned 

WAOG_03 Varies 
Content for the blog while on 
vacation or traveling for brand 
events 

FAEC_05 A lot 

The date and time that the content 
goes live, as well as the creation of 
the images to work around the 
photographer’s schedule 

LUMA_16 Some 
Flatlays planned outfits and seeking 
out locations to shoot outfits 

ASBTAC_26 Some Blog posts 

LIVL_018 
A lot Content for platforms that require 

unique content: Instagram, 
YouTube, the Blog 

 

5.5.2.2 The Amount RFBs Plan Social Media Content for Their Businesses  

The amount of planning reported by RFBs varies considerably as does the actual content 

that is planned. Those who actively blog as part of the business model plan a significant amount 

of their content for the business and everything that is sponsored. One RFB stated that her 

business partner takes care of the social media related content for their business. Table 5.9 shows 

each interviewee’s responses to the amount of planning and what specific content is planned.  

Table 5.9: Planning Content for Social Media Related to the Business 

Interviewee Amount of Planning What is Planned 

TGTC_20 
5 hours/day N/A 

3M_24 N/A N/A 

C2TWC_023 
A lot 

Most all content related to the 
business and any sponsored content  

CAFBJ_029 Some Social Media Content 1 - 2 weeks out 
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5.5.3 Knowledge of Audience Regarding Content Created  

The question posed to FFBs and RFBs was how do they know the content they develop is 

what their audiences want to see?  The RFBs responses were cut and dry. For example, RFBs 

use polls on Instagram stories, reading comments and messages from their audience, and 

following their engagement rate.  Responses from FFBs varied a bit more. This variation could 

be due to the nature of their business.  The blog is run from a more personal perspective than, for 

instance, a clothing boutique.   FFB responses included, “Well to be honest with you, I don’t 

always know that it’s what they want to see… my content is really more so for me…a self-

expression of me so it’s not always for them” (FAEC_05) and “my blog is so precious to me 

so…I don’t really ask my audience what they want to see because I feel like it's my form of self-

expression” (ASBTAC_26).  WAOG_03 takes a unique approach to understanding her audience.  

WAOG_03 created a profile, not unlike what fashion companies do when they create a 

“customer profile”, that includes detailed demographics for who she writes her blog (see quote 

below).  LUMA_16, states knowing her audience and what they engage with is how she 

determines if the content is what the audience wants to see.  LIVL_018 polls on Instagram, sends 

a quarterly survey, and asks for email responses through newsletters.   

TGTC_20: Yeah, so that’s a great question. I think that it is about the engagement rate 

and stuff that you see on your photos and posts, umm which is calculated by adding photos 

and likes divided by the amount of followers that you have. So, the average is about 1 – 3 

percent for most influencers. 

WAOG_03: I really have kind of created almost like a persona of who I’m writing for. 

Like, I know my audience. I know who this woman is…I created, like I know how old she 

is. I know where she lives [and] what she does for a job. You know, she’s married, she 
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doesn’t have any kids, but she has pets, you know. I have this whole thing. I know what her 

life is, so I write for her. 

5.5.4 Consistency in Blogging 

  Interviewees were asked how they ensure they are staying consistent in blogging. RFBs 

report being disciplined, using planning apps, posting every day, keeping a watchful eye on 

social media feed, being passionate and treating the blog as a job. One blogger explains building 

content changes but scheduling and planning allows for consistency in blogging.    

WAOG_03: That’s just discipline. Very easily I could just disappear for two weeks and 

no one would really care. I might lose a few followers, but I’d be fine. So, to be able to 

maintain consistency, it’s just discipline.  

LUMA_16: Oh girl, I post every day. I’m always consistent. Trust me. I’m posting every 

single day. Umm I’m always looking at how my feed looks, and I’m always posting often. 

And I use Planoly.  

 5.5.5 Understanding of Authenticity and How It Is Built into The Blog 

“Being authentic” is a phrase used often by FFBs when asked about ways to be 

successful in the blogging industry (see Appendix K).  To gain a better understanding of what is 

meant by authenticity in this field, interviewees were asked to define authenticity and discuss the 

way authenticity is built into their blogs.  FFBs define authenticity as staying true to who you are 

(FAEC_05), staying true to your own story (ASBTAC_26), and staying true to yourself 

(LIVL_018), and it requires sharing a little bit about yourself (WAOG_03). 

FFBs build authenticity into their blogs by staying true to who they are and being open 

and honest about mistakes they make and changes that happen in their lives. One blogger thinks 

it is important to not begin doing what others are doing as an attempt to get more followers or 
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more brand sponsorships. Another FFB believes building authenticity in your blog is done by not 

always posting sponsored items, but instead incorporating the things you love and talking about 

your experiences. 

FAEC_05: I think you build authenticity into the blog by not always posting sponsored 

stuff. Like talk about what you love. Talking about your experiences[and] talking about 

trips that you’ve been on things that are just not sponsored. Doing posting because you 

enjoy it [and] not because you want somebody necessarily to read it. Posting just to you 

what you enjoy. 

5.5.6 The Decision-Making Process for What to Share and What Not to Share  

The decisions of what to share and what not to share of a FFBs and an RFBs personal life 

is somewhat involved.  An FFB or an RFB will either be completely open and 100% transparent 

or will only share what is specific to them. Some FFBs and RFBs share their highs and lows and 

feel that that is what makes them authentic and relatable to their followers, whether this includes 

family members’ stories or not. Others are mindful of the emotions and sensitivities of certain 

information that may harm them, their brand, or their family.  If there is something that will 

show them in a negative light, some RFBs and FFBs will not share, regardless of whether it is 

business or personal.  So, FFBs and RFBs decide what of their personal lives to share based on 

the potential outcomes of sharing the information.  For example, LIVL_018 considers the 

potential for people to criticize the information shared.  If LIVL_018 feels she can handle the 

potential conversation that may develop because of the post, the information is shared. If the post 

could potentially cause mental distress, the information is not shared.  

LUMA_16: I am 100% transparent.  That’s all I’m going to say.  The only thing I keep 

away from is you know like obviously I limit my dating life and I limit my social life a little 
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bit.  Like I do not put-up videos of me going to a bar and like drinking or something like 

that.  It’s about keeping it filtered a little bit, but not too much.  Like I’m still sharing my 

life, but I’m not sharing too much to the point that it could ruin my brand image.  You just 

have to be careful. 

ASBTAC_26: If something I feel is going to get me in trouble or cause offense or get in 

the way of my career, then I won’t share it.  But if I feel like it's outside of those boundaries, 

then I’m okay with sharing. 

RFB: TGTC_20: I pretty much share anything that has to do with me.  I couldn’t care 

less.  I’m an open book because I do enjoy hearing from people who are super authentic. 

But my family [and] husband...something like that, I respect them and their privacy.  I ask 

if I can share about it first.  They’re basically off limits.   They’re all like super conservative 

and to themselves.   And I’m the one who’s like yeah learn all about me. 

5.5.7 How to Monetize Content  

Monetizing digital content is done in the following ways: 1. Using affiliate links, 2. 

Incorporating advertisements on the blog, and 3. Working with brands.  Figure 5.3 illustrates the 

process used to earn an income blogging for each of these methods.  Affiliate links and 

advertisements on the blog produce wages the same way. Consequently, Figure 5.3 puts them 

together.  Figure 5.3 also illustrates the key activities that are needed to grow as a blogger to get 

to a point where the blog can be monetized, at least in the sense of having opportunities to work 

with brands. Figure 5.3 was developed by synthesizing responses from FFBs throughout the 

interview and is not based on just a specific question.  
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Figure 5.3: How to Monetize Blogger Content
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FAEC_05: I would say translates because the good quality content could definitely lead 

you into making more money. So, I know some people they may not see the point or the 

value in using a photographer.  Like I just had this conversation with someone recently. 

But they don’t realize that if a brand...if you’re tagging brands and they see the quality 

content that you’re posting, you never know what type of sponsorship that may lead to in 

the long run. 

ASBTAC_26: I think it depends on what you're developing and how often you're doing it. 

If you are consistent and if you develop quality imagery, then you can monetize for sure. 

You definitely can.  The more that you are posting and the more value you’re providing the 

more you can monetize is what I think and that’s been my experience.  

5.6 Financial Considerations 

Questions under the financial considerations section of the interview were used to answer 

research sub-objective 2-g: to determine financial considerations for the Full-time Fashion 

Blogger and the Retail Fashion Blogger.  Again, questions were tailored for each group 

interviewed. For the FFBs, the following questions were asked: What are some typical expenses 

you incur as a blogger? How do you differentiate between a personal expense vs. a blog 

expense?  For the RFBs, the following questions were asked: What are some typical expenses 

you incur as a business owner? What key factors/activities do you think contributed to your net 

sales last year?  

The most common expenses for FFBs are website maintenance, photographers, and app 

tools that assist with scheduling and planning social media content, as well as outside resources 

that assist with the business aspects of blogging. Two out of five FFBs have someone who assist 

with managing social media and negotiating contracts.  Regarding differentiating a personal 
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expense and a blogging expense, most FFBs (four out of five) report that if it is blog related, it is 

a blog expense.   

An FFB explained that if the shopping or purchasing of clothing and personal care items is 

done with the intent to share on the blog or related social media, it is a blog expense. However, if 

she is out shopping and happens to purchase clothes that may or may not appear on the blog or 

related social media, she considers that to be a personal expense.  The same holds true for meals 

for FFBs. Table 5.10 gives a detailed list of the responses given by FFBs interviewed regarding 

their expenses.  

LIVL_018: Clothing gets a little bit in the nitty gritty...If I buy clothing specifically for 

content on the blog, then I expense it.  If I’m out shopping, I don’t expense if I’m out  

shopping and I buy clothes and I just happen to shoot it later just for generic content.  I 

don’t expense it. 



 

217 
 

Table 5.10: FFBs Blogger Expenses vs. Personal Expenses 

Interviewee Typical Blogger Expense Differentiation Between Blog and Personal Expenses 

WAOG_03 

Website 
 Hosting 
 Plugins 
 Security  

Social Media Manager 
Brand Management 
Assistant 

If it is blog related it is a blog expense 

FAEC_05 

Apps Tools 
 Planning content 

Photographer 
Equipment 

What the purchased service or item will be used for. 
Anything that is not going to the growth of my social media or 
being used on the blog, I deem as a personal expense. 

LUMA_16 
Student loans Blogger expense 

 Fixing camera 
 Upgrade phone 

ASBTAC_26 

Photographer 
Clothing 
Apps and Subscriptions 
Google Email 

If it ends up on the blog, that is a blog expense 

LIVL_018 

Website 
 Hosting 
 Security 

App Tools 
 Scheduling content 

Agent 
 Contract negotiations 

Consulting Company 
 Backend of blogging 
 Advice on how to grow or improve  
 Develop new ideas and opportunities  

If it is purchased for blog content 
 Clothing 
 Take client out for a meal 

If out for blog related networking event 
 Related travel 

o Gas + mileage 
Eating and shopping for clothes in general is a personal expense. 
Clothing purchased but not intended for the blog at the time of 
purchase but ends up on the blog is a personal expense 
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RFBs report they have a lot of expenses.  The upfront expenses incurred by RFBs now, as 

business owners as opposed to when they started their business, vary significantly.  Inventory is 

an expense that FFBs do not incur but is a considerable expense for RFBs.  For those RFBs that 

sell a product, events such as pop-ups and launch parties are a necessary expense and are used to 

promote and gain sales.  These events are also a way to spread awareness about the brand itself.  

Key factors that contribute to their net sales for RFBs are promotions and collaborations with 

other bloggers, whether personal (the blog part) or business related (product part) and converting 

their blog readers to consumers.  Table 5.11 shows the detailed responses given by RFBs 

regarding expenses they incur and what they feel contributed to their net sales.  

3M_24: I think, you know, using social media to promote our brand did impact our sales. 

Umm, we did popup events [in] which you kind of find the people who may not have found 

your brand. And then we also did you know some partnerships with influencers.  So, [I] 

think that also got us some sales as well. 

CAFBJ_029: Being able to partner with other bloggers…Being able to kind of be creative. 

So, I did a virtual launch party…Because of COVID…being able to still partner with 2 or 

3 bloggers a month has been quite fruitful. [The] Community on my blog have been so 

supportive with sharing and buying as well.  Being able to have that community 

beforehand, umm, has been so successful. 
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Table 5.11: RFBs Business Expenses and Key Attributes to Net Sales 

Interviewee Typical Business Expense 
Key Factors Contributing to Net 

Sales 

TGTC_20 

Software 
 Microsoft 
 Adobe 

QuickBooks 
Photography 
Travel  

Wedding related sponsored posts 
Building community with local brands 
and bloggers 
 

3M_24 

Inventory 
Website 
Email 
Accounting Services 
Shipping Services 
Packaging  
Adobe Creative Suite 
Booths at Popup events 

Using social media to promote the 
brand 
Popup events 
Partnerships with influencers 

C2TWC_023 

Ad sales 
LLC 
Promoting on Social Media 

 Pinterest 
 Instagram 
 LinkedIn 

Adobe suite 
Canva 
Office Rent – Home Office 
Office Supplies 
Internet  
Cell Phone 
Digital Office Tools 
Calendar subscription 
Email list 
Website Maintenance 
Email Suite 
Promoting on Social Media 

 Personal content 
 Brand sponsored content  

Travel 
 Flights 
 Hotels 
 Gas 

Viewing the blog as a true business 
Following up with brands 
Writing professional emails 

CAFBJ_029 

Inventory 
Display +Decor 
Supplies 
Outsourcing 

 PR 
 Social Media 

Partnering with other bloggers 
Converting blogging community to 
customers 
Blogging community sharing boutique 
items 
God 
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5.7 Sponsor/Collaboration/Partnerships 

In the blogosphere sponsorship, collaboration, and partnership are terms that get blurred 

together. A clearer understanding of the differences between sponsorships, collaborations, and 

partnerships was needed to truly understand how these three terms work when monetizing the 

blog or when used in business. Accordingly, questions were developed in this section of the 

interview to answer research sub-objective 2-h: to discover the differences between the ways in 

which Full-time Fashion Bloggers and Retail Fashion Bloggers use sponsors, collaborations, and 

partnerships.  

In the interview, we asked FFBs to explain the difference between a sponsorship, 

partnership, and a collaboration.  After having them explain the difference between each term, 

we found that there are no clear definitions for the terms as they relate to blogging. One FFB 

considers sponsorships, partnerships, and collaborations to all be the same and uses them 

interchangeably.  A second views collaborations and partnerships to be similar by saying a 

partnership is an extended collaboration.  It is unclear by her response whether payment is 

received for the work done in this case.  A third FFB blends sponsorships and partnerships 

together, explaining that they are both paid, and you work together with the blog. A fourth FFB 

states no one knows the difference between each term. Table 5.12 provides the definitions of 

each term as given by the FFBs interviewed.  

WAOG_03: I don’t think anybody knows the difference between all of them [ha ha]. 

They’re all used interchangeably. Like, oh, I partnered with this brand...well that can mean 

that the brand paid you $5,000 or that could mean that the brand sent you one mascara. 

Like it gets really shady and in this day in age there’s a lot of people that like to pretend 
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they have a better relationship with a brand than they actually do. The wording can get a 

little gray.  

Table 5.12: FFBs Define Collaboration, Sponsorship and Partnership 

Interviewee Collaboration Sponsorship Partnership 

WAOG_03 

“A collaboration. That’s 
one of those weird terms 
where collaborations 
should be like we’re 
collaborating together. 
We’re making up ideas 
together. Maybe we’re 
creating a product 
together. But no, that’s 
not what it is. It usually 
is that brand is like hey I 
want to work with you. 
Cool let’s work together 
now we’re 
collaborating” 

“I think the most 
clear term is 
sponsored, which 
means I got paid 
on top of whatever 
else”. 

“A Partner is like a gray 
term for I got paid you 
know. But I don’t wanna to 
say #sponsored” “Where 
they’re like I want you do 
this extremely specific 
thing, and you can say 
we’re collaborating. Yeah, 
same thing with 
partnerships”.    

FAEC_05 
“… A lot of brands tend to use those words interchangeably. So, for me I kind of look 
at them as all the same. Uh the only difference I may say maybe is that sponsorships 
sometimes may include like travel. But to me, I feel like they’re the same”. 

LUMA_16 

“is just creating a 
relationship and working 
together” 

“I think of 
sponsorship as you 
know hey, you’re 
going to pay me to 
create your content, 
and we’re going to 
work together on 
this” 

“When it comes to 
partnering, it means 
working together. So that 
can go you know multiple 
ways”. 

ASBTAC_26 
“Umm I have been using all those terms 
interchangeably to be quite honest. To me, they 
were all the same” 

“When I think of a 
partnership, I think of an 
extended collaboration.” 

LIVL_018 

“Collaborations are more 
when there is not really 
money involved.” 
 

“To be straight up honest, partnerships and 
sponsorships is the same thing. You work with a 
brand or PR company, and they pay you to do 
something you’re partnering with them to create 
this content.”  

 

 



 

222 
 

5.7.1 FFBs Participation in Sponsorships, Collaborations, and Partnerships 

FFBs may work with brands to spread the word about a brand and/or as a means of earning 

an income.  FFBs collaborate with bloggers from time to time as well. When deciding whether to 

work with a brand or a blogger or not, FFBs consider the following: 

 If the person or brand is aligned with their morals and values 

 Whether the FFBs target audience and the brand’s or blogger’s audience is similar 

 If they will get paid their worth 

 Whether they believe in the brand/value the brand’s mission 

 If they have a similar interest as the blogger 

 Whether both bloggers bring something unique to the table 

 If they can learn from the other blogger 

 If they really enjoy the brand 

 If the arrangement will be authentic to the FFBs brand 

 Whether it will grow their following 

If a brand or blogger does not feel positive about any of the items in the above list, FFBs tend to 

not go through with the collaboration, partnership, or sponsorship.  

LIVL_018: So, if it doesn’t align with my values so…if there is a company or a brand 

that has said something politically motivated that goes against me…I try to avoid 

aligning myself with people who don’t align with me.  So, if they are specifically saying 

that Black Lives Matter is a terrorist group, I am not working with you.  Because you’re 

now specifically against me and that makes me look inauthentic and makes me look like 

I’m in it just for the money. 

ASBTAC_26: A reason not to partner is if you don’t agree with the uh, company’s 

values, if you don’t really use the product, if you're not even interested in learning about 

the product and what it can do umm just sharing something to get a check even if you, 

even though you don’t really you know vibe with the company.  I just feel like that is 

inauthentic.  And people will be able to see through that and umm not really purchase 
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what it is that you are promoting.  Reasons not to participate in blogger collabs is to 

consistently grow your following.  I think that the whole follow for follow thing is a little 

bit spammy and can get a little annoying.  If you have this blogger you love, but she's 

doing some sort of uhh. blogger-based giveaway every single week just so she can grow 

her following, I feel like that's a lot.   And I know that I definitely don't want to seem like 

that on my feed every single week. 

LUMA_16: And other companies, new ones that try to partner with me that don’t pay 

me…I just reject unless they’re, you know, it’s worth my time like free travel.  You know 

like a free media trip or whatever press trip, something like that.  That’s something I’ll 

take. But I do not usually accept nonpaid sponsorships.  I do not accept nothing that’s not 

paid. 

5.7.2 RFBs and Sponsorships, Collaborations, and Partnerships  

For the most part RFBs approach sponsorships, collaborations, and partnerships the same 

as they did prior to starting their businesses.  For those RFBs who still actively run their blogs, 

they continue to work with brands.  However, there are more paid collaborations than unpaid. 

When looking to other bloggers to promote their businesses, they make sure the blogger aligns 

with their target markets so that the correct people see their products.  

The benefit, as explained by C2TWC_023, is the blogger has a relationship with their 

readers of trust.  Subsequently, the blogger may be able to discuss the product better than the 

business could.  Also, a blogger can reach more people than a brand may be able to, using 

traditional marketing methods or those on social media such as, sponsored advertisements on 

Facebook and Instagram.  This is because people who encounter the advertisement may be less 

likely to click on the product than they would if the brand used influencer marketing.  Another 
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benefit in brands collaborating with bloggers explained by CAFBJ_029 is that brands can feature 

bloggers in brand photoshoots.  Since bloggers are familiar with changing quickly and posing for 

photos, brands can get good quality photos efficiently.  In her partnering with bloggers, it is like 

a brand ambassador relationship except she, as the boutique owner, does not have to give the 

bloggers the merchandise.  

C2TWC_023: I think that’s gonna be a great way to reach people you weren’t able to 

reach.  And then you’re able to have the trust that they have from their followers, kind of 

come to you.  So, if they’re talking about your brand to their followers who trust them, then 

that’s gonna be way [more] beneficial for you than like you running an ad on Facebook. 

People are gonna see that ad and be like I don’t really know that business.  Whereas if you 

are using an influencer, those same people see an influencer use the product, talk about 

the product, show you the product in a video, in a photo, talk about it maybe more than 

you can. And ‘cause they have that trust built, it’s gonna be more beneficial to you, if you 

utilize an influencer as a brand. 

CAFBJ_029: I also use bloggers for my photoshoots so they’re very helpful because they 

already know how to pose, they already know how to smile and they know how to dress 

quickly, which is very important in a one-hour photo session.  [They] promote our sales on 

her platform.  It’s almost like, a brand ambassador program, but I don’t have to give them 

[the]items, so to speak. 
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5.8 Synopsis of the Fashion Blogger-turned-Entrepreneur Phenomenon 

Nine Entrepreneurial Fashion Bloggers (five Full-time Fashion Blogger and four Retail 

Fashion Bloggers) were interviewed to explore the Blogger-turned-Entrepreneur as it relates to 

Fashion Blogging.  Interviewees level of expertise ranged from 3 – 14 years of experience. The 

interview was broken into seven sections (Personal Characteristics & Behaviors, Evolution of 

Blog & Motivation, Challenges & Satisfactions, Social Media, Content Development, Financial 

Considerations, and Sponsors/Collaborations/Partnerships) to answer Research Objective Two. 

Based on the interviews, Figure 5.4 describes the typical path taken by Fashion Bloggers 

during that pivotal moment they decide to become Entrepreneurs.  FFBs and RFBs begin as part-

time bloggers.  They blog for some time, typically 2 – 5 years, before they make the decision to 

become entrepreneurial.  It is also understood that it is most common for RFBs to be FFBs prior 

to opening a business separate from the blog (i.e., online boutique).  There is typically some 

internal or external motivator that influences the decision for an FFB to transition to an RFB. 

Motivators, learned from interviews, are as follows: their communities (external motivator), and  

they have always wanted to own a business (internal motivator).  For instance, CAFBJ_029 stated 

she was inspired to become an RFB through blogging and being able to combine fashion and faith 

in one space. 

It was hypothesized that blogging over time can give anyone with the desire to become 

an entrepreneur an advantage, as bloggers build their customer base with their blogs.  Qualitative 

analysis of the interviews revealed there is some merit to this hypothesis.  Bloggers build a 

customer base by building a trusting relationship between the blogger and the audience.   

Trusting relationships are built because of the blogger being authentic in their approach 

to blogging and sharing content via social media that their audience values.  This trust is also 
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built by bloggers providing valid feedback on products and offering quality advice/content in 

their posts (blog posts and social media posts).   

 

Figure 5.4: The Process of Becoming an Entrepreneurial Blogger 

Qualitative analysis of the interviews also reveals that while most FFBs quit their jobs to 

become Entrepreneurial Fashion Bloggers, it is not necessary to do so.  All RFBs interviewed 

agree that an RFB can be successful and still work a traditional full-time job.  Most FFBs 

interviewed state that they made more money from blogging than at their corporate positions and 

that was a motivator in their decisions to leave their jobs and pursue fashion blogging full-time. 

Part-time Fashion 
Blogger 

Entrepreneurial 
Fashion Blogger 

Time Before 
Transition (~2-

5 yrs) 

Product? FFB 

RFB 

Yes 

No 

Motivator 
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The fashion blogging field relates most to the Mom-and-Pop type of entrepreneur, as they 

rely on the relationships built with their communities to sustain.  Like most small businesses, 

working together within the blogosphere propels FFBs and RFBs into success.  They can learn 

and grow from each other.  On the job training is a term that comes to mind when thinking of 

this group of entrepreneurs.  Most have no formal training in blogging or social media. One RFB 

had no formal training in the fashion industry, though she owns and runs a boutique.  Like most 

startup companies where “you learn as you go”, bloggers tend to learn as they go and grow and 

have on the job training.  With success comes more responsibility, and it is apparent from the 

interviews analyzed in this study.  However, like traditional business, bloggers have courses, 

training, conferences, and consulting firms they can work with to help perfect and grow their 

businesses.  

Engagement, authenticity, and consistency were identified as the key activities for 

success in this field.  Engaging with followers is how FFBs and RFBs grow their businesses and 

gain trust in their audiences, as well as maintain the following they have built.  Authenticity is 

another way to build trust, as well as be relatable to readers.  Consistency keeps bloggers in the 

forefront of their community’s minds.  

RFBs have a unique challenge that FFBs may need to consider less often regarding the 

information they share on social media platforms, including their blogs.  That unique challenge 

is finding a balanced diet that includes information shared about the business and the original 

blog platform or “blogger things” (i.e., vacations/trips, outfit of the day, etc.).  Prior to starting a 

business separate from their blog, vacations; morning makeup routines; outfit of the day posts 

was the normal information posted to social media and the blogs which helped in growing their 



 

228 
 

audience, who may double as customers for their business.  So, to just stop sharing these things 

could have significant consequences.  

C2TWC_023: Here’s how you also balance still posting things that you love.  A lot of 

people transition from posting about fashion and then they’re like a Business Coach.  And 

all of their fashion posts kind of disappear and it’s more about getting people to join their 

classes and grow their business. 

Sponsorships, Partnerships, and Collaborations are seen by FFBs and RFBs as having 

some amount of interchangeability.  It is interesting that terms so important to the success of 

fashion bloggers are so undefined within the industry. What is more interesting is that brands, 

the fashion industry, created and defined the terms but they also use them interchangeably.  The 

importance in this matter is what is written in the contract, in regard to the outcomes expected by 

the blogger and the compensation required by the business.     

Figure 5.5 illustrates the key activities required to successfully transition to an FFB and 

sustain thereafter.  This was created through synthesis of the interviews analyzed in this study. 

The overall figure shows the complexity of this industry, including key activities.  Those 

activities that reoccur as part of the overall process are shown in circular form with arrows.  Next 

to each heading/activity are sub-activities that occur as inputs and outputs of each main activity.   

New terms worth mentioning that were learned through the interviewing process are: 

Micro-Influencer, influencer marketing, and Influential Blogger. The Micro-Influencer has less 

than 10,000 followers but get the attention of brands and are able to make an income as a result. 

Influencer Marketing occurs when a business uses an influencer or blogger as part of their 

marketing mix. An Influential Blogger can be defined as our Full-time Fashion Blogger. 
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More on the process illustrated in Figure 5.5. The process for becoming a successful FFB 

starts with creating a blog name and the concept for the blog (i.e., the purpose of the blog, topics 

discussed on the blog).  Next, a place to house the blog is needed.  Some bloggers create a blog 

site using Squarespace or WordPress.  Then new bloggers will want to develop quality content 

which can consist of copy, images, and /or video.  It is important to include links to the items 

discussed in each blog post.  From here choosing social media platforms to use –initially ones 

that are popular or ones that the blogger has the most knowledge of using.  SMPs are used to 

promote recent blog posts, as well as the social media profile.  This is done to grow the target 

audience and to demonstrate knowledge in the area.  Being authentic and consistent in posting 

and in the overall concept of the blog is key and it also assists with growth.  Rebranding 

happens, but consistency is still required within the rebranding once the brand update is 

launched.  Finally, bloggers build relationships with brands and other bloggers through 

collaborations, sponsorships and/or partnerships helps with growth, as well as earning an 

income.  
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CHAPTER 6: CONCLUSIONS AND FUTURE RESEARCH 

The purpose of this research was to explore the characteristics, motivations, and 

strategies used within the Fashion Blogger-Turned-Entrepreneur phenomenon.  Three 

populations were studied: Part-time Fashion Bloggers, Full-time Fashion Bloggers, and Retail 

Fashion Bloggers.  Chapter 4 included a survey that polled Fashion Bloggers and screened for 

Full-time Fashion Bloggers and Retail Fashion Bloggers for the qualitative portion of the study.  

To learn the full nature of blogging and what it looks like before transitioning to full time, 

Fashion Bloggers who were not specifically entrepreneurs were targeted and surveyed, at which 

time the phrase Part-time Fashion Bloggers (FFB) was developed by the researcher to identify 

this group.  It was understood that there may be some overlap between the Full-time Fashion 

Blogger (FFB) and the Retail Fashion Blogger (RFB), especially in cases where people have 

indicated they consider themselves to be both a Full-time Fashion Blogger and a Business-

Owner.   

In their 2013 study, Pihl & Sandström coined the terms Entrepreneurial l (EBs) and 

Amateur Blogger (AB).  They defined EBs as owning businesses developed from but extending 

beyond their blog and ABs as bloggers who blog for other companies and do not own a business.  

The current study argued that Pihl & Sandström’s (2013) definition of ABs inadequately 

describes them, as it discounts that fact that they register their blogs as businesses.  Pressing 

against the limits of this definition, the current study examined/analyzed these activities to 

demonstrate that this group of bloggers were not amateurs by any means and were indeed 

entrepreneurial.  This study maintains that there were two types of Entrepreneurial Bloggers 1) 

those who own a business separate from the blog but that was influenced by the blog and 2) 

those who own a blog as a small business to earn an income.  



 

232 
 

6.1 Conclusions 

Chapter 4 focused on the fashion blogging experience in general as well as some 

specifics for those who were entrepreneurs (FFBs and RFBs).  Chapter four findings are as 

follows.  Most fashion bloggers were females in the age range of 25-34, for all three populations 

(Part-time Fashion Bloggers, Ful-time Fashion Bloggers, and Retail Fashion Bloggers).  While 

55.56% of fashion bloggers have a bachelor’s degree, only 9.59% had a degree in fashion.  FFBs 

were the largest population that had a bachelor’s degree in fashion.  Noticeable patterns 

regarding blog names among Fashion Bloggers include a singular or a combination of the 

following terms: style (route word, i.e., stylist or stylish), life, blog, fashion (route word, i.e., 

fashionable), and lovely.  In contrast to using descriptive terms, Fashion Bloggers created blog 

names as a play on their birth names or a play on words. 

In general, Fashion Bloggers had been known to attribute consistency to their success in 

blogging.  However, when asked why they thought people followed their blogs, “consistency in 

content” was chosen second to last to “responsiveness to comments (level of engagement)”.  The 

result led to the conclusion that consistency in when content is published is more important than 

consistency in what is being posted.  “Like to share my ideas” was the most common motivator 

for Fashion Bloggers to blog, followed by “like to connect with people and help others”.  The 

top three SMPs used by all three populations were Instagram, Facebook, and Pinterest.  2,501 – 

25,500 was the most common range of followers on SMPs with Instagram being the most used 

social media platform.   Most Fashion Bloggers had between 2,501 - 15,500 followers on 

Instagram.   Fashion Bloggers post on average 2 – 3 times per week on their blogs and once per 

day on SMPs.  On average Fashion Bloggers spent up to eight hours on blogging activities 

related to the blog and SMPs.  83% of Fashion Bloggers had sponsored posts on their blog and 
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93% had sponsored posts on their SMPs and partnered with brands more than collaborated.   

When they collaborated with other Fashion Bloggers it was mostly to participate in giveaways.  

 In addition to these findings, the analyzed data showed that the most common motivator 

for RFBs to start a business was “something I’ve always wanted to do” their blogs to business, 

while most FFBs were motivated by “opportunities to collaborate with brands” and “like being 

my own boss” to blog full time.  “2 – 4 years” was the most common timeframe for FFBs to 

transition to full time followed by “1 year or less”.  The most common amount of time an RFB 

had owned their business for 1 - 2 years and for FFBs who had blogged full time was 1 year or 

less.   Based on the data collected  for this study, RFBs transitioned from blogging to business 

owning at a faster rate than FFBs transitioned to blogging full time.    

Chapter 5 focused on the Full-time Fashion Bloggers and Retail Fashion Bloggers 

perspectives.  The qualitative analysis of interviews identified that FFBs and RFBs highly value 

engaging with their audience and building a community.  Engaging with followers is how FFBs 

and RFBs grow their businesses and gain trust in their audiences, as well as maintain the 

following they have built.   Building a community with other Fashion Bloggers also helps with 

growth and increased knowledge of the field.  

According to interview participants, there is no need to quit a full-time traditional job to 

be a Fashion Blogging entrepreneur.  Formal training in social media was not required for FFBs 

and RFBs to start their businesses or blogs. On the job training is a term that comes to mind 

when thinking of this group of entrepreneurs.  Sponsorships, Partnerships, and Collaborations 

are undefined within this industry.  However, participating in one or a combination of each is 

one way this these entrepreneurs earn an income, especially the FFBs.   
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6.2 Future Research 

  This research investigated in this study can be extended in future studies in many ways.  

Future research areas are suggested below:  

Entrepreneurship  

The Business Behind the Business of Fashion Blogging:  

 The steps to owning a fashion blogging business can be studied.  

o Registering the business (Federal and State, Invoices, Contracts, 

Taxes, Sales, commissions, etc. and how they are handled) 

o Business tools required to run the business. 

Blogger to Boutique Owner:  

 RFB’s can be investigated further to determine their knowledge of the fashion 

industry or lack thereof.   

 RFB’s can be studied in regard to what blogging has taught them in relation to 

owning a non-blog business. 

Blogging as a Gateway to Owning A Traditional Fashion Business:  

 An investigation of how blogging can be used as a steppingstone to starting a 

non-blog business can be performed.  

Authenticity Knowledge/Expertise 

 Studying the authority of the bloggers that spend less than a year blogging 

before transitioning to a business owner (FFB or RFB). Are they qualified?  

How were they able to transition?  Have they built an organic audience or 

were they acquired another way? 
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Personal Branding: 

 Transitioning to an FFB involves personal branding.  This study can be 

expanded in the area of self-preservation to include survey and interview 

questions that investigate the development, retention, execution, and 

consistency, of a personal brand (from concept to business).  

Followers/Subscribers 

Importance of Followers: 

 A study can be undertaken of how the public views bloggers/influencers.  Are 

they trusted more than the brand and why?  

Fashion/Beauty Industry Perspective: 

 The amount of influencer marketing used in industry and amount of money 

being made by brands because of influencer marketing used as a tool in their 

marketing mix can be analyzed.  

Subscribing to Blogs: 

 The survey can be updated to include questions about subscribers to the blog 

and corresponding newsletters.  

Other Areas 

Development of Blog & Blog Name:  

 Interview questions can be expanded to further investigate the development of the 

blog name how it changed over time, if at all. 
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Being Paid Their Worth:  

 Interview questions can be expanded for further exploration into sponsorships, 

partnerships and collaborations to understand whether Fashion Bloggers are being 

paid their worth by Fashion and Beauty brands.  

 An exploration of how Fashion Bloggers determine their worth when partnering 

with brands can be undertaken. 

Social:  

 The investigation of the challenges and satisfactions portion of the interview can 

be expanded to investigate challenges for specific groups.  

o Disproportionately low number of black fashion bloggers being granted 

brand partnerships compared to their White counterparts. 

 From a brand perspective  

 From bloggers’ experiences   

Disclosure and Self-preservation (Controlling the Public’s View) in Social Media:  

 The interview question regarding how Fashion Bloggers decide what to share and 

what not to, can be further investigated to understand the importance of self-

preservation for social media-based businesses.  

Types of Fashion Bloggers  

 Understanding what classifies an individual as a full-time fashion blogger by 

definition. 
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Additional Analysis of the Survey 

 Test hypotheses comparing two or more groups with ordinal data with Mann-

Whitney U (2 independent groups) or Kruskal-Wallis H Test (3 or more 

independent groups) 

 i.e., null hypothesis: Number of bloggers followers does not vary by type of 

fashion blogger.  

 Calculate Spearman’s rank-order correlation on ordinal data. 

 i.e., Number of hours spent writing blog posts versus number of blog 

followers 

 Perform ordinal logistic regression. 

 i.e., independent variable(s): Number of hours spent on several different 

tasks dependent variable: Number of blog followers 
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Appendix A: Survey Questions 

 
This survey is for research and is voluntary. By starting the survey, you 
consent to participating in the study. 
 
Welcome to the survey! In this survey we define Fashion Blogs as noncorporate 
blog that focuses mostly on fashion (clothing and accessories, styling garments) 
but may include some lifestyle, beauty and travel. 
 
1. Are you currently the primary author of a fashion blog? (If yes, provide the blog name) 

o Yes  _______________________________ (1)  

o No  (2)  

Skip to End Survey if Q1=2 
Congratulations! The answers you provided to the previous questions have qualified you to be a 
part of the research study. Please continue with the next portion of the survey.  
2. Gender 

o Male  (4)  

o Female  (5)  

 
3. Marital Status 

o Single  (1)  

o Married  (2)  

o Widowed (3) 

o Divorced  (4)  

o Separated  (5)  

 
4. Age 

o Under 18  (1)  

o 18 - 24  (2)  

o 25 - 34  (3)  
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o 35 - 44  (4)  

o 45 - 54  (5)  

o 55 - 64  (6)  

o 65 or older (7)  

5. Race 

o White  (1)  

o Black or African American  (2)  

o American Indian or Alaska Native  (3)  

o Asian  (4)  

o Hispanic or Latino (5) 

o Other  (6)  

o Prefer not to answer (7) 

6. In which country do you reside?  

o USA 

o United Kingdom 

o Sweden 

o Other, please specify_________________________________________________ 

 
7. Which income range best represents your total annual Income? 

o Less than $10,000  (1)  

o $10,000 - $39,999  (2)  

o $40,000 - $69,999  (3)  

o $70,000 - $99,999  (4)  

o $100,000 - $129,999  (5)  
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o More than $130,000 (6) 

8. What is your employment status? 

o Employed full time  (1)  

o Employed part time  (2)  

o Unemployed looking for work  (3)  

o Unemployed not looking for work  (4)  

o Self-employed  (5)  

o Retired  (6)  

o Student  (7)  

9. Education (select highest level completed) 

o Less than high school  (1)  

o High school graduate or GED  (2)  

o Some college  (3)  

o 2 year degree/Associate's Degree  (4)  

o 4 year degree/ Bachelor's Degree  (5)  

o Graduate Degree (M.S., M.F.A.)  (6)  

o Doctorate  (7)  

10. Do you work in the fashion industry or related field? 

o Yes  (1)  

o No  (2)  

 

Display This Question: 

If Q10 = 1 

 
11. What is your level of Fashion Occupation? 

○ Retail  (1) 
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○ Corporate (2) 

○ Education (3) 

............................................................................................................................................................

............................................. 

 
12.  Do you have a degree in Fashion? 

○ Yes (1) 

○ No (2) 
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Display This Question: 

If Q12 = 1 

13. Please specify your Degree Type 

▢  AA (1) 

▢  AS (2) 

▢ BS (3) 

▢  BA (4) 

▢ MFA (5) 

▢  MS (6) 

▢ PhD   (7) 

............................................................................................................................................................

................................................... 
Fashion Blog and Blogger Characteristics     Congratulations, you’ve made it to the next 
section of the survey! This section will ask questions about your personal characteristics as a 
blogger and the development of your fashion blog. 
14. Is this your first fashion blog? 

o Yes  (1)  

o No  (2)  

15. When did you start your fashion blog?  Select the month and year from the drop-down boxes. 

Month (Jan, Feb, Mar, Apr, May, Jun, Jul, Aug, Sep, Oct, Nov, Dec) 

Year (2000, 2001, 2002, 2003, 2004, 2005, 2006, 2007, 2008, 2009, 2010, 2011, 2012, 2013, 
2014, 2015, 2016, 2017, 2018, 2019) 

16. Why do you blog? Check all that apply 

▢ Enjoy writing & Taking photos (1)  

▢ Like to share my ideas  (3)  

▢ Like to connect with people and help others (4)  

▢ To feel a sense of belonging (affiliation) (5)  

▢ To archive or document my wardrobe or life events  (6)  
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▢ Want to support my family (income)  (7)  

▢ Other, Please explain  (8) ________________________________________________ 

 
17. Why do you think people follow your fashion blog?  

Check all that apply. 

▢ Quality images  (1)  

▢ Authenticity of Content  (2)  

▢ Personal Style  (3)  

▢ Consistency in Content  (4)  

▢ Trustworthy Content  (5)  

▢ Responsiveness to Comments  (6) 

▢ Other ______________________ (7)  

 
18. How often are blog posts published to your blog? 

o Daily  (1)  

o 4-6 times a week  (2)  

o 2-3 times a week  (3)  

o Once a week  (4)  

o Once a month  (5)  

o Twice a month  (6)  

o Never  (7)  
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19. How many followers do you have on your blog? 

o 2,500 or Less (1)  

o  2,501 - 25,500  (2)  

o 25,501 - 40,500  (3)  

o 40,501 -65,500  (4)  

o 65,501 – 85,500  (5)  

o More than 85,500  (6)  

o I don’t keep track (7) 

 
Welcome to the next section of the survey! This section will ask questions about your personnel 
or help you may have with your blog.  
20. Do you have anyone who assists you with your blog?  

o Yes  (1)  

o No  (2)  

 
 
Display This Question: 

If Q20= 1 
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21. How many people assist you? And how many of these people do you pay to assist you?  
Check all that apply 

▢ ______________ Number assist (1) 

▢ ______________Number paid (2) 

▢ Paid assistants full-time (3) 

▢ Paid assistants part-time  (4) 

Display This Question: 
If Q21 = 1 

22. What do they assist you with? Check all that apply.  

▢ Taking photos  (1)  

▢ Recording videos  (2) 

▢ Editing photos & videos  (3)  

▢ Writing & editing blog posts  (4)  

▢ Responding to comments  (5)  

▢ Developing ideas  (6)  

▢ Other, please specify  (7) ________________________________________________ 

............................................................................................................................................................

....................................... 
 
Social Media Usage     You are doing great! The next section will ask questions related to 
your social media usage.  

 
23. Which social media platforms do you use in relation to your blog?  

Check all that apply.  
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▢ Pinterest  (1)  

▢ Instagram  (2)  

▢ YouTube  (3)  

▢ Snapchat  (4)  

▢ Twitter  (5)  

▢ Facebook  (6)  

▢ Other, please specify  (7) ________________________________________________ 

 
 
24. Which social media platform do you use the most? Choose one 

o Pinterest  (1)  

o Instagram  (2)  

o YouTube  (3)  

o Snapchat  (4)  

o Twitter  (5)  

o Facebook  (6)  

o others, please specify  (7) ________________________________________________ 
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25. Do you crosslink your social media accounts (connect your social media accounts by providing links 
to each on each platform you use)?  

o Yes, all my accounts  (1)  

o No, none of my accounts  (2)  

o Yea, some of my accounts  (3)  

 
26. How often is there a new post made on your social media platforms?  

o 1 per day  (1)  

o 4-6 times a week  (2)  

o 2-3 times a week  (3)  

o Multiple times a day  (4) 

  

The following questions will ask about the number of followers you have on each social media 
platform. When you see the social media platform on the screen select the number of followers 
you have for that platform.  
27. Pinterest 

o 2,500 or Less (1)  

o  2,501 - 25,500  (2)  

o 25,501 - 40,500  (3)  

o 40,501 -65,500  (4)  

o 65,501 – 85,500  (5)  

o More than 85,500 followers, please provide specific number  (6) 
________________________________________________ 

o I Do Not Use This Social Media Platform  (7)  
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28. Snapchat 

o  2,500 or Less (1)  

o  2,501 - 25,500  (2)  

o 25,501 - 40,500  (3)  

o 40,501 -65,500  (4)  

o 65,501 – 85,500  (5)  

o More than 85,500 followers, please provide specific number  (6) 
________________________________________________ 

o I Do Not Use This Social Media Platform  (7)  

29. Instagram 

o  2,500 or Less (1)  

o  2,501 - 25,500  (2)  

o 25,501 - 40,500  (3)  

o 40,501 -65,500  (4)  

o 65,501 – 85,500  (5)  

o More than 85,500 followers, please provide specific number  (6) 
________________________________________________ 

o I Do Not Use This Social Media Platform  (7)  

 
30. YouTube 

o   2,500 or Less (1)  

o  2,501 - 25,500  (2)  
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o 25,501 - 40,500  (3)  

o 40,501 -65,500  (4)  

o 65,501 – 85,500  (5)  

o More than 85,500 followers, please provide specific number  (6) 
________________________________________________ 

o I Do Not Use This Social Media Platform  (7)  

 
31. Facebook 

o 2,500 or Less (1)  

o  2,501 - 25,500  (2)  

o 25,501 - 40,500  (3)  

o 40,501 -65,500  (4)  

o 65,501 – 85,500  (5)  

o More than 85,500 followers, please provide specific number  (6) 
________________________________________________ 

o I Do Not Use This Social Media Platform  (7)  

 
32. Twitter 

o 2,500 or Less (1)  

o  2,501 - 25,500  (2)  

o 25,501 - 40,500  (3)  

o 40,501 -65,500  (4)  

o 65,501 – 85,500  (5)  
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o More than 85,500 followers, please provide specific number  (6) 
________________________________________________ 

o I Do Not Use This Social Media Platform  (7)  

 
 

Time Spent on Blog 
Congratulations on making to the next set of questions!! Here you will be asked for the estimated 
number of hours you spend on average on blogging tasks.  
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33. How many hours, on average, per week do you spend on the following tasks.  

 0-4 (1) 5-8 (2) 9-16 (3) 17-24 (4) 25-32 (5) 33-40 (6) 40+ (7) 

Writing 
posts for 

the blog (1)  o  o  o  o  o  o  o  

Developing 
content for 

social 
media 

related to 
the blog (2)  

o  o  o  o  o  o  o  

Responding 
to audience 
comments 

on all 
social 
media 

platforms 
including 

the blog (3)  

o  o  o  o  o  o  o  

Taking 
pictures for 

blog or 
social 
media 

related to 
the blog (4)  

o  o  o  o  o  o  o  

Recording 
videos for 
the blog or 

social 
media 

related to 
the blog (5)  

o  o  o  o  o  o  o  

Editing 
(pictures, 
videos, 
text) for 
blog and 
related 
social 

media (6)  

o  o  o  o  o  o  o  

Developing 
ideas for 

blog 
content (7)  

o  o  o  o  o  o  o  
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Sponsored Posts and Collaborations 
You are almost there! Congratulations! This section will ask questions about sponsored posts 
and collaborations you may or may not have 
34. Do you have sponsored posts on your blog?  

o Yes  (1)  

o No  (2)  

 
35. Do you have sponsored posts on your social media platforms?  

o Yes  (1)  

o No  (2)  

 
36. Have you partnered with any brands?  

o Yes  (1)  

o No  (2)  

 

37. Have you collaborated (provided feedback, designed, or influenced the outcome of a product) with 
any brands on their product lines (current or upcoming)?  

o Yes  (1)  

o No  (2)  

 
38. Do you collaborate with other Fashion Bloggers?   

o Yes  (1) 

o No  (2)  
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39. Do you consider yourself a full-time blogger (blog as your main source of income) or Business Owner 
(sell a branded product)? 

o Yes, Full-time Blogger  (1)  

o Yes, Business Owner  (2) 

o  Both (3) 

o No, Neither  (4)  

 
 

Skip To: Q43 If Q39= 2 

Skip To: Q43 If Q39= 3 

Skip To: Q40 If Q39 = 1 

Skip To: Q61 if Q39=4 
 

Display This Question: 
If Q39 = 1 
 

 

 
40. How long have you been a Full-Time Blogger?  

○ 1 year or less (1) 

○ 2 – 5 years (2) 

○ 6 – 9 years (3) 

○ 10 – 13 years (4) 

○ 14+ years (5) 
 

41. How long after you started your blog, did you become a Full-time Fashion Blogger (as your main 
source of income)? 

○ 1 year or less (1) 

○ 2 – 4 years (2) 

○ 5 – 7 years (3) 

○ 8 – 10 years (4) 

42. What motivated you to start Fashion Blogging Full-Time?  
Check all that apply.  
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 Target Audience interaction  (1)  

 Opportunities to Collaborate with Brands  (2)  

 Like being my own boss  (3)  

 It is an easy way to make money  (4)  

 Pays more than my traditional job does  (5)  

 I like the perks such as free product and travel  (6)  

 other, please specify  (7) ________________________________________________ 

 
Skip To: Q60 

 
Display This Question: 

If Q39 = 2 

 
43.  Do you own more than one Business, If yes, how many? 

o Yes  (1) ________________________________________________ 

o No  (2)  

............................................................................................................................................................

.......................................... 
44. Do you have any employees? If yes, please specify how many.  

o Yes  (1)  

o No  (2)  

 
45. Did you start your business/businesses as a result of blogging? 

o Yes  (1)  

o No  (2)  

 

Skip To: Q61 If Q45= 2 
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46. Do you currently have any business partners? If yes, how many?  

o Yes  (1) ________________________________________ 

o No  (2)  

 
47. What is the name of your business? 

________________________________________________________________ 
 
48. How long has your business been in operation? 

o less than 6 months  (1)  

o 6 - 12 months  (2)  

o 1-2 years  (3)  

o 3-4 years  (4)  

o 5+ years  (5)  
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49.  What type of business do you own? Please check all that apply. 

o Clothing Brand  (1)  

o Fashion Accessories (handbags and shoes) (2)  

o Jewelry Brand  (3)  

o Makeup Artist  (5)  

o Other, please specify  (7)  
 
50. Did you start your business... (select answer below)   

o Before you started the blog: Enter number of months  (1) 
________________________________________________ 

o At the same time you started the blog  (2)  

o After you started the blog: Enter the number of ____years, ____months (e.g. enter  4 years, 6 
months for 4.5 years)  (3) ________________________________________________ 

 

51. What motivated you to start your Business?  
Check all that apply.  

o Target Audience  (1)  

o Something I've always wanted to do  (2)  

o Like being my own boss  (3)  

o Popularity gained from blogging  (4)  

o Result of a layoff  (5)  

o Other, please specify  (6)  

 



 

263 
 

52. Where do you sell your product(s) and/or service(s)  

○ Online via S-commerce (Etsy, Amazon, Facebook, Instagram) (1) 

○ Online via E-commerce website (2) 

○ Brick-n-mortar retail space (3) 

○ Both Brick-n-mortar retail space and E-commerce website (4) 

○ Both S-commerce and E-commerce (5)  

○ None of the above (6) 
 

53. Do you have any employees?  

o Yes  (1)  

o No  (2)  

54. Do you currently have any business partners? 

o Yes  (1)  

o No  (2)  

55. How many hours do you currently spend on your business per week? 

○ 4 – 8 (1) 

○ 9 – 16 (2) 

○ 17 – 24 (3) 

○ 25- 32 (4) 

○ 33 – 40 (5) 

○ 41 – 48 (6) 

○ 49+ (7)  
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56. What was your Net Sales Revenue of your business in the last 12 months? 

o Less than $20,000  (1)  

o $20,000 - $59,999  (2)  

o $60,000 - $109,999  (3)  

o $110,000 - $149,999  (4)  

o $150,000 - $199,999  (5)  

o Over $200,000  (6)  

o Prefer not to answer  (7)  
 

57. What is the age range of the target market for your business? check all that apply 

o Under 18  (1)  

o 18-24  (2)  

o 25 - 34  (3)  

o 35 - 44  (4)  

o 45 - 54  (5)  

o 55 - 64  (6)  

o 65 - 74  (7)  
 
58. What gender do you target for your business? 

o Male  (1)  

o Female  (2)  

o Both Male and Female  (3)  
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59. Please select all that apply for the lifestyle of your Target Market for your Business. 

 Athletic/Athlete  (1)  

 Business Professional  (2)  

 Single Parent  (3)  

 Married with Children  (4)  

 College Student  (5)  

 Free Spirit  (6)  

 Other, please specify  (7)  
 
60. If you are interested in being interviewed about blogging entrepreneurship, please provide your 

email address below. 
________________________________________________________________ 

 
61. If you have a Fashion Blogger friend that you think may be a great candidate for this study, please 

provide their email address so that we may send them the survey.  
Thank you!! 
________________________________________________________________ 

 
End of Block: Default Question Block 
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Appendix B: Interview Questions 

Entrepreneurial Blogger Interview Protocol 

Personal Characteristics/Behavior 
1. Describe a typical day as a Business Owner, what do you do?  
2. From your perspective, what personality traits are necessary to be a Business Owner? 

Evolution of the Blog, Business & Motivation 
3. What are three major changes you have made to your blog during your transition to a 

business owner?  
4. What motivated you to start {name of business}?  

a. What steps did you take to transition from a Full-time Blogger to a Business 
Owner?  

5. Did transitioning to an Entrepreneurial Fashion Blogger require you to quit your job? 
a. If yes, how did you know when you needed to quit your job? 

6. How has fashion blogging prepared you for owning a business? 
7. Do you think consistency played a role in your ability to transition your blog to a 

business? Why, why not?  
8. Now that you've started a business separate from your blog, where does blogging 

currently fit into your business model?  
 

Challenges/Satisfactions 
9. What part of owning a Business do you find most challenging? Most satisfying?  
10. How do the challenges you faced with starting the blog differ from the challenges faced 

when starting the business?  
 

Social Media 
11. What, if any, training or education in social media did you need to become a successful 

Entrepreneurial Fashion Blogger? 
12. How did you determine which social media platforms to use? 

a. Which of the platforms are most important? 
13. In your personal opinion, what key activities influenced (filters, poses, quality of pictures, 

hashtag, time of day post) your growth in followers on your social media platforms that 
attributed to your ability to start a business? 

Content Development 
14. What is your current process for developing digital marketing content for your Business?  

a. Does this process differ from what you did/do for the blog? If so, how? 
15. How much planning goes into developing digital marketing content for your Business?  

b. What specific content do you plan? 
16. How do you know the content you develop is what your audience wants to see?  



 

267 
 

17. How do you decide what to share with your audience and what NOT to share in regard to 
your personal life and the business? (controlling public's perception) 

Financial Considerations 
18. What are some typical expenses you incur as a business owner? 
19. What key factors/activities do you think contributed to your net sales last year? 

Sponsors/Collaborations/Partnerships 
20. How do Sponsors/Collaborations/Partnerships differ for you now that you are a Business 

Owner? If at all. 
21. As a business owner, what would be some reasons to participate in collaborations with 

other bloggers? or not? 
22. How would you go about creating collaborations with Fashion Bloggers? 

a. On which aspects of your business would you collaborate with a Blogger? 

Full-Time Blogger Interview Protocol 

Personal Characteristics/Behavior 
1. Describe a typical day as a Full-time Fashion Blogger, what do you do?  
2. From your perspective, what personality traits are necessary to be a successful blogger? 

Evolution of the Blog & Motivation 
3. What are three major changes you have made to your blog over time?  
4. What motivated you to become a Full-time Blogger? 

a. What steps did you take to transition to a Full-time Blogger?  
5. Does being a Full-time Blogger require you to quit your job? 

b. If yes, how did you know when you needed to quit your job? 

Challenges/Satisfactions 
6. What part of Blogging do you find most challenging? Most satisfying?  
7. How do the challenges you faced early on in your Fashion Blogging career differ from 

the challenges you face now?  

Social Media 
8. What, if any, training or education in social media did you need to successfully blog? 
9. How did you determine which social media platforms to use? 

a. Which of the platforms are most important? 
10. In your personal opinion, what are key activities that influence growth of followers on 

your social media platforms? (filters, poses, quality of pictures, hashtag, time of day 
post) 

Content Development 
11. What is your current process for developing content on your blog?  

a. Has this process changed over time?  
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12. How much planning goes into developing content for your blog?  
a. What specific content do you plan?  

13. How do you know the content you develop is what your audience wants to see?  
14. How do you ensure you are staying consistent with your content? 
15. From a blogger standpoint, can you define authenticity? 

a. How do you build it into your blog? 
b. How do you decide what to share with your audience and what NOT to share? 

(controlling public's perception) 

Financial Considerations 
16. How does developing content translate into monetary value?  
17. What are some typical expenses you incur as a blogger? 

a. How do you differentiate between a personal expense vs. a blog expense? 

Sponsors/Collaborations/Partnerships 
18. Can you explain the difference between Sponsors, Collaborations, and Partnerships as it 

relates to Fashion Blogging?  
19. What would be some reasons to participate in content that is either sponsored a 

collaboration or partnered? or not to participate? 

What would be some reasons to participate in Collaboration with other bloggers? or not? 
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Appendix C: Mapping Interview Protocols 

Mapping Entrepreneurial Blogger Interview Protocol to Sub-objectives 

1. To investigate personal characteristics, blogging behavior and daily activities.  

1.1. Describe a typical day as a Business Owner, what do you do?  

1.2. From your perspective, what personality traits are necessary to be a Business Owner? 

 

2. To examine behaviors, motivations and strategies that influence the evolution of the 

blog into a business.  

2.1. What are three major changes you have made to your blog during your transition to a 

business owner?  

2.2. What motivated you to start {name of business}?  

2.2.1. What steps did you take to transition from a Full-time Blogger to a Business 

Owner?  

2.3. Did transitioning to an Entrepreneurial Fashion Blogger require you to quit your job? 

2.3.1. If yes, how did you know when you needed to quit your job? 

2.4. How has fashion blogging prepared you for owning a business? 

2.5. Do you think consistency played a role in your ability to transition your blog to a 

business? Why, why not?  

2.6. Now that you've started a business separate from your blog, where does blogging 

currently fit into your business model?  

3. To discover the challenges and satisfactions that come with running a digitally 

influenced business.  

3.1. What part of owning a Business do you find most challenging? Most satisfying?  
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3.2. How do the challenges you faced with starting the blog differ from the challenges faced 

when starting the business?  

 
4. To explore social media usage and its importance in running a digitally influenced 

business.  

4.1. What, if any, training or education in social media did you need to become a successful 

Entrepreneurial Fashion Blogger? 

4.2. How did you determine which social media platforms to use? 

4.2.1. Which of the platforms are most important? 

4.3. In your personal opinion, what key activities influenced (filters, poses, quality of 

pictures, hashtag, time of day post) your growth in followers on your social media 

platforms that attributed to your ability to start a business? 

6. To analyze the extent of how content development changes or stays the same after 

transitioning to an Entrepreneurial Fashion Blogger.  

6.1. What is your current process for developing digital marketing content for your Business?  

6.1.1. Does this process differ from what you did/do for the blog? If so, how? 

6.2. How much planning goes into developing digital marketing content for your Business?  

6.2.1. What specific content do you plan? 

6.3. How do you know the content you develop is what your audience wants to see?  

6.4. How do you decide what to share with your audience and what NOT to share in regard 

to your personal life and the business? (controlling public's perception) 

7. To determine Financial Considerations for the Full-time Fashion Blogger and the 

Entrepreneurial Fashion Blogger. 

7.1. What are some typical expenses you incur as a business owner? 
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7.2. What key factors/activities do you think contributed to your net sales last year? 

8. To discover the differences between the methods the Full-time Fashion Bloggers use 

sponsor, collaborations, and partnerships and that of the Entrepreneurial Fashion 

Blogger.  

8.1. How do Sponsors/Collaborations/Partnerships differ for you now that you are a Business 

Owner? 

8.2. As a business owner, what would be some reasons to participate in collaborations with 

other bloggers? or not? 

8.3. How would you go about creating collaborations with Fashion Bloggers? 

8.3.1. On which aspects of your business would you collaborate with a Blogger? 

Mapping Full-Time Blogger Interview Protocol to Sub-Objectives 

1. To investigate personal characteristics, blogging behavior and daily activities.  

1.1. Describe a typical day as a Full-time Fashion Blogger, what do you do?  

1.2. From your perspective, what personality traits are necessary to be a successful blogger? 

2. To examine behaviors, motivations and strategies that influence the evolution of the 

blog into a business.  

2.1. What are three major changes you have made to your blog over time?  

2.2. What motivated you to become a Full-time Blogger? 

2.2.1. What steps did you take to transition to a Full-time Blogger?  

2.3. Does being a Full-time Blogger require you to quit your job? 

2.3.1. If yes, how did you know when you needed to quit your job? 

3. To discover the challenges and satisfactions that come with running a digitally 

influenced business.  
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3.1. What part of Blogging do you find most challenging? Most satisfying?  

3.2. How do the challenges you faced early on in your Fashion Blogging career differ from 

the challenges you face now?  

4. To explore social media usage and its importance in running a digitally influenced 

business.  

4.1. What, if any, training or education in social media did you need to successfully blog?  

4.2. How did you determine which social media platforms to use? 

4.2.1. Which of the platforms are most important? 

4.3. In your personal opinion, what are key activities that influence growth of followers on 

your social media platforms? (filters, poses, quality of pictures, hashtag, time of day 

post) 

5. To investigate the extent to which content development monetizes the blog for the Full-

time Fashion Blogger.  

5.1. What is your current process for developing content on your blog?  

5.1.1. Has this process changed over time?  

5.2. How much planning goes into developing content for your blog?  

5.2.1. What specific content do you plan?  

5.3. How do you know the content you develop is what your audience wants to see?  

5.4. How do you ensure you are staying consistent with your content? 

5.5. From a blogger standpoint, can you define authenticity? 

5.5.1. How do you build it into your blog? 

5.5.2. How do you decide what to share with your audience and whatNOTto share? 

(controlling public's perception) 
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7. To determine Financial Considerations for the Full-time Fashion Blogger and the 

Entrepreneurial Fashion Blogger.  

7.1. How does developing content translate into monetary value?  

7.2. What are some typical expenses you incur as a blogger? 

7.2.1. How do you differentiate between a personal expense vs. a blog expense? 

8. To discover the differences between the methods the Full-time Fashion Bloggers us 

sponsors, collaborations and partnerships and that of the Entrepreneurial Fashion 

Blogger. 

8.1. Can you explain the difference between Sponsors, Collaborations, and Partnerships as it 

relates to Fashion Blogging?  

8.2. What would be some reasons to participate in content that is either sponsored a 

collaboration or partnered? or not? 

8.3. What would be some reasons to participate in Collaboration with other bloggers? or not? 

 
    



 

274 
 

Appendix D: Interview Participant Email Script 

Hello [Name of Participant],   

My name is Deirdra. I am a graduate student at NC State University, in the Wilson 
College of Textiles. Thank you for your interest in my study on the blogger-turned-entrepreneur 
phenomenon in the fashion industry.  As a [full-time or Business-Owning] Fashion Blogger, your 
thoughts and opinions are quite valuable to my research. Participating in the interview portion of 
the study will require about 30 - 45 minutes of your time. The interview will take place at a 
location and time convenient for you.  Video conferences using Skype, FaceTime, or Hangouts 
are also an option if it suits you.   

If you are willing to meet with me to discuss your opinions about Fashion Bloggers’ 
ability to transition from blogger to entrepreneur, please reply to this email with your availability 
and preferred method for conducting the interview (I am located in North Carolina). Also, if you 
know of anyone else who would be a good person to contact as well, please include their name 
and email address in your reply.   

  

Thank you,   

Deirdra R. Nance, MS  
PhD Candidate, Textile Technology Management  
Wilson College of Textiles  
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Appendix E: Interview Participant Email Script Adjusted for COVID-19 

The Interview Script was adjusted to only provide phone or video conference options for 
conducting the interviews.   

Hello [Blogger’s Name],  
My name is Deirdra. I am a graduate student at NC State University, in the Wilson 

College of Textiles. Thank you for your interest in my study on the blogger-turned-entrepreneur 
phenomenon in the fashion industry.  As a [Full-time or Business-Owning Fashion Blogger], 
your thoughts and opinions are quite valuable to my research. Participating in the interview 
portion of the study will require about 45 minutes - 1 hour of your time. The interview will take 
place at a date and time convenient for you.  Phone, video conferences using Skype, FaceTime, 
or Hangouts are also an option if it suits you.  

If you are willing to meet with me to discuss your opinions about Fashion Bloggers’ 
ability to transition from blogger to entrepreneur, please reply to this email with your availability 
and preferred method for conducting the interview (I am located in North Carolina). Also, if you 
know of anyone else who would be a good person to contact as well, please include their name 
and email address in your reply.  
   
Thank you,  

Deirdra R. Nance, MS  
PhD Candidate, Textile Technology Management  
Wilson College of Textiles  
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Appendix F: Email Script for Referred Interview Participants and Those Found on Social 
Media Using Promotional Tools 

  

Hello [Name of Participant],   

My name is Deirdra. I am a graduate student at NC State University, in the Wilson 
College of Textiles. You were referred to me by [Name of Referral] as a person of interest for 
my study. I am studying the blogger-turned-entrepreneur phenomenon in the fashion industry.  
As a [Full-time Fashion Blogger or Business-owning Fashion Blogger], your thoughts and 
opinions are quite valuable to my research. Participating will require about 30 - 45 minutes of 
your time in an interview setting. The interview would take place at a location and time 
convenient for you.  Video conferences using Skype, FaceTime, or Hangouts are also an option if 
it suits you.   

If you are willing to meet with me to discuss your opinions about Fashion Bloggers’ 
ability to transition from blogger to entrepreneur, please reply to this email with your availability 
and preferred method for conducting the interview (I am located in North Carolina). Also, if you 
know of anyone who would be a good person to contact, please include their name and email 
address in your reply.   

Note: only asked if referral does not provide the information or participant is found as a result of 
promotional tools on social media {Please provide the name of your blog so that we may 
familiarize ourselves with your content prior to the interview}.   

  

Thank you,   

Deirdra R. Nance, MS  
PhD Candidate, Textile Technology Management  
Wilson College of Textiles  
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Appendix G: Email Script to Interview Participants after Survey Closed 

This email script was used to contact a potential interview participant after the survey closed. 
The email was referred by a survey participant.  Because the survey was closed, the referred 

email address was used to schedule a potential interview, rather than send a link to the survey.  
Background information was found prior to emailing.   

Hello Chelsea Jeanette,  
  My name is Deirdra. I am a graduate student at NC State University studying Fashion Bloggers 
and their blogs (characteristics, motivations, and strategies).  Anna from My Cancer  
Chic referred me to you.  I thought you, as the owner of Charley Madelyn and the author of A 
Fashionable Believer, would be a perfect fit for the interview portion of my dissertation.     
  
  As an established Fashion Blogger and Business Owner, your thoughts and opinions would be 
quite valuable to my research. Participating in the interview portion of the study will require 
about 30 - 45 minutes of your time. The interview will take place via phone or video conferences 
using Skype, FaceTime, or Hangouts are also an option if it suits you.  
  
If you are willing to meet with me to discuss your opinions about Fashion Bloggers’ ability to 
transition from blogger to entrepreneur, please reply to this email with your availability and 
preferred method for conducting the interview (I am located in North Carolina). Also, if you 
know of anyone else who would be a good person to contact as well, please include their name 
and email address in your reply.  
  
Deirdra R. Nance, MS  
PhD Candidate, Textile Technology Management  
Wilson College of Textiles  
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Appendix H: Email Script to Survey Participants – IRB Submission 

Email Subject: Bloggers’ Motivations to Blog   

Body: Hello [Fashion Blogger Name Here],   

My name is Deirdra. I am a graduate student at NC State University studying Fashion 

Bloggers and their blogs (characteristics, motivations, and strategies). I thought you, as the 

author of [insert blog name here], would be a perfect participant for this study. As an established 

Fashion Blogger, your thoughts and opinions would be quite valuable to my research. 

Participating will require about 7 – 10 minutes of your time to take the survey at the following 

link [insert link here].   

More on the study: In this study, we want to learn the personal characteristics and behaviors of 

bloggers, like you, and the attributes of their blogs in relation to fashion bloggers' ability to 

become entrepreneurs. This includes motivations, behaviors and any strategies used in fashion 

blogging that makes the industry entrepreneurial.  

I hope you find the study interesting and will participate in the survey. If you participate in the  

survey you will be entered to win this bikini [insert image of bikini here]    

Also, if you know of another Fashion Blogger that would like to participate, please feel 

free to share the link or send me their name and email address in your reply.   

Thank you,   

Deirdra R. Nance, MS  
PhD Candidate, Textile Technology Management  
Wilson College of Textiles  
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Appendix I: Email Script to Survey Participants – Mail Merge 

Hello «Fashion_Blogger_Name»,   

My name is Deirdra. I am a graduate student at NC State University studying Fashion Bloggers 
and their blogs (characteristics, motivations, and strategies). I thought you, as the author of 
«Blog_Name», would be a perfect participant for this study. As an established Fashion Blogger, 
your thoughts and opinions would be quite valuable to my research. Participating will require 
about 7 – 10 minutes of your time to take the survey at the following link fashion-bloggers-and-
their-blogs-survey  
  
I hope you find the study interesting and will participate in the survey. If you participate in the 
survey you will be entered to win this bikini!  
  

  
  
More on the study: In this study, we want to learn the personal characteristics and behaviors of 
bloggers, like you, and the attributes of their blogs in relation to fashion bloggers' ability to 
become entrepreneurs. This includes motivations, behaviors and any strategies used in fashion 
blogging that makes the industry entrepreneurial.  
  
Also, if you know of another Fashion Blogger that would like to participate, please feel free to 
share the link or send me their name and email address in your reply.   
  
Thank you,   
Deirdra R. Nance, MS  
PhD Candidate, Textile Technology Management  
Wilson College of Textiles  
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Appendix J: Contingency Analyses 

Appendix J-1: Statistical Analysis for Writing Blog Posts 
 

Table J.1: Contingency Analysis of Hours Spent Writing Blog Posts by Number of 
Followers on Blog 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

8 hours or less 29 
33.72 
90.63 
47.54 

32 
37.21 
59.26 
52.46 

61 
70.93 

9 hours or more 3 
3.49 
9.38 

12.00 

22 
25.58 
40.74 
88.00 

25 
29.07 

Total 32 
37.21 

54 
62.79 

86 

 

 

 
Figure 0.1: Mosaic Plot Number of Followers on Blog by Hours Spent Writing Blog Posts 
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Table 8.2: RSquare Test for Blog Followers by Hours Spent Writing Blog Posts 
N DF -LogLike RSquare (U) 

86 1 5.3838775 0.0948 

 
 

Table 8.3: ChiSquare Test for Blog Followers by Hours Spent Writing Blog Posts 
Test ChiSquare Prob>ChiSq 

Likelihood Ratio 10.768 0.0010* 

Pearson 9.587 0.0020* 

 
 

Table J.4: Fisher’s Exact Test for Blog Followers by Hours Spent Writing Blog Posts 
Fisher'
s Exact 

Test 
Prob Alternative Hypothesis 

Left 0.9998 Prob (Number of Followers on Blog=2,501 or more) is greater for Hours Spent Writing 
Blog Posts=8 hours or less than 9 hours or more 

Right 0.0014* Prob (Number of Followers on Blog=2,501 or more) is greater for Hours Spent Writing 
Blog Posts=9 hours or more than 8 hours or less 

2-Tail 0.0027* Prob (Number of Followers on Blog=2,501 or more) is different across Hours Spent 
Writing Blog Posts 
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Appendix J-2: Statistical Analysis for Developing Content on SMPs 
 

Table J.5: Contingency Analysis of Hours Developing Content for Social Media by 
Instagram Followers 

Count 
Total % 
Col % 
Row % 

30,500 or less 30,501 or more Total 

0-8 34 
38.20 
51.52 
82.93 

7 
7.87 

30.43 
17.07 

41 
46.07 

9-16 21 
23.60 
31.82 
84.00 

4 
4.49 

17.39 
16.00 

25 
28.09 

17 or more 11 
12.36 
16.67 
47.83 

12 
13.48 
52.17 
52.17 

23 
25.84 

Total 66 
74.16 

23 
25.84 

89 

 

 
Figure 0.2: Mosaic Plot for Hours Developing Content for Social Media by Instagram 

Followers 
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Table J.6: RSquare Test for Developing Content for Social Media by Instagram Followers  
N DF  -LogLike RSquare (U) 

89 2 5.2038450 0.1023 

 
 

Table J.7: ChiSquare Test for Developing Content for Social Media by Instagram 
Followers  

Test ChiSquare Prob>ChiSq 

Likelihood Ratio 10.408 0.0055* 

Pearson 11.230 0.0036* 
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Table J.8: Contingency Analysis of Hours Developing Content for Social Media by 
YouTube Subscribers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 15 
42.86 
50.00 

100.00 

0 
0.00 
0.00 
0.00 

15 
42.86 

9 or more 15 
42.86 
50.00 
75.00 

5 
14.29 

100.00 
25.00 

20 
57.14 

Total 30 
85.71 

5 
14.29 

35 

 

 

 
Figure 0.3: Mosaic Plot for Hours Developing Content for Social Media by YouTube 

Subscribers 

 
Table J.9: RSquare Test for Hours Developing Content for Social Media by YouTube 

Subscribers 
N DF -LogLike RSquare (U) 

35 1 3.1073682 0.2165 
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Table J.10: ChiSquare Test for Hours Developing Content for Social Media by YouTube 
Subscribers 

Test ChiSquare Prob>ChiSq 

Likelihood Ratio 6.215 0.0127* 

Pearson 4.375 0.0365* 

 
 
 

Table J.11: Fisher’s Exact Test for Hours Developing Content for Social Media by 
YouTube Subscribers 

Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 1.0000 Prob (YouTube Followers=2,501 or more) is greater for Hours Developing Content for 
Social Media=0-8 than 9 or more 

Right 0.0478* Prob (YouTube Followers=2,501 or more) is greater for Hours Developing Content for 
Social Media=9 or more than 0-8 

2-Tail 0.0570 Prob (YouTube Followers=2,501 or more) is different across Hours Developing Content for 
Social Media 
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Table J.12: Contingency Analysis for Hours Developing Content for Social Media by 
Number Facebook Followers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

8 or less 27 
36.49 
46.55 
81.82 

6 
8.11 

37.50 
18.18 

33 
44.59 

9 or more 31 
41.89 
53.45 
75.61 

10 
13.51 
62.50 
24.39 

41 
55.41 

Total 58 
78.38 

16 
21.62 

74 

 
 

 
Figure 0.4: Mosaic Plot for Hours Developing Content for Social Media by Number 

Facebook Followers 

 
Table J.13: RSquare Test for Hours Developing Content for Social Media by Number 

Facebook Followers 

N DF -LogLike RSquare (U) 

74 1 0.21010493 0.0054 
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Table J.14: ChiSquare Test for Hours Developing Content for Social Media by Number of 
Facebook Followers 

Test ChiSquare Prob>ChiSq 
Likelihood Ratio 0.420 0.5168 
Pearson 0.416 0.5190 
 
 
Table J.15: Fisher’s Exact Test for Hours Developing Content for Social Media by Number 

of Facebook Followers 
Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.8231 Prob (Number Facebook Followers=2,501 or more) is greater for Hours Developing Content for 
Social Media=8 or less than 9 or more 

Right 0.3615 Prob (Number Facebook Followers=2,501 or more) is greater for Hours Developing Content for 
Social Media=9 or more than 8 or less 

2-Tail 0.5802 Prob (Number Facebook Followers=2,501 or more) is different across Hours Developing 
Content for Social Media 
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Appendix J-3: Statistical Analysis for Responding to Audience Comments 
 

Table J.16: Contingency Analysis for Number Hours Spent Responding to Comments by 
Number of Blog Followers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 - 25,500 More than 25,500 Total 

9 or More Hours 11 
12.94 
34.38 
29.73 

19 
22.35 
46.34 
51.35 

7 
8.24 

58.33 
18.92 

37 
43.53 

Less than 8 Hours 21 
24.71 
65.63 
43.75 

22 
25.88 
53.66 
45.83 

5 
5.88 

41.67 
10.42 

48 
56.47 

Total 32 
37.65 

41 
48.24 

12 
14.12 

85 

 
 

 
Figure 0.5: Mosaic Plot for Number Hours Spent Responding to Comments by Number of 

Blog Followers 
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Table J.17: RSquare Test for Number Hours Spent Responding to Comments by Number 
of Blog Followers 

N DF  -LogLike RSquare (U) 

85 2 1.1525165 0.0136 

 
 

Table J.18: ChiSquare Test for Number Hours Spent Responding to Comments by 
Number of Blog Followers 

Test ChiSquare Prob>ChiSq 

Likelihood Ratio 2.305 0.3158 

Pearson 2.293 0.3178 
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Table J.19: Contingency Analysis for Number Hours Spent Responding to Comments by 
Number of Blog Followers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 - 15,500 15,501 or more Total 

0-8 13 
14.44 
86.67 
25.00 

21 
23.33 
55.26 
40.38 

18 
20.00 
48.65 
34.62 

52 
57.78 

9 or more 2 
2.22 

13.33 
5.26 

17 
18.89 
44.74 
44.74 

19 
21.11 
51.35 
50.00 

38 
42.22 

Total 15 
16.67 

38 
42.22 

37 
41.11 

90 

 
 

 
Figure 0.6: Mosaic Plot for Number Hours Spent Responding to Comments by Number of 

Blog Followers 

 
 
Table J.20: RSquare Test for Number Hours Spent Responding to Comments by Number 

of Blog Followers 
N DF  -LogLike RSquare (U) 

90 2 3.6381993 0.0393 
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Table J.21: ChiSquare Test for Number Hours Spent Responding to Comments by 
Number of Blog Followers 

Test ChiSquare Prob>ChiSq 
Likelihood Ratio 7.276 0.0263* 
Pearson 6.494 0.0389* 

 
Table J.22: Contingency Analysis for Hours Spent Responding to Audience Comments on 

All Social Media Platforms by Pinterest Followers 
Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 28 
37.84 
63.64 
68.29 

13 
17.57 
43.33 
31.71 

41 
55.41 

9 or more 16 
21.62 
36.36 
48.48 

17 
22.97 
56.67 
51.52 

33 
44.59 

Total 44 
59.46 

30 
40.54 

74 

 
 

 
Figure 0.7: Mosaic Plot for Number Hours Spent Responding to Audience Comments on 

All Social Media Platforms by Pinterest Followers 
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Table J.23: RSquare Test for Hours Spent Responding to Audience Comments on All 
Social Media Platforms by Pinterest Followers 

N DF  -LogLike RSquare (U) 
74 1 1.4914616 0.0299 

 
Table J.24: ChiSquare Test for Hours Spent Responding to Audience Comments on All 

Social Media Platforms by Pinterest Followers 
Test ChiSquare Prob>ChiSq 

Likelihood Ratio 2.983 0.0841 

Pearson 2.976 0.0845 

 
 

Table J.25: Fisher’s Exact Test for Hours Spent Responding to Audience Comments on All 
Social Media Platforms by Pinterest Followers 

Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.9753 Prob (Pinterest Followers=2,501 or more) is greater for Hours spend Responding to audience 
comments on all social media platforms=0-8 than 9 or more 

Right 0.0685 Prob (Pinterest Followers=2,501 or more) is greater for Hours spend Responding to audience 
comments on all social media platforms=9 or more than 0-8 

2-Tail 0.1001 Prob (Pinterest Followers=2,501 or more) is different across Hours spend Responding to 
audience comments on all social media platforms 
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Table J.26: Hours Responding to audience comments on all social media platforms By 
Facebook Followers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 35 
46.67 
59.32 
77.78 

10 
13.33 
62.50 
22.22 

45 
60.00 

9 or more 24 
32.00 
40.68 
80.00 

6 
8.00 

37.50 
20.00 

30 
40.00 

Total 59 
78.67 

16 
21.33 

75 

 
 

 
Figure 0.8: Mosaic Plot for the Number of Facebook Followers by Hours Spent Responding 

to Audience Comments on All Social Media Platforms 
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Table J.27: RSquare Test for the Number of Facebook Followers by Hours Spent 
Responding to Audience Comments on All Social Media Platforms 

N DF  -LogLike RSquare (U) 
75 1 0.02662811 0.0007 

 
 

Table J.28: ChiSquare Test for the Number of Facebook Followers by Hours Spent 
Responding to Audience Comments on All Social Media Platforms 

Test ChiSquare Prob>ChiSq 
Likelihood Ratio 0.053 0.8175 
Pearson 0.053 0.8180 

 
 

Table J.29: Fisher’s Exact Test for the Number of Facebook Followers by Hours Spent 
Responding to Audience Comments on Social Media Platforms 

Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.5274 Prob (Facebook Followers=2,501 or more) is greater for Hours Responding to audience 
comments on all social media platforms=0-8 than 9 or more 

Right 0.6942 Prob (Facebook Followers=2,501 or more) is greater for Hours Responding to audience 
comments on all social media platforms=9 or more than 0-8 

2-Tail 1.0000 Prob (Facebook Followers=2,501 or more) is different across Hours Responding to audience 
comments on all social media platforms 
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Table J.30: Contingency Analysis for Hours Responding to Audience Comments on All 
Social Media Platforms by YouTube Subscribers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 19 
54.29 
63.33 
82.61 

4 
11.43 
80.00 
17.39 

23 
65.71 

9 or more 11 
31.43 
36.67 
91.67 

1 
2.86 

20.00 
8.33 

12 
34.29 

Total 30 
85.71 

5 
14.29 

35 

 
 

Figure 0.9: Mosaic Plot for Number of YouTube Subscribers by Hours Spent Responding 
to Audience Comments 
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Table J.31: RSquare Test for Number of YouTube Subscribers by Hours Spent 
Responding to Audience Comments 

N DF  -LogLike RSquare (U) 

35 1 0.28519043 0.0199 

 
 

Table J.32: ChiSquare Test for Number of YouTube Subscribers by Number of Hours 
Spent Responding to Audience Comments 

Test ChiSquare Prob>ChiSq 

Likelihood Ratio 0.570 0.4501 

Pearson 0.528 0.4673 

 
 
 
Table J.33: Fisher’s Exact Test for Number of YouTube Subscribers by Number of Hours 

spent Responding to Audience Comments 
Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.4310 Prob (YouTube Subscribers=2,501 or more) is greater for Hours Responding to audience 
comments on all social media platforms=0-8 than 9 or more 

Right 0.8963 Prob (YouTube Subscribers=2,501 or more) is greater for Hours Responding to audience 
comments on all social media platforms=9 or more than 0-8 

2-Tail 0.6399 Prob (YouTube Subscribers=2,501 or more) is different across Hours Responding to audience 
comments on all social media platforms 
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Table J.34: Hours Responding to audience comments on all social media platforms By 
Twitter Followers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 12 
29.27 
38.71 
63.16 

7 
17.07 
70.00 
36.84 

19 
46.34 

9 or more 19 
46.34 
61.29 
86.36 

3 
7.32 

30.00 
13.64 

22 
53.66 

Total 31 
75.61 

10 
24.39 

41 

 
 

 
Figure 0.10: Mosaic Plot for Number of Twitter Followers by Hours Spent Responding to 

Audience Comments on All Social Media Platforms 
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Table J.35: RSquare Test for Number of Twitter Followers by Hours Spent Responding to 
Audience Comments on All Social Media Platforms 

N DF -LogLike RSquare (U) 
41 1 1.5101542 0.0663 

 
 

Table J.36: ChiSquare for Number of Twitter Followers by Hours Spent Responding to 
Audience Comments on All Social Media Platforms 

Test ChiSquare Prob>ChiSq 
Likelihood Ratio 3.020 0.0822 

Pearson 2.977 0.0845 

 
 

Table J.37: Fisher’s Exact Test for Number of Twitter Followers by Hours Spent 
Responding to Audience Comments on All Social Media Platforms 

Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.0867 Prob (Twitter Followers=2,501 or more) is greater for Hours Responding to audience 
comments on all social media platforms=0-8 than 9 or more 

Right 0.9825 Prob (Twitter Followers=2,501 or more) is greater for Hours Responding to audience 
comments on all social media platforms=9 or more than 0-8 

2-Tail 0.1445 Prob (Twitter Followers=2,501 or more) is different across Hours Responding to audience 
comments on all social media platforms 
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Appendix J-4: Statistical Analysis for Taking Photos 
 

Table J.38: Contingency Analysis for Hours Spent Taking Pictures by Blog followers 
Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 27 
32.14 
87.10 
42.86 

36 
42.86 
67.92 
57.14 

63 
75.00 

9 or more 4 
4.76 

12.90 
19.05 

17 
20.24 
32.08 
80.95 

21 
25.00 

Total 31 
36.90 

53 
63.10 

84 

 

 

 
Figure 0.11: Mosaic Plot Test for Number of Blog Followers by Hours Spent Taking 

Pictures 

 
Table J.39: RSquare Test for Number of Blog Followers by Hours Spent Taking Pictures 

N DF -LogLike RSquare (U) 
84 1 2.0611589 0.0373 

 
 



 

300 
 

Table J.40: ChiSquare Test for Number of Blog Followers by Hours Spent Taking Pictures 
Test ChiSquare Prob>ChiSq 

Likelihood Ratio 4.122 0.0423* 

Pearson 3.834 0.0502 

 
 

Table J.41: Fisher’s Exact Test for Number of Blog Followers by Hours Spent Taking 
Pictures 

Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.9892 Prob (Blog followers=2,501 or more) is greater for Hours spend Taking pictures=0-8 than 9 
or more 

Right 0.0418* Prob (Blog followers=2,501 or more) is greater for Hours spend Taking pictures=9 or more 
than 0-8 

2-Tail 0.0680 Prob (Blog followers=2,501 or more) is different across Hours spend Taking pictures 
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Table J.42: Contingency Analysis for Hours Taking Pictures by Instagram Followers 
Count 
Total % 
Col % 
Row % 

2,500 - 15,500 15,501 or more Total 

0-8 43 
48.31 
81.13 
64.18 

24 
26.97 
66.67 
35.82 

67 
75.28 

9 or more 10 
11.24 
18.87 
45.45 

12 
13.48 
33.33 
54.55 

22 
24.72 

Total 53 
59.55 

36 
40.45 

89 

 
 

 
Figure 0.12: Mosaic Plot for the Number of Instagram Followers by Hours Spent Taking 

Pictures 

 
Table J.43: RSquare Test for Number of Instagram Followers by Hours Spent Taking 

Pictures 

N DF -LogLike RSquare (U) 

89 1 1.1887719 0.0198 
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Table J.44: ChiSquare for Number of Instagram Followers by Hours Spent Taking 
Pictures 

Test ChiSquare Prob>ChiSq 

Likelihood Ratio 2.378 0.1231 

Pearson 2.411 0.1205 

 
 
Table J.45: Fisher’s Exact Test for Number of Instagram Followers by Hours Spent Taking 

Pictures 
Fisher's 

Exact Test 
Prob Alternative Hypothesis 

Left 0.9636 Prob (Instagram Followers=15,501 or more) is greater for Hours Taking Pictures=0-8 than 9 
or more 

Right 0.0970 Prob (Instagram Followers=15,501 or more) is greater for Hours Taking Pictures=9 or more 
than 0-8 

2-Tail 0.1392 Prob (Instagram Followers=15,501 or more) is different across Hours Taking Pictures 
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Table J.46: Contingency Analysis of Hours Spent Taking Pictures by Number of YouTube 
Followers Choice 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 21 
61.76 
72.41 
84.00 

4 
11.76 
80.00 
16.00 

25 
73.53 

9 or more 8 
23.53 
27.59 
88.89 

1 
2.94 

20.00 
11.11 

9 
26.47 

Total 29 
85.29 

5 
14.71 

34 

 
 

 
Figure 0.13: Mosaic Plot of Hours Spent Taking Pictures by YouTube Followers 

 
 
 
 
 
 

Y
ou

T
ub

e 
S

ub
sc

ri
be

rs
 



 

304 
 

Table J.47: RSquare Test Hours Spent Taking Pictures by YouTube Followers 

N DF -LogLike RSquare (U) 

34 1 0.06625336 0.0047 

 
 

Table J.48: ChiSquare Test for Hours Spent Taking Pictures by YouTube Followers 
Test ChiSquare Prob>ChiSq 

Likelihood Ratio 0.133 0.7158 

Pearson 0.126 0.7225 

 
 

Table J.49: Fisher’s Table for Hours Spent Taking Pictures by YouTube Followers 
Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.6001 Prob (YouTube - Number of Followers - Selected Choice=2,501 or more) is greater for Hours 
Spend Taking Pictures=0-8 than 9 or more 

Right 0.8091 Prob (YouTube - Number of Followers - Selected Choice=2,501 or more) is greater for Hours 
Spend Taking Pictures=9 or more than 0-8 

2-Tail 1.0000 Prob (YouTube - Number of Followers - Selected Choice=2,501 or more) is different across Hours 
Spend Taking Pictures 
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Table J.50: Contingency Analysis for Hours Taking pictures By Facebook Followers 
Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 44 
60.27 
77.19 
80.00 

11 
15.07 
68.75 
20.00 

55 
75.34 

9 or more 13 
17.81 
22.81 
72.22 

5 
6.85 

31.25 
27.78 

18 
24.66 

Total 57 
78.08 

16 
21.92 

73 

 
 

 
Figure 0.14: Mosaic Plot for Hours Taking pictures By Facebook Followers 

 
Table J.51: RSquare Test for Hours Taking pictures By Facebook Followers 

N DF -LogLike RSquare (U) 
73 1 0.23090365 0.0060 
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Table J.52: ChiSquare Test for Hours Taking pictures By Facebook Followers 
Test ChiSquare Prob>ChiSq 

Likelihood Ratio 0.462 0.4968 

Pearson 0.479 0.4887 

 
 

Table J.53: Fisher’s Exact Test for Hours Taking Pictures by Facebook Followers 
Fisher's 

Exact Test 
Prob Alternative Hypothesis 

Left 0.8464 Prob (Facebook Followers=2,501 or more) is greater for Hours Taking pictures=0-8 than 9 or 
more 

Right 0.3481 Prob (Facebook Followers=2,501 or more) is greater for Hours Taking pictures=9 or more 
than 0-8 

2-Tail 0.5207 Prob (Facebook Followers=2,501 or more) is different across Hours Taking pictures 
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Appendix J-5: Statistical Analysis for Recording Videos 
 

Table J.54: Contingency Analysis for Hours Recording Videos by Instagram Followers 
Count 
Total % 
Col % 
Row % 

2,500 - 30,500 30,501 or more Total 

0-8 57 
65.52 
89.06 
76.00 

18 
20.69 
78.26 
24.00 

75 
86.21 

9 or more 7 
8.05 

10.94 
58.33 

5 
5.75 

21.74 
41.67 

12 
13.79 

Total 64 
73.56 

23 
26.44 

87 

 
 

 
Figure 0.15: Mosaic Plot for Instagram Followers by Hours Spent Recording Videos 
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Table J.55: RSquare Test for Instagram Followers by Hours Spent Recording Videos 
N DF -LogLike RSquare (U) 

87 1 0.76780822 0.0153 

 
 

Table J.56: ChiSquare Test for Instagram Followers by Hours Spent Recording Videos 
Test ChiSquare Prob>ChiSq 

Likelihood Ratio 1.536 0.2153 
Pearson 1.660 0.1976 

 
 
Table J.57: Fisher’s Exact Test for Instagram Followers by Hours Spent Recording Videos 

Fisher's 
Exact Test 

Prob Alternative Hypothesis 

Left 0.9448 Prob (Instagram Followers=30,501 or more) is greater for Hours Recording Videos=0-8 than 
9 or more 

Right 0.1730 Prob (Instagram Followers=30,501 or more) is greater for Hours Recording Videos=9 or 
more than 0-8 

2-Tail 0.2880 Prob (Instagram Followers=30,501 or more) is different across Hours Recording Videos 
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Table J.58: Contingency Analysis for Hour Spent Recording Videos by YouTube 
Subscribers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 22 
66.67 
78.57 
81.48 

5 
15.15 

100.00 
18.52 

27 
81.82 

9 or more 6 
18.18 
21.43 

100.00 

0 
0.00 
0.00 
0.00 

6 
18.18 

Total 28 
84.85 

5 
15.15 

33 

 
 

 
Figure 0.16: Mosaic Plot for YouTube Subscribers by Hours Spent Recording Videos 

 
Table J.59: RSquare Test for YouTube Subscribers by Hours Spent Recording Videos 

N DF -LogLike RSquare (U) 

33 1 1.0983618 0.0783 
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Table J.60: ChiSquare Test for YouTube Subscribers by Hours Spent Recording Videos 
Test ChiSquare Prob>ChiSq 

Likelihood Ratio 2.197 0.1383 

Pearson 1.310 0.2525 

 
 

Table J.61: Fisher’s Exact Test for YouTube Subscribers by Hours Spent Recording 
Videos 

Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.3402 Prob (YouTube Subscribers=2,501 or more) is greater for Hour spend Recording videos=0-8 
than 9 or more 

Right 1.0000 Prob (YouTube Subscribers=2,501 or more) is greater for Hour spend Recording videos=9 or 
more than 0-8 

2-Tail 0.5563 Prob (YouTube Subscribers=2,501 or more) is different across Hour spend Recording videos 
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Table J.62: Contingency Analysis for Hours Recording Videos by Facebook Followers 
Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 48 
67.61 
87.27 
76.19 

15 
21.13 
93.75 
23.81 

63 
88.73 

9 or more 7 
9.86 

12.73 
87.50 

1 
1.41 
6.25 

12.50 

8 
11.27 

Total 55 
77.46 

16 
22.54 

71 

 
 

 
Figure 0.17: Mosaic Plot for Facebook Followers by Hours Recording Videos  

 

 
Table J.63: RSquare for Facebook Followers by Hours Spent Recording Videos 

N DF -LogLike RSquare (U) 
71 1 0.29227901 0.0077 
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Table J.64: ChiSquare for Facebook Followers by Hours Spent Recording Videos 
Test ChiSquare Prob>ChiSq 

Likelihood Ratio 0.585 0.4445 
Pearson 0.520 0.4708 

 
 

Table J.65:  Fisher’s Exact Test for Facebook Followers by Hours Spent Recording Videos 
Fisher's 

Exact Test 
Prob Alternative Hypothesis 

Left 0.4196 Prob (Facebook Followers=2,501 or more) is greater for Hours Recording videos=0-8 than 9 
or more 

Right 0.8856 Prob (Facebook Followers=2,501 or more) is greater for Hours Recording videos=9 or more 
than 0-8 

2-Tail 0.6730 Prob (Facebook Followers=2,501 or more) is different across Hours Recording videos 
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Appendix J-6: Statistical Analysis for Editing (Pictures, Videos, Text) 
 

Table J.66: Contingency Analysis for Hours Editing (pictures, videos, text) By Blog 
followers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 - 25,500 25,501 or more Total 

0-8 25 
30.12 
80.65 
49.02 

21 
25.30 
52.50 
41.18 

5 
6.02 

41.67 
9.80 

51 
61.45 

9 or more 6 
7.23 

19.35 
18.75 

19 
22.89 
47.50 
59.38 

7 
8.43 

58.33 
21.88 

32 
38.55 

Total 31 
37.35 

40 
48.19 

12 
14.46 

83 

 
 

 
Figure 0.18: Mosaic Plot for Number of Blog Followers by Hours Editing (pictures, videos, 

text) 
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Table J.67: RSquare Test for Number of Blog Followers by Hours Editing (pictures, videos, 

text) 
N DF -LogLike RSquare (U) 

83 2 4.2797778 0.0516 

 
 

Table J.68: RSquare Test for Number of Blog Followers by Hours Editing (pictures, videos, 
text) 

Test ChiSquare Prob>ChiSq 

Likelihood Ratio 8.560 0.0138* 

Pearson 8.157 0.0169* 
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Table J.69: Contingency Analysis for Hours Editing (pictures, videos, text) By Instagram 
Followers 

Count 
Total % 
Col % 
Row % 

15,500 or Less 15,501 or more Total 

0-8 36 
40.91 
67.92 
65.45 

19 
21.59 
54.29 
34.55 

55 
62.50 

9 or more 17 
19.32 
32.08 
51.52 

16 
18.18 
45.71 
48.48 

33 
37.50 

Total 53 
60.23 

35 
39.77 

88 

 
 
 

 
Figure 0.19: Mosaic Plot for Instagram Followers by Hours Editing (pictures, videos, text) 

 
Table J.70: RSquare Test for Instagram Followers by Hours Editing (pictures, videos, text) 

N DF  -LogLike RSquare (U) 

88 1 0.83198018 0.0141 
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Table J.71: ChiSquare Test for Instagram Followers by Hours Editing (pictures, videos, 
text) 

Test ChiSquare Prob>ChiSq 

Likelihood Ratio 1.664 0.1971 

Pearson 1.673 0.1959 

 
 
Table J.72: Fisher’s Exact Test for Instagram Followers by Hours Editing (pictures, videos, 

text) 
Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.9352 Prob (Instagram Followers=15,501 or more) is greater for Hours Editing (pictures, videos, text) 
=0-8 than 9 or more 

Right 0.1427 Prob (Instagram Followers=15,501 or more) is greater for Hours Editing (pictures, videos, text) 
=9 or more than 0-8 

2-Tail 0.2611 Prob (Instagram Followers=15,501 or more) is different across Hours Editing (pictures, videos, 
text) 
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Table J.73: Contingency Table Hours Editing (pictures, videos, text) By YouTube 
Subscribers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 17 
50.00 
58.62 
85.00 

3 
8.82 

60.00 
15.00 

20 
58.82 

9 or more 12 
35.29 
41.38 
85.71 

2 
5.88 

40.00 
14.29 

14 
41.18 

Total 29 
85.29 

5 
14.71 

34 

 
 

 
Figure 0.20: Mosaic Plot for YouTube Subscribers by Hours Editing (pictures, videos, text) 
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Table J.74: RSquare Test for YouTube Subscribers by Hours Editing (pictures, videos, 
text) 

N DF  -LogLike RSquare (U) 

34 1 0.00167899 0.0001 

 
 

Table J.75: ChiSquare Test for YouTube Subscribers by Hours Editing (pictures, videos, 
text) 

Test ChiSquare Prob>ChiSq 

Likelihood Ratio 0.003 0.9538 

Pearson 0.003 0.9538 

 
 

Table J.76: Fisher’s Exact Test for YouTube Subscribers by Hours Editing (pictures, 
videos, text) 

Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.6723 Prob (YouTube - Number of Subscribers - Selected Choice=2,501 or more) is greater for Hours 
Editing (pictures, videos, text) =0-8 than 9 or more 

Right 0.7005 Prob (YouTube - Number of Subscribers - Selected Choice=2,501 or more) is greater for Hours 
Editing (pictures, videos, text) =9 or more than 0-8 

2-Tail 1.0000 Prob (YouTube - Number of Subscribers - Selected Choice=2,501 or more) is different across 
Hours Editing (pictures, videos, text) 
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Table J.77: Contingency Analysis for Hours Editing (pictures, videos, text) By Facebook 
Followers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 36 
50.00 
63.16 
80.00 

9 
12.50 
60.00 
20.00 

45 
62.50 

9 or more 21 
29.17 
36.84 
77.78 

6 
8.33 

40.00 
22.22 

27 
37.50 

Total 57 
79.17 

15 
20.83 

72 

 
 

 
Figure 0.21: Mosaic Plot for Facebook Followers by Hours Editing (pictures, videos, text) 

 
Table J.78: RSquare Test for Facebook Followers by Hours Editing (pictures, videos, text) 

N DF  -LogLike RSquare (U) 

72 1 0.02510885 0.0007 
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Table J.79: ChiSquare Test for Facebook Followers by Hours Editing (pictures, videos, 
text) 

Test ChiSquare Prob>ChiSq 
Likelihood Ratio 0.050 0.8227 

Pearson 0.051 0.8221 

 
 
Table J.80: Fisher’s Exact Test for Facebook Followers by Hours Editing (pictures, videos, 

text) 
Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.7033 Prob (Facebook Followers=2,501 or more) is greater for Hours Editing (pictures, videos, text) 
=0-8 than 9 or more 

Right 0.5237 Prob (Facebook Followers=2,501 or more) is greater for Hours Editing (pictures, videos, text) 
=9 or more than 0-8 

2-Tail 1.0000 Prob (Facebook Followers=2,501 or more) is different across Hours Editing (pictures, videos, 
text) 
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Appendix J-7: Statistical Analysis for Developing Ideas for Blog Content 
 

Table J.81: Contingency Analysis for Hours Developing Ideas for Blog Content by Blog 
Followers 

Count 
Total % 
Col % 
Row % 

2,500 or Less 2,501 or more Total 

0-8 24 
28.57 
77.42 
43.64 

31 
36.90 
58.49 
56.36 

55 
65.48 

9 or more 7 
8.33 

22.58 
24.14 

22 
26.19 
41.51 
75.86 

29 
34.52 

Total 31 
36.90 

53 
63.10 

84 

 

 
Figure 0.22: Mosaic Plot for Blog Followers by Hours Developing Ideas for Blog Content 

Table J.82: RSquare Test for Blog Followers by Hours Developing Ideas for Blog Content 

N DF -LogLike RSquare (U) 

84 1 1.6058324 0.0290 
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Table J.83: ChiSquare Test for Blog Followers by Hours Developing Ideas for Blog 
Content 

Test ChiSquare Prob>ChiSq 

Likelihood Ratio 3.212 0.0731 

Pearson 3.100 0.0783 

 
 

Table J.84: Fisher’s Exact Test for Blog Followers by Hours Developing Ideas for Blog 
Content 

Fisher's 
Exact 
Test 

Prob Alternative Hypothesis 

Left 0.9788 Prob (Blog Followers=2,501 or more) is greater for Hours Developing ideas for blog 
content=0-8 than 9 or more 

Right 0.0624 Prob (Blog Followers=2,501 or more) is greater for Hours Developing ideas for blog 
content=9 or more than 0-8 

2-Tail 0.0984 Prob (Blog Followers=2,501 or more) is different across Hours Developing ideas for blog 
content 
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Appendix K: Interview Transcripts 

Interview with WAOG_03 
 
Personal Characteristics/Behavior 

1. Describe a typical day as a Full-time Fashion Blogger, what do you do?  
My day usually starts at 10 Am and I... well it starts as soon as I wake up [ha ha 

ha]. Okay, I ... as soon as I wake up, I check Instagram.  I’ll check Twitter, check email to 
see if there’s any comments I need to respond to or fires I need to put out. Then I go to 
the gym, my daughter goes to school, I shower, and then my office day starts at 10 AM. 

Every day is different but for the type of content that I create, I do a lot of writing. 
So, I can easily spend 10 hours in front of my computer umm, writing and researching 
replying to email, that sort of thing.  I try to do photoshoots twice a week.  Umm, it 
depends on the weather, it depends on how soon I can get with my photographer, how 
soon I can get those done and lighting, you know, that sort of thing. 

Umm, I take a lot of calls from brands these days. It’s funny because I’ve been 
blogging for 14 years and in the past 2 years brands have gotten to be very big about 
wanting to talk to you on the phone versus communicating by email.  So, they will say: 
hey, can you hop on a call real fast? I think it’s because they want to know that you’re a 
real person.  They also want to know you’re serious.  Umm, and also, they don’t want a 
paper trail so when they talk about like rates and campaigns and that sort of thing. So, I 
can easily take like 6 to 8 phone calls a week.  I’m trying to cut down on them because a 
lot of times they’re just a waste of time because the brand wants to talk to you and then 
they don’t really have anything they want to do with you that’s paid.  

Umm, I go to occasionally umm, brand events in the evening, sometimes during 
the daytime.  I try not to do more than two a month unless like a friend [or] a fellow 
influencer is hosting, then I might do it because I want to support her.  So, I do those on 
occasion.  So yeah, I get on my computer around 10 AM and I try to get off by 6, some 
days I get off at 4, some days I get off at 10.  

2. From your perspective, what personality traits are necessary to be a successful 
blogger? 

I think that is also changed over time. I think you need to be, umm, even if you 
are an introvert, you need to be able to play extrovert occasionally.  It is a lot more of an 
in person [thing] than with calls and meetings and brand events. You need to be good at 
networking. [Be]‘cause just as it is in other professions, it’s not what you know, it’s who 
you know and the key to success.  You have to have a thick skin once you put yourself 
out to the public eye.  You’re going to receive criticism. It doesn’t matter if you have 5 
followers or 5 million, you’re gonna receive criticism. It’s going to show up in your google 
alerts. It’s going to show up in your comps, in your comments.  You’re going to get it 
somewhere.  

You need to be disciplined because there’s no boss telling you what to do. You 
need to be able to manage your time, delegate when appropriate, and umm, stay on 
schedule. Uh, so you need to be pretty organized. Umm, those are probably the biggest 
things.  You need to uh, be humble.  [There’re] a lot of people who are not [humble], in 
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this field.  But I think it’s really important because especially, since influencers are lately 
getting kind of a bad rap for just selling anything and not being trusted. To be able to 
humble and really engage with your audience and connect with brands, I think that’s the 
key to longevity.  

Evolution of the Blog & Motivation 
3. What are three major changes you have made to your blog over time?  

 I think the first big one that I did was improving the photography.  It was really 
just to use the phone or a cheaper camera and now you really need to have high quality 
photography to be able to remain relevant and stay competitive.  I think that was a big 
one.  Umm, you can’t just be on one platform.  You can’t be on just Instagram or just 
your blog.  You need to have multichannels because in this day in age people don’t all 
consume content the same way.  So, you want to be able to be where they are.  I’ve a 
very thriving Facebook community versus ... A lot of people think Facebook is dead.  
 So, you kind of need to find where your audience is and have multiple channels. 
Uh, what other things have I changed?  I’ve far more quality vs quantity.  I used to post 
sometimes even twice a day but now I know that I kind of ...you’re only as good as your 
last post, whether it’s on Instagram or whether it’s on your blog.  So, you always want to 
have quality content going out because that could be the first thing that a new reader 
has ever seen or a brand or a publication. I think those are probably the big three.  
 

4. What motivated you to become a Full-time Blogger? 
 I really enjoyed blogging and it had become a second job, bringing in more income than 
my position in Corporate America. Feeling stressed and having my health and family 
start to be affected by the stress, I knew I had to make a decision.  I decided to try being 
a full-time blogger, I didn't want to regret taking a chance later in life. 

a. What steps did you take to transition to a Full-time Blogger?  
 I really started umm thinking of my work at [an] hourly rate.  A lot of times 
I would do things because they sounded fun or I liked the brand, they sent me 
something cool. I always use this like Starbucks analogy that if I’m not making as 
much per hour as a barista at Starbucks, I’m not going to do it. Because at least 
as a barista at Starbucks you can take your apron off and you’re done at the end 
of the day. And as an influencer you take that picture, you post it on Instagram, 
now you have to constantly reply to the comments and engage, and keep 
tracking it, you’re spending several hours on it, and if all you got was a t-shirt, 
you know, is it really worth your time? 
  Taking that money aspect and the hourly rate really helped me figure out 
how to be able to make this into a profession.  I have a very extensive excel 
workbook where I track umm, expenses, profit, you know.  If I get a campaign, if I 
make this much, but how much did it cost to tailor the clothes? How much did it 
cost to umm, boost the post on Facebook?  You know?  How many hours did it 
take for me to do all of it?  So, I can see did I actually get a profit off of it?  So, 
really getting into the accounting aspect of it and really understanding it’s not just 
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how much you made, per year. But honestly, how much profit did you make? 
That was the most important part. 
 

5. Does being a Full-time Blogger require you to quit your job? 
No, but what happened was for the first nine years at that company, I had a job 

where I got so good at it and I moved up so high that I could practically do it in my sleep.  
I also had a position where there were a lot of like peaks and valleys.  So, when it was 
slow, I could focus, write on my blog.  My boss also knew that I had a blog. So, like it 
was okay.  And then, I had a staff I could delegate things to. I had kind of like a rhythm.  
So, I was able to do to both.  But when the blog gained popularity, it started getting 
bigger in 2016.  And then in 2017, I got promoted to a whole new department and new 
position and new job. So, to be able to manage a higher stress, brand new job, and the 
blog, it was impossible to do.  

a. If yes, how did you know when you needed to quit your job? 
Answered above.  

Challenges/Satisfactions 
6. What part of Blogging do you find most challenging? Most satisfying?  

Challenging.  If I could just make all the money, just write whatever content I 
wanted, it would be great.  But in this day in age, to be able to be, you know, make 
money, you have to work with brands.  And working with brands is great. But attracting 
the brands is incredibly challenging because there are a lot of brands that just look at 
numbers.  Oh, I only work with somebody with 50,000 Instagram followers.  I don’t care if 
they’re bought, I don’t care if it’s not the right audience for me, that’s what I need to 
have. Or, you have brands who are very savvy and try to ... umm the uh brands who try 
to take advantage and they hope that you’re not well informed.  And so, they’ll put 
contracts where they’re really trying to get more than they deserve for the rate or they’re 
trying to low ball you. So, there’s a lot of ...the relationship with brands is really 
challenging. And it can take up a lot of time and energy.  Umm, it can be very frustrating.  

But the most rewarding part for me, is the community with women, like all across 
the globe. I think that is so cool and I, I just mentioned this to umm a couple people 
recently, is ... I recently took a workshop with somebody who’s an expert in influencer 
marketing and she said how like all influencers are either a church or a school where 
you’re selling kind of like this dream, this goal, this, you know.  You want to achieve 
something, follow me and I will help you find success.  Or a school, where it’s like I’m 
going to empower you with these tools, I’m going to educate you, and you do what you 
need with it to find success in your own path.  And I realized that I’m more like a school 
than a church and that was very eye opening to me and it really kind of fits in with how I 
really think about the whole community of blogging, the community with my peers, and 
the community with those who read my blog.  

7. How do the challenges you faced early on in your Fashion Blogging career differ 
from the challenges you face now?  
 Earlier on it was more about finding the time to do things.  And umm, really just 
not knowing, understanding the technology, not really knowing how to take care of my 
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site.  Which is such a big aspect of blogging, that people don’t really discuss that was 
probably the technology and just having the time those were the two biggest things. And 
now my challenges are much different it’s mainly... it’s still time but in a different way.  

Social Media 
8. What, if any, training or education in social media did you need to successfully 

blog? 
 Well, I didn’t have any at first. But I do keep myself abreast of what’s the trends 
that are changing because it’s really important to be on top of it all. And I learned the 
hard way that when there’s a new platform that comes out, you pretty much should 
embrace it immediately, and then decide whether its right for you.  And the longer you’re 
in it ...I know my audience is over 40. So, I know I don’t need to be on Tik Tok.  Like for 
example, I was slow to get on Instagram umm, and I was slow to get onto Snapchat, 
which was actually very good for me until Instagram stories happened. So, I think that’s 
important and then I subscribe to newsletters.  I’m in Facebook groups, just so I can stay 
on top of it. But I’ve never done any like professional training.  
 

9. How did you determine which social media platforms to use? 
 I pretty much just tried them and saw what stuck.  And then also what would do 
well for my brand?  Like, traffic wise and also what was necessary to appeal to other 
brands.  Like, Instagram is pretty much, if you want to work with any brand, you have to 
be on Instagram, whether you like it or not.  And then umm, Facebook.  It’s because my 
audience was there.  And Pinterest, it just brings so much traffic.  So, then it ended up 
being my top three.  

a. Which of the platforms are most important? 
For my specific brand, I would say the most important one is Pinterest. I get the 
most traffic from there, the most new followers.  It’s really good for SEO even 
through Google umm everything about it really is good for the kind of content that 
I provide that’s definitely my number one. 

10. In your personal opinion, what are key activities that influence growth of followers 
on your social media platforms? (filters, poses, quality of pictures, hashtag, time of 
day post) 
 Engagement. I reply to every single comment. Even if it’s like it ...I just give them 
a heart.  I heart it, I give them a comment of a heart, and all my DMs. I eventually end of 
replying to them even if I just double tap you know that I liked it. But that’s the number 
one key.  I mean it might not help you gain a ton of followers, but it will retain the ones 
that you have.  And also increase your engagement and brands are becoming wiser to 
the benefit of engagement, true engagement.  
 

11. What is your current process for developing content on your blog?  
 It’s not a system. [ha ha ha] It should be. It’s pretty much, I take ... I have like 
notebooks, and I write down ideas, and then I try to remember what notebook I wrote it 
in, and scratch it off once I’ve done it. I umm, a lot of times, I just get ... I’ll be in my 
bonnet, or I’m like washing my hair, or I have a conversation with somebody, [and] I’m 
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like ahh that would be a great idea.  And I immediately go to my computer and start 
typing it. I have probably 20 half-finished blog posts sitting on my desktop. Umm, 
because I start getting an idea and I don’t have the time or something to complete it. So, 
I don’t have a very good system.  It’s pretty much what I’m inspired to write about. Well, I 
think it would work better if I had more of a system, and an editorial calendar, and 
planned things in advance, and all that stuff.  

a. Has this process changed over time?  
 It’s always been how I do it. I’m a little bit more planned out now. I, like I 
say to myself, I post at least Monday, Wednesday, Friday, Saturday, and do at 
least one outfit post a week. On Saturday, I do my weekend reads. So, I have 
some, a little bit of consistency with that. The posts always go live at 6AM.  The 
email goes out to the email subscribers at 9AM.  So, there’s some routine there. 
Umm, I’m already working on holiday content now because I know it needs to 
happen.  And I’m going to be doing a gift guide every Friday, starting at the 
beginning of November.  So, I have that kind of system.  And I didn’t have 
anything like that a few years ago.  

12. How much planning goes into developing content for your blog?  
 It really varies.  I, we can, my husband and I can go out and take a few photos 
and that same day I’ll edit some photos and have the post go live the next day.  Other 
ones, like today, I had a post go up. I did uh, a reader’s survey and it took me all day 
yesterday.  We’re talking probably like 11 hours to craft the blog post.  But it was taking 
data from over 500 women and breaking down, you know, what they thought were the 
top brands for different things, taking their quotes, and putting it all together and making 
charts.  So, it varies it can take anywhere from, let’s say, 2 hours to craft a blog post to 3 
days.  

a. What specific content do you plan? 
 Yeah, I definitely do. I like... this past summer, I spend July and August 
actually having vacation.  So, I tried to schedule a lot of content in advance.  So, I 
could go on vacation and I also refused to do any sponsored posts during that 
time.  So, I didn’t have any scheduled obligations.  I do have an editorial 
calendar.  So, I’m not doing one on top of the other.  So, it’s kind of spaced out.  
Occasionally, I try to do different series, you know just to kind of make it easier 
on my... because they’re scheduled content and two because the audience has 
something to look forward to.  So, like, I did a series, I think it was last summer 
where every Friday I shared a different “everyday woman”, someone that I knew 
and her skincare routine.   
 I did that several years ago where I shared women that I found very 
inspiring, their fashion online, and I interviewed them.  And so, I had one of every 
week.  So, I’ve done little series like that. Uh so, I plan those in advance, travel, 
and then when I do travel with brands, I then have to, usually within 2 weeks of 
the trip, I have to have that content scheduled.  So, I try to fit that onto my 
calendar.  [That’s] Probably, as organized as I am.  
 

13. How do you know the content you develop is what your audience wants to see?  
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Ahhh, It’s so funny ‘cause you can think like, oh I know my audience.  They are going to 
love this, and it just lands like a led blow.  And something else that you’re like eh, it does 
incredibly well. Usually, I really have kind of created almost like a persona of who I’m 
writing for.  Like, I know my audience. I know who this woman is.  And even though 
there’s all kinds of women, I kind of, I created... like, I know how old she is. I know where 
she lives, what she does for a job, you know, she’s married, she doesn’t have any kids, 
but she has pets, you know.  I have this whole thing. I know what her life is. So, I write 
for her.  So, sometimes it works, sometimes it doesn’t.  But usually it does.  But I find 
that to be the easiest thing.  Instead of trying to write for everybody, I just write for this 
one person.  

 
14. How do you ensure you are staying consistent with your content? 

 Haaaa that’s just discipline.  It very easily... I could just disappear for two weeks 
and no one would really care. I might lose a few followers, but I’d be fine.  So, to be able 
to maintain consistency, it’s just discipline.  
 

15. From a blogger standpoint, can you define authenticity? 
 Well, I think authenticity kind of comes back to writing for that one person.  Like 
you need to really know who your audience is, engage with them so, that you can kind of 
create, you know, who you’re writing for.  And then for me, I write what I want to read. 
So, I’m writing for like myself, as a friend like if somebody could give this information to 
me, I’m giving it to somebody else. So, I think it kind of feels very authentic, because I’m 
treating them as a friend, because that’s what I think, that’s what we all deserve.  I do 
think to be authentic; you do need to share a little bit about yourself, but you don’t have 
to share everything. 

a. How do you build it into your blog? Answered above 
 

b. How do you decide what to share with your audience and what NOT to 
share? (controlling public's perception) 

 I umm, I had a baby blog and then when my daughter got to potty training 
age, I deleted the entire thing, wiped it from the internet.  Because I was like this 
isn’t fair, she’s a person an individual she’s not you know like a pet or whatever. 
So, I don’t share a lot of her I share her like on stories a little bit you know 
because it does explain who I am and she’s also a pretty great person. But I 
don’t share as much as even probably she’d like me to share because I don’t 
think she realizes the reach that content will have. Umm, I’m also like I don’t 
share a ton in my house I don’t share everything I do umm, ‘cause nobody needs 
to know that I’m like if I’m not going to tell my best friend what I did that day, why 

am I going to put it up on my Instagram? 

Financial Considerations 
16. How does developing content translate into monetary value?  

 I ... my number one money is from my blog.  And it’s from the content that I 
create and then I make money off of affiliate links and off of ads. So, the more people 
who come to my site, the more ad money that I make.  The longer content that I have, 
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the more ad money I make.  And the more umm, helpful information that I provide, the 
more affiliate links are clicked and therefore the more commissions I make off of those 
accounts.  So, I try to create content that is engaging, that people will stay ‘til the end. 
But also, unique enough, that they’ll want to click on those links and buy what I’m 
recommending. Sure, like we’re talking like back in the day content used to be here like 
here’s three pictures of my outfit, here’s the text, links to it, here’s a paragraph about it, 
the end. 
  And that would work in like 2010 because people are like “oh my gosh that 
sweater” is so beautiful click buy.  Now, you need to provide some kind of value that is 
different from what everyone else has and for me it’s providing very thorough content. 
But also, my ads show up every couple paragraphs.  As people scroll down, the more 
ads, the more impressions, and therefore the more money I make.  And Google for SCL 
they want you to have at least 1200 words in a blog post. 
 

17. What are some typical expenses you incur as a blogger? 
 Haaa Uh, just running the site costs a lot. Hosting. Umm, having the content 
backed up so, if your site crashes it’s not all gone.  Umm, security measures to lock it 
down so nobody can hack it or break into it.  Plugins to compress images to create... I 
have one called like pretty links where I can do .com/123 and I can link to whatever I 
want it to link to. Lots and lots of plugins, and hosting, and security. I have a WordPress 
development company, that’s also kind of a brand management company and I pay a 
monthly fee to them to umm, have them maintain my site.  But also, help me with 
strategy.  I pay a monthly fee to a person that manages my Pinterest for me so that I can 
save that time. Umm A lot of costs, just to kind of run that site.  
 Umm, I have a [VA] that helps me with a lot of behind the scenes stuff. Like if an 
affiliate company’s like oh we switched programs and now there’s 2,500 links on your 
site that need to be changed. You know, that could take me three days, or I could go to 
my [VA] and say hey, can you do this for me and so I pay her for that?  Those are 
probably the biggest expenses. Yeah, programs for like editing photos, editing video 
apps on my phone to edit content, all of those little things, they add up.  And the longer 
you have a site and the bigger the site is the more expensive it is to maintain it.  

a. How do you differentiate between a personal expense vs. a blog 
expense? 

Haaaa I guess it can kind of be weird because in this day in age everybody uses 
social media, you know.  But I really... once my daughter was born in 2010 is 
when I really started treating it like a business. So, I have an office in my house, 
it’s just an office that’s what it is, that’s what it’s for my hosting expenses are just 
for my site, tailoring even if it’s specifically for a brand event, and I paid for it 
separately from anything else that I do. I’m pretty good about it.  I like track all of 
that kind of stuff. If I’m going on a trip, cool that’s personal.  But If I decide to 
promote the brand, or I’m partnering with a hotel, or something like that, that  
automatically goes into business, and the whole mindset changes.  
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Sponsors/Collaborations/Partnerships 
 

18. Can you explain the difference between Sponsors, Collaborations, and Partnerships 
as it relates to Fashion Blogging?  

I don’t think anybody knows the difference between all of them [ha ha]. They’re 
all used interchangeably. Like, oh I partnered with this brand. Well, that can mean that 
the brand paid you $5,000 or that could mean that that brand sent you one mascara. 
Like it gets really shady and in this day in age there’s a lot of people that like to pretend 
they have a better relationship with a brand than they actually do. The wording can get a 
little gray.  

 I think the most clear term is sponsored, which means I got paid on top of 
whatever else. You know, maybe I received a sweater from them, but I also got paid to 
talk about it.  Even the FTC says use #ad even if you got something for free. Well, that’s 
confusing because we all know what an ad is, because we see it on TV. We see it in a 
magazine, somebody paid to put that content there. But now we’re supposed to say #ad 
because 2 years ago Banana Republic sent me a sweater, I’m wearing it today aaaahhh 
its very gray. So, I think that’s really kind of confusing. Umm, sponsored content yeah it’s 
paid and it means a brand sent it to you to do something very specific usually there’s a 
contract or at least there’s an agreement through email there’s something written saying 
Allison because I’m paying you this, I want you to do that. And so, that’s what you do.  

Umm, and then ambassadorship is a hot term right now and that’s usually that 
you’re working with a brand and they’re sending you free stuff and in exchange you’re 
posting about it. Umm, sometimes it’s paid, it’s not always paid. But you’re kind of saying 
that there’s going to be this long-term relationship, expect to see this brand on my feed 
regularly because I’m an ambassador for them. 

 A collaboration, that’s one of those weird terms where collaborations should be 
like we’re collaborating together we’re making up ideas together maybe we’re creating a 
product together but no, that’s not what it is. It usually is that brand is like hey I want to 
work with you, cool let’s work together now we’re collaborating.  You know?  So, it could 
be more fluid where there is some say. But sometimes collaborations are still like paid 
sponsored content. Where they’re like I want you do this extremely specific thing, and 
you can say we’re collaborating. Yeah, same thing with partnerships.  A Partner is like a 
gray term for I got paid.  You know?  But I don’t wanna say #sponsored.  I’m partnering 
with ABC today which means ABC pays me to say this, but I don’t wanna say that they 
paid me.  

 
19. What would be some reasons to participate in content that is either sponsored a 

collaboration or partnered? or not? 
 I really think, especially in this year has been a big year for calling out uh 
influencers who are not authentic, and are just working with, just anybody.  And a lot of 
brands are realizing they’re not getting any return on investment when paying people. 
Don’t partner with anything you wouldn’t use.  Otherwise, you suddenly show up and 
you’re selling, you know, I can’t even, you’re working on Walmart, you normally wear like 
Louis Vuitton, you know, like come on how much did they pay you?  You know? That 
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you kind of lose that credibility.  But I think it’s great when it’s a brand you already like or 
your audience can really connect with and you get paid to do it. Not only are you getting 
paid, but your audience is there cheering you on like; Oh yes! You’ve been using this for 
5 years and now they’re paying you! That’s awesome!  Sometimes a paid campaign can 
actually be good for your engagement and for your audience, as well as your pocket. So, 
it’s really kind of knowing your audience and knowing that usually if you say no to 
something two more great things that you want to say yes to will come down the line.  
 

20. What would be some reasons to participate in Collaboration with other bloggers? or 
not? 
 I really think they’re fun because a lot of times people who are reading a blog 
don’t really read any other blogs.  Like, they came across you, like they found you on 
Pinterest or a friend recommended you, or something, and they don’t even know that 
there are other bloggers out there.  And so, collaborating with ones that are kind of 
similar, their audience might like you, and your audience might them.  It can expand your 
audience and expand your reach.   

And then also when you work with bloggers who are very different from you it can 
be really good.  Because it shows that you’re not just, you know, you’re a little bit more 
opened minded and a little bit more flexible, and that umm it can be really interesting.  
And then also sells the brand a lot better because if all of you are wearing the same 
sweater and you’re all different sizes, and ages, and personal styles it can be like okay! 
Alright then I really like that brand, or I like that item that’s really good.  

 And then, I just like it from a personal standpoint because blogging can be very 
lonely and solitary. And with collaborations with other bloggers, you can be friends and 
network and find people that understands what you’re going through, and you can 
support one another.  
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Interview with LUMA_16 
 

Personal Characteristics/Behavior 
 

1. Describe a typical day as a Full-time Fashion Blogger, what do you do?  
Okay sooo, this is actually insane, but the first thing I do as soon as I wake up is 

check my emails. As crazy as that sounds, that is the first thing that I do. Like, I don’t 
even get out of bed. My phone is right next to me the first thing I do is check my email 
that’s the number one thing and then usually umm after I’ve just checked them, I’ll just 
get up and you know take a quick shower just to you know wake up and do my morning 
routine with some coffee and then sit and open my laptop and actually start responding 
to emails.  

And umm right after that, well after you know I’m done with responding my emails 
I’ll typically post umm an Instagram story and then also work on creating the post for the 
day and that usually takes me up until the afternoon and once I’m done with that I 
usually have shoots scheduled so I try to shoot as much as possible too I’ll even do like 
sometimes 8 looks in one day or whatever so that could take like 5 hours to do and then 
I’ll sit there editing photos and typically at night I’ll also umm just send out emails to 
companies to partner with that I do reach on myself or that I reach out to on Instagram  

Umm so that’s typically the day but it also varies umm day to day because our 
schedules are you know I’m working for myself and it’s also extremely different because 
I’ll have meetings sometime in the city with a client and sometimes you know I’ll be going 
to events, so it varies on a daily basis basically  
 

2. From your perspective, what personality traits are necessary to be a successful 
blogger? 
 I definitely think writing and being well organized and being creative and 
passionate I think those are the most important qualities that a blogger needs to have 
you need to be very, very passionate because there are influencers and bloggers that I 
know that have been doing this for money and I actually started about a decade ago 
before it was before it even blew up 
  I started blogging because I really wanted to see how my style changes 
throughout the year so I think you need to you know definitely be really passionate about 
it of course time management is extremely important because you’re doing so many 
things that you need to manage your time and create you know relationships you have to 
be very social that what I’ll say networking is key so being able to meet people you know 
you never know how they can help you and you can help them and you’re building 
relationships and as well umm I would definitely say you need to you know just  be 
yourself be authentic and build your brand based on who you are and don’t be someone 
you’re not   

Evolution of the Blog & Motivation 
 

3. What are three major changes you have made to your blog over time?  
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Oh yeah so definitely the first thing was changing my whole name and like website and 
everything I back then I was just like you know I was just like oh let me just call it 
FashFab you know and it was just like it wasn’t really thought through because I was you 
know in my teenage years so I really was clueless when it came to marketing and you 
know as I did go to school and college and everything umm I transitioned and learned a 
lot of marketing since my major was visual merchandising which is in fashion so I 
learned a lot more and so I decided you know okay this is not where I want my brand to 
be I’m not that person anymore I need to be more sophisticated and I need my brand to 
really resemble who I am which I am now a more sophisticated woman than I ever was 
before and even my style transitioned I went from you know being super edgy to being 
someone who is very chic and minimal now. 
 

4. What motivated you to become a Full-time Blogger? 
Yeah, being able to be creative I cannot absolutely I have respect for people that can do 
it but I absolutely cannot sit in an office from 9 – 5 I need to be hands on and I like to 
build my own brand I want to build and have something that I call my own. 
 

a. What steps did you take to transition to a Full-time Blogger?  
So, what really came down was I heavily had a lot of experience in social media 
coming from a brand perspective as well since I worked as a Social Media 
Manager and I decided one day I just got you know really fed up and I’m like I 
can’t do this anymore this is not the life that I want. I was extremely unhappy and 
I just felt like this is not what I want to do so what I did was I just decided to take 
the risk because like they say you have to take risks in life and I decided to take 
a risk in life and just end everything get rid of my apartment, get rid of my umm 
move back in with my parents I just decided to take that risk and then you know  
try to things on my own and that the end of the day if it wouldn’t have worked out 
then it would have been like I tried it wouldn’t have been like what if? 
 

5. Does being a Full-time Blogger require you to quit your job? 
Yes, you have to leave if this is what you want to focus on you have to leave because 
there’s not enough time in the day to be able to do both 

a. If yes, how did you know when you needed to quit your job? 
Yeah, it was literally coming closer and closer to the day where I was like I’m 
done with this 

Challenges/Satisfactions 
 

6. What part of Blogging do you find most challenging? Most satisfying?  
The most satisfying is creating the content I love being in front of the camera and 
shooting and I love shooting the content and I think the most challenging part right now 
is the Instagram algorithm and trying to figure out the TikTok algorithm. They are the two 
most I don’t know how to cut it, but I think those are the two biggest challenges to 
everyone right now because the old algorithm was different and now this one only like 
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for Instagram only shows umm shows your posts to like 10% of your followers so it’s just 
like the algorithm is always a challenge 
 

7. How do the challenges you faced early on in your Fashion Blogging career differ 
from the challenges you face now?  

I would definitely say it was a lot easier to you know grow a following growth was 
a lot easier back then than it is now and also the biggest thing is that the market is more 
saturated now than ever before and you know everyone wants to become an influencer 
and everyone wants to be a blogger its very saturated and some people are doing it for 
the wrong reasons but the way you have to think about it is okay how am I going to 
stand outside this crowd of people because you obviously have to you know make 
yourself be different be different from all these other people in order to get attention and 
everything  

Umm, another thing I would say that changed a lot is brands were more willing to 
pay for content before than they are now because the market is so saturated that people 
are willing to work for free and for us who do this fulltime its bad because we have bills 
to pay and everything and companies don’t want to pay us because of these people  

Social Media 
 

8. What, if any, training or education in social media did you need to successfully 
blog? 
Umm in the be…well for me in college my marketing courses helped me a lot you 
definitely need to know a lot of marketing you know strategies and everything I think 
that’s the most important thing, but you can also you know be self-taught, but I would 
say that they definitely help me a lot my internships helped me and my fashion 
photography classes  

 
9. How did you determine which social media platforms to use? 

Well at that time it was easy to grow and I was growing at a fast rate on there 
(Instagram) and everyone uses Instagram it’s the most popular platform and I’m also 
actually currently working on TikTok as well so the ones that are the most popular are 
the best ones to break into so right now, I’m focusing on Tik Tok 

a. Which of the platforms are most important? Answered above 
 

10. In your personal opinion, what are key activities that influence growth of followers 
on your social media platforms? (filters, poses, quality of pictures, hashtag, time of 
day post) 
Well so definitely, so definitely having high quality photos is extremely important. And 
also, not overdoing it.  Sometimes simplicity is the key. Umm, also creating very 
engaging copy and engaging with your followers and whether it’s looking at their stories 
or liking their content, liking their comments, responding to their DMs stuff like that is 
also really helpful. 
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Content Development 
 

11. What is your current process for developing content on your blog?  
So, on Instagram right now like I said what I usually do is I have like I partner with 
revolve.  So, with revolve I get a lot of looks.  Umm and I usually, what I do is just shoot 
them all in one day.  Because if I’m shooting, I’d rather just do it all in one day, even if it 
takes 8 hours, that’s what I typically do.  And then, I sit there editing for the next few 
days to have content ready for the next few weeks.  
 

c. Has this process changed over time?  
I’ve always done this.  I’ve always done this.  I mean also, you know, like it 
depends. [Be]‘cause like sometimes, you know, I’ll go to an event and I’ll shoot 
content there with just like my friends on our phones and that’s something I want 
to put up too.  Because it’s organic. You know?  It shows like, hey this is what I’m 
actually doing and, you know, I like to have things, you know, edited and filtered. 
But also just kind of showing sometimes, you know, like hey this is where I am. 
This ...what I’m doing kind of making it more organic.  Umm, so it really depends 
and sometimes I’ll also work with umm, photographers so that’s a little bit 
different when I’m working with photographers. 
 

12. How much planning goes into developing content for your blog?  

Yeah, so when I’m doing umm, when I’m doing, what’s it called flat lays that’s a little bit 
more planned out and of course my outfits are always coordinated in advance. And I 
also look at locations too, depending where I’d like to shoot.  But recently I’ve been 
working on having a consistent feed.  So, I’m a little bit stepping away from like the New 
York City scene and more into like simplicity.  

a. What specific content do you plan? Answered above 
 

13. How do you know the content you develop is what your audience wants to see?  
How do I know?! I mean who doesn’t know.  I mean coming from a perspective of a 
Visual Merchandiser and also looking at, you know, I do a lot of reporting and I’ve done it 
too previously working as a Social Media Manager.  What works the best, is by knowing 
like what they’re highly engaged with, so you have to know your audience.  And I will say 
this, sex sells on Instagram.  I have to say that my ... the most performed... like every 
influencer I know they say the best photos that work for them are the bikini photos as 
funny as it sounds. 
 

14. How do you ensure you are staying consistent with your content? 
Oh girl, I post every day. I’m always consistent, trust me I’m posting every single day.  
Umm, I’m always looking at how my feed looks and I’m always posting often, and I use 
Planoly. 
 

15. From a blogger standpoint, can you define authenticity? 



 

336 
 

So, authenticity to me means being of course myself and being true to my brand. And 
not, you know, being able to be different and show people the realistic truth.  This is me, 
this is my life, that’s what I’m all about. 
 

a. How do you build it into your blog? 
In relation to my blog, it’s within the copy and within the photo itself.  Like I’m 
showing my style actual products I use on a daily basis it’s just the person that I 
am 100% and then I put humor into the copy. 
 

b. How do you decide what to share with your audience and what NOT to 
share? (controlling public's perception) 
I am 100% transparent.  That’s all, I’m going to say the only thing I keep away 
from is you know like obviously. I limit my dating life and I limit my social life a 
little bit.  Like I do not put up videos of me going to a bar and like drinking or 
something.  Like that it’s about keeping it filtered a little bit but not too much.  
Like, I’m still sharing my life but I’m not sharing too much to the point that it could 
ruin my brand image you just have to be careful. 

Financial Considerations 
 

16. How does developing content translate into monetary value?  
Because you’re partnering with brands and that’s where it comes in and also you know 
sometimes, I work with revolve so much that I’ll end up selling the clothes on Poshmark 
because I’ll only wear it once or twice and you know every if I don’t want it then I’ll just 
donate it but otherwise I partner with brands a lot so income wise I’m fine. 
 

17. What are some typical expenses you incur as a blogger? 
Umm honestly, student loans nothing else really too much insane because like honestly I 
have makeup because I work with brands and I reach out to brands that I like and that I 
use so I have makeup I have skincare I have clothes and if there is something I really 
want I’ll go and buy it but like I really don’t need to do that much shopping since brands 
you know send it to us so I think like and only travel expenses too but there’s companies 
that partner with us for traveling purposes I went for a press trip to Mexico which was all 
covered by the umm the whole trip was covered so I didn’t have to spend a dime. 

a. How do you differentiate between a personal expense vs. a blog expense? 
I think I think you know honestly, I don’t think I guess blogger expense you know 
from time to time if my camera breaks that’s something I have to get, upgrading 
you know to a different phone stuff like that but never really anything crazy. 

 
 
 
Sponsors/Collaborations/Partnerships 
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18. Can you explain the difference between Sponsors, Collaborations, and Partnerships 
as it relates to Fashion Blogging?  
Yeah so, I mean when it comes to partnering it means working together so that can go 
you know multiple ways. Sponsorship is also you know being able to I think of 
sponsorship as you know hey, you’re going to pay me to create your content and we’re 
going to work together on this I’m going to post you know. And then a partnership a 
partnership is just creating a relationship and working together. So, the sponsorship is 
the monetary one. You’re working together and creating a relationship (Collaboration 
and partnerships). 
 

19. What would be some reasons to participate in content that is either sponsored a 
collaboration or partnered? or not? 

So umm the reasons why I do participate in the sponsorships is because that’s 
my main form of income so I do work with companies based on that umm partnerships I 
do work with companies too from time to time depending on the company I really do limit 
I usually do not accept any partnerships that are nonpaid umm, but the ones that are 
nonpaid like Aveda they do offer me hair services which usually every time I go get my 
hair done it’s like it’s probably over 1K to pay for so they cover it so umm yeah but I built 
a relationship with them for years so I partner with I collaborate with them all the time for 
years now so I’ve built a strong relationship  

And other companies’ new ones that try to partner with me that don’t pay me I 
just reject unless they’re you know it’s worth my time like free travel you know like a free 
media trip or whatever press trip something like that that’s something I’ll take but I do not 
usually accept nonpaid sponsorships I do not accept nothing that’s not paid. 
 

20. What would be some reasons to participate in Collaboration with other bloggers? or 
not? 
 I think you should participate in a collaboration with other bloggers. Bloggers 
working together meeting people I mean both can learn from each other and create 
strong relationships and you know work together to succeed I don’t think there’s a 
downside to not collaborating with these other bloggers I think there’s only positive 
reasons and you should actually collaborate with bloggers. 
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Interview with ASBTAC_26 
 
Personal Characteristics/Behavior 
 

1. Describe a typical day as a Full-time Fashion Blogger, what do you do?  

So, I will wake up either go to clinic or go to my computer, which is what I've been doing 
lately because we have to do the social distance classes.  Umm, and then I will, around 
12 o’clock go ahead and post for the day on Instagram. Instagram is the umm major social 
media platform that I use for my blog. I will link all of my items to like to know it if I umm 

am linking something that I’m wearing if it’s an informative piece then I’ll just leave that 
part out but I‘ll link all my items to like to know it and then I like to ensure that the post is 
also live on Pinterest. Because I want to make sure that I’m promoting across social media 
platforms and then I’ll take time to respond to comments, answer DM’s, and just check the 

statistics of my posts and then if I have any emails, I need to reply to then I’ll do that. if I 
have any branding campaigns that I need to do then I’llschedule my photography session 
with my photographer and then I’ll go back to my Instagram posts to see if I have more 
comments to answer and then decide what I’m going to post to be interactive on my stories 

throughout the day.    

  

2. From your perspective, what personality traits are necessary to be a successful 
blogger?  
Oh, my goodness. You have to be persistent...you have to be persistent, you have to be 
consistent, you have to be authentic because your audience will see and feel if you’re not 
and then they won't trust you and if they don't trust you then they won't purchase from 
you or purchase anything that you're promoting I think it is also important to be engaging 
you know who wants to send a DM or write a comment to anyone who is not going to 
reply so I feel like you kind of have to be a people person or at least pretend you are so 
that you can engage. But definitely persistence, consistency, authenticity that’s very 
important.   

 
Evolution of the Blog & Motivation 
 

3. What are three major changes you have made to your blog over time?  

 Three major changes I would say the umm the way that,  it the way that it looks,  the 
appearance I want things to be pretty it's important to not just post  good information you 
have to make it look visually appealing so I wanted to do that so I changed the format of 
my blog I did that a couple times I changed the, uh logo of my blog so that it wouldn’t  be 
too much and  kind of overshadow my photos or whatever else I was sharing and I also 
changed the direction of my blog a little bit  at first when I started it I was in second year 
of med school and I was so tired of not doing the best in my classes and I needed a 
creative outlet so Surgery and the City  was  initially supposed to be predominantly 
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about Fashion and now I would say it's 50% fashion 50% medical school advice and just 
telling my story of how  I got into Medical and what I did to stay in and finally graduate so 
definitely changed the appearance and the content  
 

4. What motivated you to become a Full-time Blogger?  

 I really needed an outlet. I was not happy just focusing on the medicine, it just was no 
longer enough for me. I felt constantly rejected by medical school every single time I 
didn't perform the way I wanted to on an exam and I’d gotten to a place where I put my 
all into medical school and that was all that I was doing and I realized that I needed 
more balance and I needed to go back to some of the things that made me happy prior 
to medical school acceptance and that’s always been creativity from young I would take 
poetry classes and painting classes and drawing classes and you know I would be in I 
was interested in photography I think I took that class twice in high school and I’ve 
always been interested in fashion and expressing myself through what I wear because I 
am a bit of an introvert and so I just really needed an outlet and something else to focus 
on and doing that my score in medical school actually increased because I was happier 
and more balance so I actually created my blog out of a necessity.   

a.  What steps did you take to transition to a Full-time Blogger? N/A same 

as previous answer   

5. Does being a Full-time Blogger require you to quit your job?  

 I do not think it’s absolutely necessary to quit your full-time job to go into blogging full 
time. I plan on doing both medicine and fashion and fashion blogging. It is definitely 
easier to just focus on one, but there are many who do both, full time.   

a. If yes, how did you know when you needed to quit your job?  
 

Challenges/Satisfactions 
 

6. What part of Blogging do you find most challenging? Most satisfying?  

I would say is getting people to email me back when I email them for opportunities 
umm I know that everyone is busy and I know that it's a numbers game especially now 
since funds are limited when it comes to Brand Partnerships um so I don't have a whole 
bunch of Instagram followers and I get that but I feel as though my engagement is good 
so I do reach out to brand and still pitch them but  it is very difficult to get a response so 
just feeling like I’m at the will of other people when it comes to opportunities and 
sponsorships that’s a bit difficult but persistence is key and I continue on emailing. 
Something that’s been most rewarding has been being able to share my journey through 
medical school and just encouraging people in all walks of life to just not give up on their 
dreams and what they want to accomplish has been very, very rewarding. Just getting 
those DMs saying you know I was about to quit I was about to give up on my dream, but 
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you've made me feel like I can absolutely get through this whatever I'm going through so 
that you for that those are my favorite kinds of DMs  

Umm, Just another challenge just as being a Black Blogger who is kind of umm  just 
getting my footing and not doing this full-time because I have been in medical school, 
there are just so many boundaries I feel that are up umm apparently we don't get paid as 
much as our white counterparts  we don’t get opportunities as much because uh when 
brands post us there aren't as many likes which I think says a lot about brand base 
audiences umm so there is just a lot of things that black bloggers face in this industry 
and umm we’re all fighting to create bomb feeds and  then I see the people who are 
getting paid the bigger money by brands and I look at their content and their feed and I 
just don’t get it I don’t get the appeal umm, I don’t get it. That is just something I wanted 
to make sure that was in the interview. We’re working to break down those barriers.   

7. How do the challenges you faced early on in your Fashion Blogging career differ 

from the challenges you face now? 

 Now  I am actually able to have people come to me with opportunities I do not feel as 
though I'm able to umm to control per se the rate that I’m paid yet just because I don't 
have those numbers that everybody likes to see but I still get a lot more opportunities now 
that I did before so even though the Brands that I pitch may not respond to me I'm still 
having brands come to me saying they want to work with me, which is really great.   

 
Social Media 
 

8. What, if any, training or education in social media did you need to successfully 
blog?  

Umm, I would say it's more so informal training I like to watch the bloggers that I 
view as successful in this business and I network with them if I have any questions, I’ll 
reach out to them and ask politely after building a rapport with them of course first cause 
nobody wants to get a whole bunch of questions and they don’t even know you.  Umm so 
I will do that and I will also go to networking events I‘ve been blessed with the opportunity 
to be invited to various events throughout the Atlanta area that is specifically for bloggers 
and I’ll go to them and I'll speak to people to see what kind of wisdom and knowledge. 

 I can ascertain from them and if there are any panel discussions so I will umm 
attend those sessions as well are you familiar with influencing in color? No, okay they're 
a conglomerate of 4 female bloggers in the Houston area and they’re just a wealth of 
knowledge they have had a lot of success with brand partnerships and so they had an 
event here in Atlanta  and I definitely went to that so things like that I consider offline uh 
nontraditional training but it's definitely helpful.  

 
9. How did you determine which social media platforms to use?  

I just kind of started with one and then branched out to others and so I started with 
Instagram and then I said well let me try Pinterest because I heard that’s a great way to 
get more views on your blog and so it tried that as well and then I said well okay let me 
get more into video content creation umm and I just wanted to use the major platforms 
that I know are out there just so that I  



 

341 
 

could make sure that I maximize my views, so I don't think it was necessarily a plan of me 
deciding which ones to used I just saw which ones were available to me and just tried to 
uh maximize my efficiency on all of them.   
 

 a.  Which of the platforms are most important?  

I think that platform is definitely the most important because that is the most popular one 
for right now but again we don’t own anything on that platform so I want to make sure that 
I have my blog because that's something that I actually own the rights to and its 
copyrighted and it’s just mine so I would say that Instagram is the most important because 
that is how you can get the most eyes on your content but at the end of the day you still 
want to have um your own platform.   

10. In your personal opinion, what are key activities that influence growth of followers 

on your social media platforms? (filters, poses, quality of pictures, hashtag, time of 

day post)  

Umm, I would say that content is  most important and it may sound cliche but people 
really do want to hear a story umm I think that sometimes people can get a little bored 
with you know just a really cool outfit or a dope pose or a dope angle or shot and it 
makes people feel like well that’s not my life how can I relate to that I don't have money 
to afford that beautiful outfit but when you tell people a story and you lead people 
through the course of your life and you show them uh certain things that help you to 
maximize efficacy in your life I find that people find that more relatable it can be 
something as small as you know showing someone how you do your grocery shopping 
or what you cook or how you style something on budget or how you get your groceries 
on a budget like who doesn't’ love Trader Joe’s I feel  like people like that kind of thing 
and they like to have relatable content.   
 

Content Development 
 

11. What is your current process for developing content on your blog?  

Oh my gosh.  Umm, sometimes, I not... sometimes all the time I get my best ideas when I’m in 
shower and so something will just pop into my head and sometimes I'll see something that 
someone else has done and ill tweak it to make it my own so if I’m on Pinterest or Instagram 
and I see something I like then I’ll get inspiration and develop my own content from that if 
something happened to me at school that I think could be a teaching lesson then I'll write a post 
on that I think that content creation just comes from living your life and being authentic to what it 
is that you're experiencing every day at least  that's the way it is for me and so ill develop my 
content around that and then umm when it comes to shooting I’ll call my photographer and say 
hey I have some looks I want to shoot and even if I am just posting an outfit I’ll create a story 
around it usually to tell my audience something about me or something about my experience 
and if I’m in clinic all day then I have to shoot super early in the morning like at the crack of 
dawn and if I am not then we will still meet at the crack of dawn and shoot and get it done 
because it's just that important to me.   
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 a.  Has this process changed over time?  

 I would say it has because before around 2017, early 2018 I could not afford my 
photographer and so I would have to kind of cajole my mom to take my pictures 
and umm that was a process because I was not familiar with Lightroom I didn't 
have any presets I didn’t know what a preset was and so I feel like I was not as 
efficient when it came to spinning out content it would take me longer and I would 
not get the results I necessarily wanted but I knew that's what I had at the time so 
I just  kept on rolling with that until I could uh make things better.   

 
12. How much planning goes into developing content for your blog?  

 b.  What specific content do you plan?  

 I plan out my posts so when it comes to publishing on my blog those posts are longer of 
course than my Instagram posts and so I will write those sporadically whenever I feel like 
okay I really like this look or I really like this experience I’m going to actually take the 
time to post this to my blog.  So, I’ll take an evening when I’m umm done studying and I’ll 
go ahead and write out the post for that and as soon as my photographer tina sends me 
back my images then ill upload everything onto WordPress and umm just pick which day 
I’m going to umm post it and what is the app that I use the app that I use is preview and 
that helps me see which pictures look best next to each other in my feed because 
people like to see a nice looking feed especially brands so ‘ll plan out my feed in 
advance and that'll help me determine which day I’m going to post each image or each 
experience or each blog post.   

 
13. How do you know the content you develop is what your audience wants to see?  

I have struggled with that because my blog is so precious to me so sometimes okay a lot 
of the times I don’t really ask my audience what they want to see because I feel like  it's 
my form of self-expression and an outlet I needed so desperately so I want to make sure 
I’m staying true to myself and posting what I need to see but the feedback is what tells 
me that they’re benefiting from it too I may not ask them all the time what they want but 
when they DM me or write a comment then that’s what’s letting me know that this is 
hitting home for them too and I continue along this path of content.   

14. How do you ensure you are staying consistent with your content?  

It’s really not that difficult for me because it's something I so enjoy and because it's 
something I start to monetize I kind of treat it like a job like a second career but I really 
do love it and I really am passionate about personal branding and creating ads and 
commercials for other brands I just love it so much that I really doesn't’ take a lot for me 
to umm do it I don't motivate myself to do this it’s just something I wake up each ...I’m 
like oh my gosh I can't wait to take this photograph. I can't wait to post this and, you 
know, get people's reactions on this. I really do enjoy it.   

 
15. From a blogger standpoint, can you define authenticity?  
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Authenticity as a blogger is staying true to your own story so  instead of looking to the 
right and the left of you and trying to mimic what other people are doing just because 
you find them successful staying in your own lane and continuing to do what is umm true 
to you and who you are consistently and finding your own success in that I once said to 
my photographer you know I see a lot of black bloggers especially the ones in New York  
using a lot of gray tones and browns and you know umm black and red and I said maybe 
I should do that too because they’re so successful and their pages look so dope. And 
she was just like Anya, why would you ever do  that? You wear color in your real 
life, in your everyday. You’ve always worn color. Your mom started dressing you in color 
right after you came out of the womb. Why would you change up l like that? And so I had 
to stay true to my own personal experience and stop telling myself that you know all this 
color is juvenile and umm it's not going to get the attention of brands because that’s just 
not the truth I just had to continue to be consistent in it and walk in that.   

a. How do you build it into your blog?  

I'm as honest as I possibly can be. I just dropped a video actually about 
how I was kicked out of school and had to appeal to get back in umm a 
couple years ago and so just being raw and open and honest I feel like 
that is how I'm able to maintain authenticity.  You know not sharing 
everything because not everything is for social media but certainly 
sharing the stories that I feel cold encourage someone or motivate 
someone or just make people feel less alone I feel like Millennials are just 
in this space where they feel alone and misunderstood and umm if I can 
take some of that away then I’ll do it and so that’s how I’ve been able to 
be authentic.   

b. How do you decide what to share with your audience and what NOT 
to share? (controlling public's perception)  

Umm, for me it’s kind of easy because it is just me, I’m not married I don’t 
have any children so I don't really have to think about that umm I don’t 
know how I if something I feel is going to get me in trouble or cause 
offense or get in the way of my career then I won’t share it but if I feel like 
it's outside of those boundaries, then I’m okay with sharing. Umm I know 
that's very vague but I really don't put a lot of thought into what I don't 
share because I'm so intentional about what I do I think it's more so a 
question of when I share you know sometimes people will ask me 
questions that I’m just not ready to answer yet and so I’ll say oh going to 
share that soon and then move on from that umm  I like to share with 
when my story is a testimony when I'm on the other side of it and when I 
won't be getting a whole bunch of unsolicited advice from a whole bunch 
of stranger who I love but who  I don’t know personally umm so when my 
story is a testimony and I’ve come to some sort of solution that’s when I’ll 
share.  

Financial Considerations 
 

16. How does developing content translate into monetary value?  
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Umm I think it depends on what you're developing and how often you're doing it. if you 
are consistent and if you develop quality imagery then you can monetize for sure you 
definitely can umm the more that you are posting and the more value, you’re providing 
the more you can monetize is what I think and that’s been my experience. 
  

17. What are some typical expenses you incur as a blogger?  

Definitely my photographer, she is my friend, but I value her as a businesswoman.  So, 
of course I'm going to pay her and umm my clothing.   I have to have clothing to shoot 
and preferable clothing that is in season and current so that people can use my links on 
like to know it to purchase and I do like to keep my clothes umm I don’t use rent the 
runway or anything like that because I get attached to my clothing and I want to keep 
them forever so that's definitely an expense and  then when it comes to having my own 
email address from google and the apps that I use on my phone to make sure that my 
blog is visually appeasing and umm what else any kind of umm yeah apps subscriptions 
those are all expenses that I have to factor in.   

 
 a.  How do you differentiate between a personal expense vs. a blog expense?  

 If it ends up on the blog, that is a blog expense. that is how I do it, yeah.   

Sponsors/Collaborations/Partnerships 
 

18. Can you explain the difference between Sponsors, Collaborations, and Partnerships 
as it relates to Fashion Blogging?  

Umm I have been using all those terms interchangeably to be quite honest to me they 
were all the same except for partnerships. when I think a partnership, I think of an 
extended collaboration, so I have a partnership with the scrubs brand that I wear, and 
we have an extended collaboration that we are doing together   

 
19. What would be some reasons to participate in content that is either sponsored, a 

collaboration or partnered? or not?  

I think reasons to participate are if you genuinely love the product, genuinely are more 
interested in learning about the product and use the product you know  there are so 
many things that we all use in our everyday and that is authentic to our daily activity and 
I just figure why not partner with them so that you can have all the more reason and all 
the more opportunity to show the world why you love them so much I think that is just 
such a cool thinking like I use this in my daily life and now the company is reaching out 
to me and saying that they want to partner with me I just think that is so cool umm A 
reason not to partner is if you don’t agree with the uh company’s values if you don’t 
really use the product if you're not even interested in learning about the product and 
what it can do umm just sharing something to get a check even if you, even though you 
don’t really you know vibe with the company I just feel like that is inauthentic and people 
will be able to see through that and umm not really purchase what  it is that you are 
promoting.   
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20. What would be some reasons to participate in Collaboration with other bloggers? or 
not?  

I think reasons to participate are to  learn from one another to gain wisdom from one 
another to potentially grow your following together umm and to spread awareness about 
something important to send a message I know that there are a lot of bloggers who 
participated in various COVID collaborations where you draw out on a sign something 
and then they all send a collaborative message their followers I thought that was great I 
saw a lot of that over the past few weeks so things like that. Reasons not to participate in 
blogger collabs is to consistently grow your following.  

I think that the whole follow for follow thing is a little bit spammy and can get a 
little Annoying if you have this blogger you love but she's doing some sort of uh blogger-
based giveaway every single week just so she can grow her following I feel like that's a 
lot and I know that I definitely don't want to seem like that on my feed every single week. 
Umm I think that doing something that's going to umm going to be dishonest to your 
audience is definitely the wrong thing when it comes to blogger collabs I recently read 
about some bloggers who were supposedly giving away a car and Instagram had to step 
in and get involved hey this is not okay you guys are doing this to get more followers this 
is spammy it’s weird stop umm so  things like that things that are not bringing value to 
your community things that are spamming them and umm kind of  tricking them so you 
can gain more traction I don’t think that’s okay.  
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Interview with LIVL_018 
 

Personal Characteristics/Behavior 
 

1. Describe a typical day as a Full-time Fashion Blogger, what do you do?  
Umm, so every day I would say is definitely different uh depending on you 

know what my goals are for the week umm whether I have partnerships that are 
going on umm or any initiatives that I’m working on. Umm But to kind of get a 
baseline of what I try to do is I usually wake up and I focus on my email inbox so 
that’s kind of the first thing I do when I wake up. I wake up, I check my inbox I 
check any of my social media DMs to see if there’s any messages from my 
community that I need to answer umm simply because they’re my primary focus 
uh without them I wouldn’t be able to do what I do so if they have questions in my  
DMs I want to answer them quickly  

Umm if there are any emails, they sent that they’re concerned about 
something there was a link problem they’re looking for something I want to make 
sure I answer them if I have none of those or I’ve answers those I try to aim to 
respond to any brand or PR emails whether it’s follow-up from in the middle of a 
partnership or if they’re reaching out because they’re interested in working with 
me or they have questions or there’s anything I emailed them about. I try to 
tackle that first umm there are some emails where I’ll actually just star them and 
save them for later because I feel like it needs to be more of a context umm and 
then I follow up with those or if they need more information or screenshots, I just 
try to you know star those for later and get it done.  

Umm Usually my email inbox with brand collaborations are things I focus 
on Monday through Thursday. Uh Friday is my slow down day. Umm, you know I 
do have a family as well I do have a young son; I try to make sure that this 
business isn’t taking away from my time with him. Umm so, on other days which 
is usually Tuesday through Wednesday is the days I also send pitches. so, the 
one thing that I do is I pitch myself I do have an agent that helps me with emails 
in my inbox so a lot of the times when I’m looking in my inbox, I need to do brand 
or PR things he’s usually taking care of them so I’ll either a) forward them to him 
or just kind of track what he’s doing just to make sure that like nothing gets left 
behind. Umm He does a very good job, but I also want to make sure that like just 
in case something falls through the crack everyone’s human umm that I’m also 
catching it as well. Umm but I do pitch myself so that’s the one thing with my 
manger he doesn’t pitch for me or nor would I really want anyone to pitch for me 
because I feel like when you’re pitching you have to put in unique ideas, and no 
one can generate a unique idea based off my lifestyle besides me.  

So Tuesday through Wednesday is when I’m pitching umm emails as well 
umm sending them to brands saying hey I have this idea umm would love to 
work with you so on and so forth Monday I do my follow-ups umm again 
everyone’s human so I know that when I’m pitching some of those emails are 
going to fall through the cracks, people are busy, people are out of the office so I 
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try to follow-up umm every Monday because I feel like that’s when everyone’s 
getting back in they’re going oh shoot I forgot about something. Umm in between 
those days again depending on whether I have brand partnerships going on I 
may do some Instagram story filming I may try to uh take some photos 
depending on later in the evening I don’t do them during the day because it’s too 
bright outside unless they’re indoor photoshoots which middle of the day is 
probably the best because that’s when you’re getting the most sunlight into the 
house umm but I’ll do, I’ll work on any creative that I need to work on. 

 Umm, usually my photos are taken on the weekend uh so during that 
week the weekend Saturday, Sunday is when we do photoshoots.  Umm and by 
we, I mean my husband is my photographer so it’s very easy to get those done 
on the weekend. Where we’ll just go out, we’ll shoot that also combs into during 
the week is when I’ll do any editing creating captions umm and outside of brand 
partnerships, I mean a lot of my content my photos umm anything I post is like 
90% just my own content and not branded content.  

Umm, so I’m making sure I’m creating you know good captions there 
running through things making sure I’m building up my blog posts which I do 
focus on doing on Monday trying to get them done for the week so they’re just 
automatically scheduled make sure I’m updating information for my newsletter 
make sure I am scheduling out any social media that I can schedule out I don’t 
schedule out Instagram but I do try to schedule out my Pinterest pins they all go 
up by themselves umm I do try to schedule out Facebook posts especially when 
they are just kind of sharing my blog post when my blog posts goes live it shares 
out that to my Facebook as well as Pinterest so that’s kind of the basic run of the 
mill for the week it is like a lot and I feel like there are parts I’m probably missing 
it's depending on what is missing and what I have on deck that I actually focus 
on.  

When a blog post goes live it is scheduled out to grab all the photos put 
caption on there and send them out [Pinterest] and put them on the boards that I 
am a part of whether they are my board or collaborative boards but throughout 
the week when I have time I’ll like sit on my phone or on  my computer when I 
just want to go through Pinterest like people usually do I’ll umm schedule out pins 
that I’m going to add from other places so I’m like oh I saw something cute I’ll 
add this to my schedule.  
 

2. From your perspective, what personality traits are necessary to be a successful 
blogger? 

Umm, for my experience the personality traits I think you definitely need to have 
to be a blogger is one is you need to be patient umm everyone thinks that you get on 
social media especially in this day in age and things happen in an instant umm but that’s 
now how it works. Like even for a new blogger umm I’ve been doing this for now six 
years so I’m where I am after six years, I’ve ran into new influential bloggers who are like 
I’ve been doing this for six months I only have like 8,000 followers and I’m like that’s 
actually pretty good like you’re not going to get to hundreds of thousands of followers in 
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two months like that’s not how it works. umm you also have to have openness and 
understanding.   

When you are building a community, you’re going to get different personalities, 
you’re going to get people who have different political views, different sexual 
preferences, different ethnicities. So, it’s one those things is you’re not trying to leave 
people out but you’re also connecting to find people who find a similarity to you in a 
certain way. So, I know that there are people who, you know, have political differences 
than I do, they have a different set of lifestyles. I mean, I’ve been mommy shamed 
before umm where I’ve shared things about you know the fact that I do certain things 
with my son. Umm for example I mean I’m not ashamed of it my son sleeps in the bed 
with us. It’s just something that is comfortable for him and people are like you’re not 
supposed to do that. How dare you like you’re endangering him. And I’m like for one, 
don’t mommy shame me like I understand that’s your view, and I accept those people it’s 
not like I’m like, when they DM or message those things I completely throw them off. I 
just openly go I understand that’s your view I understand that’s your preference, but this 
is how I want to focus on my family and how I want to treat my son and I don’t feel like 
I’m endangering him. So, I feel like that’s where that personality comes in is you need to 
be open to also receiving criticism and dealing with what they say the trolls and you 
know, not getting overly frustrated. It’s easy for us to immediately go to anger umm but I 
think that patience that openness that understand is where we come in as influencers 
and bloggers to educate. Here’s your view and here’s my view meet in the middle and 
just, you know, learn about each other.  

People do that. I think it’s because like people are behind their phones so you’re 
not directly in somebody’s face. So, it’s a lot easier to saying something over a DM or a 
text message or like when you can just get away with it, they can’t come find you, they 
can’t’ confront you. My husband calls them, I call the trolls, I think he calls them like 
iPhone instigators.  I don’t know everyone has different names for them sometimes I go 
how the audacity I will admit there are times where I’ll get messages and it like burns me 
up inside that someone had the nerve to say something like that and then you know I’m 
like alright I need to calm down because even with like you know Black Lives Matter 
when it was at its peak of you know  being on everywhere on social media not saying 
that this has gone away at all but there was a time where it was a lot more highlighted a 
lot of emphasis. So, I was of course posting things. I mean I’m black so why would I not 
post things. This deals with my life and my family. Where people were actually 
messaging me and go, I don’t come to your page for political things or for you to voice 
your opinion, I come for fashion inspiration. So, I said you know I understand that’s what 
you come here for but you’re also coming here because I am who I am. So, if you can’t 
understand that I need to post about this, then there’s some type of conflict here. I’m not 
saying you’re racist but I’m also not saying you’re not aligned with me as much as you 
think you are so let’s just talk about this if you don’t want to see them you keep scrolling 
you don’t want to listen to the stories you click next if you don’t want to follow me 
anymore that is your decision and I’m not going to hate you for it but I’m also not going 
to stop what I’m doing because it’s my responsibility on my platform is to stand up for 
things especially when it is near and dear to my heart and it affect my life.  
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Evolution of the Blog & Motivation 
 

3. What are three major changes you have made to your blog over time?  

Ooh that’s a good question. Umm so I would say one of the biggest most recent changes 
is I redesigned my blog.  Umm for a while it was this gold and gray look that was just 
very flat, and it was just based off my own capabilities to be able to design myself and I 
felt that I wanted to be able to create a blog that 1) spoke to my personality reflected 
things I like the colors I like branding I wanted to go with and 2) made it easily readable 
and attractive for my community to be able to get access the information and access 
other things. There were pages that weren’t being visited at all because they were just 
so hard to get to or they weren’t standing out.  Umm so I had a great designer who took 
all of my ideas you know I still gave her creative freedom ‘cause I was like I don’t see 
websites like she’s websites umm so how my blog is now with the intro part of it, the 
shop really big, like that was something that she helped me design so It’s like it’s 
catering more to my readers and I’m seeing through analytics that they are getting to 
pages that they weren’t getting to before especially also going to videos because those 
weren’t featured as much as well.  

Umm, another major change that I did I guess I would say to my blog business is 
I started outsourcing a lot more work than I was before uh I realize as much as I try to 
say that, you know, I’m superwoman I can’t do it all umm especially it happened most 
especially because I had my son. I think when I was pregnant, I realized I was moving a 
whole lot slower umm, I didn’t want to get off the couch I just wanted to eat all the time I 
wanted to sleep. So, I had to keep myself I realized that with me trying to do all the work 
I was doing while I was pregnant was stressing my son out umm and stressing me out 
and it was just making me more tired. And then of course when he was born, you know, I 
realized I was falling short of getting things done umm, I’d brand partnerships fall off. I 
had followers reaching out saying we don’t see content as much anymore I realized I 
was slacking on that because I was spending so much time with my son that was my 
focus and I realized okay if I’m also working, I still have to work or I’m gonna to lose the 
ability to take care of my son the way I want to take care of him. Umm so I outsource a 
lot of the work now. Like I said I have an agent now who does a lot of my emails uh 
managing that and doing all the contractual work so I just focus on the creative behind 
the scenes when it comes to that he takes care of. I’m also with Chloe digital now so 
they help me do all of my SEO work consulting going like doing all the backend stuff for 
my blog anything that comes with technology anything that like breaks down on my blog 
I’ll sit there and take hours trying to fix it and do research and they just take care of it. 
Umm, and they’re also helping with projects. So, I have a lot of projects that I want to 
work on so they’re helping me build that up and you know helping me grow and expand 
with things I didn’t know how to do before. Umm so the outsourcing has definitely helped 
a lot more  

Umm, and also I guess the last biggest thing that I guess was a change was that 
when I first started blogging umm my photography’s just changed overtime I think it was 
just one of those things when I started I had a generic camera and a tripod and I was 
doing it myself and I just went with that umm and worked on the editing umm after a 
while I realized I wanted to upgrade on my photography and I started uhh, paying 
photographers to do photos which you know adds to the budget and you know I still work 
with photographers and I still pay them umm occasionally but I realized that I could 
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invest in my own camera and still do the tripod thing so I upgraded my camera I decided 
let’s instead of me paying all these fees for these photographers. 

 Umm, where I can essentially do my own editing I did have classes I took in 
colleges for photography and editing I just didn’t have the camera umm so I upgraded 
the camera bought like this really top of the line camera that I still have uh and start 
using that and then you know as my husband started saying more you know you’re 
going out you’re doing this all yourself we’re not spending a lot of time together I realized 
why not get him involved so he actually took a class uh on photography and became my 
photographer so now a lot of the work when it comes to the creative side is done in 
house so its elevated my photography to the point where it’s attractive for my readers 
attractive for my community attractive for brands allows me to do a lot more to the point 
where I’m not focusing much on you know framing and taking the photos but now 
focusing more on how can I expand my editing where I can like today there will be a post 
going up where I’m in the photo looking at myself where I wasn’t able to do that before 
where I can put two of me in one photo. Umm so being able to expand upon that, that’s 
like one of the biggest changes over time that has helped me to develop in something 
I’m still continuing to work on.  

4. What motivated you to become a Full-time Blogger? 

So, when I first started, I was in…And I was going to school at the time so to me I 
was a full-time then because yes, I was in school, but my job was my blog. when I 
graduated, I realized I don’t just want to just be a full-time blogger at the time. And this 
was, I graduated college in 2014 so this was a while ago. Umm because I had gone to 
school for teaching and I was like if I went to school, I paid all this money that I’m still 
paying off I need to actually use the degree that I paid for. Umm so I went into teaching 
and I was part-time blogging during the school year while full-time teaching and then 
fulltime blogging during the summer because I was off during the summers.  Umm and I 
started to realize how much I loved full-time blogging during the summer versus not that 
I didn’t love my students don’t get me wrong I love my students I love teaching I still love 
teaching like there are days when I’ll sit there and I’ll go I miss my students but I felt like 
blogging was where I was meant to be so when I went on maternity leave I was basically 
working blogging full-time I mean I just started blogging full-time. I was like you know I’m 
off I’m not gonna just sit around here and just do nothing when I could be doing 
something.  

So I ...as that happened and I started growing and my blog started expanding and 
things started to pick up with my business I was just overall happier I decided maybe this 
was the time since I was away for so long umm cause I was supposed to the summer 
started so I was off from teaching in June my son was born in August and by February 
so there was a big chunk of time that I was not in the classroom so when I was full-time 
blogging at that time I just felt like this is the best time to you know switch over because I 
feel like when you’re working you wanna be in a place where you’re happy  you’re 
excited about what you do you wake up and you’re like yes I’m going to get this done 
whereas like I was excited to go in and teach but when it came to like grading things I 
was not motivated I would purposely put things off I would purposely try to avoid 
conversations with my colleagues and didn’t want to let them know I wasn’t doing what I 
was supposed to be doing in a good timely fashion I mean they would get done but they 
were very last minute so I could have been doing such a better job teaching and catering 
to my students umm and I felt that though they were learning a lot and you know I was 
being congratulated on the fact that my students’ tests scores were growing and they 
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were doing great I just felt like I was just slightly doing them a disservice where if I had 
spent more time working on that than I could have so I think it came back to my blog of I 
was putting more time into there and now that my son was born working at home being a 
full-time blogger gives me more time to spend one on one with my son and I like I mean 
love is love but when my son was born I could not walk away from him if we went on a 
trip once my husband and I and every day I called to FaceTime him even though he did 
not know who the heck he was talking to at the time umm so I mean that was also 
motivation the motivation to be able to do something I’m passionate about everyday be 
happy be motivated and also being able to stay at home with my son just was just kinda 
put the cherry on top of you know this fabulous Sunday of my life.  
 

a. What steps did you take to transition to a Full-time Blogger?  
Umm the steps I took was mostly reorganizing myself. So, I mean I had the email 
I had the blog but I think there was a lot more that needed to go into it from a 
business side of establishing myself with branding umm making more 
professional media kits umm making sure everything is organized a certain way 
so I granted tasks, so I bought task management systems which kind of kept me 
in order 
 I started building up my own contracts so that like you know I wasn’t waiting on 
brands to generate contracts I started establishing you know getting my agent 
which would help me so kind of doing that outsourcing as well that would help me 
grow ‘cause I feel like you know without their assistance I wouldn’t be able to 
grow and do as much in the business as I am now. Umm and also just you know 
making a list of where my goals are. What are my short-term goals? What are my 
long-term goals?  And what do I need to get there? And also, how can I build 
upon this blog? Not just saying okay I’m full-time blogging but what else can I 
offer What services can I offer to brands? To my community? Can I sell 
something can I what can I offer? So, it was one of those things where I had to sit 
down and make a strategic business plan for myself and figure out where I 
wanted to go and you know set expectations for myself that were reasonable but 
also kind of make myself the CEO but also the employee and hold myself 
accountable Umm and saying you know like I pay myself to be honest. Like there 
is a blog account but if I don’t put in the hours that money that’s in my account 
does not go into my personal account for me to spend my own money. Umm so I 
do it, so it basically makes me feel like I need to get stuff done. Umm so I think 
it’s those strategic changes of taking it a lot more seriously and building a 
business plan versus I’m gonna wake up and I’m gonna write a blog post and I’m 
gonna post on social media whereas that can be something but that’s where it’s 
more of a hobby to me. Umm whereas having those initiatives and those 
business goals and establishing your platform and what you’re standing for and 
making those deadlines is where it comes into play.  
 

5. Does being a Full-time Blogger require you to quit your job? 
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No, I don’t think it does and I think it all depends on time management and how 
motivated you are, your ability to be able to multitask and the ability to be able to 
schedule yourself and outsourcing that as well too. Like I said my manager does my 
emails I watch them, but my manager does them I can spend my time just talking to my 
community and focusing on the creative aspects.  So, it doesn’t require me to quit 
because I can still send an email and my…the CEO at the other job I work at hired me 
because of my blog so he is very aware of what I do he’s a subscriber to my email 
newsletter I always find this hilarious because he’s a male and I do women’s fashion, 
and motherhood and beauty and like what are you doing? Why are you still subscribed? 
He’s very aware of what’s going on he asks me how I’m managing and I’m very upfront 
I’m on a lunchbreak I have my phone in hand I’m eating I’m working I schedule my blog 
posts  
I’m still working. So, technically what I say is I work two full-time jobs. Because the 
amount of when I look at the amount of hours, I put into blogging its about 40 – 50 hours 
a week. Umm but I also work at another job umm job where it is remote, so I am at 
home, so it allows me to multitask and still stay at home.  Where its marketing focused 
so it’s still in my realm for a tech company. so I do a lot of marketing work for them umm 
and  that’s a 40 hour work week whereas so it overlaps so I go from on my breaks I work 
on my blog stuff and  then after I clock out I also work on my blog for the rest of the day 
‘cause I can send emails from two different computers at the same time and then during 
the weekend I do a lot of work especially during my son’s nap times umm and plus my 
son’s also integrated into my blog I won’t say I’m exploiting him. ‘Cause everyone’s like 
oh you’re using your son. I’m like no, I’m not using my son it’s about motherhood.  I 
share stories about him umm, so I take him on the photoshoots.  I, you know, put him in 
the photoshoots we do stories together so he’s always some place. Uh I do try-on stories 
and people will see him crawling around and think it’s like the cutest thing. my manger is 
trying to manage him at this point he’s like we need to get this boy some brand deals 
and when he gets his own Instagram account like I’m a manage him and I’m like first of 
all he didn’t sign a contract, so you better slow your roll bro. But I think everyone goes 
well look you have one full-time job. I don’t think that needs to be established, you can 
have two full-time jobs. I feel like once you hit 40 hours, you’re full-time working and I 
work two full-time well I say I work three full-time jobs. I’m a mom first, then I work my 
blog and then I have my other day job.  

a. If yes, how did you know when you needed to quit your job? Answered above. 

Challenges/Satisfactions 
 

6. What part of Blogging do you find most challenging? Most satisfying?  
Umm the one thing I find or somethings I find most challenging is dealing with social 
media. Social media just constantly changes. Umm everyone... I’m sure everyone has 
this whole thing every influencer or blogger will say it Instagram is this beast that we 
keep tryna tackle they keep changing it no one understands the algorithm to which we  
get frustrated like you’re frustrated and you start thinking I’m gonna go to this resort of 
doing the one thing I’m not supposed to do and everyone talks you shouldn’t buy 
followers you shouldn’t be doing all these but people fall in this trap because brands are 
measuring against a lot of—with numbers and like they’re not measuring versus 
creativity which can become a frustration is you know  I’ll see bloggers and other 
influencers especially on Instagram and even on their blogs themselves who have tons 
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of brand partnerships, tons of brands partnerships and I look and not to like doubt what 
they’re doing, their creative elements aren’t as elevated as others and I’m not even 
gonna say myself is I’ll see bloggers and influencers who I follow who have are like 
genius with their – their umm their – their creativity the amount of editing they do, the 
colors, the angles the work they do in the things and they’re not getting the same respect 
as those with the higher numbers who are literally just walking around taking these 
haphazard photos but they’re getting it for the numbers  

And then like I’ve talked to PR companies and to PR reps who’ve said you know 
we’ve look at numbers and then we get back and we don’t get the same return on 
investment I like well because you’re doing it wrong like just because you see those 
numbers doesn’t mean it’s always there sometimes you can go to a influencer who has 
10,000 followers vs the one who has 500,000 followers because at 10,000... the one 
with 10,000 may get all 10,000 pf her followers to buy your products. Whereas the 
500,000 one may only get 2,000 to buy it. Like you don’t know what’s gonna happen and 
especially when they’re trying to repurpose imagery would you rather have the more 
creative one go onto your own feed as a brand or if you’re using it in your storefront or 
use it like it’s just one of those things  

umm the other frustration I have and its one I’ve been talking about I mean for 
years especially very recently the lack of diversity in the blogger and influencer field 
umm it is changing slightly at this point because that a lot of brand recently got called out 
like don’t sit here and post this black square on your Instagram feed and you’ve you’re 
the culprit of not diversifying your feed and I’m not even gonna say its diversity of having 
a black influencer or other influencer of color but diversity in all fields you know race, 
ethnicity, size, you know, background or stories like everyone wants someone that’s 
gonna relate to them in a certain way but by putting this cookie cutter look and story 
behind everything like I go on feeds and there’s always this blonde white woman who is 
rich and she just goes on all these trips and she has this husband who has like a job that 
gets 6 figures and I’m like okay I can’t relate to any of this not even just the look but the 
story behind her is she doesn’t relate to me so that becomes a frustration is you know 
even if I wasn’t a blogger when I’m looking at these things if I’m just I’m thinking of my 
community if I was one of them I would see that I’m not represented in many places. 
Umm the other I would say another frustration would just be sometimes I don’t feel as 
motivated some days as ... as other days. Uh and I feel like the frustration is my – my is 
me internally is I get frustrated with myself but that’s just kind of like a small one that I 
usually get over 

But the satisfactions I would say are a lot bigger umm I’ve gotten moments where 
I’ve posted a story on something I’m like this is very personal to me like so for example 
when I was tryna get pregnant I posted about the face that I have PCOS which made us, 
like it took us a year to get pregnant like it was just it was a struggle umm and that was 
like a really personal story to me but as was like maybe I can share this and you know 
talk about this. And I got a lot more of engagement and my community reaching out and 
talking to me about it more than I thought.  

So, the fact that everyone was like oh you’re sharing your story I thought I was 
alone I didn’t even know how to deal with this. It’s good to know that other people are out 
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there so, the biggest thing that keeps me going is that satisfaction that I’m connecting 
with people. I’m able to represent something they may not be seeing that they want to be 
seeing. Umm a story that’s sharing their like, you know, I can connect with this person. 
it’s kinda like gaining a friend that you don’t see every day.  well, you might see every 
day if you’re on Instagram every day and just kind of see me. But you’re not talking to 
them every day you don’t know them personally, but you know them enough that you 
know you can create that connection. 

 Umm I’m also satisfied is though I don’t teach anymore, I still feel like my 
blogging is my teaching.  I’m teaching in some ... some way and that satisfies me I love it 
when people learn something whether it’s about another culture, whether it’s about a 
brand, whether it’s about a person, whether it’s about motherhood, whether it’s about 
product that they’re learning something.  its changing them its effecting them and its 
making their lives a little easier umm so being able to still teach is very satisfying.  

And then I’m also not only the teacher, I love education that’s one reason I went 
into teaching is I love being in the classroom. But I love being on the other side of the 
desk. I love being there, sitting there, and learning. Like I was the person who would like 
be in the library and my friends would be like oh we’re going to a party I’d be like dude 
I’ve gotta finish this paper, finish my homework. but I love writing umm so to be able to 
still be in a place where things are changing so much that it requires me to learn and I’m 
learning from other people and I’m learning from the courses I’m taking, I’m growing, and 
I feel like this is a place where like I’m never going to not have an opportunity to learn 
something new. 
 

7. How do the challenges you faced early on in your Fashion Blogging career differ from 
the challenges you face now?  

Umm, so early on in my career I would say the challenges were more just 
establishing myself, so it wasn’t as difficult because you’re just finding yourself finding 
yourself is difficult but like once you establish yourself and you – you get into a flow. 
Once you get later in your career and now it’s okay, I feel like I’ve reached the ceiling 
how do I go passed the ceiling or where is my ceiling? So, like right now in my business 
is I’m no longer focusing on elevating my photography I guess I can change it but it’s not 
like I need to buy new camera I need to figure out my angle. Now they are established I 
know my look I know what I wanna share umm and now it’s okay how can I surpass 
that? How can I make things different? Umm and then also is how can I use my platform 
for change. You know before it’s just again establishing now it’s how can I impact others 
to change and do something positive in the community and in the world versus just 
creating content. 

 Umm, and it’s also about you know growing so I’m working on an e-book right 
now. To launch on my blog and then also, I mean my—my biggest passion is writing so I 
do wanna launch a book so it’s kinda like okay now I have all these other wants that I 
wanna do or things and goals that I set for myself before I kinda put aside how can I tie 
all this together and that becomes a difficult task that wasn’t considered earlier in my 
career I don’t want to ignore my other passions but it’s like trying to navigate how to tie 
them all together just to connect the to your community and it’s also about like retaining 
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your community is you don’t want people sitting there getting tired of hearing the same 
thing over and over again and they’re like okay well you’ve already shared this share 
with us something new content that’s not duplicate cause after six years I mean yes 
trends change but a lot of them stay the same. Mothering is mothering putting on is the 
colors change they come up with new products but it’s kind of like how do I get to a point 
where it’s not being repetitive how can I use content that I had before repurpose it so its 
updated umm and navigating through that and you know how do I still maintain those 
relationships with people who supported me early in my career that haven’t quite got 
there yet but you also don’t want to leave them behind. So, it – it’s as you grow 
establishes new challenges that are just not as they’re not as clear cut as it was earlier 
in my career.  

Social Media 
8. What, if any, training or education in social media did you need to successfully 

blog? 
Ooh so, I feel like a lot of social media is self-educated. I mean there are people who are 
out there that offer courses umm that kinda help of course like social media changes so 
much like there’s no way to take a course on Instagram like ‘cause you create it and you 
just keep creating like whoever does these video courses, I commend them. because of 
the fact things change so much you keep making videos over and over again so I would 
say the only course that I took was more understanding Facebook Ads and 
understanding Pinterest and how to grow those channels umm because I know those 
would lead back to getting me page views and growing my community so I took some 
very short courses and did some research on tools that would be helpful for me umm 
that kinda like help me grow with social media but I feel like the biggest thing in social 
media that’s not really something that can be taught is just establishing your voice and 
creating consistency which that becomes you ...you have to create your own brand. So, 
no one can really teach you to create your own brand you just have to figure out who 
you are and create it.  
 

9. How did you determine which social media platforms to use? 
Umm, so I tried to first aim onto what one I was very knowledgeable about and two 

what my primary goals would be so when I first sat down to do this as a business okay 
do I wanna be focused on this growing on social media and be a social media influencer 
or do I want to focus on my blog. And I realized my blog is where I want my main 
community to build from, I mean its where my main community comes from is my, my 
blog feeds my social media not my social media feeds my blog. So, I wanted to go in 
that direction. So, when I started thinking about that I was like okay what are the main 
social media platforms where its gonna benefit my blog I realized Pinterest is where 
people are go to click on things and read blogs like when I go on Instagram or not 
Instagram, Pinterest and I click on something its cause I wanna read whether it’s a 
recipe whether its information on it that’s how I do my research umm and also I know 
that that’s where other people another place people read and click on things is on 



 

356 
 

Facebook you go on Facebook oh this sounds like a really  interesting read like me click 
on it.  

Umm, Twitter and Instagram is a lot of places where people just wanna scroll 
through read it really quickly and keep going. Umm Instagram especially no one really 
reads the captions umm it just for the photo I was thinking okay this is not gonna benefit 
my blog it’s gonna be a way for me to have another social media channel to like also 
connect my blog but Facebook and Pinterest is definitely gonna be where the main 
sources. Umm when it came to my YouTube channel, I just realized that I could there 
are some topics that to be talked about would end up being like a blog post that would 
take me a week to type up like I would just be typing for hours umm so I felt that some of 
those things were better vocalized and then put in a blog post. So a lot of times ill create 
videos and instead of just dropping them into a blog post I figured why not put them on 
YouTube create a YouTube channel have that be another place cause not everybody 
goes on blogs  they just go on YouTube and that’s where it ends so why not just host 
them on YouTube and then put them in my blog so it’s in multiple places so it’s kinda like 
repurposing that content umm so that’s where those with Twitter and Instagram and 
YouTube stem off of just kind of having a platform where I can sort of push people back 
towards my blog. But when I was considering you know what social media channels, I 
wanted to use I started with Facebook Pinterest because I wanted my blog to be my 
primary source.  

a. Which of the platforms are most important? 
So, I don’t feel like it’s [Instagram] the most important platform I use but I do use 
the most because of brand partnerships. So, at the end of the day, my blog is a 
business yes, I love doing it and even if I wasn’t getting money you know getting 
those contracts, I’d probably still do it. Umm, but You know bills gotta be paid and 
you know be able to share certain products and do certain things to keep my blog 
running I mean hosting and owning that domain and all the things it costs money 
so something has to come from it so brands are so focused on Instagram it’s just 
the truth I’ll get more brands and PR companies reaching out saying we don’t 
want a blog post we just want Instagram posts and Instagram stories that’s 
basically all they want I try to push them towards the blog because in my mind 
I’m like listen if Instagram ever goes under you know things just break I mean it 
happens all the time It just shuts down the contents gone. If I ever get hacked the 
contents gone, I mean that’s with anything but I also feel like I own my blog I 
don’t own Instagram so if mark Zuckerberg just had it and he just shuts 
everything down its gone its gone whereas Mark Zuckerberg can get mad over 
here but he’s not taking my blog with him. 

 Umm, but I feel like people get more content and knowledge from a blog 
in reading something more than they can get from Instagram like you’re getting a 
small snapshot I feel like I can give you advice on what places to shop for 
boutique clothes or what products really help me through my first year of being a 
mother in a Instagram post I mean one it would be a caption the whole once you 
expand it you’re just gonna keep scrolling I felt that content wise it’s definitely 
more important for my bl gut Instagram is where I’m using the most because of 
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brand partnerships. I think Pinterest is the most important umm definitely 
because its sharing that content and I feel like even recently I’m planning my 
son’s birthday party and I’m looking for inspiration and then I go to Pinterest  like 
I’m not there is it’s hard to search on Instagram for inspiration on one specific 
thing like I can type in birthday party for one year old and the hashtag may come 
up but you’re like  sometimes you’re scrolling through nonsense umm whereas if 
I go to Pinterest I can specifically search a certain theme and tons of things come 
up and them I’m like alright I love this how do it well if you go on Instagram you 
click on it they’re not gonna tell you how to do it. You click on a pin on Pinterest 
they’re gonna tell you how to do it. So, I feel like for me as a blogger when I’m 
sharing that content people are clicking through it because they want to know 
more I’m giving them the information its pulling them back and its generating 
conversation and giving me also readers who are now rusting my information 
versus just scrolling through my photos.  
  

10. In your personal opinion, what are key activities that influence growth of followers 
on your social media platforms? (filters, poses, quality of pictures, hashtag, time of 
day post) 

So, I think it’s the quality of photos umm I mean I recently had a conversation 
with a person that works at Instagram and I was like listen I need you to help me 
understand this algorithm like am I doing something wrong am I posting at the wrong 
time of day and hashtags and they were like posting at any time of the day doesn’t 
matter has nothing do with anything umm hashtags help with reach. But like You can 
reach someone but if your photo looks like poop. People are gonna be like I’m not liking 
this I’m gonna scroll passed it. Once someone engages with your photos, they click on it 
or they like it. They double-click on it to like it umm they comment on it. They’re going to 
see more of your photos or photos like it in their search feed or if they follow you like no 
one follows someone with a photo they don’t like. “cause they’re like oh I really love this 
photo it’s so unique let me go look at their feed see what else they’re doing on the feed 
oh my gosh I’m scrolling through these photos and they look amazing your like let me  
click on it. your feed is just your photos it’s not anything else it’s not the time of day that 
they post like no one know when you’re posting no one knows what hashtags you’re 
using what they’re seeing is your photos so if they come onto your feed and you’re 
looking to get another follower it’s your feed that has to look has to show you has to 
show your capability has to show how things come along especially for followers and 
then going back to brand partnerships as a business if a business comes a long they 
may find you though a hashtag like I know there’s a lot of brands that are looking for 
specifically a Philadelphia bloggers so they’ll find me through the Philly blogger hashtag 
there are other Philly bloggers but when they click on  your feed and they’re like oh my 
gosh these photos look amazing that’s who they want to bring into their partnership They 
don’t care you used the hashtag yes they found you through it but like you could also put 
that you’re a Philly blogger in your bio I have it there and sometimes it just pops up that 
it’s there. there are locations they can find you though its research but it’s the photo 
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quality that brings people that keeps them as a follower that gets you those brand 
partnerships  
 

Content Development 
11. What is your current process for developing content on your blog?  

d. Has this process changed over time?  
So, it has. So, when I first started my blog my process was, I got a bunch of 
outfits that I thought was super cute and I went and took photos and then I would 
show up on my blog and just write content that didn’t really relate to the outfit or 
just like I try to build content off the outfit itself.  Whereas now what I try to do is 
kinda twofold is if outfits are sent to me umm, I can’t really choose how that 
works umm you know they’re sent I have to photograph them and then I’ll match 
content that’s relevant to them. Umm based off a certain trend or style and keep 
it fashion focused. But if it’s the other way around where if a brand either a brand 
reaches out and says we want to send you some clothes can you shoot some or 
I go shopping myself. What I try to do is I sit down, and I write out what topic I 
want to talk about for the blog and I try to make a schedule so every month umm 
I try to make sure I have at least one blog post on relationships and marriage I 
have at least 2 – 3 blog posts on motherhood I’ve at least 2 – 3 blog posts on 
beauty and the rest is on fashion and then I’ll do like maybe one or two 
miscellaneous ones depending on the season. so of course, like if Father’s Day’s 
coming up I gotta make sure I get a Father’s Day post before June. Mother’s Day 
coming up, before May. So, also depending on you know the – the season umm 
so what I try to do is I list out all those blog posts I list out their titles like I’ll title it 
and then I’ll list out specific key kind of subpoints that I wanna make out in that 
blog post and then I’m like alright I have what I want to talk about let’s find an 
outfit that would match this. So, I create the photography now for the ... the 
content versus the other way around umm for the most part but of course if 
somethings sent to me I just kind of use the photo and take it so there is some 
points where people will see like you know this photo’s not really relating the 
content umm but its most like I want to share the content versus just focusing on 
the photos and then have the outfit there. But I try to do it now where I create the 
content then match the photos and get the outfits based off of you know creating 
a visual narrative to the actual text.  
 

12. How much planning goes into developing content for your blog?  Answered above. 
   

e. What specific content do you plan?  
Umm, so I plan probably my Instagram and I plan my blog. Umm I do plan my 
YouTube so it’s basically the channels where it’s unique content for each of the 
platforms so my blog I have to plan out like I just said and umm Instagram I plan 
because though the photos I’m sharing and pulling from my blog what I put in the 
caption is going to be slightly different then what’s actually on the blog post 
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because now either A I’m doing either a mini blog on my Instagram channel or 
I’m trying to create enough content where it kind of like teases to get them to go 
towards my blog post or it could just be content that is completely different and 
never went in my blog and just exists on Instagram. That exists too so I have to 
plan that out. Uh you know where am I gonna post this?  What it’s gonna be 
around. 

Of course, with YouTube that requires a whole lot of planning. Diversity in 
the influencer space as well as other workspaces so I have to talk about okay 
here are the key points I want to hit I plan out what I wanna say where I wanna 
sit what I’m wearing a fashion video umm make sure its outfits for where is 
something that’s really serious I don’t wanna wear something distracting what 
were you wearing in the video  

13. How do you know the content you develop is what your audience wants to see?  
A number of ways: 1. As of the past years post a sticker ask questions – Instagram 
2. Newsletter in the editor’s note as for emails 3. Reader survey every quarter 4. Blog 
post link to survey.  

 
14. How do you ensure you are staying consistent with your content? 

So, I would, I won’t say I’m not staying consistent I would say that I feel like 
consistency comes with the scheduling and the planning. Whereas I’m not as consistent 
with content, especially when it comes to fashion because trends change. So, my voice 
stays consistent but the, the content wise like the bulk of it is, is gonna change. Because 
everything changes, fashion changes and since I’m talking about motherhood, my son’s 
changing that’s changing everyday like I’m not going from how do you deal with this little 
new born, changing his diapers to how do you deal with the child that’s learning how to 
walk that’s getting into everything you didn’t even realize was there. I think it’s more 
about making sure that my voice is staying the same and then when I am, I’m going 
through something personally that I’m voicing that too my, my followers and my readers 
saying you know I’m going through something so if you hear something that’s a slightly 
different tone it’s because I’m changing in my own life so my tone when I first started is a 
whole lot different than it is now.  

When I first started, I was 21, 22 I don’t know how old I am anymore.  22, umm 
and I was in college I didn’t work I didn’t have any kids I wasn’t married I was running 
around doing who knows what. Whereas now, I’m married, I have a child, I’m working, 
I’m a lot more serious. When I look back at my lie now, I’m like I mean I was a twenty 
something year old. I mean I’m still in my twenties but it’s like its different. So, I think that 
consistency that just comes in somewhat scheduling out content and having it there, but 
I feel like everything changes from day-to-day. I would even say that there’s not always a 
week when I’m consistent in the posts that go up. Some are on – I’d rather provide you 
valuable content than trying to get three posts up a week. If I get one post, I’d rather that 
post hit hard than having three lackluster posts.  
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15. From a blogger standpoint, can you define authenticity? 
So, authenticity is staying true to yourself.  Umm, where a lot of bloggers I’ve 

seen do people who have reached out to me for even you know How did you get 
started? How can I help uh, how can you help me? Some bloggers, I don’t wanna say all 
of them and I won’t say a lot of them. A good group of them will go on other feeds of 
other successful bloggers and influencers and go what are they doing that I can start 
doing? So, there’s a different way of going about that. Yes, you can use it as inspiration.  

Like, inspiration dells from everywhere. But it’s also about making sure you’re staying 
true to yourself don’t, don’t, don’t where high fashion clothes just because you see other 
people wearing high fashion clothes if you have a tomboyish style, stay with that. If you 
want to talk about you know how like you don’t drink some people say like I do these 
posts, but I see everyone has these brand collaborations with bud wiser or Jose Cuervo 
what do I need to do to get those brand partnerships if you’re not a drinker don’t share 
recipes that have alcohol in them. Because it’s not authentic to you so. A blog has to be 
a reflection of the person that you are because that’s where your readers and your 
community is coming to.  

They’re coming there because they relate to you in a way. Where they feel like you 
embody them. So, once you start changing, you’re not at risk of losing those people so, I 
would say like just try to stick with you. Yes, use inspiration but stick to who you are 
even when you get the trolls even if you don’t feel like you’re doing as great. Because a 
brand’s gonna come to you because of who you are. Your followers are gonna come to 
you because of who you are. Everyone’s not gonna agree with you. Everyone’s not 
going to like you. But there are billions upon billions of people in the world. But the 
moment that you connect with that one, that’s the most important.  

 
a. How do you build it into your blog? 
So, it comes from a lot of my writing. So, people when they read my writing, they like 

how they can see they can hear my voice so even if they watch my Instagram stories. I 
write the way I talk as well. So, they know that its literally me kinda spewing out as if it’s 
a journal. Umm, and I don’t change the way I write the way I speak I mean there is I say 
like in my writing umm, yes, I’m an English major but it’s just. I feel like its mor relatable. 
Umm, I also, like give tips based off my own life. I’m not gonna sit here and say oh get 
these jeans because they fit all these sizes. I may say that, but I may also say it fits me 
in this way. So, I speak to my body type. I don’t try to offer advice for different body 
types. Unless I get information from a body type that not mine and I’ll share it and I’ll link 
to those people.  

If it’s something that’s diverting from what I usually do, I explain why I’m doing it. 
There were a couple posts where I did do a coupled of high fashion posts it was more 
like hey, I wanted to try this out ‘cause why not but its not typically me and this is what I 
thought about it. So, making sure it’s still sticking with me. Without like saying oh I’m 
changing. And if I am changing, I’m very upfront about. My style changed. I used to be 
like a small thing. I used to be afraid of mom jeans. I thought mom jeans was like are 
you gonna where these jeans because you’re a mom. Yes, I am a mom, but mom jeans 
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are not just like – so I changed I explained in a recent blog post. I used to be opposed to 
shopping at this brand for this, that, and the other reason this is why I changed because 
I realized how wrong I was> I’m very open about the mistakes I make I’m very open 
about the changes I do. I’m just very open to a certain point.  

I’ll tell people don’t ask me about this, I’m not gonna tell you. There’re certain parts of 
my life that I want to remain private. I fell like if I’m too open I’ve lost ownership of my 
life.  

b. How do you decide what to share with your audience and what NOT to 
share? (controlling public's perception) 

 
So, its, its more about where I wanna draw a line I feel like I sat 

down and I also talked to my family, specifically my husband first and I 
also talked to other member of my immediate family because I realize that 
me as a blogger and influencer on social media doesn’t just affect them it 
doesn’t’ just affect me it affects them as well when I first have the 
conversation with my husband before my son I asked him how often does 
he want to be seen like is he one of those people who just doesn’t want to 
be on camera he is very to himself even when it comes to, with me so we 
established that of here’s how much he wants to be involved and hers 
how much he’s okay with me sharing about our relationship there are 
certain intimate details that he was not okay with me sharing and where 
there are certain things where this affected me but it’s also part of his 
story I would ask if he’s okay with me sharing if he says no I have to 
respect that. It’s not just well it’s my life too so I’m gonna take that over. 
When my son was born, we had that conversation again. Is—first I asked 
are you okay with me showing him at all ‘cause if he wasn’t again it’s his 
son too. It’s our son. Not my son, it’s our son. And he was fine with it and 
he, he laid out some things of how much he’s okay with me sharing about 
him, about what’s going on. Umm, about the changes.  

And then when it come to the other member of my immediate 
family is when we go on trips like we vacation together like I’ll go to my 
parents’ house and I’v asked them like how okay are you with me taking 
Instagram stories around the house? Like, ‘cause obviously it might give 
way of what their ...or now I know where her parents live. Some of them 
are like I don’t want to be on video, I don’t wanna be heard talking, don’t 
take photos, don’t film me. And some of them are like I don’t care.  

For me personally it’s also just like thinking about what am I okay 
with people criticizing? if that were to happen. Because worst case 
scenario is someone’s gonna hear about it and criticize it.  Is it –this is 
something where someone criticizes Am I okay with dealing with the 
conversation or if they criticize it am I gonna break down and go into a 
hole? If I’m gonna break down and go into a hole, then it’s not okay for 
me to share.  But if I’m okay with sharing it and someone criticizes me 
and I’m just like I really don’t care then I think that that’s okay. So, I think 
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it just tapping into my own emotions and also consulting with everyone 
else’s emotions and comfort.  
 

16. How does developing content translate into monetary value?  
Umm so, I think it’s, it’s twofold I think the biggest thing with developing content 

and converting it into financial is those brand partnerships when I develop content yes 
I’m staying authentic to myself but I’m also considering if a brand or PR company reads 
my content are they gonna connect to it and say oh I want work with her I make sure my 
generic content is reading well where it attracts brands and you know get that’s where it 
translates into money once I get those brand partnerships in they come with a price 
that’s negotiated.  

Affiliate links I’m clairvoyant about telling people if you click on my link its gonna 
give me commission that’s what it is if I’m sharing so anywhere, I’m linking the look they 
click on it they buy I get monetary value from that, especially fashion.  you’re selling the 
look, so you get the commission.  

Financial Considerations 
 

17. What are some typical expenses you incur as a blogger? 
 
Umm, so it comes to let me try to try to start at the top and go to the bottom of course 
owning a blog come with the fact your domain you have to buy its not free to own your 
blog you have to pay for so I pay for my hosting I pay for my domain for any security 
around it to make sure I can’t get hacked if I am hacked I can get my blog back the other 
things I pay for is I have my, my agent helps with my brand partnerships he gets paid but 
he gets a cut just form the fee I get so we work his fee in he gets paid from that that help 
some to not have to focus on the logistics but focus on the creative getting int the nitty 
gritty of the contract the other thing that I do is I also outsource for consulting like I 
mentioned before I work with Chloe digital who does all my back end work on my blog 
pages I want developed e-commerce page technology wise they help with that they also 
offer consultation so like I establish with them what my goals are and they help me set 
goals that I wasn’t even aware of plans for the next month to get me where I want to go 
so I can see what pages are ranking what I need to work on basically giving me tasks so 
I can openly see myself  I mentioned before for Pinterest I use tailwind so I’m not having 
to pin every day it just helps me schedule them all out. 
 

a. How do you differentiate between a personal expense vs. a blog expense? 
When it comes to mileage if I’m going anywhere for a partnership or a travel 
umm like I’m doing a travel partnership any expense I incur on that is basically an 
expense for the blog driving to the airport gas to get around when I get there 
anytime I’m traveling to a networking event that mileage and that gas also goes 
into their meals the only ones that I put as an expense for those as if its relating 
directly to my work so if I go out for like if say I was doing an interview of 
somebody or interviewing somebody on the other end and I took them out to 
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dinner that would be something where I would expense that if I’m going out to eat 
dinner I don’t expense that. If it directly correlates with work that’s gonna benefit 
or connect with my blog business.  
If it’s something that I would be doing anyway that’s not connected to the blog, 
then I don’t expense it. Clothing gets a little bit in the nitty gritty if I buy clothing 
then I don’t expense if I buy clothing specifically for content on the blog then I 
expense it. If I’m out shopping, I don’t expense if I’m out shopping and I buy 
clothes and I just happen to shoot it later just for generic content I don’t expense 
it. 

Sponsors/Collaborations/Partnerships 
 

18. Can you explain the difference between Sponsors, Collaborations, and Partnerships 
as it relates to Fashion Blogging?  
Yeah, so, collaborations are more when there is not really money involved so I think that 
how I take it so if you are working with another influencer or a brand and it is there’s no 
money exchanges there’s not any type of compensation its considered a collaboration 
you’re doing something for that person they’re doing something for you so even if tis 
umm something where I’ll work with your know a fashion brand they’ll send me clothing 
uh for free just to kinda like say hey  you want to do a try on we’ll share you and you 
share us umm there’s no money involved I’m just being gifted things I also say is a 
collaborations between two or a group of influencers you’re all collaborating to do 
something for a specific purpose.  

When it comes to partnerships and sponsorships I feel like that’s where it gets a 
little muddled cause I feel like they overlap in a way both of them deal with monetary 
compensation a partnership I would say is more I feel like they’re both the same thing to 
be straight up honest partnerships and sponsorships is the same thing you work with a 
brand or PR company and they pay you to do something you’re partnering with them to 
create this content they’re giving you an outline they instruct you and then you go out 
and you create the content and they... they use it as well so it’s kind of like you’re 
working alongside with them for a period of time umm to generate that content where 
some people might say and I dunno sponsorships differ in the fact that you’re not 
working beside them once you post we will pay you to me I just define them as the same 
thing we’re working together creating content you may or may not use it depending on 
what’s in the contract at the end of the day you’re paying me.  
 

19. What would be some reasons to participate in content that is either sponsored a 
collaboration or partnered? or not? 

Umm, so if it doesn’t align with my values so or if there’s like I’m tryna give 
different examples I’ll start with the most recent one so if there is a company or a brand 
that doesn’t that has said something politically motivated that goes against me as 
political but I try to avoid aligning myself with people who don’t align with me. So, if they 
are specifically saying that Black Lives Matter is a terrorist group, I am not working with 
you. Because you’re now specifically against me and that makes me look inauthentic 



 

364 
 

and makes me look like I’m in just for the money and that’s now why I’m in it for and if 
there’s just one of those things where I’ll go to certain situations and I’ll say okay here’s 
this brand I go look at their social media and there’s not a lot of people of color or 
diversity I’ve asked brands like okay are you expanding upon your diversity or are you 
just using me to just check off a check box. I’m not gonna be a checkmark, I’m not.   

Umm, and if they come back with the reason of oh yes we’re expanding upon it  I 
may work with them and if they return and they actually lied about it I won’t work with 
them again or if they’re saying you know we don’t really know what to do you know 
there’s a way to read into it to realize they are using you I may not work with them just 
because again I’m not gonna be a checkmark and I’m also not going to for me to speak 
so much about diversity to work with brands that don’t celebrate diversity and don’t 
emphasize diversity just goes again make me look unauthentic to my followers and also 
they’re just doing things that aren’t good so recently there was and I’ll just be I just tell 
people rent the runway had this big thing where they weren’t treating their workers fairly 
amongst COVID and then I got an email after I read all this saying we’d love to 
collaborate with you I was, was like no you’re not treating people nice I’m not aligning 
myself with you when I align myself with people I’m not gonna sit there and defend 
myself or defend them if I have to work with a brand and you do something crazy and I 
have to defend myself for working with you then you’ve done something wrong.  

Make sure people aren’t doing anything flaky they’ve not been in the news for 
doing anything bad anytime there’s a hashtag about someone stop put them in a hole it 
goes against anything I stand for I’m like yeah no. but on the opposite side if they’re a 
brand that’s trying to grow diversity there brands that reach out to me that say we accept 
that we’ve done wrong there is no diversity on our page now if you’re upfront and honest 
about it you’re trying and I can be a part of your efforts I’m happy with that if they are a 
brand that I reached out to already I’ll work with you if they directly align with what I’m 
standing for. There are brands that come and they’re like they send these magical 
emails one thing I love they send you an email with your name in it sometime is get hey 
there or hi but when you can put Hi Iesha now you’ve actually researched my I’m a 
sucker for any brand that reaches out to me and talks about my son and how cute her is 
and how they been following I’m and reference specific photos if any brand is like ever 
and I said that on my Instagram stories if they if it’s something that I’m aligned with and 
they are actually tryna create a relationship versus a partnership if it’s more of a 
relationship then I value that as well.  
 

20. What would be some reasons to participate in Collaboration with other bloggers? or 
not? 

I think that also the same thing with brands is if they align with me umm so if 
there are influencers or bloggers who just they don’t align they are against me they’ve 
said things they have gone back on things as recent as the black lives matter movement 
they did nothing they stayed silent like yes that may have been your choice but also 
you’re not for me not that you’re against me but you’re not for me whether it was a 
legitimate reason if they’re just like I don’t know I didn’t know how to go about it can you 
educate me okay let’s do a collaboration so you can education me they align with my 
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values and if they do anything crazy there was one influencer tried to reach out to me 
and do a collaboration and I had liked mentioned it to one of my other blogger friends 
and she’s like oh no you need to Google her and I Googled her and this person was 
actually a socialite squatter she would go to hotels and not leave she was in the news 
that’s strange. 

 If its positive controversy you stood up for yourself your passionate about if you 
have negative controversy we have a conversation for people I work with they’re trying 
to learn if the collaboration is something where its gonna benefit a larger scale those are 
the big things that come to me or if it’s just people I generally like I mean I have bloggers 
and friends Babes that Wonder we’re supposed to travel together and it celebrate 
diversity we haven’t quite gone out we founded in January our first trip was in March and 
that got canceled were actually working together you know to push diversity in brands I 
work with them individually. I work with them on larger scales we did an article together 
in Business Insider if it’s any of that I immediately do it I don’t care what they do half the 
time they don’t do anything crazy that’s where we grow we align with each other we 
celebrate diversity it’s not even just a group of all women of color there’s me we have 
one of the ladies who’s Latina one  of the ladies who’s Asian we have size 2 – size 12/14 
all different ethnic backgrounds the only thing that we got called out on there’s no body 
who’s of a darker complexion and I’m like I can’t help I’m not of a darker complexion. 
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Interview with TGTC_20 
 
 

Personal Characteristics/Behavior 
 

1. Describe a typical day as a Full-time Business Owner, what do you do?  
Okay so umm waking up at 8 am and then you know just eat my breakfast kind of chill 
decompress in the first hours of the morning. Umm because I’m very much a night 
person umm, but then I kind of spend the first half of my day working on business sides 
of things umm just because I am still kind of waking up.  So, I‘ll do mor of my emails 
anything with invoicing uh, working on any kind of like tools that I use for my business 
reup website images something like that a lot of more your backend things. And then the 
second half of the day is when I do more of my creative process. so, whether that’s 
doing photoshoots or umm thinking of what I’m going to shoot how I’m going to shoot it. 
Umm reaching out to brands or uh, like photographers and stuff of what I’m kind of 
envisioning for the shoot umm and then writing all my content that way. 

 
2. From your perspective, what personality traits are necessary to be a Business 

Owner? 
Yeah so it’s very interesting I was kind of talking about this yesterday with some people. 
I think as long as you are like driven and confident that’s really kind of all you need.  
Especially you can see some people who have businesses and your like and they’re 
doing well and thriving you’re like how is this person doing it? But it’s you just have to 
have that mentality. Umm ‘cause I know plenty introverts who are business owners or 
influencers on social media and killing it. I know people who umm yeah just have like 
social anxiety stuff like but t as long as you are committed to doing what you need to do. 
I think that’s what’s most important.  

Evolution of the Blog, Business & Motivation 
3. What are three major changes you have made to your blog during your transition to 

a business owner? 
Sure. Umm, so I would say that I think I take it a little bit more seriously.so when I first 
started it was more just like a post and go kind of thing post whatever I wanted. umm but 
now it’s more about like curated content. umm just approaching it more professionally. 
So, I’m trying to think like specific things uh, yeah just upping the quality of it. So just in 
terms of the photos so not even just saying like iPhone vs a like a more expensive 
camera but just like understanding how to like frame the photo a little bit better and 
editing it better umm, and not just like a you know its blurry something’s in the shot 
taking the time to kind of put all the extra work into it.  

Umm, pitching to people as opposed to just waiting for, you know, the miracle 
brand to fall in your lap and email you and kind of going out there and getting it myself 
and I think creating that content calendar of knowing exactly what I’m gonna post and 
when I’m gonna post it has been like really helpful. Yeah oh and I think another thing too 
is like kind of figuring out what my brand is. Umm, that kind of took a while I feel like I’m 
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still evolving to what it is now but uh, yeah I think that’s what helps kind of helps you 
grow your audience and uh,  really makes you the most successful is when uh your 
followers know exactly what they’re going to get from you.  
 

4. What motivated you to start Good Tomi Cha?  
Lucrative side hustle I was interested in kind of that way but it was sort of like a 

creative outlet that way I saw other fashion bloggers and stuff and saw there weren’t that 
many women of color or black women specifically in this space so I wanted to put myself 
in the forefront of or representative of people who looks like me.  

So I would say like umm so now that I’m kind of adding in the consulting things and 
stuff like that umm it’s from having people constantly ask me like what you do is so 
unique and they want to get into it or they just have more questions about it its true it’s 
something like I say that influencers have been around forever it make not have looked 
the exact same way and I don’t think it’s going anywhere and seeing that this space 
being about to help people with social media as I was getting my MBA too kind of 
figuring out ways of okay what am I going to do with this business degree now in 
conjunction to what I’m doing now how can I make that profitable and grow? 
 

a. What steps did you take to transition from a Full-time Blogger to a Business 
Owner?  
It’s kind of difficult because it’s kind of one in the same you know really the steps 
that I’ve taken is sole proprietorship to a LLC, book keeping, working with clients 
...that’s just extra protection that I could just work with.  And umm, yeah that’s 
within the last six months creating a business plan umm, yeah. 
 

5. Did transitioning to an Entrepreneurial Fashion Blogger require you to quit your 
job? 
I was in school and I didn’t have a full-time job before that. Well, I did but I quit for school 
so, I could be full time in school.  

a. If yes, how did you know when you needed to quit your job? 
N/A 
 

6. How has fashion blogging prepared you for owning a business? 
I think there is a lot of things from blogging that work with a digital marketing 
 space. You learn SEO when you’re learn about copywriting and you see which captions 
work better on photos and you know what helps you to go “viral” even if it’s not on a 
large scale what resonates with people anything from editing skills digital platform you 
really get in the weeds of it when you’re doing blogging and its applicable to any kind of 
business that’s trying to have a space online.  
 

7. Do you think consistency played a role in your ability to transition your blog to a 
business? Why, why not?  
100%. I think no one is going to take you seriously unless you are doing it on a 
consistent basis. Why trust you with my product if you’re only showing up on Instagram 
one a week?  But even for yourself, I think that’s what pushes you to keep doing it.  The 
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measure of that is, can you continue to do that and have the same success over and 
over again?  And that’s when you know what you’re doing is successful. 
 

8. Now that you've started a business separate from your blog, where does blogging 
currently fit into your business model?  
Yeah. I would say it’s still a part of the marketing mix of everything and even I’m still 
looking for other full-time job opportunities too because I enjoy the idea of having 
multiple strings of income. And that’s another reason why I started the consulting idea. 
These social media apps, they come, and they go, and one may become more popular 
than the other.  The algorithm changes, you have that ability to shift and not just have all 
your eggs in one basic. Umm, yeah. 

 

Challenges/Satisfactions 
9. What part of owning a Business do you find most challenging? Most satisfying?  

Yeah, I think umm, specifically for my own business, its challenging for the most part.  A 
lot of people now are kind of understanding the space a little bit better with influencer 
marketing. Umm, it’s unfortunate that  a lot of reporting is done on the bad, you know 
mishaps that happen for people who were like abusing their power and just trying to get 
a bunch of free stuff all the time.  Or having fake followers.  Having to reeducate 
people... how beneficial to hundreds of brands across the world, month after month, 
people get a little bit more and have more support. 

The most rewarding thing about my job or the thing that I like the most is the 
community that’s available from just like digital marketing in the space people out there 
to help you and lend a helping hand. Yeah. 
 

10. How do the challenges you faced with starting the blog differ from the challenges 
faced when starting the business?  
Yeah I think the blog difference  is umm honestly when I started there wasn’t as  many 
resources as there are now I felt like I was reading and googling stuff every day and 
what was going on what does everything mean what the heck is engagement rate and 
what’s SEO now that’s a little bit easier now because it’s become a bigger thing and the 
business side is just business having the schooling side help too on that end because 
that’s a little more common and available to you.  
 

Social Media 
11. What, if any, training or education in social media did you need to become a 

successful Entrepreneurial Fashion Blogger? 
Yeah Umm I didn’t really do like course stuff I’ve now done it of course for job things 
because they want Google Analytics you know with Hootsuite social media schedulers 
stuff like that I don’t think I really took course stuff it was really like a lot of trial and error 
nothing is 100% for every kind of brand you can’t copy what someone else is doing and 
expect the same success because of this space your band is yourself so it’s not going to 
be able to translate from someone else.  
 
 



 

369 
 

12. How did you determine which social media platforms to use? 
Yeah, and I think that’s back to kind of before, when I was talking about how to 
determine my brand and stuff.   And it was a lot of... I can do everything like all out and it 
was very overwhelming to think about it that way.  But now you realize especially for the 
fashion space, what’s like more important.  So, like Instagram, obviously.  But now that 
I’m doing more fashion lifestyle, I can add in a little bit more video content to that.  
Pinterest, I use each social media platform for very different things.  I think that’s very 
important.  So, Pinterest is more of a search engine vs social media I use that to drive 
traffic to my website you would think it’s coming from Instagram where I have thousands 
of followers but it’s not.  YouTube has been kind of a fun thing for me some kind of throw 
away content more intentional about that going into 2020 what’s changing what do we 
think about this vs it being more consumer focused and viewed like how it is on 
Instagram, yeah.  

b. Which of the platforms are most important? 
Businesswise it’s very difficult in terms of importance yes I would say it’s the 
most important for getting what pays the bills I would say Pinterest is the most 
important to me because it’s the only thing I own the rest of it is rented space I 
still know that I have my blog and I can you know keep working through it that 
was I would say that’s the most important but if you ask me my favorite social 
media site it would be Twitter I wish I could get rid of all the other ones constantly 
in awe of what people are doing it’s a lot more individuality on Twitter vs 
Instagram 
 

13. In your personal opinion, what key activities influenced (filters, poses, quality of 
pictures, hashtag, time of day post) your growth in followers on your social media 
platforms that attributed to your ability to start a business? 
Yeah, I would say being more intentional about being more engaging with them whether 
that was through stories or uh, taking the time to DM followers who have commented on 
stuff.  And say like, thank you for... I always see you in my comments thank you.  And 
getting feedback from people who are most in tuned with what you’re doing is helpful 
when you’re trying to figure out catering to your following. 

Content Development 
 

14. What is your current process for developing social media content for your Business?  
 
Yeah. Umm, so right now since it is such in the early stages its uh, more of kind of going 
through the plan of how to acquire customers and stuff in a way that is open and honest. 
And really with people who I think can get the results that I want to deliver. Umm, 
because I know there’s a lot of other social media gurus out there and uh, I have seen 
people get scammed for you know thousands of dollars asking to get coached.  ...They 
can automatically go viral it’s ridiculous just making sure I can set myself up to look 
different and legitimate and be a good resource for people who are just starting out so 



 

370 
 

they don’t have to go through years of figuring out what the heck I’m doing I can help 
them out from the forefront.  
 

a. Does this process differ from what you did/do for the blog? If so, how? 
I would say yes because the blog feels like I focus more on like me, me, me it’s 
still what can I help with shopping or beauty or whatever but this is more service 
oriented where I can focus on people on a single person individually and having 
the set of times where it’s like 1 hour phone sessions I really do like connecting 
with people and talking to people I think that would be more up my alley for sure.  
 

15. How much planning goes into developing social media content for your Business?  
Yeah. I would say planning wise, like are you looking for a number like hour time? Yeah, 
umm, I would say, I mean it’s just like right now I treat it ...with my average workday is 
like close to 10 hours.  So, I just try to do umm, 5 and 5 if I’m kind of doing more blog 
stuff vs focusing on business things but I even see that kind of in the future probably 
ramping up to a 12 hour work day.  It’s going to take a little bit of time figuring out the 
balance trying to do both effectively. 

a. What specific content do you plan? 
Yeah, I don’t think so. I have toyed with the idea of opening up a separate page 
for that.  But I think, right now, I’ll just keep it the same. That way people can see 
more of examples of stuff that I am able to share and teach from the content 
that’s already there.  
 

16. How do you know the content you develop is what your audience wants to see?  
Yeah, so, that’s a great question.  I think that it is about the engagement rate and stuff 
that you see on your photos and posts. Umm, which is calculated by adding photos and 
likes divided by the amount of followers that you have.  So, the average is about 1 – 3 
percent for most influencers.  And umm, so, when you have a little bit over than that it’s 
great because you can share with brands; hey, this is what my engagement rate is.  The 
average is X, and this is what I have, which means my audience really gets what I’m 
doing.  What I’m doing, I go back every couple of days to go back and look at 3 months 
ago what can I replicate and kind of do again not exactly the exact same way what 
worked in the past and you can see it.  
 

17. How do you decide to share with your audience and what NOT to share in regard to 
your personal life and the business? (controlling public's perception) 
Yeah good, good question. So, again I think for businesswise there’s really nothing that I 
don’t share.  It’s interesting because I since I am doing this now in terms of business 
side.  I never want to talk about money, I just grew up that way.  My parents are just, you 
– we never talked about it at all.  But as kind of a selling point for you know, right now, ... 
hey these are the brand partnerships I’ve gotten right now large retailer for the year umm 
I got it so can you ...And that’s great and fine but it’s also weird because its people that I 
now personally, that see those numbers and that freaks me out.  I have to, you know, 
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share about because I think that’s the best part of it, is being able to educate others on 
what you can do.  But I would say personally, I pretty much share anything that has to do 
with me I couldn’t care less I’m an open book because I do enjoy hearing from people 
who are super authentic.  But my family husband, something like that, I respect them 
and their privacy. I ask if I can share about it first, they’re basically off limits they’re all 
like super conservative and to themselves and I’m the one who’s like yeah learn all 
about me.  

Financial Considerations 
 

18. What are some typical expenses you incur as a business owner? 
It’s sad because now that I’m not a student anymore I have to pay for all these software 
things that all crap I forgot how much it all was. Like my Microsoft office I just had to pay 
for, for the first time that was rude Adobe stuff lightroom and photoshop umm then I’ve 
had to pay for like QuickBooks and stuff which they have stuff for smaller entrepreneurs 
so it’s not too bad I think it’s like $12/$15 buffer $15/month with that as well umm what 
are some other things photography I have to pay $100 which is actually great I tell her all 
the time because she’s way to talented to charge that but not me you can charge other 
people it’s great we do hour long I fit in as many outfits as possible bang for my buck 
and travel expense to that if it’s not covered by a brand having to put that in.  
 

19. What key factors/activities do you think contributed to your net sales last year? 
Yeah so, I would say uh so what was it? For net sales? Key activities uh yeah, I would 
say I’m trying to think of. For this year specifically so I got married in June um I’ve only 
been here in Charlotte for four months he lived in Denver which is like 45 minutes from 
here and then we both moved to Charlotte together that helped this is the first time I’ve 
been in a location where I know I will be for 3 – 5 years community with other bloggers 
and stuff here because I’m gonna be here so and that’s really helpful when you’re 
working with local brands if you’re working with other bloggers it helps to grow your base 
in the Charlotte area to work with someone that has reach in this area and getting  
married too. A lot of what I made was wedding stuff related just having sponsored post 
through wedding wire or other things regarding that people love wedding content I 
always joke I have followers here for the Will stuff that’s my husband’s name it’s not me 
it just the other guy so, yeah. 

Sponsors/Collaborations/Partnerships 
 

20. How do Sponsors/Collaborations/Partnerships differ for you now that you are a 
Business Owner? 
Yeah, I would say that it doesn’t really, because at the end of the day, like I still am very 
picky about who I choose to partner with.  My business is just an off shoot of my brand.  
It should be the exact same thing. In terms of business, I think this gives me the ability to 
work with more business focused things like I think QuickBooks reached out to say want 
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to work with us I would have used it eventually as a blogger but I think it’s a little bit more 
align with what I’m doing as a digital marketer fits that kind of brand.  
 

21. As a business owner, what would be some reasons to participate in collaborations 
with other bloggers? or not? 

I think umm, again so, somethings for businesses like umm, I’m trying to think of 
stuff that’s like... maybe like furniture, I guess is something that, its very much just one 
dimensional, it’s just there.  And I think then if you work with like a blogger you can help 
personify your brand a bit, give it some human aspect and so they’re able to share you 
know who to design things how the store was very helpful for them and give that real life 
experience where they can’t just get from a photo of a chair from feeds.  

Any kind of busines that have a lot of products that aren’t human put a face for 
it’s a good opportunity to use bloggers and stuff in that area anytime you’re trying to 
reach a small local market the best thing you can do is work with a local influencer. 
 

22. How would you go about creating collaborations with Fashion Bloggers? 
Yeah, so I think for me, I would just get people sharing their ...once they’ve gotten to 
their goal following on social media to go and share and say hey I got here because I got 
here Tomi from Good Tomi Cha ...Word of mouth.  And so having you know someone to 
back you up an say this is this is the reason why no strings attached recently learned 
there is someone else who does coaching and I kept seeing all of her good reviews 
maybe I should see what she’s all about spend money on this then I found out people 
who leave good reviews get 30% off products with her it’s a little bit tainted because you 
can’ ...so, umm yeah this again it’s just one of those things you have to be careful with in 
any kind of business how honest and open you are about it.  

b. On which aspects of your business would you collaborate with a Blogger? 

Yeah, I think any of the consulting things I would love to do I would probably do 
someone who was like maybe not just starting out maybe just under 10,000 or 
someone never gotten paid collaborations there are people who are twice my size 
and getting paid either the same as  me or less than me because they don’t have the 
tools to reach out to brands themselves share their experience with their audience 
because a lot of people who follow bloggers it’s not just ‘cause they like their content 
it’s because they want to become bloggers themselves. 
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Interview with 3M_24 
 

Personal Characteristics/Behavior 
 

1. Describe a typical day as a Full-time Business Owner, what do you do?  
Umm, so. it kind of depends on the day. Umm, I do have one business partner.  We kind 
of have different parts of the business that we work on.  But depending on what’s going 
on, sometimes we help with each other’s.  A typical day for me, for example, yesterday 
we got in new product. So, I was making labels on the label maker.  attach the tags 
attach the shirt which is very glamorous just making sure ...Like I usually will check our 
bank accounts, make sure everything looks accurate. Umm, you know, some other days 
I will go through our QuickBooks and reconcile with our bank.  A lot of times I do work 
you know on Instagram. My partner she’s actually the one who does the posts but I 
usually will help with engagement just commenting back responding to people just 
monitoring our brands email any questions or anything we need to take care of.   I 
usually also work on our Pinterest page, pinning new images keeping that [up]. Then of 
course shipping out orders as we get them as well.  
 

2. From your perspective, what personality traits are necessary to be a Business 
Owner? 
I think you definitely have to be optimistic. Umm, I think being confident does help 
because there’re definitely times like right now you have to be confident that if you keep 
working hard and keep working on the busines that it will eventually succeed.  I think it’s 
important to be determine, just ‘cause definitely there are ups and downs.  We’re not 
profitable yet.  We don’t pay ourselves.  We pay to be in business, basically.  So, it does 
take a lot of determination and persistence to just know that after all this hard work, it will 
eventually pay off.  A lot of business and sales people just give up before you know 
things can get going.  

Evolution of the Blog, Business & Motivation 
3. What are three major changes you have made to your blog during your transition to 

a business owner?  
Well, I started blogging while I was in high school.  When umm, I don’t know that was 9 
years ago. I started blogging umm, then I had like a free umm, website called blogger.  It 
was like a free domain umm, and I had a different name, and you know, I did it 
throughout high school. I kind of stopped when I started college, then one of the reasons 
I started up a blog again was I did wannew ... I had a little bit more time, once I was 
done with school.  I was working full time, but I wanted to do ... I didn’t like my name 
anymore so I did change my name I did new branding. I invested in an actual square 
space website. I have a professional email which I think is important.  One of the 
reasons I did that is you know I knew I would be starting a business I hadn’t started the 
business yet, but I knew it was coming in the next year. So, I wanted to at least get, you 
know my blog back up and running.  It’s kind of like a rekindled passion I had you know I 
thought I did tie it to having a fashion brand. I do promote my business on my blog.  It’s 
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not the main thing I talk about. I don’t want to overwhelm my audience, but I do talk 
about my brand. I think just overall making it more professional, making it look more like 
a business than just a random hobby I’m doing, and of course Instagram.  Instagram 
grew a lot. 
 

4. What motivated you to startStoked on Sunshine? 
Umm, for me I’ve always really wanted to have my own business. Umm, we kind of... I 
came up with the idea and umm, it’s one of those things, I am not a very uh, I’m very 
creative but I’m not artistic. Like, I can’t draw, I do some in illustrator, but I can’t draw [by 
hand] My best friend Jessica my cofounder, she studied art.  She’s an artist more 
stationary something like that that would be a great idea I have a background in the 
fashion industry, so I was thinking you know.  I’m not a designer.  I work in product 
development.  I know how to develop products, the graphic tees.  Because she is an 
artist... I have experience developing graphic tees I have experience doing that so kind 
of the two worlds kind of came together.  What we wanted to portray as a brand, I don’t 
know if this is too involved for this question, we wanted to make sure we had a business 
that was giving back.  And we wanted to make sure our business was sustainable 
through the products we sell, the way we package things, the way we speak, the 
charities that we promote.  That was really important to us because, you know, I think it 
gives you a lot more purpose. You’re not just selling something, you’re giving back, you 
have a greater purpose.  Like, why is this your business? It’s a good thing for us as well 
we didn’t want to just be another t-shirt company... to give back as well.  
 

a. What steps did you take to transition from a Full-time Blogger to a Business 
Owner?  
Umm, well I still do both [ha ha]. I don’t do both full time because I do have a full-
time job but at the time before our business started, I was working in the fashion 
industry.  I did have to leave that job because I couldn’t start a fashion business 
while working for a fashion business.  So, I actually left that job and umm, part of 
this, as well is umm, I moved to my hometown of Sacramento. I was working the 
bay area which I’m sure you know is very expensive.  So, in order to start a 
business I did move closer to my family (sorry that’s my dog trying to attack my 
cat sorry) Anyway so umm,  yeah so we moved to a place where there was a 
lower cost of living. I knew I would have to get a job again, but it was a lower 
paying job. I moved to get a, you know, better cost of living umm, (I’m just 
blocking her from the dog) umm, a better cost of living and just making sure that 
you know my blog was looking professional. The business, we had to get that up 
and running. So, that definitely required a lot of saving to buy inventory and all 
that.  It did take a couple months to do our website, to do our photos, find out 
who was going to produce our product. [It] definitely was not like a quick thing to 
do.  

 
5. Did transitioning to an Entrepreneurial Fashion Blogger require you to quit your 

job? 
I don’t think you do. I think for me, like say if I wasn’t working at a fashion business it 
wasn’t a competition. I think one of the best ways people can start a business, the way a 
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lot of people start is, it starts as a side hustle and once it’s getting to the point where you 
can kind of support yourself go part time and transition that way.  I think that’s the ideal 
way to do it.  I do think once your business gets really big, it gets really time consuming 
you’re gonna have to hire someone or you’re gonna have to quit your job.  Just because 
or you’re gonna have to find a nontraditional job.  Like for example, right now, I’m getting 
my real estate license ‘cause in the future I’d like to do that, ‘cause it’s flexible.  I think 
it’s key to have either a job where you can control your hours or be flexible or you’re 
gonna have to work part time or you’re gonna have to hire someone if you can’t have 
any flexibility. 

a. If yes, how did you know when you needed to quit your job?N/A 

 

6. How has fashion blogging prepared you for owning a business? 
Umm, I think it’s helped me in a way that I learned a lot about, you know, I do my own 
marketing.  But in school, they don’t teach you anything about Instagram. So, you know I 
don’t have a huge Instagram but the last year I’ve been working really hard to grow it. 
One thing I learned, you know, being a part of the blogging community, part of some 
different Facebook groups and you do hear what’s working for some people what’s not 
working for others.  And I do think it’s helped me in my business. I think it’s important to 
get quality followers over random people who unfollow you because I’m sure you have 
seen that some bloggers have 10,000 followers, they can do the swipe up feature. [But] 
not really ... they don’t ever comment or buy anything.  So, I think that kind of taught me 
with my business it looks great to have more followers. At the end of the day with the 
business, if they’re not going to buy anything what’s the point of having a bunch of 
followers? You want quality followers that are actually going to buy from your busines if 
not, right now, buy from your business in the future.  

 

7. Do you think consistency played a role in your ability to transition your blog to a 
business? Why, why not?  
I think it did, I mean in the beginning, it was really hard for me to be consistent based on 
like my older schedule.  And I think, once I kind of left that fast pace bay area lifestyle, I 
was able to move to like a little bit slower pace and was able to be more consistent.  I 
think that really helps. The algorithm says, if you’re consistent it helps you gain followers. 
but I think consistency is key being a business owner and also as a blogger.  Because if 
you’re somebody that posts like once a month on your Instagram, people never see you, 
they’re never gonna think about you, they’re never gonna go to you for, you know, 
recommendations and same with your business.  Like, it’s like, you can’t do it overnight. 
So, you just have to work on it at least a  little bit every day and I think with my blog and 
too ...it’s like I may not post blog posts all the time but at least I’m on Instagram, I have… 
do at least post five times a week.  If I’m not posting, I at least try to do some 
engagement or something. At least do something.  I feel like if you just leave it a lot you 
lose momentum. ... you’re doing something even if it’s a small amount of time at least 
you’re doing something that eventually turn into something.  
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8. Now that you've started a business separate from your blog, where does blogging 
currently fit into your business model?  
Umm, for my business umm, so, we do have a blog section on our business website. So, 
that’s kind of helpful we’ve umm, we did like some local like places you can visit. We’re 
kind of like a nature outdoorsy brand. So, that’s been cool for some of our readers. And 
we recently started a rad women series which has been cool for us.  We’ve just done 
one post so far and we have another one coming up. But we’ve been featuring women 
who are kind of breaking barriers in the outdoor industry. And that’s a big thing we stand 
for and it’s kind of shedding light to having more women involved in sports and like just 
highlighting and sharing other people stories.  Because I think it is really important no 
matter what your busines size if you can you know partner with different people to get 
you know your content in front of other people’s eyes.  That’s really helpful and helped 
us grow as well, you know, being able to be featured on these women feature their 
stories on our page.  I would say it’s, you know, doesn’t make us sell a bunch of things, 
but it definitely relates to our audience as something they actually will come and read 
and makes them understand our mission more.  
 

Challenges/Satisfactions 
9. What part of owning a Business do you find most challenging? Most satisfying?  

I think the most challenging part is just funding, it for us the boot strap thing you 
know we wear saving any money we could before we started the busines I think 
especially if you are self-funded that’s the most important part especially starting out you 
have to put so much money on the table we insurance that was like thousands of dollars 
just to start with that just the startup expenses and then in the beginning you do have a 
lot of I mean we’re an online business we do have a lot of recurring expenses just the 
capital part of it does take time to be profitable if you think you’re gonna start making 
money overnight then probably starting a business isn’t that right chose  

I would say definitely the thing that makes us most proud I guess for me seeing 
people wearing things that I’ve done I would say that my partner would say that’s her 
most favorite part I don’t mean to sound jaded I’ve seen it with other stuff I used to work 
for Target I see that oh that one that one it kind of fades but for me I think the part that 
having worked in the fashion industry for so long I think there are a lot of brands that do 
a lot to give back I felt where I was working in the past didn’t give back saving money 
and making money for me. I  you know I’m proud of our branding the fact that we give 
back and have a purpose and I’m really passionate about you know empowering women 
and making sure women are represented you know everywhere are we specifically talk 
about you know outdoor sports give back even if it’s not like a lot right now having a 
platform to talk about like the environment I think that’s my favorite part of our business 
share about these issue will grow as well something that more than just sell shirts.  

 
10. How do the challenges you faced with starting the blog differ from the challenges 

faced when starting the business?  
I think they both… its challenging the same way in one way that just getting people to 
find you it’s challenging for both but I think the way it’s different with blogging its more 
about  you do make money off of like commission basically but you do get sponsorships 
and things like that from other companies just by having followers and engagements 
everyone who follows me has to click and buy this and I make a lot of money you can 
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get partnerships and grow from other businesses willing to take a chance on you I feel 
lie for our business a lot of followers collaborate with brands if we are partnering it’s to 
benefit both of us and its more about turning our followers into sales which I don’t know 
it’s kind of similar to bloggers but it’s not like you’re applying to work with whoever you 
want I’m trying to think of how to work this better with a business your trying to get them 
to your website and buying your product getting the word out there people are used to 
rusting bloggers right now vs a random brand there are so many rand om brands I think 
people are warry buying from someone they…sometimes people wonder like should I 
buy from this person the same as just you know clicking on an express top on my blog 
and buying it from express  
 

Social Media 
11. What, if any, training or education in social media did you need to become a 

successful Entrepreneurial Fashion Blogger? 
Umm, I didn’t really get any formal education. But umm, I kind of touched on this before. 
I think it’s really important, especially with Instagram. It changes all the time.  So, I think 
it’s important to just, you know, if you’re part of any Facebook groups like I’m part of 
influencer collective which is like a college fashion blogger group there’re more than just 
college students ‘cause obviously I’m not in college anymore.  But umm, that’s like a 
really good group it’s important to kind of network with other bloggers.  I wouldn’t say I’m 
DM-ing them all the time but if you have a question you can put It into a Facebook group 
Instagram tracks them they can hurt your engagement different changes that happen 
and it’s important to kind of keep up with them let’s say if you’re operating the way 
Instagram did five years ago you could be hurting yourself just based on changes that 
you make. So, I think it’s important to keep up with what is going on with the algorithm. 
Because it’s not like you post and everybody sees it.  My followers don’t see everything 
that I post so I’ve gotten advice going through your following engaging with people who 
already follow you. So, they see your post. Just have community or at least like a couple 
friends I have a friend that is a much bigger blogger than me I’ll talk to her about different 
things, to things that have worked for her and things that haven’t.  There are classes and 
courses that you can take but I think you don’t have to shell out 1,000 dollars to take 
someone’s Instagram course it takes time and persistence  
 

12. How did you determine which social media platforms to use? 
Umm, for me Instagram is kind of a given because people aren’t gonna sponsor you if 
you don’t have an Instagram. I think definitely, I could say 8 years ago blogging was a lot 
bigger, then.  It is not like having traditional blogs a lot of people don’t have traditional 
blogs. I actually spend a lot of time on Pinterest. Optimize[ing] my Pinterest actually 
drives more people to my blog.  But I do think Instagram is kind of your gateway to 
working with brands and looking legitimate. I guess you can share your blog all day, 
you’re not going to screenshot your google analytics. People want to see how many 
followers you have, the more glamorous things.  Seeing someone who has all these 
followers, they don’t know how many people go to your blog.  Instagram is how you get 
the collaboration. Then actually getting people to your blog, I think Pinterest is your best 
bet. 
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a. Which of the platforms are most important? 
 I also have Facebook I just share my blog post on there I haven’t grown it that 
much. I don’t know, not on it all the time, but yeah, I would say Instagram, 
Pinterest are most important. 

13. In your personal opinion, what key activities influenced (filters, poses, quality of 
pictures, hashtag, time of day post) your growth in followers on your social media 
platforms that attributed to your ability to start a business? 
Umm, I guess umm, I would say just engagement.  And I think also, it’s, I don’t know if I 
really, personally. I guess I’ve got some from starting my business and vice versa.  The 
crosspollination.  We don’t post on Soak up Sunshine that much.  Oh, look these are 
cofounders, go follow them.  We don’t really post like that.  But people, if you look it up, 
can find who we are.  But on my blog, also my cofounders blog, she does like, you know, 
we have a new product, we will announce it on our blog, as well. It doesn’t get us a lot 
more followers or anything, but I think it does help grow your awareness. People are 
used to seeing our shirts and seeing us wear them.  I think it’s important to not just be all 
about your business on your personal Instagram. Very few of my posts are sponsored. I 
keep it authentic ‘cause a lot of time, people relate to your style and personality that 
does come across in your business, as well. So, it’s, I don’t know.  It’s beneficial to kind 
of share on both ways to share followers. 

Content Development 
 

14. What is your current process for developing social media content for your Business?  
Yeah so uh, my cofounder is kind of more in charge of this than me.  But what we do is 
umm, we do cut out photoshoots like pretty often.  We go to like different locations, take 
photos of the shirts, while we’re there we try to take some branding photos, as well.  So, 
you may not see the design but you see me walking just things that kind of give off the 
atmosphere and then we’ll also share different things that are relevant to our audience 
she’ll share nature photography or share someone’s page who is like an avid hiker 
specifically. Like, on Facebook we, don’t really share this on Instagram, sometimes she 
shares articles of women in sports a little more often just related articles are more kin to 
Facebook than Instagram. if it’s not our product like things we think that would be 
interesting for them to read just what our business stands for as well.  
 

f. Does this process differ from what you did/do for the blog? If so, how? 
It’s different for my blog part of it is I’m not the one who’s planning it for me I 
know there are benefits to content planning in advance but I really don’t plan in 
advance part of it for me I like kind of sharing things more in the moment 
sometimes I’ll share things a couple things later I don’t really like share things 
from months ago people want to see what you’re doing now things are like 
throwback from a trip if its relating to something going on for the most part I try to 
make it more organic sponsored post I plan it ahead of time location that you 
know a couple days couple weeks after I take it I post most of my content is my 
day to day life yesterday I went to Costco took a photo sitting in the back of my 
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car with all my groceries I didn’t share it because I got home at 8:00 so I’ll post it 
today I try to keep it fluid so I can kind of adjust and change you know what I’m 
gonna do so 
 

15. How much planning goes into developing social media content for your Business? 
My co-founder does the social media planning for our business.  

g. What specific content do you plan? N/A 
 

16. How do you know the content you develop is what your audience wants to see?  
Yeah so I usually judge it based on engagement so umm like I’ve noticed just cause 
we’re all stuck in the house this is kind of I feel like true like across of a lot of different 
people if you post a photo and you’re not in it lower engagement I think people are 
scrolling they may not even know who’s post it is they may not even stop and look I 
judge it based on engagement like for brands I notice me traveling in and out to post that 
will do really well but I don’t go on vacation all the time an outfit post people will like 
wearing like a boring outfit you can kind of see how people will react like  how many 
comments obviously that impacts how many people are seeing it too so  
 

17. How do you decide what to share with your audience and what NOT to share in 
regard to your personal life and the business? (controlling public's perception) 
Like on our business page? Umm, I think that we, we try to do a positive that’s first and 
foremost.  Even with what’s going on right now, we try to take a positive approach to ... 
well you’re at home practice selfcare.  What can you do to support local businesses? We 
shared local businesses in our area that we like.  I think it’s important, especially when 
you’re like a brand and not just like a person, to be a community leader.  But I’m not 
gonna post that on our brand because its more than one person and also, it’s like you 
wanna, you wanna be a really good example. And also want to keep it positive. I do think 
it’s important to be really like  here and there but I think I don’t know I think like if I were 
gonna post about like were having trouble in our business because of funding I would 
post that maybe on my personal page not on our brand page. 

Financial Considerations 
18. What are some typical expenses you incur as a business owner? 

I would say number one is inventor I mean if you’re selling physical products for us were 
online so we don’t have a physical store we have to pay for our website, pay for our 
email, we have to pay for, like, accounting services or shipping services. What else? I 
know there’s more umm. like creative. like adobe suite we pay for that.  Just a lot of,  just 
li[k]e subscriptions that are like recurring and then also it’s, you know, a lot of other 
busines owners have a brick-and-mortar stores so sometimes we do popup evens that’s 
another expense wea  have to pay for a booth also if you’re going to do any popup event 
you have to by brochures packaging we pay for packaging online business you can but 
depends you know you have a store employees we don’t pay ourselves right now so 
saves some money.  
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19. What key factors/activities do you think contributed to your net sales last year? 
Umm I think you know using social media to promote our brand did impact our sales 
umm we did popup events which you kind of find the people who may not have found 
your and then we also did you know some partnerships with influencers so think that 
also got us some sales as well  

Sponsors/Collaborations/Partnerships 
 

20. How do Sponsors/Collaborations/Partnerships differ for you now that you are a 
Business Owner? 
I think I mean sometimes I do think about like at the end of the day it is up to me so 
umm, sometimes I will decide like if I don’t wanna approach say another graphic tee 
brand if they’re similar to mine because they’re kind of competition so something really 
close in nature I might not collaborate with them at the end of the day it’s my discretion 
but other than that I wouldn’t say anything is really different.  
 

21. As a business owner, what would be some reasons to participate in collaborations 
with other bloggers? or not? 
I think it’s important to you have to look at like from a busines perspective like is there 
audience similar to what you’re targeting there’re people that I follow personally I love 
their style but I don’t see them wearing out product but even if they agree to wear it their 
followers like their style enough they would even buy into it for example our target 
customer is outdoorsy likes hiking even if they are not super outdoorsy they like graphic 
tees should they fit in with that or else it’s kind of like a waste because people are gonna 
be like why are they wearing this it doesn’t match it’s not going to resonate with their 
follower spent money on sending them the product not expect a return on that.  
 

22. How would you go about creating collaborations with Fashion Bloggers? 
Umm so usually we do send them product and then have them take photos wearing our 
shirts that’s about it. 

a. On which aspects of your business would you collaborate with a Blogger? 
Answered above.  
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Interview with C2TWC_023 
 

Personal Characteristics/Behavior 
 

1. Describe a typical day as a Full-time Business Owner, what do you do?  

So, a typical day...Umm I feel like there’s not really a typical day to be honest it’s kind of 
all different things that can happen umm I'll be responding to emails from brands or umm 
emails from like my business coach kind of working on what our goals are for the 
future.  Umm I'll have different phone calls with you know either brands or umm business 
coaches, people that I’ve met on LinkedIn that could be potential uh customers.  

I do a lot of like speaking events too. And so that’s where I'll talk to people on 
LinkedIn and we’ll kind of setup things from there. Umm let’s see what else Do I do? I do 
a lot of content creation so I'll be making videos for YouTube, Tik Tok, Instagram umm 
I'll shoot photos right now I've been doing a lot of indoor photos for content creation and 
that's been challenging because I'm not used to being indoors for so long Being able to 
challenge myself creatively Come up with really cool content especially when we're 
doing a brand I did one the other day that was for Wet and Wild lipstick so what am I 
going to do inside and so I just got up on my counter and in front of a mirror and wrote 
the word kiss on a mirror and like took a picture with it so it was really cool  let's see 
what else do I do I'm a lifestyle and fashion blogger and so I do like cooking as well so I 
could be making a recipe for lunch and videoing that and but basically just on my 
blogging emailing writing I'm video chatting friends and potential clients or my business 
coaches and then content creation that that would be a typical day 

 
2. From your perspective, what personality traits are necessary to be a Business 

Owner? 

Umm let's see I think just being very driven and cuz it's your business like you have to 
be the one to get out there and do it and be confident in your business and I don't want 
to say like you have to be extroverted. But maybe sides of you is extroverted to work for 
you.You have to do a lot of pitching trying to find people that'll work with you and really 
just be I guess I really like the word driven I think driven would be the best word I would 
choose for that as far as personality because again it's your business like you're not 
working for anyone else like you're working for your so and so you've got to be the one 
to put yourself out there and do it and just be a really hard worker 
 

Evolution of the Blog, Business & Motivation 
3. What are three major changes you have made to your blog during your transition to 

a business owner?  

Umm oh man well my blog was horrible when I first started I always think about what it 
looked like then compared to now I think just being able to make it user-friendly so think 
about the beginning and it was just not user-friendly none of my social media platforms 
that had the same image so it would be like if I went to my Instagram I would have a 
different image on my profile picture then I would like my blog so people would be like 
okay so is this is this her blog you never want people to question when they come to 
your social media platform you want them to be certain that they're in the right place and 
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so I think that is something that was a big change that I've made with my blog as well as 
just making the front page of my website short I used to have it with all my new blog post 
you could be able to scroll forever and you never find and now I've made it where it's 
pretty short and you just kind of clicked to the things you want to get to I was really lucky 
when I was in college I got to do on the internship with a social media company and 
really focused on the backside of my website an Analytics and that helps tremendously 
and then I started utilizing Pinterest to drive a lot of traffic to my website and so I think 
just being in a business mindset really helped me significantly Drive traffic to my website 
and ultimately convert to sales and that was something like when I started my blog and 
college I wasn't thinking about that I was just like I need a website so I can write and 
distress from my crazy life in college and so now that I'm doing this full-time I'm like okay 
I want this to be a business and I think that's where like my mind shifted from this is a fun 
blog that I'm doing on the side to this is a business and I need to treat it as a business. 
But yeah [hahaha] 
 

4. What motivated you to start {Collar to Collar}?  
 
Okay so when I was in college I umm  was a fashion major my first semester I grew up 
absolutely loving fashion like my room when I was in high school was just covered in like 
Vogue covers umm  it was something I just like knew that I was going to do in the future 
when I got to college I was a fashion merchandising major and I just didn't really like the 
curriculum I guess umm  I think I'm more just like the idea of fashion hahaha and I I changed 
my major I went to business and I was like ugh  I just need a distressing accounting classes 
are killing me like I don't know what to do and so I started my website I was like okay this is 
a great place for me to be creative and showcase my love for fashion all my friends want me 
to go shopping with them putting outfits together and I just had so many people ask me to 
do things like that or like style them or give them tips and stuff so I decided to put that on my 
website and so that's kind of how that started but then collar to collar was actor my blog 
used to be like Tales over cappuccino 
 
 I have been wearing these collar shirts that I have Buy on sale from like Forever 21 
because they had really pretty beading on them and I would cut the bottom off because I 
hated tucking in shirt and so I had these collars I know these sweaters and t-shirts and I was 
like man people started saying like that was my fame are like oh I like wearing a tanna outfit 
today and they be wearing a collar as like that's so cool I love that I should rename my blog 
collar to collar so I just started styling outfits with collars and I thought that should be a thing 
why did that for a while and then I had this dream that I made products that were like these 
fashion collars and so I don't know if I mentioned that but I also have like a side business 
that's my Etsy business where I make fashion collars and they kind of look like Dickies if you 
know what those are and it is have like rhinestones and Beads and patching patches and 
stuff like that on them and that's kind of like where that came from I actually just rebranded 
so I've not Collar to Collar.com anymore because I'm evolving my business and to be an 
online educator and really educating small businesses on how they can you are life 
influencers and so I still have Collar to Collar as kind of my Etsy business and now I have 
TannaLawson.com which is the main area where I'll be making brand deals and online 
education so yeah I guess that kind of rounds off that I just always wanted to do something 
and it's fashion space and I think that's what you meant by that question hahaha 

 
a. What steps did you take to transition from a Full-time Blogger to a Business 

Owner?  
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Okay so umm I guess I’ve been, I’ve been like a Fulltime Blogger while I was 
working fulltime I graduated and went to a marketing agency and I was working 
in the umm they called it an SPR department so its Social Public Relations its 
basically social media department. And I was running all their social media 
accounts director of social media.  They had like 70 clients it was insane but 
umm I worked there 9-5 and then I literally worked on my blog until I like fell a 
sleep at like 1 or 2 am so I feel like I was always kind of a full-time blogger but 
then I transitioned to the University of Tulsa and was the director of social media 
and so I was doing all of their social media there and still doing my blog like 
fulltime I basically just never slept and just drank coffee like always but then my 
boyfriend got transferred to Houston so we were living in Tulsa and I was doing 
really well and I was making almost more if not more than my paycheck at the 
university of Tulsa doing blogging I was like well you know this may be the time 
to just move and work for myself umm I have the means to do it for a little bit and 
just see if it works and you know what if I fail I can just try to go get a job in social 
media again its like not that big of a deal and so I kind of fell into being like a 
“Full-time blogger” ‘cause I feel like I was always a fulltime blogger once I 
graduated college but now this is like my fulltime job. And I don’t do anything 
else. Umm so I guess those are kind of the steps that I took to transition into 
that…more fell into it [ha ha]. I started my Etsy shop when I was still working 
fulltime at the marketing agency but umm yeah I would say when I graduated in 
2018 May, that was when I really threw myself back into my blog and wanted to 
make it into a business. I like to say I started it then even though I was still 
working fulltime because I was equally working fulltime on my blog and I feel like 
I was doing the same amount of work that I’m doing now, just less stress [ha ha] 
 

5. Did transitioning to an Entrepreneurial Fashion Blogger require you to quit your 
job? 
I don’t think so umm I think you can definitely balance it if you want. I think the moment 
that I realized I could do it fulltime was when I started making the amount of money that 
allowed me to do it fulltime but no I definitely think you have to quite your job I know 
plenty of bloggers that are still working fulltime and doing very well in their business of 
social media online so I don’t think so. I think it does give you a lot of freedom. Umm like 
I’m not having to do all of my content creation on the weekends now because its dark 
when I got home from my social media job it allows me  a lot more freedom for sure but I 
don‘t think you have to.  

a. If yes, how did you know when you needed to quit your job? 
 

6. How has fashion blogging prepared you for owning a business? 
Umm oh man…[ha ha] I think I wanna say like all of the umm like emails I feel like when 
I started this I never thought  that I would be getting like emails from brands and I really 
didn’t know how to respond to them in a professional manner umm that made sense for 
me as like a business like when people reach out and say hey we want you to post this 
on your Instagram you  know what are your rates? I was like, what are my rates? I don’t 
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know what like people pay for this? Like this is crazy. So I think it’s really just been like a 
learning process to be honest and when I started there wasn’t a lot of resources online 
that were specific to my niche there were a lot of people who were talking about how you 
can grow a business from social media but it was never like here’s how you grow and 
here’s how you become a business owner but here’s how you also balance still posting 
things that you love, if that makes sense a lot of people transition from posting about 
fashion and then they’re like a business coach and all of their fashion posts kind of 
disappear and it’s more about getting people to join their classes and grow their 
business which is great but that just wasn’t something I wanted to do I still want to travel 
and post about fashion I think that a lot of people are tailoring their courses to people like 
that now and that’s what I’m going to be doing as well. Umm so really, I don’t ... I don’t 
know what prepared me. It was a lot of just trial and error being like oh hey umm I’m 
gonna charge this much for like a post and then they’ll be like umm okay well we had a 
budget of this and I’m like oh woops like I had no idea what I should’ve been charging. 
But then you just learn. You learn how to negotiate and you learn how to kind of speak 
the language and connect with people and really utilize other people and I think the main 
thing for this industry is collaboration over competition cause I feel like the more you 
collab with other people who are doing the same thing as you, you’re both gonna grow I 
feel like if you’re trying to do it all alone you’re not really gonna learn and it’ll take you a 
long time to learn. So, a lot of trial and error and just utilizing other people as resources 
and just making connections.  

 
7. Do you think consistency played a role in your ability to transition your blog to a 

business? Why, why not? 
Umm yes, that is something that is very important on social media. Whether you’re a 
blogger or a business umm posting on social it’s extremely important to be consistent to 
post every day or almost every day because that’s how your content stays relevant and 
that’s how you’re gonna connect with your audience umm as well as engaging. like 
engaging is so important because that’s how you’re ultimately gonna build a relationship 
and build trust with your audience umm and your followers and that’s how you’re gonna 
be able to ultimately sell them like I hate saying that because I feel like I view my 
audience my followers as more of like my friends than followers that are just gonna buy 
something from me and like I’ll make commission. But building trust is everything when it 
comes to being a successful blogger. 
 

8. Now that you've started a business separate from your blog, where does blogging 
currently fit into your business model?  
Hmmm. I feel like it’s a significant part of my business so when I’m pitching myself to a 
brand like a social post but I’m a writer like ultimately like I would love to write a long in-
depth review of your product and put it on my website I think that’s a really big selling 
point to brands because a blog post will last a lot longer than an Instagram post. An 
Instagram post is pretty much relevant for 24 – 48 hours tops whereas a blog post lives 
on your blog forever and SEO helps you umm Pinterest driving traffic you can have a pin 
that drives to your website and I have a post that’s been out for like months and it’s still 
generating traffic from Pinterest every day I’ll get notifications and I’ll check my analytics 
on it and I’m still getting tons of page views to my blog. So I think my blog is the 
strongest umm I know I have more followers on Instagram but I like to view it as what if 
Instagram disappears like I want people to be connected to my website and my email list 
so I can always reach them that way. So, I think my blog is still the most important part 
of my business like it’s where my business lives its my website and my blog.  
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Challenges/Satisfactions 
 

9. What part of owning a Business do you find most challenging? Most satisfying?  
Umm most challenging typically for my industry is just convincing people that it’s 
beneficial for their business so what I mean by that is umm small business owners or 
honesty just any business owners convincing them that social media is the way to reach 
your target audience umm over like you know print advertising or a billboard or sign on a 
bus like you wanna be able to target you specific audience that you’re wanting and with 
social media you can do that and that’s where it kind of helps me having worked in the 
social media marketing industry.  

I may kind of speak the language to the brand’s marking department and I feel 
like that’s helped me significantly But even getting in touch with the  marketing 
department or even getting in touch with the right people in that company that’s a 
challenge. and then once I do its convincing them that you know I’m worth it and I should 
be paid. that’s another big thing umm whether I’m reaching out to them or they’re 
reaching out to me, they’re always like oh well we would love to do it on a trade basis. 

 And I don’t know who it was I read something that was like uh when people say 
this to you think about it this way would you walk into Walmart pick up I don’t know pick 
up a shirt and say hey can I just borrow this for a little bit and try it out without paying 
and if it works I’ll pay for it. No, they’re gonna be like that’s stealing you cannot do that 
that was the best way for me to kind of idk make the brands understand that like I’m 
worth it like my time is worth something, my content creation is worth something and the  
space on my pages are worth something. And being able to convey that message to 
them is really challenging. they’re either like sorry we don’t have a budget umm and I 
know they do because I worked in the marketing industry I’m like you have a marketing 
budget you’re just not allocating it to influencer marketing which you should be doing but 
that’s a different story. 

 But umm yeah it’s rough just trying to showcase my worth to them umm and I 
used to do a lot of stuff for free when I was growing because I didn’t know better and 
now I’m just like I can’t do anything for free unless it truly resonates with me umm and 
you can kind of tell which brands maybe do not have a marketing budget but they’re just 
a really good brand and maybe they donate to a really good cause that would be 
something I’d wand do because it fits my morals and values umm and then maybe in the 
future if they do get a marketing budget they could be like hey well Tanna work with us 
for free we would love to throw money behind a post from her because she loves our 
company and really helped us out when we needed it. Yeah that would be the most 
challenging just conveying my worth to brands and getting them to understand the 
benefits of influencer marketing and building relationships with people online.  

It is insane the number of friendships I’ve made just through Instagram I moved 
from Houston before I had a couple of friends from college that are here but they are 
really busy I reached out to a couple girls that were using the hashtag Houston blogger 
now we’re really good friends we’ve met in person we go to events together we hangout 
we text each other we FaceTime like it is unreal the friendships that I’ve made online so I 
think that would be the most satisfying thing for me and having a place where I can go 
online and you know talk about my struggles or talk about my successes and have this 
friendship built like this ... all of these people that are like oh yeah I’ve done that before 
here’s some advice or Oh my gosh! I’m so excited for you I just ...I love that I love having 
a community online.  

10. How do the challenges you faced with starting the blog differ from the challenges 
faced when starting the business?  
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Okay so umm it’s kinda weird ‘cause I like double dipped a lot umm so right now I am 
working on social media guides geared specifically towards business owners so not 
influencers umm I’m thinking about doing something like that in the future to help 
influencers grow but I really want to touch on businesses. umm So, my dad is an 
entrepreneur and when I started my blog he thought it was the biggest waste of time 
every umm he was like Tanna why are  ... and it was like because he didn’t understand it 
umm a lot of people who are older don’t get social media. They don’t understand it. They 
see their kids are on their phones all the time you know and they’re like you’re not 
paying attention to anything like live life  

so it was a struggle to convince him the values of it and now he’s like all for it he 
understands it but it took a long time like I’ve been doing this since 2014 umm like I’m 
just now getting him to understand it and that you can make money from and I think that 
was his biggest thing cause he’s an entrepreneur okay how can you make money which 
is frustrating because that’s not how I looked at it at all I looked at it as my place to grow 
and my outlet and then if I made money cool and if I didn’t I’d still do but for him it was all 
about that and for him umm I feel like he didn’t have a lot of like social media presence 
and that could really help him with his business so we kind of collaborated back and 
forth and how we can help each other with social media platforms. He’s really big on 
LinkedIn so he’s helping me grow on LinkedIn and I’m helping him on other social media 
platforms. 

And we’ve kinda come to the idea that it would be best for me to do social media 
guides for people like him umm who have small businesses who maybe don’t know how 
to find influencers don’t know which influencers they should be working with umm you 
know, understanding the value of an influencer, understanding the value of just social 
media having an Instagram for your businesses. Having and Instagram profile that 
converts. So many businesses don’t even have their websites on their Instagram profile 
for a way to contact them. And that just baffles me. And I sit there and I’m like how do 
they not know that? I’m like, Tanna they don’t know that, but this is an opportunity for 
you to teach them. 

 And so, I feel like that’s umm a challenge that I’m working with that’s more 
geared toward my business umm is just convincing small business owners that they 
need to be utilizing social media marketing and influencer marketing umm and I went to 
a speaking event recently with just a bunch of entrepreneurs and the questions that they 
had were just I feel like what? How do you not know this? But it also made me feel so 
good that I was an expert in that field. Cause I kinda struggle with imposter syndrome a 
lot just because I’m young and I feel like all of these like older like really successful 
entrepreneurs are asking me all these questions and I’m like am I really credible enough 
to be like saying this to you but I am like I know a lot when it comes to it and I worked in 
the industry so, umm I guess so it would be like a challenge that I deal with myself too 
like an  inner challenge like dealing with imposter syndrome umm and I think those are 
the main differences between the challenges of my business now versus like fashion 
blogging. Fashion blogging is more about like rates and people understanding my worth 
and trying to convince them, you know, that I’m worth it to invest. And yeah [ha ha ha] 
 

Social Media 
11. What, if any, training or education in social media did you need to become a 

successful Entrepreneurial Fashion Blogger? 
So umm in college I worked for Magnolia so like Chip and JoAnna Gaines if you’re 
familiar with them I went to bailor so I lived in Waco I fell into an internship doing social 
media and that was where I first like started doing social I actually started my blog while I 
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had that internship because I was running their Instagram accounts and was just baffled 
by the amount of people that was liking their stuff commenting on their stuff just the 
things that people would message me about chip and Joanna I would be like you’re 
kinda crazy but umm yeah it was wild but then I was in an environment there were five of 
us that were running social medial accounts for all of Magnolia so one person was 
running hers I was doing realty  
 

12. How did you determine which social media platforms to use? 
Umm I kinda just made everything in the beginning I was like I’ve gotta have a twitter a 
Facebook a pang and even an Instagram 

a. Which of the platforms are most important? 
13. In your personal opinion, what key activities influenced (filters, poses, quality of 

pictures, hashtag, time of day post) your growth in followers on your social media 
platforms that attributed to your ability to start a business? 

Content Development 
14. What is your current process for developing social media content for your Business?  

a. Does this process differ from what you did/do for the blog? If so, how? 

Just recently started using my professional camera didn’t use it for my blog really didn’t take 
the time to learn just used iPhone brands want a high quality photo and that’s the biggest 
difference really carrying about what I was photographing just my blog and my business full-
time photos look more genuine and artsy  

 
15. How much planning goes into developing social media content for your Business?  

 
What specific content do you plan? 
Drastically changed when started business I really wanted to concept every piece of 
content putting out here for a brand or not especially for a brand when wasn’t concepting  
 

16. How do you know the content you develop is what your audience wants to see?  
45:19 
 

17. How do you decide what to share with your audience and what NOT to share in 
regard to your personal life and the business? (controlling public's perception) 

Umm so right now I feel like the business side is more geared toward my 
platform on LinkedIn on Instagram I share everything I share highs lows cried on 
Instagram when struggling being so real and raw being honest and having integrity  

Financial Considerations 
18. What are some typical expenses you incur as a business owner? 

Oh, my goodness. A lot. I’m like let me pull out my financial statement for you. Umm oh 
man. I feel like for me, specifically umm Ad sales is huge. Umm promoting things on 
Pinterest on LinkedIn on Facebook uh paying for photoshop all my adobe platforms I pay 
for Canva umm oh my goodness I actually might pull out my statement just of my 
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expenses I want to make sure it covers these things. There’re a lot of stuff that you didn’t 
even thing you would have to do. Oh, wow I do pay for that too huh? Gas driving to 
events something that I’m let’s see I just love google docs. Okay, so umm I have a home 
office and so that’s like my office rent umm office supplies I have different things I had to 
buy a monitor so I have my laptop and then I have my big monitor screen umm internet 
cell phone umm calendar subscription my mail tempt my email list subscription I pay for 
my website umm I’m looking into getting someone to help me redesign my website I may 
be moving over to WordPress self-hosting I’m on square space right now so just website 
maintenance umm I pay for my email suite just to have like Tanna@collartocollar.com or 
Tann@TannaWasilchak.com let’s so oh My LLC I had to pay for umm Tanna Wasilchak 
LLC and then I have Collar to Collar LLC so I  have two and then personal promotions I’ll 
be like promoting myself on Pinterest on Instagram and then I’ll do like sponsored posts 
promotions to try to help generate sales on a sponsored post especially if I make 
commission from that brand deal that and let’s see flights and  hotels so if I go to 
different conferences specifically for my business then I’ll have to pay for different things 
like that so there’re a lot a lot of I never thought would be like business expenses but are 
truly business expenses 
 

19. What key factors/activities do you think contributed to your net sales last year? 

Umm I think just viewing my blog as a true business umm I know  a lot of people don’t 
really write like professional emails I’m always writing a professional email I’m always 
following up with people because I worked int hat industry I know how important it is to 
follow up with people that work in the industry because they’re so busy they’ve got a 
million different things they’re doing just following up being like hey I just wanted to see 
what’s going on I’ve gotten so many collaborations by following up umm so if I hadn’t of 
had that drive and determination to do so I wouldn’t have been able to get those 
collaborations and pay and invest in my company so I think just really flipping that switch 
in my head and being like okay your blog is now a business you need to treat it as a 
business and you need to understand your worth and you need to follow-up with these 
people and don’t sit around and wait for a brand to come to you. Do the research do the 
work get on LinkedIn find the person who’s doing influencer marketing for that company 
try to set up find an email reach out to them follow up with them I think that has been the 
biggest thing that’s led to success for me.  
 

Sponsors/Collaborations/Partnerships 
 

20. How do Sponsors/Collaborations/Partnerships differ for you now that you are a 
Business Owner? 
Umm I think that’s really where it comes in to Paid collaborations umm because  before I 
was like oh well you know I want to be paid but I’m also not relying on my blog as my 
sole income. So a lot of times I’d be like yeah I can do this because I liked the dress or 
whatever and I was like I really want the dress so Ill just do it in exchange or on a trade 
basis uh because I was making money at my marketing job so I think that that’s been the 
biggest difference is just like knowing my worth knowing that umm I need to ultimately 
make an income to be successful right now and I feel like also paving the way for future 
umm blogging like entrepreneurs.  I think that the more people do what I’m doing the 
better it will be for the future for brands understanding that they need to pay content 
creators for their time and the space on their page.  
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21. As a business owner, what would be some reasons to participate in collaborations 

with other bloggers? or not? 
Umm I think the biggest reason would be umm target market. So, as a business owner 
umm you really want to find a fashion bogger that ahs the same target market as you 
and I think that’s gonna be a great way to reach people you weren’t able to reach and 
then you’re able to have the trust that they have from their followers kind of come to you 
so if they’re talking about your brand to their followers who trust them then that’s gonna 
be way beneficial for you than like you running an ad on Facebook umm you know 
putting in your target market  people are gonna see that ad and be like I don’t really 
know that business it looks interesting but I don’t know I don’t really know that business 
whereas if you are using an influencer those same people can be seen influencer use 
the product talk about the product show you the product in a video in a photo really like 
talk, talk about it maybe more than you can and cause they have that trust built its gonna 
be more beneficial to you if you utilize an influencer as a brand 
 

22. How would you go about creating collaborations with Fashion Bloggers? 
a. On which aspects of your business would you collaborate with a Blogger? 
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Interview with CAFBJ_029 
 

Personal Characteristics/Behavior 
 

1. Describe a typical day as a Full-time Business Owner, what do you do?  
a little bit umm I just started this book umm and it’s called How to Pray for Your 

Business and so as starting out as a blogger and now an owner of a boutique, I definitely 
need to incorporate that in my day-to-day life… to just keep me calm and relaxed and so 
I started doing that. That’s my first thing that I do. I kind of dive into that book. Umm, and 
then I read my devotional and umm just get my mind set and so after that I’ll do the 
coffee, or I’ll have my coffee with the devotional book. And then I’ll just check my emails 
umm just to kind of see umm what is urgent maybe a client umm has reached out to me 
for an item or had an issue with an item, etc. Umm and then also I typically post at 9 
o’clock in the morning umm and that umm for my that’s for my boutique umm so I’ll 
either post like a clothing item or you know a faith-based item just to stay consistent so 
umm that my audience is always expecting something from me. And so then I’ll post and 
then I’ll do a little bit of engagement umm in social media so I’ll respond back to my 
readers and then I’ll try to review other umm Instagram accounts and all that to just to 
increase engagement and exposure overall umm And then I will typically umm I’m also a 
full-time [huh]  

I work umm also as an attorney for a pharmaceutical company so I try to weave 
that in and then in the world that we’re in now umm with COVID I don’t have a nanny so I 
am a mom to my twin girls and they are with me umm fulltime with my mom and so that 
intertwines I’ll stop doing some work for the boutique or the blog and then I’ll umm I will 
you know sit down and try to focus on either one of those things and then I’ll come back 
around 11 or so umm after my girls have napped and/or I put my girls down for a nap 
and I kind of check my work email umm for my pharmaceutical company job then I’ll do 
like a try on session or some kind of umm or like a video and I’ll record it to either it will 
be a try on session on our new arrivals or a tryon session on how to create something 
from casual to dressy umm and then from there that will take about 11-12 about an hour 
or two to get umm that edited and all that. So then lunchtime and time with the girls and 
then for about 12 – 3 is just like time with the girls getting them ready for lunch all of that 
and then around 3 that’s nap time so that’s go time for me so I can I’ll intertwine the two 
my pharmaceutical company job and then my boutique it will consist of maybe talking to 
my PR company about ideas for pitching to creative outlets or it will also consist of umm 
I’m trying to partner with another business umm as a way to work together and I can 
grow as a brand umm and then I usually try to wrap it up around 5 but also with a 
mindset that I probably will be going back at it at night after my girls go down and so 
when my husband’s home from work umm in the evening time we’ll do our packaging of 
our orders and that’s usually 9 – 10 or 9 – 11pm and I try to wind down around 11 – 12 
and then I get up and start it all over again at 4:00am.  
 

2. From your perspective, what personality traits are necessary to be a Business 
Owner? 
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Yeah umm I’m learning that more and more everyday umm but from what I’ve learned so 
far definitely consistency umm definitely umm just being able to put the work in even 
though it doesn’t necessarily look like its successful umm from you know what 
successful is deemed whatever that may mean you know and just a hard worker umm 
being umm being patient umm hopeful and optimistic mindset definitely in trials and 
tribulations especially in the season we’re in you know COVID umm that definitely is 
needed umm being umm kind and being willing to umm have a philanthropic side as well 
uh to show compassion to give back to the community. umm yeah umm be a team 
player umm and as well as a community player. so be involved with other small 
businesses and partner together to work together umm being able to delegate, another 
one that I am working on [ha ha] and being able to say no sometimes umm and not 
putting so much on your plate at one time. Being open and innovative and being 
creative. 
 

Evolution of the Blog, Business & Motivation 
 

3. What are three major changes you have made to your blog during your transition to 
a business owner?  
Yeah so umm going back to the saying no. Umm characteristic as a business owner I’ve 
had to say no to some partnerships for my blog that umm I had to in order to spend more 
time with the boutique umm I have had to umm so that’s one change another change is 
umm having to focus on two things opposed to one in regards to creative outlet umm this 
the blog has always served as a creative outlet something I’m passionate about and love 
and so that was like what I was you know that was my passion so to split that time  into 
two is something that I had to change as well umm and then third umm being uh having 
a blog is still in a sense it’s a business but umm you have to switch and trans ... I had to 
switch and transform into a business mindset in the retail world when I switched over to 
umm you know to owning a boutique. so I had to switch, you know, the statistics aren’t 
always the same in the blogging industry as it would be in the umm as being a brand so I 
went from being a blogger to promote a brand to now being a brand that wants 
essentially umm that is wanting to promote through bloggers so and then you switch in 
regards to how you look and umm on social media so for me I was focused as a blogger 
I was focused on how many followers I had how my engagement was or my metrics look 
like and now as a brand I’m looking at others how their engagement looks what their 
metrics are and all of that so that switch has umm so definitely the switch from blogger to 
boutique owner has definitely been a change too.  
 

4. What motivated you to start {name of business}?  
The passion that I felt towards the blog started in 2017 
 

a. What steps did you take to transition from a Full-time Blogger to a Business 
Owner?  
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Definitely in regards to like the technical aspect umm I had to I had been doing 
umm I had to file as a business for Charlie Madelyn and then I had to attend 
umm these shows called markets that have clothing items in them and or clothing 
items and all kinds of things uh in order for you to get your products and so that 
was umm definitely another step I had to take that was a little different than the 
blogging world umm and so and then just getting the items trying to meet with 
vendors umm trying to figure out what I want to carry and trying to figure out 
quality the latter part of the development of the launch was trying to figure out 
how to touch items when I couldn’t touch them when all the markets were 
canceled because of umm COVID-19 and so umm and just the development 
process of the brand umm is – is you know is a step I also had to take and 
figuring out who my niche was who  my target audience was what my mission 
was uh similar traits that I did for the blog but it was a different it’s a different 
aspect so you have to redo everything again umm for a different business so 
yeah that’s about it. Tryna find the product tryna find my brand, my brand, who 
my niche was and how I was gonna set it up and operate it.  

 
5. Did transitioning to an Entrepreneurial Fashion Blogger require you to quit your 

job? 
No 

a. If yes, how did you know when you needed to quit your job? N/A 
 

6. How has fashion blogging prepared you for owning a business? 
Fashion blogging has oh it has helped me because it’s put me it has allowed… it’s put 
me into the eyes of a consumer the eyes of a blogger and now into the eyes of a 
boutique owner. So at least I have a better idea now compared to if I didn’t. I have a 
better idea what trends to look for I know what’s popular what’s not so popular what’s 
coming into season what umm who to look for in regards to what who’s wearing it and 
being able to identify just trends well with bloggers because essentially the bloggers are 
the ones who are setting the trends these days so just being able to have that 
knowledge  and being able to scope out other bloggers just to see what they are wearing 
so I can utilize that and promote and find that product or a product similar to that and put 
it into my boutique. Umm and then being able to umm in regards to pitching to other 
bloggers umm from a brand perspective I know how someone feels if you’re offered a 
gifted partnership compared to a paid partnership so having that mindset being able to 
express that in m y pitching to other bloggers has allowed me to kind of seem maybe a 
little bit more relatable like okay I’ll help another blogger out type of thing because she 
understands how it feels uhh and sooo yeah just being able to put myself in the eyes of 
a blogger and the eyes of a consumer and kind of knowing what is in style what is worth 
stepping out on if you’re uncomfortable like as far as comfort zone and also being able to 
share those same concerns and questions that I had that I received from my fashion 
blog so my readers from my fashion blog help expressing those trends over to Charlie 
Madison 
 

7. Do you think consistency played a role in your ability to transition your blog to a 
business? Why, why not?  
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Yeah, for sure. I think that I’ve always struggled with being consistent with my blog I 
would say something like I’m going to post every day for the month of June and I would 
get there and then maybe the second week or the third week that goal would not have 
been achieved and then and so I think that consistency has shown I have seen 
consistency work and I’ve seen consistency I’ve seen when I wasn’t consistent that that 
didn’t work so I think having that knowledge and that trial and error I think having that 
experience with that has propelled me in the boutique world as showing consistency is 
what drives consistency is what’s important consistency is what moves things even you 
don’t see movement as far as metrics go oh I didn’t get a sell that day you still need to 
be consistent so having that knowledge from the blog has taught me that consistency is 
key essentially.  
 

8. Now that you've started a business separate from your blog, where does blogging 
currently fit into your business model?  
Yeah, for sure, so I think blogging is where I found this umm these worlds umm blogging 
is… I love it I very much love the community that has been created I very much love the 
industry and umm who I’ve met through that so I don’t think I’ll ever give up blogging 
umm what will change is my [ha ha] consistency for the blog umm because the boutique 
there is a lot of investment here there’s a lot more why as far as my mission and the 
reason why I created this so my  heart has transformed I still have a heart for my blog 
but my  heart, my passion, my reason why has transformed to the boutique so umm 
going forward I will definitely try to create some type of schedule like within myself 
maybe I’ll do a blog post every other week maybe I’ll post two times a week try to be 
more visible on stories so my blog will definitely shift I won’t’ be up there as much but I’ll 
definitely try to be up there consistently throughout this schedule that I’ve created.  

 

Challenges/Satisfactions 
9. What part of owning a Business do you find most challenging? Most satisfying? 

Umm okay so challenging would definitely be umm being able to [huh] being able 
to push ahead even if you don’t see that, that – see that your actions have caused you 
success. Umm and then, and then success is so subjective umm so when I say success 
in this particular sense, I just mean umm like the metrics. Like uh I did a try on session 
today and I didn’t’ get any sales from that umm and so, my ... the challenge behind that 
is me pushing and propelling ahead even though the sales didn’t come. Umm continuing 
to keep the faith that it will work out umm even bigger than I can imagine. So being 
about to push passed the zero sales days. 

Umm the biggest reward has been, and I’ll flip the challenge to be a reward umm 
is that even though sometimes I don’t get sales that does not mean that I’m not 
empowering and encouraging, which is the mission behind Charlie Madelyn. Umm, for 
instance I got a umm email or Instant – I got a DM from someone who is just in the 
process of starting her, her, her cancer treatments her chemo her chemotherapy 
treatments and she commented on my post and said that she said thank you making 
...for picking clothing pieces that make me feel feminine. And although that week I didn’t 
meet my goal, my physical number goal I did meet my goal that week. So, realizing that 
goals don’t necessarily have to be accomplished in a number it can be accomplished by 
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how you’re making someone feel so that has been definitely my most rewarding so far. 
being able to see those comments and uh being able to truly know in my heart that this 
was created for a reason.  

 
10. How do the challenges you faced with starting the blog differ from the challenges 

faced when starting the business?  
Yeah so, I oh, I guess. The – its more the I would just go ‘cause it’s a sense still starting 
a business so it’s the same like I have no idea what I’m doing so I need to learn it. Umm 
the difference is for me specifically is the financial investment so with the blog I mean 
depending on where you start it depends on how much your investment is. For my blog 
personally I didn’t have a huge investment starting up I didn’t invest in a lot other than 
some time on trying to figure out how to create a domain a name and all of that 
compared to the boutique I invested in clothes I invested in inventory in umm in my 
setup umm in my signage and all of that. So, the – you get more anxious and more 
nervous because of all of the stuff to say it obviously that’s not a nice fancy word all of 
literally the stuff that you put in is so much more when you’re creating like a business a 
structure umm to start off with. I think your blog you can gradually grow. I mean and 
essentially you can gradually grow in any aspect, but I had a vision – I had a vision, I 
had a plan of how I wanted it to look and that costs money. My blog, I had a vision, but I 
gradually grew to learn what that was.  
 

Social Media 
 

11. What, if any, training or education in social media did you need to become a 
successful Entrepreneurial Fashion Blogger? 
Oh I – I nothing really. You learn as you go. You grow as you go.  
 

12. How did you determine which social media platforms to use? 
Yeah, umm I decided that umm just the ones that I find are the most popular at the time 
for me when I stated it was Instagram and a little bit of Facebook  

a. Which of the platforms are most important? 
 

13. In your personal opinion, what key activities influenced (filters, poses, quality of 
pictures, hashtag, time of day post) your growth in followers on your social media 
platforms that attributed to your ability to start a business?  

Content Development 
 

14. What is your current process for developing social media content for your Business?  
That’s a lot of outsourcing I because of the time crunch I had to decide that I cannot no 
graphic designer – built logo social media person that helps with graphics PR assist 
pitch to media outlets outsource Pinterest manger  

a. Does this process differ from what you did/do for the blog? If so, how? 
Yes, did all of the work when it was just the blog 

15. How much planning goes into developing social media content for your Business?  
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Hands over the content creates that information and send it. Share with Social media 
manager and PR lady as well come up with ideas had to send the items and then they 
do the graphic  

a. What specific content do you plan? 
Yes, plan out social media maybe on a weekly to two-week basis try to do an 
outline of two weeks for social media 

16. How do you know the content you develop is what your audience wants to see?  
 

17. How do you decide what to share with your audience and what NOT to share in 
regard to your personal life and the business? (controlling public's perception) 
 
Not very personal in boutique world as in the blogging world. Help people in the process 
of trying to start a family being about to help donate to their cause had to share her 
experience of fertility journey in order to create the program and home in with people. 
Does same thing with Charlie Madelyn as well at the end of the day as a blogging 
perspective its more personal boutique very business but I try to intertwine them  

Financial Considerations 
 

18. What are some typical expenses you incur as a business owner? 
Umm so many. I think umm just initial the normal investment was rather umm pricey 
there and that was just me I don’t have a brick-n-mortar it’s just online but the investment 
was still rather step because the vision I had you can start you know you can start a 
business and I think it’s important that you start it how you see it umm some people start 
it in certain ways you know and others do other ways and that’s just subjective and your 
personal preference for me I had a vision I knew what I wanted I knew what the costs 
were I knew I had to to what I needed to do to get that vision making sure that every size 
every frame every height had an item that they could buy from umm so that means so I 
needed to invest in a lot of my clothing inventory upfront uh I carry a plus size line and 
so I wanted to make sure everyone had something when they came to this boutique and 
that was that was a little steep there and then also, with my shelves like my hanging 
shelves and my items that was a lot uh being able to get that done and completed umm 
and then we painted in here we painted so it was the investment was there and then 
monthly thing just your inventory is definitely something that’s always gonna be updated 
you have to accommodate for that may not always be monthly that may be weekly 
depending on how your selling at any given time and like all of my outsourcing – PR 
social media, Pinterest my graphic designer thankfully I don’t have an overhead at the 
moment with the brick-n mortar but at the moment I do have a slightly low overhead 
solely because I don’t have any employees to pay everybody who’s working for me 
literally is pro bono so my husband, my mom and my friend are pro bono that’s inventory 
and all outsourcing that I do and then supplies as well.  

19. What key factors/activities do you think contributed to your net sales last year? 
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Being able to partner with other bloggers that was really good being able to kind of be 
creative so I did a launch  party I would have loved to do it in person I had already paid 
for the room and everything but because of COVID that switched I had to be a little 
creative so I still wanted to be able to create some excitement behind the launch and so 
we did a virtual launch party a lot of my blogger friends shared the outfits that had 
shared their thoughts being able to still partner with 2 or 3 bloggers a month just partner 
with them and then spread about it has been quite fruitful creative on my blog they have 
been able they have been so supportive with sharing and buying as well so just being 
able to have that community beforehand umm has been so successful and obviously I’m 
a believer so I could not I couldn’t say that all this was because of that honestly I know 
for a fact that it was just you know God brining this to me and to us and so all of that  

Sponsors/Collaborations/Partnerships 
 

20. How do Sponsors/Collaborations/Partnerships differ for you now that you are a 
Business Owner? 
Yeah, I’m still learning that so I umm I follow a few other bloggers who are also boutique 
owners it’s like and I like that they still host blog their blog is still very much their blog 
and they’re still posting about their boutique a few brand partnerships that are clothing 
 

21. As a business owner, what would be some reasons to participate in collaborations 
with other bloggers? or not? 
Just being able to so I also use bloggers for my photoshoots so they’re very helpful 
because they already know how to pose, they already know how to smile, and they know 
how to dress quickly which is very important in a one-hour photo session.  So, umm 
that’s been very helpful and just being about to spread the word of mouth. After that very  
She promotes our sales on her platform, so it’s just been very helpful to create that 
genuine relationship it’s almost like a brand ambassador program, but I don’t have to 
give them items so to speak. so, it’s been really nice being able to build that genuine 
relationship brand  
 

22. How would you go about creating collaborations with Fashion Bloggers? 
a. On which aspects of your business would you collaborate with a Blogger? 

 In all aspects honestly in fashion in faith in both and then in any aspect I do try to make sure 
that the bloggers that I partner with that they do I do have certain criteria as far as engagement 
and aesthetics I’m open to any and all bloggers I’ll take that back but the majority of bloggers 
are either fashion or faith fitness or something in the fashion and or faith center is who I try to 
partner with.  

 


