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The use of social media and in particular blogs has increased rapidly the last years. Blogs 
 are utilized by marketers but the field is lacking knowledge about bloggers ability to 
 create value, and thus become beneficial communication channels to take advantage of. It 
 is further required more research on how social media influencers, especially bloggers, 
 are perceived by consumers. Perceptions are impacting bloggers’ influence, defines their 
 brands, and consequently the credibility of their information and communication. It is 
 researched how individuals have created a brand through blogging that is positively 
 recognized and valued in the market. Additionally, the study is investigating how 
 personal brands influence consumers. For marketers there is a need to achieve a clearer 
 understanding of the effect of exploiting bloggers as a marketing tool to reach and 
 influence consumers.  


It is utilized Web 2.0, blogging, communication, and personal branding theories to build a 
 foundation to analyze and answer the research question. A mixed approach of 


quantitative and qualitative methods has made it possible to identify factors and reasons 
 to how a personal brand is created by a strong blog brand. The data also made it possible 
 to detect how bloggers are influencing consumers.  


The study shows that people create valuable personal brands through blogging by 
 displaying authenticity, knowledge, new and inspiring information, and creating close 
 relationships with readers. Bloggers are found to be credible communicators and hence 
 perceived as valuable search options for information. This study demonstrated that 
 bloggers are found to influence consumers’ choices, opinions, and actions. Commercial 
 content communicated by bloggers is viewed as more credible than traditional marketing.  


Findings indicated that blogging provides value to an individual’s personal brand in terms 
 of self-expressing knowledge and passions that means that people can attract new 


businesses- or career opportunities. The position bloggers have in reaching and building 
 close relationships with readers, demonstrates that markers should exploit bloggers’ 


communication channel and influence power to interact with relevant target consumers.  
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The Web 2.0 has opened up for new possibilities for business and communication 
 through new media channels. In e.g. with social media some businesses have become 
 obsolete while others have come to live, which can be seen in the fashion industry. The 
 fashion industry has been dominated by traditional marketing channels. Products or 
 brands covered in the media are considered to be superior, and fashion periodicals thus 
 have become a vital source of information and inspiration. By this, fashion magazines 
 and journals have been able to create a form of consumer intimacy that has provided them 
 with credibility and a large readership. Yet, with social media becoming more central and 
 popular, entrepreneurial consumers have started to increasingly dominate the digital 
 media channels (Pihl & Sandström, 2013). Social media refers to activities, practices, and 
 behaviors among communities of individuals who gather online to share information, 
 knowledge, and opinions utilizing conversational media. Conversational media can be 
 described as web-based applications that allow creating and transferring content in forms 
 of words, pictures, videos, and audios. In former research, blogs have been identified as 
 one of the various social media platforms (Mohammadian & Mohammadreza, 2012).  


“In some industries, blogs have become popular and powerful intermediaries between 
 firms and consumers, reaching more readers than regional newspapers” (Pihl & 


Sandström, 2013:310).In e.g. it has been identified consumers that write about fashion 
and trends through blogs that have become so popular and powerful that they are 
readership competitors to traditional media (Pihl & Sandström, 2013). Several fashion 
brands are using social media activities to gain direct feedback from their customers. An 
example is to invite fashion bloggers to front seats of fashion shows or to events. The 
bloggers updates their followers constantly with feedback from the show or event on their 
blog and other social media accounts (Kim & Ko, 2012). Hence, communities, networks, 
and the developments in information communication technologies have enabled the 
average consumer to become an active participant in creating and recreating value (van 
Heerden, 2010). However, even though blogs have become more professional with time, 
literature is still lacking information and data regarding the commercial aspects of social 
media and blogs. According to Phil & Sandström (2013) a lot of research has been 
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conducted on formation of blogging communities and several various usages of blogs 
 such as knowledge management and data mining, but the level of knowledge about how 
 bloggers make money and how they create value is small. Based on former research 
 within social media, social media influencers (SMIs’) have been identified to impact the 
 sphere. SMIs’ represent a new form of independent third party endorser who shapes 
 audience attitudes through social media platforms and applications such as blogs, tweets 
 and other social media networks. The characteristics of effective spokespersons have 
 been identified, but little research has been done on how the audience perceives these 
 SMIs’ (Freberg, Graham, McGaughey, & Freberg, 2010). Hence, there is minimal 
 information about what kind of position these individuals have in the consumers mind. 


This creates challenges for firms when linking SMI’s to their products or services through 
 advertising or reviews. This is because consumers’ perceptions of the brand’s SMI’s are 
 impacting its image, and thus vital to create a positive attitude towards the brand (Freberg 
 et al., 2010).      


Blogging has become one of the most popular social media and networking tools. A blog 
 can be defined as a personal web page with content displayed in reverse-chronological 
 order (Moen, 2012; Pihl & Sandström, 2013; Scott, 2011; Scoble & Israel, 2006). With 
 social media consumers are directly engaged in creating content and news, and therefore 
 becomes a part of the media. People share opinions, insights, experiences, and 


perspectives with each other. Blogging is argued to be one of the most popular mediums 
 where individuals are involved by being a part of a conversation (Thevenot, 2007). 


Approximately 120,000 new blogs are being created every day, equivalent about 1.4 
blogs every second. Related to these blogs, about 1.5 million posts are created daily, 
which corresponds to 17 posts per second (Thevenot, 2007). A lot of resources have been 
invested to find out how firms can utilize blogs but there has not been a lot attention to 
how bloggers can create and capture value, especially in industries where blogs have 
become commercial intermediaries between companies and consumers. To become 
commercially successful, bloggers must create value for readers and be able to capture 
this value (Pihl & Sandström, 2013).  
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With increased focus on developing a personal brand in a highly competitive marketplace 
 it is valuable and interesting to research how certain individuals have created a successful 
 personal brand through blogging. Personal branding entails being able to market one-self 
 to others and manage their personal brand in terms of how one wish to appear and be 
 perceived by others (Labreque, Markos, & Milne, 2011). Moreover, as Morgan (2011:13) 
 states “Branding success indicates building value for the quality of your work and 


differentiating your future value potential”. A distinct and clear personal brand that 
 attracts potential partner or opportunities is becoming more crucial in an online world 
 where everyone is present. Thus, the ways individuals self-express are of high 


importance. It is a lot of literature, information, and advices on what a blog should 
 contain, motivations for blogging and return of investment of utilizing social media in 
 marketing. However, there has not been a lot of research conducted on the success factors 
 that differentiate the most powerful bloggers in the market from others.  


Based on the recent study performed by Pihl & Sandström (2013), there is lacking 
 research on how popular bloggers have created a successful personal brand through their 
 blog and what kind of position they have in the market. Thus, how value is developed, 
 captured, and taken advantage of within blogging. In addition to the advantages above 
 this research will also be beneficial for firms in order to achieve a better understanding of 
 the relationship between bloggers and their readers. This relationship is of value because 
 it will provide understanding of how consumers relate to the information and content the 
 bloggers communicate, and the potential to influence. Accordingly, this might deliver 
 knowledge to companies in how to utilize bloggers in a more advantageous way. Due to 
 increased attention to bloggers and their popularity among consumers many brands 
 choose to incorporate blogs in their marketing strategy. One of the reasons for why 
 companies access blogs is that they can through blog text-mining1 estimate trends and 
 analyze how brands are perceived by the bloggers and the readers (Pihl & Sandström, 
 2013). However, there is not substantial research conducted on if or how successful 
 bloggers have impact on their readers. This information might be very important to 
        


1 Is one way to make qualitative data usable by a computer; http://infospace.ischool.syr.edu/2013/04/23/what-is-text-
mining/ 
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brands because it will provide insight of how much impact bloggers have on the 
 consumers when advertising for the brand. Thus, marketers will have an indication on 
 how to work with bloggers in terms of creating brand-awareness and loyalty, and 
 reaching existing and new customers.  


,-8!9&:&#03;!<2&:+4'*:!


Based on the problem definition the research aims to answer the following research 
 questions: 


RQ1: How to create a personal brand trough blogging that is valuable and positively 
 recognized by consumers and marketers? 


1.1. What does a personal brand through blogging provide of value, benefits, and 
 opportunities for bloggers, consumers, and brands? 


1.2. What kind of position do these personal brands hold in the market? 


RQ 2: How do bloggers or personal brands influence consumers and trends in the 
 market? 


,-=!520>':&!#*1!7&%464+#+4'*!


When writing a thesis it is important to state a specific purpose, as this will be a guide to 
 find the appropriate method to be able to answer the research question. According to 
 Halvorsen (2008) the purpose is to prepare contingent and scientific assumptions. In the 
 problem definition it is stated that this thesis aims to research how bloggers have created 
 a successful personal brand and what kind of position they have in the market. The 
 purpose of the thesis is therefore to uncover the underlying reasons to why these specific 
 bloggers have succeeded in creating a personal brand. Furthermore, increasing the 
 understanding of how bloggers are able to influence consumers which is argued to be 
 very useful for marketers (Orth & Malkewitz, 2008).  


The purpose of this thesis is not to offer recommendations to new bloggers on how to 
become a successful blogger. It is rather to offer an insight on elements that create strong 
blog brands, and the actions of both bloggers and consumers as to call attention to how 
firms can leverage this. The theoretical background together with analyzing data of 
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successful elements in blogging that leads to influence on consumers will provide 
 findings and suggestions for further studies. 


The research in this thesis is directed at Norwegian and Swedish bloggers, and thus will 
 reflect a tendency in these countries only. According to Moen2, Norway and Sweden are 
 the blogging spheres where it is most young girls writing about their daily-life. He further 
 states that most blogs outside Norway and Sweden involves genres like technology, 
 fashion, politics, or economics. Consequently, it might be that the data and results would 
 be different if the study were carried out in other countries. Furthermore, it is assumed 
 that the use of blogging might differ in other countries. Due to the limited scope of the 
 thesis it is decided to emphasize on blogging, and not include other social media 


platforms they exploit such as Facebook (FB), Twitter, and Instagram. This is because the 
 bloggers employed in this study have primarily built up their personal brand through 
 blogging, but they are also utilizing the other social media platforms to communicate and 
 gain awareness about their blog.  


,-?!@'+4A#+4'*!


The motivation behind the thesis originates from a fascination of how much focus and 
 attention there is on social media, and that blogging are one of the social media- and 
 networking tools that are widely used by individuals, professionals, and companies. 


Blogging has become widespread, and it is interesting that many have embraced this by 
 establishing a blog or reading blogs. Bloggers have received much attention in various 
 mediums such as newspapers, magazines and TV since some of them have become very 
 popular and have a lot of readers. In addition, blogging has become business both for 
 individuals and for firms that use bloggers to advertise for the brand. 


It has been fascinating to witness how some of the leading bloggers have received 
 celebrity status based on their blogging career, and the different opportunities they have 
 obtained through blogging. Further it is interesting to achieve knowledge about how a 
 personal brand can be created and established in the intensive social media world.  


       


2 Appendix 1: Interview with Moen, 5.14.13 
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Working in the fashion industry for several years has created a motivation to investigate 
 bloggers that are blogging about fashion and daily-life. Based on this the authors wanted 
 to research popular bloggers and their personal brand, and explore their impact on 
 consumers. By acquiring knowledge about bloggers and their position in the market we 
 can as marketers create improved promotion actions and strategies using blogs. Hence, 
 developing insight of bloggers’ power and their influence in the market might produce a 
 valuable understanding to what degree blogs is beneficial for marketers to employ when 
 trying to create relations to potential consumers, awareness about the brand, products or 
 services, and increase sales. 


8-.!";&'0&+43#%!B#3CD0'2*1!


This chapter provides an understanding of the theoretical framework that the thesis is 
 built upon. Theory within blogging, communication, and branding are scrutinized in 
 order to investigate, collect relevant data, analyze, and answer the research questions.  


8-,!E&$!8-.!


Web 2.0 theory is included in this thesis to show that new types of web pages, such as 
 blogs, are focusing on socialization, openness, and networking. Web 2.0 is playing an 
 introduction role in this chapter to provide the reader with background knowledge about 
 the technological development that created and allowed new ways of communicating and 
 advertising.  


In 2004, Tim O’Reilly, founder and CEO of O’Reilly Media, popularized the term Web 
 2.0. At this point the web had been close to collapsing to becoming more important than 
 ever. New applications and new sites appeared with surprisingly regularity (Vossen & 


Hagemann, 2007). The term Web 2.0 describes the upgraded, improved, and modernized 
 internet people are using today. Web 2.0 can also describe particular websites, cultural 
 trends like social networking and blogging, or the underlying technology and rich 


streaming media that make the “new” web possible (Funk, 2009). It has been a clear shift 
towards a “user-generated” techno culture, where web sites are focusing on openness, 
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socialization, and collaboration. These webpages stimulate each individual to take part in 
 enriching the content and in the growth of the web itself (Deved!i" & Ga#evic, 2009). 


According to Funk (2009:XII)“Web 2.0 is a landscape where users control their online 
 experience and influence the experiences of others; where success comes from harnessing 
 the power of social networks, computing networks, media and opinion networks, and 
 advertising networks”. Web 2.0 has made it possible for people to emotionally and 
 creatively engage online and communicate with others. Web 2.0 develops services that 
 allow people share to their own content and utilize the web as a platform. Examples of 
 Web 2.0 sites are Wikipedia, YouTube, Flickr, FB, and blogs. All of these services have 
 become valuable because they are being frequently used by consumers (Rettberg, 2010). 


Hence, the users perceive the web as a platform for collaboration and social networking. 


Social media platforms provide means of relationship building through communication. 


Social media platforms concern expanding network, establishing new contacts, 


connecting with old and new friends where one can share and discuss interests, passion, 
 knowledge, information and, experiences3. 


       


3Appendix 1: Interview with Moen, 5.14.13 


Figure 1: Web 2.0 Framework: http://bullseyenj.com/need-to-know/glossary/web-2-
0/ 
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Furthermore Web 2.0 has made it easier for consumers to publish new content, share 
 information or photos, and also to comment and respond on other individuals’ content 
 online. In addition, it allows people to create blog posts without much effort and 
 knowledge about the underlying technologies (Deved!i" & Ga#evic, 2009). 


Gauntlett (2007) claims the spirit of “Web 2.0” is that individuals should be open for 
 collaboration instead of seeking to create and protect their own material. Furthermore, 
 with web 2.0 people are able to modify websites in the process of interacting with others, 
 e.g. when they are posting comments and opinions, uploading and tagging photos, 


creating videos, and online conferencing (Funk, 2009). This shows a communicational 
 shift, as users are moving from being passive receivers of information to becoming active 
 senders of information. The term Web 2.0 does not refer to a new web, but it refers to a 
 change in how consumers think about and utilize the web (Funk, 2009). The first personal 
 web publishing phenomenon was the blog. Blogs are a crucial element of the Web 2.0 
 landscape because of the information bloggers publish, but also for the connections and 
 relationships bloggers create (Funk, 2009). 


8-8!";&!B%'DD4*D!E'0%1!


Blogging theory is included to describe its function as a communication and network tool 
 that has allowed individuals to create a strong personal brand. Further, this theoretical 
 background will provide readers with substantial knowledge about blogging and its 
 characteristics that will work as foundation for the analysis and discussion of collected 
 data, and lastly answer the research questions.  


The word blog derives from weblog that is another word for an online journal (Rettberg, 
2010; Safko, 2012). Peter Merholz separated the word weblog into “We Blog”. The 
entrepreneur Evan Williams were the first to use the word blog as a verb and a noun, and 
thus officially created the term “blogger” (Safko, 2012). The earliest blogs were simply 
continuous updates of a standard HTML website. This was a difficult process and 
required a certain level of technical knowledge to maintain the HTML code. However, 
the development of the Web 2.0 and the browser-based blog platforms made linking to 
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other blogs and web pages easier. It enabled posting of articles in reverse chronological 
 order and one-click editing features such as permalinks, blog-rolls and trackbacks4
 (Safko, 2012). Blogs were originally an online writing tool that assisted people keeping 
 track of their online records but have in short time evolved to transform into a key part of 
 online culture (Hsu & Lin, 2008). Open Diary was launched in October 1998, which 
 made it possible for readers to comment on bloggers’ posts. This is one of the most 
 important features of a blog because readers are able to interact with the author through 
 comments, and the bloggers can provide a direct answer to the comments (Safko, 2012).  


Blogs represents a potentially useful communication tool for both marketers and 
 individuals. Blogs have achieved increased popularity in the virtual world today. They 
 are believed to have great potential to influence the media, the public agenda, and thus 
 the consumers, along with holding high credibility among blog readers. It is therefore 
 argued that firms not only starts monitoring blogs but also starts engaging in them like 
 they have done with other traditional media channels (Porter, Trammell, Chung, & Kim, 
 2007). Blogs offer a new form of online communication and interaction where users can 
 share opinions and analysis of various current events, and other issues that are of interest 
 Kaye, 2005; Rettberg, 2010). Blogs are unique forums that combine news and 


information with self-expression. In e.g. bloggers publish posts, comments, and links, 
 where the blog readers5 can but are not required to reply to the blogger’s post with their 
 own links, comments, opinions or experiences (Kaye, 2005; Safko, 2012). 


In this study the focus will be on daily life and fashion bloggers since these are the most 
 popular blogs in Norway and Sweden at this time. Fashion blogs characteristically 
 include information and a mix of images from personal to professional photographs of 
 runway shows, magazine shoots taken from other sources, to images of products seen on 
 websites, other blogs, or in the local neighborhood of the blogger. Written posts often 
 discuss bloggers’ daily activities, their outfit choices, things they like, or fashion items 
 encountered in other places or other media (Chittenden, 2009). In addition to publishing 
 entries about fashion, outfits and wants, daily-life’ bloggers incorporate posts that include 
        


4 A technology that keep track of linking and how much traffic those sites are sending to the blog (Scobe & Israel, 
 2006) 


5 Blog readers are also referred to as followers in this study 
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more information about their personal. In e.g. information about events such as travel, 
 recipe and food, home decoration and interior, family and friends, training, special 
 occasions etc.  


A blog presents content in reverse-chronological order. Thus, new posts are placed at the 
 top of the site making it easier for readers to see what has changed since last visit (Moen, 
 2012; Pihl & Sandström, 2013; Scott, 2011; Scott & Israel, 2006). A blog can be defined 
 as;  “a  blog  is  hyper  textual  web  logs  which  individuals  utilize  for  new  forms  of 
 journaling,  self-publishing,  and  media/news  critique”  (Kahn  &  Keller  in  Yang 
 (2011:131). With the perspective and the research questions developed for this research, 
 the common used conceptualization of blogs is found to be a suitable definition in this 
 case;  


“A frequently updated personal or collaborative webpage in the form of diarized journal 
 containing opinions, information and web links that reflect the interest and personality of 
 the author(s)” (Yang, 2011:131).  


Blog posts are being tagged to appear in selected information categories on the blog, and 
 often they include identifiers about the content of the post. Post tags make it easier for 
 people  to  find  the  information  either  through  the  blog  or  search  engines  (Scott,  2011). 


Information  categories  can  for  example  be  outfits,  fashion,  food,  daily  life,  make-up, 
 blogger’s tip, readers’ question etc.  


Most bloggers permit readers to leave comments to a post. Critical comments are usually 
 accepted  by  the  bloggers.  People  that  disagree  with  the  blogger  or  the  message  often 
 create  debate  and  engagement  that  in  some  situations  can  be  informative  and  helpful. 


However, bloggers often reserve the right to remove inappropriate comments like spam, 
profanity or extreme rudeness (Scott, 2011). Moreover, Scott (2011) argues that blogs are 
independent, web based journals containing opinions and information about anything and 
everything. Blogs differs from journalists as they can express their own opinions directly 
while journalists are supposed to be objective parties. Hence, blogging offers marketers 
an easy way to make their voices heard in the web-based marketplace of ideas. Blogging 
is  not  defined  as  journalism. Bloggers  today  are  striving  for  credibility  and 
trustworthiness,  thus  they  are  spending  a  lot  of  time  online  searching  for  inspiration, 
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information, cross-checking their data and facts in order to create a page that is authentic 
 and  reliable.  Many  people  consider  bloggers  to  be  individuals  with  a  lot  of  knowledge 
 about  the  subject(s)  they  write  about.  Thus,  individuals  read  blogs  to  keep  themselves 
 updated  with  the  latest  trends.  Hence,  blogs  are  by  many  considered  to  be  vital  and 
 valuable sources of information (Scott, 2011).  


Blogs are often connected through hyperlinks. This linking indicates that any blogger 
 who has something to communicate through their blog is a part of a global network. 


Consequently, the potential circulation rate of blogs is tremendous (Scoble & Israel, 
 2006). One of the most vital aspects of blogs is that it is conversational. Blogs enable the 
 individuals to converse with others in multiple locations as long as there is internet 
 access. Blogs are also one of the communication channels that provide the opportunity to 
 reach thousands of consumers for a low cost investment (Scoble & Israel, 2006). 


According to Scoble & Israel (2006), there are six key differences between blogging and 
 any other communication channels: 


Publishable: Everyone can establish a blog. Blogging is relatively cost efficient and 
 posting is possible whenever one have time. Each posting is instantly available 
 worldwide.  


Findable: Through search engines, individuals can find various blogs by subject, author, 
 or both. One of the most convincing strategic business arguments for blogging is the 
 interrelationship with Google and other search engines. Today one can argue that a high 
 ranking on Google is very valuable to the person or company being ranked (Scoble & 


Israel, 2006). People utilize Google when searching for information and the higher one is 
ranked the more likely is the opportunity for that particular site being visited by the 
searcher. According to Scoble & Israel (2006), blogging is one of the best ways to secure 
a high Google ranking. Since bloggers have to update often to become relevant and 
interesting for the followers, blogs receive more search engine attention. Hence, the blog 
becomes easier to discover. Every time a blogger publish a post, Google takes notice and 
boost the ratings.  
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Social: The blogosphere is one big conversation. Interesting topical conversations are 
 being shared and discussed from blog to blog, linking to each other. Through blogs, 
 individuals with similar interests build friendship unhindered by geographic borders.  


Viral: Information often spreads faster through blogs than through traditional news 
 services.  


Syndicatable: Many visits blogs by using their web browser and they read it as a web 
 page. However, with the RSS (Really Simple Syndication), encoding followers can 
 choose to utilize an RSS reader to read the RSS feed of a blog. The benefit of using RSS 
 is that readers can subscribe to a number of blogs and the RSS readers will notify the 
 follower when a blog has new posts (Rettberg, 2010; Scoble & Israel, 2006). 


Linkable: Due to the links that can connect blogs, every blogger has access to millions of 
 other bloggers (Scoble & Israel, 2006). 


8-8-,!";&!B%'D':>;&0&!!


A blogosphere refers to all the blogs on the internet. Moreover, the blogosphere can be 
 explained by bloggers’ and readers’ actions such as commenting on any individual 
 posting, which is identified by a unique URL. With references to other web links, linking 
 to favorite blogs or mentioning blogs in a post, blogs are creating a clustered network that 
 is interconnected of text. This network is called “the blogosphere” (Safko, 2012; Schmidt, 
 2007). Furthermore, blog exists as networks based on sharing ideas, trends, and 


information by bloggers. In terms of social networks, links between blogs can imply that 
 two or more bloggers know each other, and think of each other as friends or 


acquaintances in the virtual world. The links may also indicate that the bloggers enjoy 
reading each other’s blogs (Rettberg, 2010) Hence, blogs are able to create, form, and 
organize a virtual network regardless of geographical and time-based boundaries. Yang 
(2011) claims that a virtual network is capable of influencing members’ buying behavior, 
distributing product knowledge and awareness, and collaborating with consumers in a 
marketing context.  



(18)13 


Similar to other social networking mediums, blogs rely on the formation of a large virtual 
 network that is fascinated and captivated by reading blog postings. An example is fashion 
 bloggers. Fashion bloggers tend to post photos and information about their own outfits, 
 and outfits they have seen in the streets or in magazines. Further, they also post tips on 
 where one can find and shop certain trend items, accessories, they post notes and photos 
 from fashion shows, and comment on trends. Many fashion bloggers link to other fashion 
 blogs, probably because the blogger reads the blog personally but also because the 


blogger believes that the readers are likely to be interested in them. Thus, by viewing the 
 links between bloggers, one can identify a social network of interest for fashion. A social 
 network through blogs is therefore based on sharing information. In these networks, trust, 
 friendship, trends and styles are built and spread among bloggers and followers. Bloggers 
 have to constantly search for new information and inspiration to keep its readers 


interested. Thus their connection to other people brings in new information and sustains 
 the network (Rettberg, 2010). 


According to former research conducted by Hsu & Lin (2008) it was indicated that most 
 blog readers and creators are young, affluent males that are loyal online shoppers with 
 high online occupation. These results are being questioned by the authors of this study. 


This is based on the increased numbers of fashion and personal blogs that have been 
 established in Norway and Sweden the last couple of years seems to be dominated by 
 women. The high proportion of male blog readers might be related to blogs that are more 
 concentrated on technical and expertise-specific matters. This understanding is supported 
 by Thomas Moen, a Norwegian blog expert. He started his blog in 2003. He built a blog 
 community of approximately 15,000 active bloggers up until 2009 when he decided to 
 sell it to blogg.no. In addition, Mr. Moen has written a book about blogging. At the time 
 of the interview, Mr. Moen was the CEO of the digital production company “Good 
 Morning”.The last four years, he has been involved in about 250 campaigns with 
 bloggers and firms6. Based on our observation of the blogosphere and Moen’s 


knowledge, the Norwegian or Swedish bloggers are usually between 15 to 25 years old 
 and are blogging about fashion, make-up, and daily-life (Moen, 2012;7). A survey made 


       


6 Appendix 1: Interview with Moen, 5.14.13 


7 Appendix 1: Interview with Moen, 5.14.13 
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on Norwegian bloggers, “Bloggundersøkelsen 2010”, showed that the most common blog 
 categories were daily-life, photo/video, music, fashion, and lifestyle (Moen, 2012).  
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Substantial research has been conducted to identify the motivations for blogging and 
 reading blogs. The former study of Hsu & Lin (2008) showed that enjoyment is a large 
 part of users’ attitudes towards blogs. If users do not perceive blogging as enjoyable, they 
 are unlikely to participate and contribute to it. Furthermore, individuals are participating 
 in blogs to actively influence and increase others welfare. People that are blogging or 
 participating in blogs are mainly motivated by the intention of providing valuable 


information to the parties involved. Additionally, research also shows that individuals are 
 excited about sharing experiences and opinions with others, and by that obtaining an 
 online reputation (Hsu & Lin, 2008). Another study found five other motives for 


blogging: documenting one’s life events, providing commentary and opinions, expressing 
 deeply felt emotions, articulating ideas through writing, and forming and maintaining 
 community forums (Nardi, Schiano, Gumbrecht, & Swartz, 2004).  


Huang, Chou, & Lin (2008) found affective exchange, information search or 
 entertainment as motives for reading blogs. The affective exchange relates to 


communicating more personally than in traditional online discussion forums. People who 
 mainly read blogs for information consider blogs as a trustworthy source of information. 


Hence, bloggers should safeguard the accuracy and newness of information posted on 
 their blogs to preserve their reputation. For the entertainment factor, enhancing richness 
 and interesting elements in blog design might be an effective way of attracting readers’ 


attention and deliver bloggers’ opinions (Huang et al., 2008). Other motivations for 
reading blogs are the sense of relationship a blog creates for the followers, where the 
sense of liaison is developed through interactions with similar-minded individuals and the 
feeling of being a part of the blogosphere. Information seeking is also a motivation for 
reading blogs. Bloggers generate information from traditional media, from insider 
knowledge, and from bloggers’ and blog readers’ expertise. Since blogs are being 
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updated more often than traditional media, followers are able to subtract new information 
 faster through various blogs (Kaye, 2005).  
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Experts provide various tips on how to blog right in order to create a successful blog. 


These advices are fairly similar from author to author, which indicates that there are some 
 shared guidelines that might secure a valuable blog. Overall, elements in successful blogs 
 are considered to be transparent and authentic, showing passion for subjects the blogger 
 has knowledge and write about, posts frequently, and the information Google’s well. 


Hence, this might provide the blogger with interviews or articles in magazines or radio, 
 speaking engagements or cooperation with investors (Scoble & Israel, 2006). Thus, a 
 blog can deliver a strong brand. Authenticity is considered as a vital element for blog 
 success (Moen, 2012; Scoble & Israel, 2006). This indicates that one should let the 
 readers’ know who the blogger is and where he or she is coming from. Furthermore, it 
 concern displaying knowledge about passions and being able to defend the information or 
 facts. If not, there is a large chance that the readers will perceive the blogger as false, and 
 communicate critical or negative opinions or link to the blog that leads to undesirable 
 citing (Scoble & Israel, 2006).  


Moen (2012) argues that content is the most important aspect in a blog. He states that, 


“You can have a fresh design and layout with a cool domain but without content people 
will not visit your blog” (Moen, 2012:15). Thus, interesting information that produces 
engagement is crucial to create a popular and successful blog. Further, Moen (2012:16) 
claims that, “A picture says more than a thousand words”. Hence, an advice to bloggers 
is to use a picture or video to reinforce their opinion or point. To post often and be 
interesting is vital to create loyal and engaged followers. This will create interest and 
curiosity with the readers, and they will revisit the blog, maybe several times a day 
(Scoble & Israel, 2006; Moen, 2012). Both Moen (2012) and Scoble & Israel (2006) are 
emphasizing on  “to talk and not sell” on the blog. Individuals visit blogs to see what 
other people care about and know. One key factor for bloggers is to create credibility and 
trust. Thus, the authors argue that if the bloggers converse to their readers they might 
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create a relationship and establish some level of trust. If the bloggers on the other hand 
 tries to sell to its readers they are likely to leave, and might also comment negative things 
 about the blogger that might hurt the blogger’s reputation. Moen (2012) supplements this 
 by stating that people love stories and stories produces engagement. In e.g. he suggests 
 that a blogger should for example tell his or her readers that John Mayer’s new album has 
 saved a lot of long and boring time in the car, and kept them singing along the whole way 
 instead of just stating that they like his new album. The bloggers will then arouse feelings 
 and emotions within the readers, and make them relate to the information shared (Moen, 
 2012).  


Another tip to acquire loyal readers is to write on issues the blogger knows and care 
 about. A successful and good blog is passionate and indicates authority. Passion can be 
 showed through frequently posting about the subjects. As mentioned above, selling on a 
 blog might be unfortunate but it might be possible to sell products or services if the 
 blogger communicates knowledge, experience, and passion. This approach generates a 
 more credible and interesting message, thus readers might try a product based on the 
 blogger’s opinion and experience (Scoble & Israel, 2006). A personal writing style will 
 also create a more personal bond to the followers. The more the readers feel they know 
 the blogger the more loyal they become, and the likelihood of revisiting the blog 
 increases (Moen, 2012).  


Consumers tend to read quickly through a great number of blogs, hence bloggers should 
create simple and focused posts. Simple and focused posts make it easier for consumers 
to share the information. Hence, Scoble & Israel (2006) argues that each post should 
contain just one idea, subject, theme or one set of links. Moen (2012) shares this view and 
suggests that bloggers should not write posts that are too comprehensive and long but 
rather divide in several updates. People do not want to spend a lot of time reading a post, 
and people online tend to “surf “ on if the blog post is too long and heavy to read. Moen 
(2012) underlines the importance of followers for a blogger. Without readers the blog 
loses its purpose, namely sharing and communicating with others. A good and successful 
blog can be defined as a conversation, and not a one-way communication channel. Dialog 
is everything because it creates and builds relations (Moen, 2012). By showing that one 
listen to the comments, information, and opinions the readers share, readers are likely to 
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be more polite and considerate when writing about the blogger, a post or opinion that the 
 blogger has shared (Scoble & Israel, 2006). Moreover, it is vital to participate in the 
 discussion, and add and reply to comments. If the blogger do not allow comments, the 
 blog is likely to be considered as a sell out or PR channel, and might end up not being 
 trusted or followed. However, the blogger should not allow comments that are abusing or 
 extreme rude (Scoble & Israel, 2006). According to Moen (2012), bloggers should show 
 their readers that they care about their opinions by ending a  blog post with a question or 
 provide their own opinions about the content in the post, such as “What do you think?” 


(Moen, 2012).  


Being a good blogger takes time, although it saves money. Credible and trustworthy 
 bloggers research what they write about, check and recheck facts and information, and 
 keep themselves updated on subjects and other blogs. Creating a personal brand for 
 oneself through blogging reduces costs compared to advertising oneself through other PR 
 tactics but it requires a lot of investment in time spent on the blog. Brands that utilize 
 bloggers in their advertising might also reduce costs, and can potentially have a larger 
 coverage through a blog than with other traditional PR tools (Scoble & Israel, 2006). In 
 addition, it is essential to be accessible for the readers. By disclosing contact information 
 on the blog, the blogger has greater opportunities of receiving invitations, networking, 
 and job opportunities (Rettberg, 2010; Scoble & Israel, 2006).  


Another action that a blogger should perform is to link to other blogs because this 
 provides trust and loyalty. By doing so, the blogger becomes a great resource for the 
 followers, and they are likely to be the same in return (Scoble & Israel, 2006). A blogger 
 wants followers that are genuine interested in one’s passion, and that will write comments 
 because they want to deliver feedback, and share it with their relations as they believe the 
 content is helpful. Hence, diffusion of blogs should be towards people that the blogger 
 believes have a sincere interest of reading the information (Moen, 2012). Scoble & Israel 
 (2006) suggest that popular bloggers should take on speak engagements when they can, 
 attend meet-up events to initiate personal interaction.   


Followers are the most important factor for blog when measuring success. Without 
readers the blogger will not be attractive to advertisers. The benefit of having loyal 
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readers is that one does not have to remind the followers to visit the blog, they will gladly 
 recommend the blog to their relations, and are actively commenting on posts. According 
 to Moen (2012) loyal readers are created when bloggers deliver quality, reply all 


inquiries, be polite and communicate clearly, and show the readers that one appreciate 
 and respect all comments and feedback. If the blogger follows these advices, Moen 
 (2012) argues that the blogger will gain respect, and have ambassadors that like what one 
 write about and might consider the blogger as an ideal. It is suggested that bloggers 
 should optimize their blog in order to ensure a well-defined, organized, and a good blog 
 to read. This involves making it easy for readers to find new posts, and search for more 
 information and inspiration (Moen, 2012; Rettberg, 2010). Hence, one should have a 
 category that shows recommended posts that provides the reader with information about 
 the person behind the blog, what they can expect to read about on the blog, and what the 
 blogger stand for. Further one should create a category for most popular posts. This 
 provides a good indication of what the followers like to read about and help new 


followers to find popular posts. A blog should also have a search function and an archive 
 page (Moen, 2012; Rettberg, 2010).  
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Blogging and passion has led to remarkable accomplishments for individuals. People 
have acquired dream jobs or projects based on the passion, knowledge and ideas they 
have expressed on their site. Thus, blogging has become a powerful tool when it comes to 
self-expressing and communicating a personal brand online. Steve Goldstein, CEO of 
Alacra said, “You are what you publish” (Scott, 2011:73). For many bloggers, the blog 
started as a hobby but has developed to be a full-time profession leading to additional 
projects as well. In e.g. publishing books, opening web shops or designing collections 
together with well-known brands. According to Rettberg (2010), bloggers who are able to 
make a living from individually managing blogs have usually created a strong personal 
brand or they have created or “own” a blog niche. In these cases, advertisers and partners 
match the blogger’s identity and hence will pay the blogger well to communicate their 
brand.  
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Blogs consist of considerable information available to the audience. Thus, due to blogs’ 


increased popularity and influence in the marketplace companies and advertisers are 
 searching for ways to exploit blogs. I.e. to increase the effectiveness of online ads, 
 Google has taken advantage of the uniqueness of each blog and connected its AdSense 
 products to the individual blog. Other examples are Nike and Paramount Picture that also 
 advertise through selected blogs as new ways of reaching consumers or potential new 
 ones. The subject-focused nature of new blogs, such as fashion, sports and training have 
 grouped internet shoppers with similar interests, making it easier for companies or 
 marketers to search for target groups (Hsu & Lin, 2008). 


Blogging is considered to be one large word of mouth (WOM) engine. Blogging can be 
 viewed as an efficient, powerful, and fast way to reach others with opinions, 


recommendations, and information. Blogging enables marketers to monitor and respond 
 to what consumers are conversing about the firm, product, service, or industry. 


Consequently, blogging helps brands become connected to a new kind of smarter and 
 more efficient WOM network. Therefore, a key advantage of blogging is that due WOM 
 blogs are easy to come across. Through search engines individuals can extract comments 
 relevant to their search for information. Examples of such search engines are Technorati, 
 Feedster, or PubSub which tracks millions of blog sites. Hence, marketers can discover 
 what bloggers and their readers communicate about various brands, products or services 
 that have been mentioned on the blog. Another advantage is that blogging allows 


marketers feed the network with information. This could be through paying a blogger to 
 review and create an ad, or the blogger posts about a brand, product or service by 


themselves because they consider their opinion or experience as interesting and important 
 to their followers (Scoble & Israel, 2006).  
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Firms utilize blogs in their marketing strategy to either establish or improve customer 
relations, to create a visible and popular presence on the web, or to achieve awareness 
(Rettberg, 2010). Due to blogs creating groups of consumers that have the similar 
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interests and desires, firms can utilize blogs to communicate with consumers, shape 
 customer attitudes, and create high level of interaction, relationship and loyalty. Blogs 
 might be very influential because they can provide high readers coverage, and they can 
 produce strong persuasive influences at relative low costs, compared to traditional 
 marketing and advertising. Consequently, a blog can play a significant role in the entire 
 buying process from initial information search to considering choices and making final 
 buying decisions. A former study shows that blogs have become a powerful advertising 
 medium that can be used to reach a wide range of consumers (Fu & Chen, 2012). 


The most popular blogs are more commercial and daily-life inspired in the sense that they 
 make money from ads on their blogs (Rettberg, 2010). According to Moen8 a Norwegian 
 blogger can receive between 5000-15000 NOK for creating an ad. Advertising is the 
 method of informing consumers by establishing corporate images, form positive attitudes 
 toward targeted products or services, and persuade consumers (Fu & Chen, 2012). When 
 blogger are publishing an ad or review, the customers become an important part of the 
 advertising because they contribute to the message through comments. Comments can i.e. 


provide product information, express opinions, describe experiences, discuss issues, or 
 exchange online word of mouth (oWOM). Research has found data that indicates that an 
 increasing number of internet users utilize information on blogs to shape their attitudes 
 towards companies, brands, products or services and make buying decisions (Fu & Chen, 
 2012).  


An advantage with blogging and advertisement is that blogs usually contain reader 
 comments which existing or new customers can use when evaluating the advertised 
 products or services. Thus, it can be argued that blog advertising is somewhat successful. 


A former study indicates that 40% of the consumers that read blogs made a purchase. 


However, the outline or design of the advertisement has impact on how much influence it 
 has on various consumers. The results show that informational appeals matches customer 
 needs for consumers with high involvement. On the other hand, advertisement that has an 
 emotional appeal is better suited for consumers with low customer involvement. The 
 same research also found results that claim that portion of negative comments from 
 readers have a negative effect, regardless customer involvement (Fu & Chen, 2012). 


       


8 Appendix 1: Interview with Moen, 5.14.13 
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Contextual ads are also found on blogs, which means that the ad is being matched with 
 the blog content. For example, if a blogger posts about attending a wedding, ads for 
 wedding products or services are likely to be connected to this post. Another way 
 bloggers generate income is trough ad-links or referrals. When readers’ clicks on an ad-
 link, they will be directed to the particular site if the product or service and the blogger 
 will receive a certain percentage of purchases made (Rettberg, 2010). If the reader does 
 not want to purchase that particular item but continues to surf on the web site and 
 purchase something differently, the blogger might be paid for this activity or purchase 
 instead.  


There are different types of ads displayed on blogs. According to Moen (2012), the most 
 common used advertisement forms on blogs are ads or banner-ads, reviews, competitions, 
 and product placement.  


Ads: Banner-ads are one of the most used forms to make income for bloggers. There are 
 many ways to have brands advertising on ones’ blog, whether it is automatized ads from 
 Google AdSense or Tradedoubler, contacting brands to offer advertisement or marketers 
 contacting the blogger. Banners are sold via showings, clicks, or conversions. The more 
 relevant the ad is to the readers to more clicks and conversions will be generated (Moen, 
 2012). 


Reviews: The blogger receives access to a product or service from a company and writes 
 a review about it on the blog. This is usually the method that creates most conversions if 
 the review is positive and the blogger links well to the product or service. In 


collaborations like this it is important that the brand is not buying positive reviews but 
 allows the blogger write his or her real and honest opinion in the review. If not, the 
 blogger can be perceived as a sell-out and risks losing credibility. The review can also 
 result in negative effect for the brand, product or service in terms of sales, oWOM, and 
 reputation and so on. For Norwegian bloggers the payment for this is usually between 
 500-5000 NOK, or if the product or service is very valuable the item can be considered to 
 be the payment itself (Moen, 2012). If companies sponsor products or services the 


blogger should mention it in the post to keep a serious and respectful impression, and to 
avoid being perceived as a sell-out. Moreover, Norwegian bloggers have to mark if a post 
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is an ad or advertisement for a brand, product or service so readers can clearly see if it is 
 a commercial post or not. Therefore, a post that is an ad should be designed so it appears 
 openly as advertisement (Moen, 2012). 


Competitions: Many bloggers arrange competitions on their blog in cooperation with 
 brands to create involvement and awareness about the brands’ products or services. This 
 is argued to be positive for both the blogger and brand. The blogger are able to give 
 something in return to its readers in terms of nice prizes, and the firm creates engagement 
 for its brand, products or services. Competitions are usually arranged where the reader 
 have to answer a question either by using own knowledge or visit a webpage to find the 
 solution. The payment is often in the same range as mentioned in reviews but the brand or 
 company is in addition charge of the winner’s reward (Moen, 2012). 


Product placement: Product placement takes place by the blogger wearing the product in 
 pictures. Another example is taking pictures when being at hairdresser or at a manicure 
 salon, and links to it (Rettberg, 2010). The blogger is often paid on the basis of number of 
 links to the webpage or percentage of sales generated by the blog (Moen, 2012). For 
 Norwegian bloggers these post have to be marked as “sponsored”. When it comes to 
 bloggers and their blogging income, Norwegian bloggers have to report their income of 
 sponsoring and advertisement expenses to the Norwegian IRS (Moen, 2012) 
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Communication theory is chosen because blogs are considered to be a communication 
 tool, where people and brands can reach others with their message, opinion, information, 
 and activities. Furthermore, communication is a tool that contributes to brand 


development. Hence, it is argued that communication choices are impacting personal 
brands. Therefore, communication theory will work as basis for analyzing and discussing 
how individuals have managed to create a personal brand through blogging, and if and 
how these personalities influence market trends and consumers. Hence, this theory will 
support us in answering the research questions.  
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The word “Communication” derives from the Latin word “Communicare”, which implies 
 to do something in common. In its application, it signifies a common ground of 


understanding. Communication is an exchange process of facts, ideas, opinions, feelings 
 or attitudes, and works as means so that individuals or organizations can share meaning 
 and understanding with one another (Eide & Eide, 2011). Communication is a process 
 that involves a communicator or sender of a message, and a listener or reader that 
 receives the message. Without communication there can be no mutual understanding 
 between parties. Communication is not just means of individual progress, but it is a social 
 process that affects the whole society. It enables everyone in the society to exchange 
 information, as well as individuals are able to interact in the communication process to 
 influence the society. In a communication process, people use symbols like words, 
 actions, pictures or figures. The different symbols used in a communication process helps 
 the sender in creating a message and likewise assists the listener to perceive and interpret 
 the meaning of the message sent from the communicator. The purpose of communication 
 is to create a mutual understanding of the message and thus generate desired actions.  


A communication process consists of different element, which is shown in the figure 
 below (Rayudu, 2010). 


Figure 2: Communication process9


In blogging context the traditional communication process can be explained by bloggers 
 being the sender of a message. Encoding is the process where the blogger converts the 
 subject matter into texts, symbols, pictures, videos, or music. The communication 
 channel is the medium utilized to send the message to the audience, which in this case is 
 the blog. The receivers are the different blog readers that receive the message. The last 
 element is where the followers decode or convert the content in order to produce an 
        


9 Source: Inspired by Rayudu (2010:10) 
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understanding. Thus, the message sent can be perceived in different ways by the blog 
 readers, depending on how each person decodes the message. When an understanding is 
 achieved the readers often provide the blogger with comments. Feedback enables the 
 blogger to include its readers’ ideas, wishes, information, and etc. in future entries 
 (Rayudu, 2010). To create a successful message, it is important that the blogger has a 
 clear understanding of the desired response and knows his or her readers. The blogger 
 need to code the message in a way that the readers are able to decode it. The more the 
 bloggers’ experience-area overlaps the readers, the more effective transfer of the message 
 (Kotler, 2006). Five factors have been proven to have significance on how effective 
 communication can be (Fiske & Hartley, p.500 in Kotler, 2006); 


•  The stronger impact the communication source has on the recipient, the greater 
 are the chances that the recipient is influenced in favor of the source 


•  The effect of communication is greatest when the message is in tune with existing 
 beliefs, attitudes and mind set of the recipient 


• Communication can create the most effective attitude change in the subject matter 
 that are foreign, insignificant, and peripheral, and is not central rooted in the 
 receivers values 


•  Communication has greater chance of success when the source is considered to 
 have expertise and high status, is objective and well-liked, and especially if the 
 source has power, and the receiver can identify with the source 


• The social context, group, or reference group will disclose the communication and 
 have influence as to whether it is accepted or not 


!
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Traditional WOM communication is a way of sharing ideas, and has existed since people 
began to exchange information. Traditional WOM has been defined as “Oral, person to 
person communication between a receiver and a communicator whom the receiver 
perceives as noncommercial, concerning a brand, a product, or a service” (Arndt, 
1967:3).  Marketing often relies on WOM because it is considered to be the best way to 
increase sales. In example, first the firms communicates the product through marketing 
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and advertising, and the consumers listen. Then the consumers often discuss the message 
 with their friends, family, and others, trying to help each other decide what choice to 
 make. Hence, it is important for marketers to develop a relationship with customers that 
 frequently communicate positive WOM (Silverman, 2001). As Silverman (2001:6), states 
 that “Word of mouth is the center of the marketing universe and certainly the method of 
 choice for selling products”. With the internet WOM is more important than ever. 


Consumers are inundated with overwhelming quantities of information, hence this period 
 is called the information age. Since people do not have time to sort through all 


information , traditional advertising is declining. With WOM consumers has the 
 opportunity to save time by taking advantage of others search of information or 


knowledge. Individuals are becoming dependent upon WOM to cut through the clutter to 
 detect the most important information (Silverman, 2001). According to Silverman (2001), 
 WOM is more credible than a sincere salesperson, and can reach more people faster than 
 ordinary marketing. In addition, WOM has the power to initiate people to act. Silverman 
 (2001) states, that several studies concerning various categories of buyers have shown 
 that WOM is the common reason for purchase as WOM is often utilized before choice of 
 decision.  


Silverman (2001:30) has pointed out four reasons to “Why word of mouth is a powerful 
 persuader”:  


1) It is more relevant and complete; WOM is custom tailored to people who are 
 participating in it and thus pay more attention to this information. The information is 
 considered to be interesting and valuable to the receiver and hence the WOM 


communication is directed and adopted to this target (group).  


2) It is the most honest medium; the information is custom tailored and the 


communicators are independent of a firm; “The inherent honesty of word of mouth 
 further adds to its credibility” (Silverman 2001: 31).  


3) It is customer driven; WOM is the most customers driven communication channel. 


The customer decides whom he or she will converse with, and decide whether if he or she 
will continue to listen or politely change the subject.  
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4) It feeds on itself; WOM is self-generating, self-contained, and it wastes nothing. WOM 
 grows exponentially; if ten people have ten experiences each, that is one hundred direct 
 experiences. If they each tell ten people about their own experiences, that is an additional 
 1000 (indirect) experiences, which can be just as powerful as the direct experiences 
 (Silverman, 2001).  


Hence, as times have changed, so has the nature of WOM. WOM communication has 
 become very important in online marketing since traditional marketing methods are not 
 as effective at reaching target audiences as they once were (Silverman, 2001). 
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 oWOM is regarded as the same as traditional WOM but in an online environment, such 
 as internet forums, bulletin boards, and newsgroups. oWOM can be defined as “Any 
 positive or negative statement made by potential, actual or former customers about a 
 product or company which is made available to a multitude of people and institutions 
 via the Internet” (Hennig - Thurau, Gwinner, Walsh & Gemler, 2004: 39).  


The development of the internet has led to an easier way for individuals to connect with 
 one another and share product information such as experiences, opinions, and knowledge 
 online. Compared to traditional WOM, blogs allows individuals to communicate at all 
 times, independent of time and geographical boarders. Another factor that differentiates 
 traditional WOM from oWOM is anonymity. Traditional WOM is private and not 
 anonymous, whereas in oWOM the sender can be anonymous in the same time as it can 
 be more public and can reach more people (Van der Lans, van Bruggen, Eliashberg, & 


Wierenga. 2010).  


With the use of social media, marketing is now about engaging in conversation with 
consumers, as recommendations coming through word-of-mouth communication are one 
of the most trusted sources (Trusov, Bucklin, & Pauwels, 2009). Consequently, marketers 
can use interpersonal networks and to promote their products and services through forms 
of oWOM. As oWOM is public, firms can easily identify what is being communicated 
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