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In a pre-internet world it seemed like the influencers in society were few and far between. Some worked for traditional media, like newspapers or magazines. Some were in our midst, friends that were often asked for advice. For some this is still the case. These influencers are called opinion leaders. Opinion leaders are brokers between consumer (aka opinion seekers) and brands. The internet has become such a driving, and dominant, force in our society it is therefore interesting to find out how and if opinion leaders have moved on to the internet. In many cases, these influencers have their own magazine-like platform, blogs. This study tries to discover whether this holds true. Are bloggers opinion leaders ‘2.0’?
	In order to discover answers to these questions, a survey was created and spread, selectively, online. Additionally, interviews were conducted. Other topics pertaining to opinion leaders and ‘web 2.0’ were also explored. Topics like: the role of traditional media in the face of bloggers (who offer free content), the role traditional media plays in the discovery of new information by opinion leaders, and an attempt was made to find out whether a successful blog can be characterized by its features or the bloggers’ opinion leading status.
	Research revealed that online opinion leaders in many ways do resemble ‘offline’ opinion leaders. Also, previous characteristics of opinion leaders can be used to discover online leaders ‘in the wild’. However, they still need to be classified in a separate category because online leaders’ characteristics (and motives) are slightly different from offline leaders (as discussed in opinion leader theory). Online leaders’ modus operandi is much different (and advantageous) than offline leaders. 
Moreover, suggestions are made for future research that helps to broaden an understanding, for both academia and society, of the actual influence and impact of these online opinion leaders, in the hope that the search will continue.       
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PREFACE
“But what you don't know is that that sweater is not just blue, it's not turquoise. It's not lapis. It's actually cerulean. And you're also blithely unaware of the fact that in 2002, Oscar de la Renta did a collection of cerulean gowns… And then cerulean quickly showed up in the collections of eight different designers…. It filtered down through the department stores and then trickled on down into some tragic Casual Corner where you fished it out of some clearance bin. However, that blue represents millions of dollars and countless jobs and it's sort of comical how you think that you've made a choice that exempts you from the fashion industry when, in fact, you're wearing the sweater that was selected for you by the people in this room from a pile of… stuff.” (Frankel, 2006).

There are two main reasons why I decided to immerse myself in the topic of opinion leaders. Personally, I have always had a fascination with fashion and especially fashion trends. While living in London in 2007, the fashion trend at that moment in time was nu-rave, a throwback to the 80’s with skinny jeans and florescent colors to prove it. I wondered then, and I have since wondered, how something suddenly becomes adopted by the mainstream. Why those shoes? Why that type of pants? Of course, it is tempting to say that the fashion designers influence us, or, for that matter the fashion press. However, as Miranda Priestly (Meryl Streep doing her best Anna Wintour impression in The Devil Wears Prada), so rapaciously reminds fashion, and trends in particular, goes through a complex and varied process before the masses discover it. 
Secondly, I came across Malcolm Gladwell’s work years a go. Gladwell is a writer who makes the unnoticed, the mundane, and that which we take for granted, interesting. Gladwell proves that, among many other things, there are reasons behind trends or the adoption of products. He also popularized the concept of the ‘maven’: that lone person who influences the purchasing decisions of those around them. My interest was stirred. These influencers are not demi-gods, but ordinary people with extraordinary amounts of motivations to become and stay invested in a certain topic. 
I decided to explore this topic because I wanted to find out who these mavens, influencers or opinion leaders, are that affect our day-to-day lives. I wanted to discover how they operate, how they think, and how they manage to get people to use just that one product or how they get people to start wearing that one particular color. More important, I wanted to find out if the internet (a huge and returning topic in modern society) had made it possible that these ‘chosen ones’ could cast a wider net and spread their influence even further. 
Of course, I could not have done it without help. Therefore I would like to thank the following people for their opinions, critical eyes, social media savvy, and encouragement: Marc Verboord, Marcel Geerdink, Melisa Stamper, Nikki Slagter, Marion Blois; special thanks to Cherylla Ganpatsingh, Mary-Grace van Leeuwen, and Romy Rosely, and anyone I am forgetting, who actively retweeted, reposted, and Facebook-mailed as many people as they could to fill out the survey. 
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CHAPTER 1
INTRODUCTION

Back in 1994, Jay McInerney noticed the actress Chloe Sevigny around Manhattan. She fascinated him. This was years before she became a famous actress. According to him, she dressed different, was original, and was a noticed fixture in News York: “Chloe can speak with some confidence about what’s happening in the street. Some say Chloe is what’s happening in the street” (1994). He wrote a profile on her for the New Yorker that officially made her the fashion ‘it-girl’ of New York in the 90’s. He called her “‘a roving ambassador without portfolio’” who was deep into the downtown scene of “hip-hop, rave, indie rock, and skateboarding” (Michaud, 2010).
Sevigny could be considered a fashion ‘opinion leader’. Her style was mimicked and taken over by many others in Manhattan (she famously popularized thrift shopping). For instance, in the article McInerney explains how a group of girls shyly approached her, in the age of grunge, to ask her where she got her shoes. That was back then. Sevigny was picked up by Seventeen magazine as an intern and eventually became more famous (outside of New York) as an actress, regularly posing for bigger fashion magazines like Vogue and Harper’s Bazaar. She became an ‘established’ style icon thusly anointed as such by the arbiters of fashion: fashion magazines. Eventually, in 2008, she launched her own line of clothing with the downtown New York fashion brand Opening Ceremony. Nowadays, however, the internet, in theory, allows everyone to become their own style icon. Anyone can create a blog, throw together an outfit, take and post pictures of these outfits, share it on Facebook and Twitter, and become famous (or infamous). However, this seems plausible in theory. The question quickly arises whether this holds true in practice.   
	There is a clear difference between opinion leaders and mavens. Opinion leaders are defined as those “individuals who exert an unequal amount of influence on the decisions of others” (Rogers & Cartano, 1962, quoted by Flynn et al., 1996: 138). They are often interested in specifically one product category, like fashion or music. Mavens, on the other hand, collect information on many product categories (Gladwell, 2000, Budak et al., 2010). Both concepts have an inordinate influence over their immediate surroundings and, therefore, are often used interchangeably. Both concepts can spark word-of-mouth epidemics that can make or break a product or trend. In any case, they are influencers who have the ears of those around them, who then spread the word on their experiences of a product, until it become big and is adopted by the mainstream. In other words, much of daily life is dependent on these influencers whether it is a new phone or a new fashion style. Unsurprisingly, opinion leaders are described as “innovative cultural consumer[s]” (Tepper & Hargittai, 2009: 229). 
	The internet has provided us with many advantages. We have huge amounts of information at the tip of our fingertips. In the last decade that amount has increased even further and the internet seems to be growing even more rapidly. Over the years it has grown, morphed, changed, and transformed into many different things. For instance, in the last couple of years the spread of online social networking websites have gradually proliferated. The user is being inundated with information flows left and right. Conversely, these developments have also contributed to democratization in some fields. More notably, it has led to a spread of ‘amateur’ journalists, artists, and photographers on many different web platforms such as blogs, Pinterest, or Flickr. Anyone can become or be creative and anyone can become or be regarded as an ‘expert’ on fashion, music, or art. In other words, anyone can be a so-called maven or opinion leader, at least, in theory.
	In reality, however, this is not the case. Because the internet is so vast and impenetrable, nowadays it is even more important to recognize just who exactly a maven or an opinion leader is. As Brad Hunter writes on his blog: 
“The current world is one of information overload. With so many sources of information and influence vying for our attention, we often shut ourselves off to noisy channels like television or the World Wide Web. We tend to rely on each other to filter information and provide us with the messages that we really need” (n.d.). 
	Moreover, the internet has shifted the influence that magazines once had over consumers to bloggers. Of course, this is not entirely true either. In reality it is often still unclear just how these two constructs (traditional media and ‘citizen’ bloggers) operate side-by-side or in cooperation. According to the Business Insider and Signature9 bloggers are still “beating out the behemoth when it comes to links, social media activity and general buzz” (“The Fashion Blogs”, 2011). These bloggers are deftly wielding their influence alongside fashion magazines that in turn are quickly building their own online presence and dismissing bloggers’ influence as fads. An influential (and first) fashion blogger, Scott Schuman, also said as much in an interview, claiming that fashion magazines operate in “fear” and are heavily dependent on many advertisers who tend to dictate their content (“Scott Schuman”, 2011). Still, magazines like Vogue (and its publisher Condé Nast) tap the most influential bloggers for an “influencer network” that advises Condé Nast’s advertisers on what is trending on social media platforms (Moses, 2011). In other words, traditional media seems threatened by bloggers (and new media) but also utilizes bloggers and new media to gain readers and satisfy advertisers.  
Mavens and opinion leaders are important for the creation of and spread of trends (which benefits companies), content (which benefits users and companies alike), and even health-care innovations (which benefits everyone). Mavens help us find useful information that benefits users in their daily lives. In the digital age, it helps us distinguish from useful and useless information, products, and trends. Mavens are those people, as Hunter writes, who we rely on to tell us about that new movie or programs to use. They are the ones that help improve your operating system on your computer by recommending a new program, or the health benefits of eating x instead of y.
	Much has been written on the maven and especially on opinion leaders. Sociologists have had an interest in this concept as far back as the 1970’s. However, not much has been written or researched on mavens/opinion leaders in the digital age. Therefore, one of the main goals of this study is to broaden the topic of opinion leaders to the digital world. Walsh & Mitchell (2010) and Tepper & Hargittai (2009) have already explored the online world of music e-mavens and opinion leaders. However, fashion opinion leaders and their involvement with online social networks and computer-mediated communication (CMC) has not yet been researched. Bloggers like the FaceHunter and the Sartorialist teemed up with companies like Tiffany’s, Esprit & the online shop Six London to either promote a brand, a product, or create their own products created for a brand. How can we, through that thick din of information, recognize who exactly the online opinion leaders are? Moreover, how can users, the companies, and academics, use these “e-mavens” (Walsh & Mitchell, 2010) to extract useful information?  
Also, not much, yet, has been written on the online fashion opinion leaders in the Netherlands. In a digital age where fashion bloggers are hailed as the new opinion leaders and mavens left and right it seems important and pressing to delve into this topic. Research that has explored this subject is also dated. Tepper & Hargittai (2009) and Walsh & Mitchell (2010) already tried to do this with their respective studies on e-mavens in the spread and adoption of new music. However, they still remained within a technological limitation of their time and subject: peer-to-peer file sharing. Tsang & Zhou (2005) have attempted to research the subject as well, but focused on isolated cases within discussion groups and forums that have dissipated in relevance. Also, as Lyons & Henderson noted in their conclusion to their study, future research should focus on identifying opinion leaders in “specific product categories” (2005: 327). Therefore, researching Dutch fashion mavens in the digital world would respond to this demand and contribute to the growing body of research now being done on both opinion leaders, new forms of computer-mediated communication, and, especially, opinion leaders using CMC to diffuse and discover information. 
Lastly, in theory, digital technology should democratize the discovery and sharing of fashion and street style by mavens. Is this actually the case and are there still opinion leaders in an online world? According to new models of communication, as found in Kozinets et al.’s (2010) research, in theory everyone can be an opinion leader online. More specifically, this study will focus mainly on an aspect that has not yet been explored: new media and fashion opinion leadership. Nowadays, online social networks are much more important in spreading and receiving new information (whether that is music, fashion, photography, etc.). Facebook, Twitter, and blogs have become much more widespread and used. By interacting with these new platforms of communication advertisers, politicians, and bloggers can create a certain involvement with their readers that in turn extends their influence over these readers (Xenos & Foot, 2008). Overall, this study is purely explorative which leaves room to test, poke, and prod a topic that has not yet been fully explored by academics. Therefore, with this in mind, the following research question will be explored: 
RQ: How can we distinguish and categorize Dutch fashion opinion leaders active online and how do they differ compared to traditional offline fashion opinion leaders? 
Also, sub-questions that relate to the research question will be explored as well. These sub-questions are mainly focused on some topics already touched on here, like the role of traditional media in relation to opinion leaders, the elements necessary for discovering opinion leaders and, in particular, online opinion leaders, and, lastly, the possibility for discovering how a successful blog can lead to opinion leadership:
1. To what extent do motivations, involvement, and innovativeness determine the difference between leaders and seekers?
2. How do opinion leaders (both online and offline) stay up to date on fashion?
3. To what extent does traditional media still play a role in acquiring information for both online leaders and offline leaders? 
4. How can we determine what a successful blog entails and how does this determine opinion leadership?

Accordingly, this study is constructed as follows: Chapter 2 outlines the general theory that most of the study is based on such as theories surrounding the motivations and general descriptions of previous studies conducted about opinion leaders; next, Chapter 3 outlines the, mixed, methods used in this research which will be mostly quantitative (survey) and also qualitative (interviews); Chapter 4 outlines the general findings of the survey and Chapter 5 presents the results of the interviews conducted; the last and final Chapter 6 is a discussion that tries to answer the research and sub-questions, provide the limitations and further research recommendations based on this study.  
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CHAPTER 2
LITERATURE REVIEW


[bookmark: _Toc201932264]2.1. Mavens and Opinion Leaders
Lazarsfeld, Berelson, and Gaudet first floated the idea of cultural opinion leaders in 1948 (mentioned by Flynn et al., 1996: 138). They found out that friends, family, and acquaintances influenced people’s voting habits. Opinion leaders are people who are interested in a specific product area, like fashion or music. They have the knowledge and influence to spread their ideas about new products and innovations in specific product areas (Flynn et al., 1996, Goldsmith et al., 1996, Goldsmith & Clark, 2005, 2008). Regular consumers rely on opinion leaders for new ideas, fashion, music, and other products. Unsurprisingly, opinion leaders are generally the targets of marketing companies because they have such an influence on consumer tastes. 
They spread their opinion on products through word of mouth (WOM). Word of Mouth communication is often defined as “face-to-face (or person-to-person) verbal communication (e.g., exchanges of comments, thoughts, or ideas) between two or more consumers, none of whom represents a marketing source (Bone, 1995). It is found to be much more beneficial and effective for companies in the long run. Moreover, consumers consider it to be more independent, reliable, and credible (Walsh & Mitchell, 2010: 59). In fact, “90% of all advertising is viewed as not credible… 90% of all word-of-mouth is” (Ogden, 2001, quoted by Walsh & Mitchell, 2010:59). Opinion leaders are important because they help spread ideas through “personal influence” that in turn could lead to the adoption of new products (or the “diffusion” of those products; Goldsmith & Desborde, 1991). Tepper & Hargittai describe opinion leaders not just as consumers, but “innovative cultural consumer[s]” (2009: 229).
Malcolm Gladwell (2000) popularized the concept of the “maven”. He wrote that there are only a few people that society relies on to spread new ideas, the “law of the few” (2000). He distinguishes between three different types that help spread these ideas, or innovations: connectors have an unusually large social network, mavens who have an unusual amount of information of products, and salesmen who have the savvy to persuade people to adopt an idea or sell a product (Gladwell, 2000). Mavens are teachers, but also students. They spread information but they also listen intently for new information. According to Gladwell, mavens “have the power to spark word-of-mouth epidemics” (2000: 69). The word ‘maven’ originates from Yiddish and means “one who accumulates knowledge” (Budak et al., 2010: 3). Indeed, mavens accumulate a lot of knowledge on product, share that knowledge (almost involuntarily) with others, and have an incredible amount of influence over their peers and audience (Budak et al., 2010). 
There is a difference between mavens and opinion leaders, but they mostly share similarities. In the literature a distinction is made between market mavens and opinion leaders. The biggest difference between market mavens and opinion leaders is that market mavens are more interested in “many kinds of products, places to shop, and other facets of markets” (Feick & Price, 1987: 85) while opinion leaders are defined as being interested in only specific products and product domains (Flynn, et al., 1996). Another difference is that opinion leaders are in fact selected by opinion seekers because of their “product specific expertise and their similarity to those who seek their opinion” (Goldsmith & Clark, 2005: 299). There are many different studies to be found that independently concern these two concepts. Tepper & Hargittai (2009) use the two interchangeably. The motivations and conclusions drawn from studies conducted on both opinion leaders and market mavens mostly correspond: both market mavens and opinion leaders “exert an unequal amount of influence on the decisions of other” (Rogers & Cartano, 1962, quoted by Flynn et al., 1996: 138), both accumulate information (knowledge) on products, both have a central role within a social network of friends, and, in the end, both influence the adoption of new trends and innovations. Moreover, important and central to the theories of both is an attempt to measure their influence, or perceived influence, and motivations (Flynn et al, 1996: 138) in order to utilize their talents to spread new ideas and to discover where new ideas in fact originate. 
Indeed, while Goldsmith & Clark insist that market mavens and opinion leaders are “closely related but conceptually distinct”, they did find that market mavens could in fact be considered ‘generalized’ opinion leaders (2005). For the purpose of this study the focus will rely mostly on opinion leaders specifically. However, because of the glaring similarities between the two constructs some literature on market mavens is used to define the concept of the ‘influentials’ (as Laughlin and MacDonald (2010) call them) or as Gladwell called them, the ‘few’ who determine the spread of innovation.
One cannot just be considered an opinion leader based on just being an aggregator of knowledge on a specific product. There are many levels of ‘mavenism’ or leadership that need to be considered depending on involvement, expertise, innovativeness, and credibility. Opinion leadership is heavily dependent on the level of involvement within a certain product-domain. Opinion leaders are believed to have an “enduring involvement” within their product domain (Goldsmith et al., 1996:245). Enduring involvement is described as being a “long-term attachments rather than transitory situational feelings or states” (Jang & Lee, 2000, mentioned in Lyons & Henderson, 2005: 320). Consumers are invested within this product domain over a longer period of time and vigilantly acquire the latest information and knowledge on this product domain. This aspect is associated with opinion leaders (Richins & Schaffer, 1988, Goldsmith et al., 1996, Lyons & Henderson, 2005, Laughlin & MacDonald, 2010). 
Just as important, opinion leaders can only spread information effectively if opinion seekers (or followers) consider them to be credible and trustworthy. Within WOM-literature ‘source credibility’ is frequently discussed (Kiecker & Cowles, 2002, Lam & Schaubroeck, 2000, Brown et al., 2007). Source credibility hinges on two important points: expertise and trustworthiness (Belch & Belch, 2001). The receiver has to see the source as having enough, relevant knowledge within a product domain (expertise), and the source has to be trusted not to misuse or take advantage of the receiver (trustworthiness). Kiecker & Cowles state: “characteristics such as knowledge, intelligence, maturity, and professional or social status all lend an air of expertise to an individual” (2002: 76). Plus, opinion leaders’ credibility also comes from their “perceived trustworthiness, similarity, familiarity, and/or likability” (Myers & Robertson, 1972).      
 It is important to realize this fact because categorizing survey findings into different levels of leadership helps identifying those people that are actually opinion leaders. For instance, in their research on opinion leaders in music Tepper & Hargittai (2009) distinguish between ‘top mavens’ (domain-specific opinion leaders who have a high degree of involvement with their subject of interest), ‘omnivores’ (people showing interest in multiple genres of music), and ‘experimenters’ (people who like to try new things, but do not necessarily disseminate information like recommendations to others). Similarly, Walsh & Mitchell’s (2010) findings of online music e-mavens confirmed Tepper & Hargittai’s distinctions. Their categories of mavenism are also dependent on levels of involvement and information diffusion (important in determining who is an opinion leader and who is an opinion seeker). They distinguish between: (a) ‘professionals’: “true” mavens who work within their product-domain and are heavily involved both in information diffusion and information gathering both online and offline; (b) “high interest using e-Mavens”: they have a need for information about their product-domain both offline and online, but do not necessarily diffuse information. They could be considered opinion seekers; (c) the “non-community”: they have an interest in an exclusive product domain but are not involved with one specific product-domain, and are hardly ever asked for advice about a certain product-domain. They do not spread information on products. They could also be considered to be seekers; (d) “non-online… e-Mavens”: they have the lowest level of involvement, interest, or need to spread information of a specific product, neither online nor offline. They are neither leaders nor seekers (Walsh & Mitchell, 2010: 53, 58). 
So, opinion leaders are often heavily involved in their respective product domains, are often employed in their product domains (as Walsh & Mitchell, 2010, found) thus exhibiting an even higher level of involvement that explains their influential role within a community, and they spread this knowledge to others seeking advice. Opinion seekers are less involved, searching for advice on certain topics from leaders, essentially looking up to leaders; they spend less on new products and are far less innovative. This is not enough, however, to discover and categorize opinion leaders. The motivations for spreading and acquiring (advising) consumers are just as important to distinguish between opinion leaders and non-leaders.    

[bookmark: _Toc201932265]2.2. Motivations for opinion leading and seeking
According to Flynn et al. (1996) there are no opinion leaders (the influencers) without opinion seekers (the influenced). As they describe it: “Opinion leaders give advice, and opinion seekers ask for it” (Flynn et al., 1996: 138). In order to discover opinion leaders and distinguish them from opinion seekers it is important to explore what their motivations are for acquiring and spreading information. By gaining a deeper insight into their motivations, a self-designating survey (asking for these motivations and personality traits to respondents) helps to distinguish the two constructs or may reveal something else entirely, such as, for instance, an overlap of the two constructs. Goldsmith has written (and collaborated) extensively on the topic of opinion leadership and motivations. Therefore, most of his literature is used to describe the underlying motivations for leaders and seekers.    
 The motivations for mavens acquiring and spreading new product information are mostly related to their own personal gratifications. It is found that they are generally more self-confident than other ‘regular’ consumers (Summer 1970 & Dorden, 1971, in Goldsmith & Desborde, 1991). More important, they have a need to be different and unique compared to mainstream consumers. The products that they find to differentiate themselves, and become unique, have to still be accepted by other consumers. Otherwise they are not, in fact, social influencers and communicators. In other words, they are still susceptible to “normative influences” (Goldsmith & Clark, 2005: 298). Opinion leaders and seekers, alike, pay attention to their surroundings and are susceptible to others’ opinion. This particularly applicable to fashion because, as Goldsmith & Clark found, fashion opinion leaders were found to be mostly interested in fashion, and staying up to date on fashion trends, because of status angst and social acceptability. 
Specifically, the need to be unique, and to be viewed as such, is an important aspect of particularly opinion leaders. They need to “manifest” their individuality and uniqueness in a visible way “from others in the marketplace via product or brand acquisition and usage” to enhance their own self and social image (Goldsmith & Clark, 2008: 310, Goldsmith et al., 2006, and Goldsmith & Clark, 2005). This is called the “consumer need for uniqueness” (CNFU) (Tian et al., 2001). Goldsmith & Clark conducted a study where they tried to discover whether CNFU could be related to (fashion) opinion leaders (OL) and seekers (OS). In the end, they did find, through surveys, that, indeed, CNFU affects mostly opinion leaders. Three factors determine CNFU: (1) “creative choice counterconformity”: the need to distinguish oneself by using/wearing brands that are different but still socially acceptable; (2) “unpopular choice counterconformity”: making choices that distinguishes an individual (in this case an opinion leader) from the group; and, (3) “avoidance of similarity”: intentionally avoiding commonly used products or brands (Tian et al, 2001, mentioned in Goldsmith & Clark, 2008: 310). Goldsmith & Clark chose the “counterconformity dimensions” specifically because they are analogous to anticonformity in a consumer context, which means actively “avoiding compliance with established social norms” (2008: 310). Opinion seekers, on the other hand, were considered to be the opposite of leaders, looking for innovativeness but not exhibiting it themselves (otherwise they would be leaders). In fact, opinion seekers stay within the “established… consumption norms” (2008: 320). Goldsmith & Clark (2005) found the same in an earlier study for market mavens and Goldsmith, Clark, and Goldsmith (2006) repeated this study for market mavens and came to the same conclusion. 
More specifically, fashion opinion leaders and seekers both pay attention to the opinion of others. Goldsmith & Clark found that opinion leaders and seekers use “self-monitoring” (2008: 311) to control how they are perceived. They are acutely aware of how others perceive them and they are influenced by the opinion of others based on the products or brands they purchased. Also, opinion leaders and seekers are influenced by the opinion of others because aesthetics is an important, and visible, aspect of innovativeness and social status within fashion. As Goldsmith & Clark state: “consumers interested in fashion enough to be opinion leaders and seekers should place more emphasis on the opinions of others and be more easily influenced in clothing decisions than other consumers because of the social importance of fashionable clothing” (2008: 311). The concept of self-monitoring is derived from the Attention to Social Comparison Information (ATSCI) scale developed by Lennox & Wolf (1984, mentioned by Goldsmith & Clark, 2008). Opinion leaders are, of course, ahead of the curve in their choice and consumption of products and brands, whereas opinion seekers are looking for advice and information on what products and brands to consume (Goldsmith & Clark, 2008). Therefore, Goldsmith & Clark found that opinion seekers, more than leaders, were aware of their environment and other’s opinions than opinion leaders.
Opinion leaders, as do market mavens, also have a tendency to try out new products. This is often referred to as ‘innovativeness’ (Goldsmith & Clark, 2005, 2006, 2008, Goldsmith & Desborde, 1991, Michon et al., 2007, Rogers, 1995, Zhang & Dong, 2008). Innovativeness refers to the early adoption of certain trends by people before others (Rogers, 1995). These early-adopters then spread their experiences about these products or trends to their friends who, depending on whether they opinion leaders found the product useful or not, adopt the product. Opinion seekers, on the other hand, look towards opinion leaders in order to be told which new products to buy or trends to adopt. 
Furthermore, both opinion leaders and opinion seekers were found to be heavily interested in new products and innovativeness because it enhances their social standing (or status) within a group (Goldsmith & Clark, 2005, 2008, Goldsmith et al., 2006, Kozinets, 2010). Status consumption is defined as: “the motivational process by which individuals strive to improve their social standing through the conspicuous consumption of consumer products that confer and symbolize status both for the individual and surrounding significant others” (Eastman et al., 1999, Goldsmith & Clark, 2008: 312, Goldsmith et al., 2006). The knowledge level of leaders and their need to share this knowledge makes them stand out from other consumers. It is therefore reasonable to assume that one of the motivations for these two aspects is an elevated status level among friends and other general consumers (Goldsmith & Clark, 2005, 2006, 2008, Goldsmith et al., 2006). 
Motivations are important in discovering and categorizing opinion leaders. However, not all motivations listed here will be used in the research. Another aspect important to look at is opinion leader’s (and seeker’s) media habits to discover how they acquire and spread information and knowledge. The internet plays an important part for opinion leaders in, especially, spreading but also in acquiring information. The internet is important for opinion seekers in discovering information on new products and trends.
    
[bookmark: _Toc201932266]2.3. Information Acquisition and Dissemination (Media Habits) 
Another, important, aspect of opinion leaders is their need to acquire and spread information. Leaders are searching (passively or actively) for new information on new products or existing products within their, specific, field of interest. They are looking for “interpersonal communications about products in which they are interested” (Goldsmith & Desborde, 1991: 14). Unsurprisingly, they expose themselves specifically to channels, publications, and other forms of communication that they deem relevant or interesting to their interests. 
With regards to online opinion leaders it is important to find out how they acquire their information. It is especially important to find out whether they rely on technology to do so. In their study Tepper & Hargittai looked at opinion leaders influences from their social network, traditional media (like television or magazines) and “information technologies” (2009: 240). It was found that those identified as “top mavens” (awarded the title of actual opinion leaders, based on their knowledge and involvement levels) relied more on their social networks than other types of influences.

[bookmark: _Toc201932267]2.3.1.  Social Networks
Tepper & Hargittai found that opinion leaders rely heavily on their social networks, both for the discovery of new music and the diffusion of music. These social networks were found to be “dense” and very “active” (Tepper & Hargittai, 2009: 244). Considering the proliferation of online social networks, it might be found that online opinion leaders rely even more on their online social networks to spread and be influenced by new knowledge. Current online social networks, like Facebook and Twitter, have the possibility to reach many different users at the same time. These mavens do not have to exchange large files; they exchange (low on data) pictures and possibly even text. There are many websites leaders and seekers can turn to, like Flickr, Facebook, Twitter, Pinterest, blogger, and online social networks aimed at the fashion conscious (which is plentiful: ILikeMyStyle.com, Polyvore.com, etc.). The internet has opened up the possibilities that move beyond mere face-to-face ‘interpersonal’ communication important for opinion leaders in influencing seekers (Goldsmith & Desborde, 1991, Flynn et al., 1996). Indeed, new ideas, fashions, and opinions can be spread even easier, and cheaper, than before because “any internet user is capable of reaching one to an unlimited number of other internet users in a manner that could be perceived as personal” (Kiecker & Cowles, 2002: 72). 
Opinion Leaders often occupy a central role within a social network. Van Merwe and Van Heerden (2009) demonstrated that asking (through self-designation) respondents, in a community, who they go to for advice and who influences them, reveals the position of the opinion leader within that community. Additionally, Cho et al. discovered, through a simulation study, that opinion leaders have the role of “distance centrality” (2012: 100), which means that opinion leaders do not necessarily need a lot of contacts as long as their contacts, in turn, know other people. In other words opinion leaders’ social network do not necessarily have to be dense and expansive (Tepper & Hargittai, 2009). Similarly, Malcolm Gladwell states that ‘mavens’ are “information brokers” who acquire and spread information (2000: 69). He designates a large network of social contacts to another category, the “connectors” (Gladwell, 2000). 
In most articles, opinion leaders are said to influence those nearest to them like friends and family (Flynn et al., 1996, Goldsmith & Clark, 2005, 2006, 2008). Similarly, Tepper & Hargittai (2009) and Walsh & Mitchell (2010) both found that mavens do initially rely on their closest contacts to diffuse and discover new information. These contacts are called ‘strong ties’ and involve those known intimately, like friends and family (Rice & Haythornthwaite, 2006: 98). Research has shown, however, that computer mediated communication (CMC) like online social networks actually encourage more weak ties. Weak ties are people who know each other “in a single or… a few dimensions” (Bollier, 1995). Weak ties provide an individual with information and resources not readily found in their immediate environment of close friends and family. Therefore, considering this fact it might be expected that opinion leaders and seekers can use online social networks (digital technology) because it provides them with new influences and those they might in turn influence. While it will not be explored in this particular study, it is an important point to make with regards to online communication because interpersonal, face-to-face, communication in an online environment is not as important anymore for opinion leaders to exert influence over followers. Steffes & Burgee (2009) discuss as much in their research on strong and weak ties and e-WOM. In fact, they recommend that future research should look at opinion leaders’ influence within their online social network because, as they write, “the internet greatly extends” opinion leaders’ “scope of influence” (Lyons & Henderson, 2005, mentioned by Steffes & Burgee, 2009: 56). Therefore, this topic will be glanced at, but not researched in-depth.   
More important, however, will be to find out whether and if social networks are indeed important for the online dissemination and retrieval of information by opinion leaders.
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Even though social networks are important places for opinion leaders and seekers to discover new information and products, traditional media (TV and magazines) is still an important way to discover content. As pointed out by Tepper & Hargittai (2009), consumers are still, generally, exposed to mass media and advertising. It seems inevitable that they would not be influenced by it. 
Fashion magazines, especially, could be important for fashion opinion leaders to accrue more information on the newest trends and fashion styles. There is a plethora of magazines that opinion leaders can be inspired by. The market leaders on fashion are still the Vogue magazines (Vogue Paris, Britain, U.S. etc.). Moreover, alternative fashion magazines are also quickly gaining ground. I.D. and Dazed & Confused are often cited as influential magazines, as are the magazines published by Top Publishing in Amsterdam and London, The Gentlewoman and the Fantastic Man, respectively. ‘Offline’ opinion leaders, or fashion critics, like the New York Times’ Cathy Horyn often collaborates with and writes about these alternative magazines. Interestingly, fashion magazines reported a spike in ad sales in 2011 (Bazilian, 2012) proving that they are still relevant and active. 
In previous studies, fashion opinion leaders were found to use fashion magazines to accrue information (Polegato & Wall, 1980; Vernette 2004). In Polegato & Wall’s (1980) study, fashion opinion leaders looked at an incredible amount of different publications and media for inspiration: window displays, ads, radio programs, salesclerks, etc. In a more recent study from 2004, Vernette found that, indeed, fashion opinion leaders still regularly read magazines. Of course, the proliferation of new media and digital technology only peaked in the last couple of years, but the importance of fashion magazines (especially because of the fashion industry’s reliance on them) should not be underestimated.
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Leaders and seekers also consult online sources like blogs and social media (Tepper & Hargitai, 2009). In the last couple of years blogs and social media have gained ground in disseminating and spreading information. Fashion opinion leaders can, on the one hand, access their social network online (and expand it), they can access existing fashion magazines (that probably have blogs and a social media presence), and they can access other opinion leaders (or experts) who are completely active online (like Scott Schuman from the Sartorialist or Garance Doré). 
	As mentioned in the previous section, social networks online can also expose opinion leaders to influences while simultaneously offering them the opportunity to spread their own information and content. Weak ties, also discussed in that section, can be important adages to existing (strong) ties. Weak ties can expose people to information they would not otherwise be exposed to. It is considered to be trustworthier for the spread of new information and for influences others (Granovetter, 1973, Gil de Zúñiga & Valenzuela, 2011). Therefore, both opinion leader and seekers can be exposed to and expose each other to new information. Opinion leaders, in their case, will be, probably spreading more innovative and riskier content and information than seekers.
	Moreover, because of the inherent nature of digital technologies and new media it is expected that online opinion leaders will create their own content and have their own blogs. Fashion opinion leaders, especially, can show off their own styles and fashion(-forward) tastes on their blogs. More important, the inherent motivation behind creating content and publishing that content on a blog ties in with some motivations (mentioned earlier) behind opinion leaders’ actions. According to Shao (2009) users create content and participate online because of self-gratifying needs. For seekers of information, the internet is important to find information for gaining more knowledge or possibly even for entertainment. The internet seems particularly important to opinion seekers for discovering new trends and products. For opinion leaders, as Shao argues, the internet and user created content websites (like blogs, Facebook, etc.) are prime places for the self-expression of their ideas and opinions on fashion and for “self-actualization” (Shao, 2009: 14) which means working on their own identity or seeking recognition or fame. For both opinion leaders and opinion seekers online social networks create social interaction and even a sense of community. This in turns benefits opinion leaders because they have a group of people who are following and listening to them, and opinion seekers because they gain knowledge and ideas by interacting with these leaders. Again, face-to-face interpersonal communication can just as easily transform into text (or image) based communication online. Personal influence by leaders can spread even faster through the weak ties they have through blogs or social media. 
	Magazines have gradually built a presence online. It has become commonplace for every company (no matter how big or small) to create a social media presence in order to reach their customers better. For instance, Vogue’s publisher, Condé Nast, has their own online style/fashion website, Style.com. Correspondingly, Vogue has their own web presence with interaction, video, blogs, and social media. 
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In order to discover, through the use of surveys, who Dutch fashion opinion leaders and seekers are there are two scales or models that incorporate some of what has been discussed so far, one by Flynn et al. (1996) and the other by Goldsmith et al. (1996). Both scales are similar because they are based on the “self-reporting” or self-designating method whereby “informed individuals can be asked to identify the people they think are opinion leaders” (Van Merwe & Van Heerden, 2009: 67). 
Flynn, Goldsmith, and Eastman (1996) developed a reliable and valid (i.e. proven) basic measurement instrument to discover both opinion leaders and opinion seekers. According to Flynn et al. previous models, like one used often by King & Summers (1970), lack “content and face validity” (1996: 139) and is not “domain-specific” (1996: 139). This is especially important for this research because it is inherently domain-specific (opinion leaders, as opposed to market mavens, are active in a specific product category). Flynn et al.’s measurement instrument tries to find out whether the respondents seek advice or give (influence) advice. Their scale mainly used ‘motivation’ to find out who could be classified as opinion leader and seeker. On a basic level, this measurement instrument can be used to discover leaders and seekers but does not try to discover (more in-depth) aspects such as innovativeness and involvement. 
Therefore, Goldsmith et al.’s (1996) scale can be used because it is domain-specific (fashion) and tries to find out the motivations and many other aspects associated with fashion leading and seeking. Their measurement instrument incorporates Flynn et al.’s original measurement but delves deeper into territories like involvement, shopping and media habits in addition to only general motivations behind leaders and seekers actions. Goldsmith, Flynn, and Moore (1996) purposely looked at: (a) “fashion leader scale”: to measure innovativeness. They used a six-item ‘Domain Specific Innovativeness Scale’ (DSI) designed by Goldsmith and Hofacker (1991, Goldsmith et al., 1996). The six-items ask respondents when products are purchased and whether the respondent would consider buying a product even if they had not heard of it previously; (b) “fashion opinion leader scale”: this is the scale developed by Flynn et al. (1996) as mentioned in the previous paragraph. It is used to measure how much influence leaders have on consumers within the product domain of fashion; (c) “fashion involvement”: to measure involvement levels especially ‘enduring involvement’ levels (as discussed earlier). Opinion leaders have been linked to ‘enduring involvement’ which is one of the reasons why they are both innovative and knowledgeable in their product category; (d) “perceived knowledge”: how much knowledge do the respondents have about fashion and how does this distinguish between leaders and seekers? This can be measured by asking about their media habits because opinion leaders are often “highly exposed to media and other sources other sources of information about fashion, indicating greater knowledge of the product area” (Gutman & Mills, 1982; Polegato & Wall, 1980, mentioned by Goldsmith et al., 1996: 245); (e) “fashion related behavior”: how much time is spent on shopping and spending on clothes? Fashion opinion leaders spend more time and money on clothing than seekers thus revealing this leadership role (Goldsmith & Flynn, 1992, mentioned by Goldsmith et al., 1996).
The Goldsmith et al. (1996) scale needs to be changed slightly to include the CMC-concepts and gratification aspects in order to discover whether these concepts apply to online CMC and to find out who exactly the leaders and seekers are. For instance, the study conducted by Goldsmith et al. (1996) found that fashion leaders are innovators and influencers because they want to increase their own sense of “self-worth” and to “promote” their own “self-presentation” (Goldsmith et al., 1996: 247). This corresponds with Shao’s gratification theory for creating online content that in turn corresponds with the motivations associated with opinion leaders. Therefore, online media, like blogs, are inherently interesting for fashion opinion leaders to discover and spread information and their own sense of style and taste.
After opinion leaders and seekers have been discovered, opinion leaders’ blog can be analyzed to further explore why and if this person is actually an opinion leader. After all, the survey will be based on the self-designating method, which is helpful in identifying leaders and seekers but not helpful is explaining why they are leaders and seekers. Li and Du (2011) propose that in order to find opinion leaders in an online context, blogs, the focus should also lie on the content of the work. They looked at “blog content”, “author properties”, “reader properties”, and the relationship between the author of the blog and the reader (2011: 191-192). 
Blog content is especially important to measure innovativeness. A fashion opinion leader’s need to post pictures, hyperlink to stories, update frequently, have a social media presence (in addition to the blog), and the number of readers (and comments) can be an indicator whether such a person actually is an opinion leader. Analyzing and examining a blog is, ultimately, subjective. There are no fixed answers or models for examining innovativeness on a fashion blog. So, looking at the other properties of a blog in combination with the measurement instruments for motivations, involvement, and innovativeness in mind (developed by Goldsmith et al. 1996, Flynn et al. 1996, Goldsmith & Clark 2005, 2006, 2008), the following aspects can be analyzed: social media followers and presence, blog content (what is being posted? Is it different, avant-garde?) might reveal to innovativeness and involvement, the number of comments per post, hyperlinks , recommendations by the blogger (the need to spread information, a common motivation for opinion leaders, Goldsmith & Clark, 2005, 2006, 2008), frequent interaction with readers, possible employment in the fashion industry (to further measure involvement), and links to appearances (such as interviews) in the (mainstream) press that also shows levels of credibility and involvement.
Blog content can reveal, in addition to a self-designating survey, whether someone is a leader or a seeker. Questions will be posed to respondents of the survey whether they consider certain blog features to be important. Additionally, interviews with bloggers might also reveal some insight into this question. 
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The present study seeks to identify online Dutch fashion opinion leaders, specifically Dutch fashion bloggers. The theory discussed in this chapter tries to help identify opinion leader through their motivations, social network, media (online and offline) habits, and the content (the degree of innovativeness, hyperlinks, comments, etc.) exhibited on their blogs. The main intent of this literature review is to justify and present a means to discover opinion leaders through the use of self-designating surveys. The  ‘self-designating’ method is often used to present to individuals motivations and aspects of opinion leaders and seekers, to find whom they identify with (as has been done by Goldsmith & Clark, 2005, 2006, 2008, Flynn et al., 1996, Goldsmith et al., 1996, Tepper & Hargitai, 2009, and Walsh & Mitchell, 2010). 
	Opinion leaders have a wide range of knowledge in their domain-specific topic of interest, they are (enduringly) involved with their topic (can even be considered experts), they gather and disseminate information, they gather information through different means such as social networks, traditional media, and online media, are aware of their surroundings and listen to others’ opinion, have a need to be unique, and they could create (disseminate) their information on blogs. Opinion seekers are searching for information on their topic of interests and often look to opinion leaders for that information. They do not have a need to be unique, instead they conform to existing fashion styles (Goldsmith & Clark, 2008). They do not have to acquire in order to disseminate it. Their involvement is less pronounced and far lower than opinion leaders. 
	Leaders and seekers can acquire information through new media (like blogs) or through traditional media (like magazines). More important, they both acquire information through their social networks. Traditionally, opinion leaders advise and spread information through their social networks. In other words, they disseminate information through friends and family. Online social networks, however, help leaders to acquire and spread information without interpersonal face-to-face communication. They create weak ties online with people they know in one or few dimensions. These people expose them to new information but are also susceptible to the advice and knowledge that these leaders have to offer. Therefore, it is expected that Dutch fashion opinion leaders will be active online and will have their own blogs. 
	The next step is to identify Dutch fashion opinion leaders and seekers through the use of a self-designating survey that incorporates everything, if not most, of what has been discussed in this chapter: motivations, involvement, innovativeness, expertise and perceived knowledge, shopping habits, and blog content. This will allow for a possibility to test, validate, and contribute to the measurement instruments developed by academics, like for instance Goldsmith & Clark, 2005, 2008, and Flynn et al., 1996, within the unexplored realm of Dutch fashion opinion leaders and seekers in the digital world.
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The act of academic research, especially mixed method research, has become a varied and contentious field in the last couple of years. Purists from both sides, quantitative and qualitative, both contend that their particular research design is more objective, rational, or plainly better (DeCuir-Gunby, 2008, Johnson & Onwuegbuzie, 2004). However, academic research should, as Stebbins writes, start with curiosity and exploration: 
“As a social process, all research involves a good deal of guesswork, fumbling about, looking around, following rather loosely formulated hunches, filling in empty spaces and, generally, figuring out ways to usefully categorize and explain what it is that one has learned” (2001: V). 
Therefore, this study is mostly based in explorative research methods. The topic of opinion leaders has been examined many times over, as has been illustrated in Chapter 2. The topic of online opinion leaders, or influencers, has not yet been studied as often. Explorative research suits this particular study best because on the one hand it has been explored before (mostly by Goldsmith), but not in an online, digital environment. In other words, the loose, ‘flexible’, and ‘pragmatic’ (Stebbins, 2001) nature of explorative research suits the topic at hand. Moreover, due to time-limitations this particular study is better suited in order to obtain reliable and interesting results.
Nonetheless, this does not mean that this study is conducted haphazardly or sporadically (as one might think, reading Stebbin’s statement). A mixed methods approach is used, which in turn is based on an exploration of opinion leaders in both the online world and the specific product-domain of fashion. A mix of qualitative and quantitative methods provides room to test scales and measurements in a different (online) environment (both existing and those created for this survey), thus yielding empirical results. Also, mix methods can help to find answers to questions or hypotheses based on theory from different research fields. 
So, firstly, a survey is constructed that incorporates both the measurements and scales used (and tested many times over) by Flynn et al. (1996) and Goldsmith et al. (1996). Some measurements, such as media habits, are created specifically for this survey and study. Secondly, interviews are conducted with two, self-designated, online opinion leaders and one online opinion seeker. Additionally, the editor-in-chief of a large Dutch fashion/lifestyle magazine is interviewed to provide more insight into questions raised from the results of the survey and the theory. 
The survey and interviews stand independently from one another. Nonetheless, the interviews are analyzed with the results of the survey in mind. Both are firmly rooted in theory and both are constructed with the theory as presented in Chapter 2. The survey is analyzed in SPSS with Pallant (2005) and Bryman & Cramer (2009) providing insight and guidance into the ANOVA-tests and Spearman’s rank order correlations that are used. The interviews are constructed based on the theory. Some help is gained from Evers (2007), but the questions are mostly improvised based on the research and sub-questions.
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	The main goal of the survey is to discover opinion leaders and seekers with the measurements and scales used in earlier studies by Flynn et al. (1996) and Goldsmith et al. (1996). Ultimately, research is conducted based on nonprobability sampling because the survey was distributed to a specific audience (Bryman & Cramer, 2009). The implications for the generalizability of the results are discussed in detail in Chapter 6. Then, it was distributed (as a URL) as widely as possible within this group of people. Firstly, it was posted on fashion forums and fashion magazine forums like the Dutch Elle forum, FashionAddict.nl, BeautyWeb, Libelle, and Viva. Secondly, friends, family, and acquaintances distributed the survey on social media (Facebook and Twitter). Lastly, an attempt was made to garner even more respondents in person at the Royal Academy of Art in The Hague but this proved unsuccessful. The aim was to get approximately 300 responses. In the end, 131 respondents filled out the survey.
The survey is divided in five parts (this was left out when filled out by respondents). The first part asks respondents formal, general information like gender and nationality. The second part presents respondents with the opinion leader scale, frequency of shopping, and innovativeness measurements. The third part tries to discover the media habits of respondents. Next, questions are posed about fashion blogs and the importance of blog features. Finally, Section V closes the survey. Sections II, III, and IV will now be discussed in more detail. Section I will not be discussed because this part is fairly straightforward and, generally, unanimously used in most surveys. Section V, too, is a fairly straightforward ending to a survey and is therefore not discussed here.   
The sample created by the survey is subsequently analyzed in SPSS (see Chapter 4). An incentive was offered to respondents for filling out the survey: they could win either an H&M-coupon or a magazine coupon of € 20. See Appendix 1 for the complete survey.    
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	Section II tries to answer sub-question 1 that deals with the motivations for opinion leaders, involvement, and innovativeness. Therefore, question five presents respondents with nine statements that are taken from Flynn et al.’s (1996) opinion leader scale. Respondents can answer the question on a Likert-scale five-point disagree-agree format. The answers to this question are the initial measurement for discovering opinion leaders. This allows for the possibility of measuring respondents’ score (and assigned category based on their score) against their answers to questions 6, 7, and 8 (the other measurements used to gauge opinion leadership). 
The negatively worded statements (2 and 4) are recoded before the variable ‘opinionleadercat’ (meaning opinion leader categories) was created in SPSS. Also, because the statements named in Flynn et al.’s (1996) research for perceived knowledge had the basic aim as and hardly differed from the opinion leader scale-statements, the decision was made to include them here to allow for an even better measurement of opinion leadership. An example of a statement that was added: “I read everything I can find on fashion”.    
	The categories that are created from this question are based on the average mean scores respondents received. As the agreement-level of the respondents rises, mean score rise as well. For instance: ‘strongly disagree’ has a score of 1, ‘disagree’ has a score of 2, etc., the highest score is ‘strongly agree’ which is 5. Those scoring 1-2.49 are considered non-opinion leaders/seekers, 2.5-3.49 are ‘in-betweens’ (or opinion seekers), and 3.5-5 are opinion leaders. 
	Question six measures fashion-related behavior (or FRB 1) (Goldsmith et al., 1996: 244) that asks respondents how often they shop in a month. Respondents could choose from seven options: never, less than once a month, 2-3 times a month, once a week, 2-3 times a week, and daily. Again, mean scores were higher the more a respondent shops in a month (because opinion leaders, in theory, shop more often than the average consumer). So, if a respondent shops daily, he or she receives a score of 6.
	The other half of fashion-related behavior (or FRB 2) asks respondents how much they spend in a month on clothing. The amounts rang from 0-49, 50-99, etc. After receiving feedback from the test-respondents (and supervisor), the amounts were slightly changed to include a higher amount (that is also has the highest score): ‘Over € 200’. 
	Innovativeness is measured with Goldsmith et al.’s (1996) ‘Domain Specific Innovativeness Scale’ whereby respondents could choose from a Likert-scale five-point disagree-agree format. The topic is introduced with the question ‘How important is it for you to be up to date on the latest fashion?’ Some statements are lifted literally from Goldsmith et al.’s (1996: 244). However, some statements were changed to more directly address the purported intent behind both the statement and the overall question. In other words, they were updated slightly to be clearer and more understandable. For instance, one statement read: “I am the last in my circle of friends to purchase a new outfit or fashion” (Goldsmith et al., 1996: 244). This was changed to: “Overall, I am the last in my circle of friends to purchase a new outfit or fashion”. Also, one statement is added: “I have a strong interest in the latest fashion”. In SPSS, the negatively worded statements (1, 3, and 5) are reversed and recoded. 
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	Section III’s main goal is to discover how opinion leaders and seekers find information. This also corresponds with sub-questions two and three. Subsequently, Tepper & Hargittai (2009) and Walsh & Mitchell (2010) both discovered that for opinion leaders in music, social networks are important for both discovering and spreading information on new products. Similarly, interpersonal communication has been associated with opinion leaders from the first inception of the concept (see Flynn et al., 1996, Goldsmith & Desborde, 1991, Goldsmith & Clark, 2005, 2006, 2008). This is the section of the study where theory is implemented and tested without an actual theoretical concrete basis, unlike the scale and measurement instruments used in Section II. In other words, some of what is done in this section is objective (but still gleaned from theory). A striking example of this has to do with traditional media as an information source, incorporated in question 11.
The Media Habits section starts off with a multi response question (question 9) asking respondents how they usually find and stay informed on fashion. This means that respondents could choose multiple options. The options listed are: friends, on the street, fashion magazines, online webzines, blogs, and ‘other’. An attempt was made to, already, measure whether respondents consider ‘friends’ to be important information sources. Moreover, it sets up questions 10 and 11 that ask, more directly, about social networks and fashion magazines.
The importance of social networks is measured with question 10. Respondents are given four statements that they could strongly disagree to strongly agree (5-point Likert scale) with. All statements in this section are created for the specific purpose of measuring social network importance. Again, during analysis one negatively worded statement (statement 4) is reversed and recoded. 
Lastly, question 11 presents respondents with three categories of magazines. They could then choose whether they read these categories: online, print, both, or ‘neither, I don’t read fashion magazines’. The categories of magazines listed are: general fashion magazines (like Vogue, Harper’s, Elle), alternative independent magazines (like the Gentlewoman, POP), and popular fashion magazines (like Glamour, Cosmopolitan). General magazines are called as such because this category includes the ‘common’, more respected, and opinion-leading magazines like Vogue or Elle. Moreover, these magazines focus mostly exclusively on fashion whereas ‘popular’ fashion magazines present readers with more lifestyle/celebrity/fashion hybrids. Also, the price-point and production values for these magazines are generally higher than ‘popular’ magazines. For instance, an issue of Vogue US in the Netherlands is € 11. Alternative independent magazines are the magazines that are published independently from the larger publishing, and international, chains like Condé Nast for Vogue or Sanoma for Grazia (a popular magazine). For instance, Top Publishing, located in the Netherlands and London, publishes the Gentlewoman. They only publish two other, related and less prominent, fashion and gay magazines: Fantastic Man and Butt.
Once more, in SPSS this question is reversed and recoded to more accurately match the scores respondents received. So, the order changes to: ‘neither, I don’t read fashion magazines’ (score=1), both (score=2), print (score=3), and online (score=4). 
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	Lastly, section IV incorporates questions to answer sub-question four. It is divided into three parts and tries to find out whether successful blogs can be distinguish based on its features. The first part asks respondents (question 12) whether they generally read Dutch fashion blogs. Those answering ‘no’ are then guided to question 14 that asks, hypothetically, what features they might consider a good fashion blog to have. These are the respondents that are not active online at all. Those answering ‘yes’ are eventually asked whether they have a blog of their own. The respondents who answer ‘yes’ can be considered bloggers. Those answering ‘no’ are, possibly, leaders or seekers that exclusively use the web for information purposes. 
This section of the chapter will discuss Section IV of the survey in two parts according to the results that are actually used and relevant to the research and sub-questions: respondents who read Dutch fashion blogs but do not have a blog of their own and the bloggers who use the web for information purposes and to, possibly, spread information.
Firstly, the respondents who read fashion blogs are shown question 13. Question 13 lists six prominent and well-known blogs (the list is inspired by “Top 20 Dutch Fashion Blogs”, n.d.) and an ‘other’-option allowing them to list their own choices. Respondent can indicate how often (if at all) they read these blogs. They can choose from, in ascending score-order: Do not know it, Know it, but do not read it, Read it sometimes, and Read it often. 
Secondly, question 15 asks whether respondents have a blog. They can choose ‘no’ or ‘yes. The name of my blog is…’. The bloggers are given two questions that are not shown to the other respondents. 
Question 16 asks the bloggers which features a good fashion blog should have. Respondents can rate the features on a 3-point not important-very important scale. The features listed here are at once objective and subjective. Two examples of an objective feature are ‘pictures specifically created for the blog’ and ‘stories specifically created for the blog’. This is done because, as with most user created content, pictures and stories are created by the blogger. This is, especially, important for fashion blogs where style pictures are an important way to express personal creativity, knowledge, brands, etc.
The next question (17) asks bloggers about their motivations for blogging. This question contains statements that respondents had to answer on a 5-point agree-disagree scale. However, it was discovered that, only after the survey was closed, the question was actually entered online as a multiple-choice question (i.e. respondents could only choose one statement). Therefore, this question was completely discarded in the analysis stage.
Lastly, question 18 asks, in an open question, bloggers which blogger they consider to be, in their opinion, influential. The next question (19) then lists six and an ‘other’ feature that asks why they considered this person to be influential. They can choose from: high quality content, frequent updates, interacts with readers through social media (to gauge the importance of interaction through social media), interesting styles/looks, originality, provides good recommendations on what to wear, and ‘other’ where respondents can provide their own argument. These features are, once again, objective and subjective. For instance, it was assumed that, possibly, bloggers could act as opinion leaders and can, therefore, influence others through their interaction on social media and provide recommendations on brands or outfits. 
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	One of the other important parts of this study is to explore what role traditional media plays to opinion leaders. Therefore, through an acquaintance, the editor-in-chief of a large Dutch fashion and lifestyle magazine was approached for an interview. She, renamed respondent A, agreed to be interviewed but only had time to do a telephone interview. 
	The structure of the interview for respondent A is as follows: the day-to-day editorial decisions needed from an editor-in-chief, her personal view on bloggers and blogs, the role bloggers play in the fashion magazine world (and, in particular, her magazine), opinion leaders and blogs, and the impact she thinks fashion bloggers have on the fashion magazine world as a whole. 
Initially, seven bloggers were supposed to be interviewed. These bloggers were selected because they are generally well known and mentioned online and in magazines. Some were also invited to give a master class in fashion blogging organized by the fashion magazine Grazia. Eventually, this list of bloggers was also used for question 13. In an early stage, these bloggers were e-mailed and messaged on their Facebook pages with a request for cooperation and an interview. The bloggers e-mailed were: Style Scrapbook, aferDRK, Come Over to the Dark Side (COTTDS), This Chick’s Got Style, Just Like Sushi, FashionWritress, and Love Aesthetics. However, only one blogger responded saying that she had other commitments and declined. Three other e-mail attempts were made to those who had not yet replied. No one ever answered the e-mails. Through mutual acquaintances, one of these bloggers was eventually approached again and was willing to cooperate. Because she insisted that meeting in person would not work for her, she did not have the time, it was agreed to communicate through e-mail. This blogger is called respondent B.
The structure of the e-mailed questions for respondent B mirror the structure of both the literature review and the survey. Additional, sometimes personal, questions were asked about her involvement in fashion, her process of maintaining and the personal impact of her blog, media habits, her interaction with and influence by readers, and her day job as an editor for a fashion magazine. 
	Respondent C and D were found through the survey. One survey-respondent mentioned respondent C in question 18 to be a blogger she read often. She was e-mailed and sent a message on her Facebook page. Again, she also did not have the time and was only willing to communicate through e-mail. Respondent D filled out the survey and provided the name of her blog. She was also approached but only wanted to do an e-mail interview.
	The structure for respondents C and D’s interviews were slightly altered from the one used for respondent B because they have lesser-known blogs. Respondent C did have a more successful blog than respondent D. Also, respondent C conformed more to the role of online opinion leader and respondent D to that of online opinion seeker. The questions touched on (personal) motivations, involvement and importance of fashion in their lives, curating their blogs (i.e. choosing content for their blogs), media habits (that includes the, in their opinion, importance of social networks and traditional media for acquiring information), and their interaction with readers. See Appendix II for the transcript of the interview with respondent A and the e-mail interviews (follow-up e-mails are joined into one long interview) with respondents B, C, and D.
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CHAPTER 4
RESULTS SURVEY


In total, 131 people filled out the survey. It was distributed, as mentioned in the previous chapter, on mostly public fashion forums, through social media, and personal contacts who expressed an interest in fashion.
In total, the sample consists of 118 women (or 90.1 percent of the total respondents) and 13 (9.9 percent) men with. This finding is not surprising as in most other research on fashion opinion leaders females significantly outnumbered men (Flynn et al., 1996, Goldsmith et al., 1996). One of the reasons explaining this might be that the survey was predominantly distributed on public forums of women’s fashion magazines. Another reason is that women, generally, are more invested in fashion (O’Cass, 2004, Parker et al., 2004, Pentecost & Andrews, 2009). 
Of the 131 respondents, 108 respondents (82.4 percent) were Dutch and 23 (17.6 percent) respondents from other countries. The ‘other’ nationalities ranged from Belgian to Iraqi. Also, most respondents were highly educated; most respondents either finished (or are in the process of finishing) their Polytechnic (or HBO Bachelor) degrees or University Bachelor (Dutch equivalent WO) degrees. In the following section, a t-test was conducted to determine the actual influence, and difference, in opinion leadership between both men and women.
	This chapter is structured as a step-by-step report of the results. First, the general results will be discussed where respondents are categorized according to their scores on the opinion leader question. The ‘general’, initial, categories are: opinion leaders, in-betweens (later called opinion seekers), and non-opinion leaders/seekers. Then, the categorized respondents will be compared to other factors that determine opinion leadership like innovativeness, involvement, and media habits; next, respondents will be further divided according to both their scores on the opinion leader question and whether they have a blog or not. Respondents are then categorized into: online opinion leaders, online opinion seekers, offline opinion leaders, offline opinion seekers, and non-opinion leaders/seekers. These respondents will be, again, compared against innovativeness, involvement, and media habits. Most, if not all, tests conducted are in-between groups ANOVA-tests with one Spearman’s rank order correlation test in section 4.1.
Finally, the last section will deal with online opinion leaders (and seekers) and their perceived importance of other, influential, bloggers and blog features. Each corresponding section end with a brief the discussion of the results and the chapter will end with a brief discussion of all results. 

[bookmark: _Toc201932280]4.1. Opinion Leaders
The leadership scales (questions) that were implemented were based on previous research by Flynn et al. (1996) and, in particular, Goldsmith et al. (1996). For the ‘opinion leader scale’ respondents were asked to what degree they agreed or disagreed with the statements posed. The respondents who scored 3.5 or more are regarded opinion leaders. According to Flynn et al.’s (1996) scale, those agreeing with the statements are, in effect, opinion leaders. These respondents were then isolated and renamed into a separate variable in SPSS.
	The self-defined opinion leaders in the sample are in total 38 people of the 131 respondents (or 29 percent of the total amount of respondents, see table 1 (M=2.17, SD=.63). This corresponds with Flynn et al.’s (1996), Goldsmith & Clark’s (2003, 2005, 2008), and Goldsmith et al. (1996) findings whereby only a small portion of the population can act as opinion leaders. In other words, the rarity of opinion leaders does not permit a wide range of people to act as leaders.
Lastly, an independent t-test was conducted to discover whether the striking gender differences of the respondents was significant compared to the three levels of opinion leadership. There was no significant difference in scores for men (M=2.15, SD=.55) and women [M=2.17, SD=.63; t (129)= -.086, p=.932]. Moreover, the magnitude of the differences in the means was incredibly small (eta squared=-0.000057). According to Cohen (1988) this would, indeed, be considered a very small effect size.
	The categories listed here are still purely self-defined according to the respondent’s answers on the opinion leader question. Those who correspond to these categories still have to be measured against fashion shopping behaviors 1 and 2, innovativeness, and media habits to determine whether they actually are leaders, seekers, or non-leaders/seekers. So, opinion seekers are called ‘in-betweens’ until more definitive results are obtained for them to be called opinion seekers.  





	Table 1: Opinion Leaders, ‘In-Betweens’, and Non-Opinion Leaders/Seekers among all respondents in the sample.

	Opinion Leader Categories
	Frequency
	Percent

	Non-Opinion
Leaders/Seekers

	16
	12.2

	In-betweens

	77
	58.8

	Opinion
Leaders

	38
	29.0

	Total
	131
	100.0




[bookmark: _Toc201932281]4.1.1. Opinion Leaders, Frequency of Shopping, Spending, and Innovativeness
As was mentioned in chapter 2, according to Flynn et al (1996) opinion leadership should also be related to innovativeness (DSI), perceived knowledge, and fashion related behavior (aka involvement) such as shopping habits and spending on fashion. Questions asking for these attributes were implemented into the survey (see Appendix 1 and chapter 3). The names of these categories were changed to, respectively: FSB1 to frequency of shopping, FSB 2 to spending, and DSI to innovativeness. 
In order to determine whether there was a statistically significant difference between the three opinion leader groups, in relation to fashion related behavior (frequency of shopping and spending) and innovativeness (DSI), one-way between-groups ANOVA tests were conducted. Statistically significant differences were found between the three categories for frequency of shopping and innovativeness (DSI) at the p<.05 level (see table 2 for means, standard deviations, and significance). 
With regards to shopping behavior [F (2, 128)= 6.1, p=.003], Post-hoc comparisons using the Tukey HSD test showed that non-opinion leaders were found to, on average, shop once a month (M=3.13, SD=.957), the ‘in-betweens’ shop once to 2-3 times a month (M=3.45, SD=.820), and opinion leaders shop 2-3 times a month (M=3.95, SD=.985). 
Similarly, the Tukey HSD test [F (2, 128)= 2.7, p= .070] revealed that non-opinion leaders spend between 50-99 euros each month (M=2, SD=1.16), the in-betweens group spends around 100 to 150 euros on clothing in a month (M=2.65, SD= 1.121), and opinion leaders spend between 100-150 to 150-200 euros on clothing each month (M=2.82, SD=1.333). No significant differences were found for this variable.  
Lastly, the Tukey HSD test [F (2, 128)= 28.6, p= .000] revealed overall significant differences between the three categories. Non-opinion leaders/seekers do not find it important to stay up to date on fashion which means that they do not exhibit any form of innovativeness (M=2.67, SD= .625), the ‘in-betweens’ group finds it slightly more important to stay up to date on fashion (M=3.4, SD= .5), and opinion leaders unquestionably like to stay up to date on fashion thus exhibiting a sense of innovativeness (M=3.9, SD= .57).
To further explore the strength of the relationship between opinion leadership, frequency of shopping, spending, and innovativeness a nonparametric procedure, Spearman’s rank order correlation coefficient (also known as Spearman’s rho) was performed.
Firstly, Spearman’s rho revealed a statistically significant relationship between opinion leadership and frequency of shopping [rs (131)= .319, p< .001]. In other words, the higher opinion leadership is the more often respondents spend on clothing in a month. The correlation between the two variables was reasonable but not high, or strong (Cohen, 1988). The coefficient of determination[footnoteRef:1] indicated that high opinion leadership helps explain 10 percent of the variance in respondents’ scores for how often they shop. [1:  Squaring the r-value and multiplying it by 100 revealed the coefficient of determination (Pallant, 2005). So, in this case r= .319 means 11 percent of shared variance ((.319 x .319) x 100= 10.18= 10%). The same process was applied to determine the coefficient of determination between opinion leadership and innovativeness. ] 

Secondly, there was a statistically significant relationship between spending and opinion leadership [rs (131)= .251, p< .001]. However, the correlation between the two variables was small. The coefficient of determination revealed that high opinion leadership helps explain only 6 percent of the variance in respondent’ spending. 
Lastly, there was a strong statistically significant relationship between opinion leadership and innovativeness [rs (131)= .532, p< .001]. This means that the higher opinion leadership is, the more innovative respondents are. The coefficient of determination confirms this because opinion leadership helps explain 28 percent of the variance in respondent’s score on the innovativeness measurement scale. Once again, there was no statistically significant relationship between opinion leadership and spending. 
Overall, as expected, opinion leaders shop slightly more than the other two categories. Also, opinion leaders are more innovative than the other two categories. This was confirmed by both an ANOVA-test and Spearman’s Rho. Finally, no significant differences were found between the three groups and the amount spent on clothing per month. 

	Table 2: Differences in frequency of shopping, spending, and innovativeness between general leaders, seekers, and non-leaders/seekers. 

	
Measurement
Level
	
Opinion Leader Categories

	
N
	
Mean
	
SD

	
	
	
	
	

	Frequency
Shopping
	Opinion Leaders
	38
	3.95
	.985

	
	In-betweens
	77
	3.45
	.820

	
	Non-Opinion Leaders/Seekers
	16
	3.13
	.957

	
	Total
	131
	3.56
	.921

	Spending
	Opinion Leaders
	38
	2.82
	1.333

	
	In-betweens
	77
	2.65
	1.121

	
	Non-Opinion Leaders/Seekers
	16
	2.0
	1.115

	
	Total
	131
	2.62
	1.205

	Innovativeness
	Opinion Leaders
	38
	3.98
	.579

	
	In-betweens
	77
	3.38
	.518

	
	Non-Opinion Leaders/Seekers
	16
	2.68
	.625

	
	Total
	131
	3.44
	.656
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Next the media habits of the respondents were gauged in order to find out whether opinion leaders, seekers, and non-leaders/seekers differed in their media habits. As was mentioned in chapter 2, opinion leaders read and gather an inordinate amount of information on their topic of interest. Moreover, this section tried to discover whether, in the face of new media, traditional media was still a preferred source for new information on fashion. 
Respondents were asked how they usually find information or news about fashion. They could choose between (multiple responses possible) respectively friends, ‘on the street’, fashion magazines, online webzines (exclusively online fashion magazines), blogs, or ‘other’ where respondents could enter a different answer. Non-opinion leaders most often look to the street and fashion magazines (21.6 percent) for information. After this friends (18.9 percent) and ‘other’ (16.2 percent) were chosen. The least chosen options were online webzines (10.8 percent) and blogs (8.1 percent). The ‘other’ sources listed were advertisements, TV, and forums. The ‘in-betweens’ chose, in successive order, fashion magazines (22.8 percent), the streets (21.5 percent), blogs (19.8 percent), and online webzines (17.3 percent) most often. The least chosen options were friends (14.3 percent) and ‘other’ (4.2 percent). Finally, opinion leaders look to especially blogs (27.4 percent), fashion magazines (25.8 percent), the streets, and online webzines (both 19.4 percent). The least chosen options were friends (7.3 percent) and ‘other’ (0.8 percent). 
Opinion leaders find information about fashion through especially blogs (26 percent) and fashion magazines (24 percent). They hardly ever consult their friends (7 percent) but do look to the streets (18 percent) and webzines (18 percent) for inspiration. 

	Table 3: The various means of discovering and staying up to date on the latest fashion news and trends.

	
	Media Habits 
	Total

	
	Friends
	On the street
	Fashion magazines
	Online webzines
	Blogs
	Other:
	

	
	Opinion Leaders
	Count
	9
	24
	32
	24
	34
	1
	124

	
	
	Percentage (%)
	7.3
	19.4
	25.8
	19.4
	27.4
	0.8
	

	
	In-betweens
	Count
	34
	51
	54
	41
	47
	10
	237

	
	
	Percentage (%)
	14.3
	21.5
	22.8
	17.3
	19.8
	4.2
	

	
	Non-Leaders/Seekers
	Count
	7
	9
	8
	4
	3
	6
	37

	
	
	Percentage (%)
	18.9
	24.3
	21.6
	10.8
	8.1
	16.2
	

	Total
	Count
	50
	84
	94
	69
	84
	17
	398

	
	Total (%)
	12.6%
	21.1%
	23.6%
	17.3%
	21.1%
	4.3%
	100.0%



Next, four statements measured to what degree (personal) social networks play an important role in keep up to date on the latest fashion news. All variables were then recoded into the variable ‘social networks’. Again, the three categories of opinion leadership were compared in a one-way between-groups ANOVA to discover how important social networks are in keeping up to date on the latest fashion news (see table 4 for the means and deviations). There were no statistical differences at the p<.05 level in social network scores between, respectively, non-opinion leaders/seekers (M=2.8, SD=.495), in-betweens (M=3.1, SD=.55), and opinion leaders (M=2.87, SD=.74), [F(2, 128)= 2.58, p=.080]. All three levels of opinion leadership neither agreed nor disagreed with the statements. In other words, social networks cannot be considered a vital information source for the discovery of fashion news.

	Table 4: Social Networks & Opinion Leadership

	Opinion Leadership Categories
	N
	Mean
	SD

	Opinion
Leaders

	8
	2.86
	.739

	In-betweens

	7
	3.09
	.555

	Non-Opinion Leaders/Seekers

	6
	2.81
	.496

	Total
	131
	2.99
	.616



Afterwards, respondents were asked which fashion magazines they usually read (whether online, offline, both, or “neither, I don’t read fashion magazines”). Respondents were given three categories of fashion magazines: general fashion magazines (e.g. Vogue), alternative, independent fashion magazines (e.g. the Gentlewoman), and popular fashion magazines (e.g. Glamour or Grazia). Across the three levels of opinion leadership fashion magazines are mostly read. Also, they are read both offline (i.e. in print) and online. 
	An ANOVA-test revealed statistically significant differences between opinion leaders and non-opinion leaders/seekers and their preferences for reading general fashion magazines [F (2, 128)= 4.57, p= .012). Opinion leaders read general fashion magazines more in print (M=2.60, SD=.793) than non-leaders/seekers (M=1.70, SD=1.08) who read general magazines online and in print. The in-betweens also read general fashion magazines both online and in print. 
	Another difference was found between leaders, in-betweens, and non-leaders/seekers in their preferences for reading alternative magazines. Levene’s test of homogeneity of variance was violated but Welsh’s ANOVA was run and revealed a statistical difference [F (2, 128)= 4.03, p= .020) in the mean scores between the three categories of leadership. However, the mean scores reported in table 5 reveal miniscule differences between the three groups. Opinion leaders (M=2.34, SD=1.26) read alternative magazines both online and in print, in-betweens (M=1.76, SD=1.17) decidedly read alternative magazines both in print and online, and non-opinion leaders/seekers (M=1.50, SD=1.19) between ‘no, I do not read fashion magazines’ and ‘both: print and online’. Popular fashion magazines are read by all three categories of leadership both online and in print. 

	Table 5: The importance of fashion magazines across the ‘general’ opinion leader categories.

	
Opinion Leader Categories
	
	
General fashion magazines
	
Alternative magazines
	
Popular fashion magazines

	Opinion Leaders (N=38)
	Mean
	2.58
	2.34
	2.21

	
	SD
	.793
	1.258
	.875

	In-betweens (N=77)
	Mean
	2.31
	1.76
	2.19

	
	SD
	1.054
	1.169
	.932

	Non-Opinion Leaders/Seekers (N=16)
	Mean
	1.69
	1.50
	1.93

	
	SD
	1.079
	1.192
	.914

	Total (N=131)
	Mean
	2.31
	1.90
	2.17

	
	SD
	1.016
	1.214
	.938

	
	Sig.*
	.012
	.020
	.578

	Note:  *Sig=significance at p<.05.



	Generally, almost all leadership categories look to fashion magazines and blogs for information on fashion. Online webzines and the streets are also frequently chosen but not as often as the aforementioned two sources. Friends are unimportant, except for non-leaders/seekers who did choose it more than the other categories. Additionally, magazines are mostly read online and in print with the exception being opinion leaders who prefer to read general fashion magazines in print. Lastly, respondents were indifferent towards the importance of social networks for keeping up to date on fashion. Therefore, it is fair to conclude that for the general opinion leader categories, social networks are unimportant for discovering new information.
	Based on these results alone, it can be concluded that the non-opinion leaders/seekers are in fact neither leaders nor seekers but, possibly, people with a casual interest (or no) interest in fashion. Also, the ‘in-betweens’ can be called opinion seekers (as they will be called from now on) because they do express a high interest (i.e. involvement) and mild innovativeness compared to the leaders. Moreover, the leaders can be called leaders because they do spend more on fashion than seekers and they are considered to be more innovative than both seekers and non-leaders/seekers. 
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The next step is to determine whether the opinion leaders and seekers found in the previous section are online leaders and seekers. This was done with a question (and separate section) in asking respondents whether they have a blog or not. However, beforehand, all respondents were asked if they read fashion blogs. The general results of this part will be discussed later (in section 4.3) as will questions pertaining to the importance, according to respondents, of blog features. 
In order to find an answer to the research question, opinion leaders and seekers had to be further divided according to whether they have a blog (and are active online) or not. Also, the online opinion leaders and seekers (i.e. bloggers) had to be separated from the opinion leaders and seekers who are active offline. As was done in the previous section, the categories are still preliminary. Respondents had to, again, be contrasted against frequency of shopping, spending, innovativeness, and media habits. 
As table 6 shows, nine bloggers are opinion leaders and five are opinion seekers, there were no non-leaders/seekers. Again, as Flynn et al. (1996) and Goldsmith & Clark (2008) claimed, because only a small portion of the population can be an opinion leader, it makes sense that such a small percentage of the opinion leaders are actually bloggers. Respondents were then further divided into even more narrow categories in order to discover their scores on frequency of shopping, spending, innovativeness (DSI), the importance of social networks for discovering new information, and general other media habits according to their opinion leadership categories. By doing this, a more decisive and accurate picture might emerge that will help answer the research question (and sub-questions).
	Table 6: Bloggers & Opinion Leadership

	
Opinion Leadership categories
	Do you have your own blog?
	Total

	
	No
	Yes
	

	
	Opinion Leaders

	29
	9
	38

	
	Opinion Seekers

	67
	5
	72

	
	Non-Opinion Leaders/Seekers

	13
	0
	13

	
	Missing Values
	0
	0
	8

	Total
	109
	14
	131
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A one-way ANOVA test was conducted to find out how often, on average, online leaders and seekers shop, how much they spend, and how innovative they are. In order for the ANOVA test (and other subsequent tests) to succeed, respondents were further divided into five different categories. The opinion leaders who did not have a blog were isolated from those who did (referred to as ‘offline opinion leaders’ and ‘online opinion leaders’, respectively). The same was done for opinion seekers (referred to ‘online opinion seekers’ and ‘offline opinion seekers’). Non-opinion leaders did not have a blog at all and were still used for these tests. 
More importantly, eight people did not answer the question and did not continue with the remaining parts of the survey. The reason for this is unknown but a possible reason might be that these respondents either did feel like completing the survey or they did not think that the question concerned them at all. These respondents might have also grown tired with filling out the survey and just decided to skip the question. In any case, these eight people were isolated as well and renamed ‘missing values’. The general means and standard deviations are reported in table 7. Spearman’s Rho was not calculated, like it was done in the previous step/section, because the individual categories of online leaders and seekers were too small.  
	Firstly, for frequency of shopping a difference was found between offline opinion leaders and non-opinion leaders/seekers [F (5, 125)= 2.77, p= .423]. However, the test of homogeneity of variances was violated (p<.05). Therefore, a Brown-Forsythe and Welch test was run. The Welch test did not reveal statistical differences. The Brown-Forsythe test, on the other hand, revealed a statistically significant difference at the p<.05 level. Post-hoc comparisons using the Tukey HSD test revealed that offline opinion leaders (M=3.83, SD= .996) shop more often than non-opinion leaders (M=3.15, SD= .987). Offline opinion leaders shop between two to three times per month whereas non-opinion leaders shop only once a month. Like the previous tests indicated, no statistically significant differences were found for spending.
	Secondly, statistically significant differences (at the p< .05 level) were found between online and offline opinion leaders and offline opinion leaders and non-opinion leaders  [F (5, 125)= 13.01, p= .000] with regards to innovativeness. Post-hoc comparisons using the Tukey HSD test disclosed that the mean score for offline opinion leaders (M=3.83, SD= .616) was different from both online opinion leaders (M=4.07, SD= .42) and non-opinion leaders (M=2.6, SD= .58). Online opinion leaders were more innovative than offline opinion leaders and non-opinion leaders. Compared to both online and offline opinion leaders, non-opinion leaders were found to be hardly innovative at all.
	In short, offline opinion leaders shop more often than non-opinion leaders (as expected). This was also found in the tests run in the previous section. Online leaders and seekers shop around 2-3 times a month, like offline opinion leaders. Furthermore, online leaders are more innovative than offline leaders. However, when comparing the mean scores of both categories, they actual difference between the two is small. Moreover, while offline seekers are less innovative than both categories of leaders (as would be expected from opinion seekers), online seekers are about as innovative as both online and offline leaders


	Table 7: Online and Offline Opinion Leader/Seekers, Non-Opinion Leaders, Missing Values, and shopping, spending and Innovativeness.

	
Measurement
Level
	
Opinion Leader Categories

	
N
	
Mean
	
SD

	
	
	
	
	

	Frequency of Shopping
	Offline Opinion Leaders
	29
	3.83
	.996

	
	Online Opinion Leaders
	9
	4.33
	1.000

	
	Offline Opinion Seekers
	67
	3.42
	.838

	
	Online Opinion Seekers
	5
	3.60
	.548

	
	Non-Opinion Leader & Seekers
	13
	3.15
	.987

	
	Missing Values
	8
	3.50
	.926

	
	Total
	131
	3.56
	.921

	Spending
	Offline Opinion Leaders
	29
	2.76
	1.327

	
	Online Opinion Leaders
	9
	3.00
	1.414

	
	Offline Opinion Seekers
	67
	2.55
	1.091

	
	Online Opinion Seekers
	5
	3.00
	1.414

	
	Non-Opinion Leader & Seekers
	13
	2.08
	1.256

	
	Missing Values 
	8
	2.88
	1.246

	
	Total
	131
	2.62
	1.205

	Innovativeness
	Offline Opinion Leaders
	29
	3.833
	.61560

	
	Online Opinion Leaders
	9
	4.0741
	.41759

	
	Offline Opinion Seekers
	67
	3.3582
	.51839

	
	Online Opinion Seekers
	5
	3.8667
	.32059

	
	Non-Opinion Leaders & Seekers
	13
	2.6410
	.58073

	
	Missing Values
	8
	3.0208
	.61359

	
	Total
	131
	3.4402
	.65635
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	Much like the findings reported earlier for general opinion leaders, seekers, and non-opinion leaders, media habits were compared among the different, further narrowed-down, categories of opinion leadership. 
	Offline opinion leaders considered fashion magazines (26.6 percent) and blogs (26.6 percent) as important ways of finding information about fashion. Online webzines (20.2 percent) and the streets (19.1 percent) are also important. Friends (6.4 percent) were found to be unimportant to offline opinion leaders because it was chosen least compared to the other options. Online opinion leaders find blogs (30 percent) the most important source to find information. Fashion magazines (23.3 percent) and the streets (20 percent) follow after that. Online webzines (16.7 percent) and friends (10 percent) are not considered important.       
Next, offline opinion seekers look to the streets and fashion magazines (both 22.8 percent) for information. Webzines (18 percent) and blogs (19.4 percent) are considered slightly less important sources. Friends (13.6 percent) come in last and ‘other’ (3.4 percent) was chosen as well. The other sources listed include shops and shop windows. Online opinion seekers do consider, much like online opinion leaders, blogs (27.8 percent) as their most important source of information with fashion magazines and the streets following (both 22.2 percent) thereafter. Again, friends (11.1 percent) and online webzines (16.7 percent) were not chosen that often.
	Lastly, non-opinion leaders find information through fashion magazines and the streets (24.1 percent respectively). Friends (13.8 percent), webzines (10.3 percent), and blogs (10.3 percent) were not chosen as often as fashion magazines and the streets. Other (17.2 percent) sources listed were advertisements and forums

	Table 8: The various means of discovering and staying up to date on the latest fashion news and trends.

	
	Media Habits
	Total

	
	Friends
	On the street
	Fashion magazines
	Online webzines
	Blogs
	Other:
	

	
	Offline Opinion Leaders
	Count
	6
	18
	25
	19
	25
	1
	94

	
	
	Percentage (%)
	6.4
	19.1
	26.6
	20.2
	26.6
	1.1
	

	
	Online Opinion Leaders
	Count
	3
	6
	7
	5
	9
	0
	30

	
	
	Percentage (%)
	10.0
	20.0
	23.3
	16.7
	30.0
	0.0
	

	
	Offline Opinion Seekers
	Count
	28
	47
	47
	37
	40
	7
	206

	
	
	Percentage (%)
	13.6
	22.8
	22.8
	18.0
	19.4
	3.4
	

	
	Online Opinion Seekers
	Count
	2
	4
	4
	3
	5
	0
	18

	
	
	Percentage (%)
	11.1
	22.2%
	22.2
	16.7
	27.8
	0.0
	

	
	Non-Opinion Leaders/
Seekers
	Count
	4
	7
	7
	3
	3
	5
	29

	
	
	Percentage (%)
	13.8
	24.1
	24.1
	10.3
	10.3
	17.2
	

	
	Missing Values
	Count
	7
	2
	4
	2
	2
	4
	21

	
	
	Percentage (%)
	33.3
	9.5
	19.0
	9.5
	9.5
	19.0
	

	Total
	Count
	50
	84
	94
	69
	84
	17
	398

	
	Total (%)
	12.6%
	21.1%
	23.6%
	17.3%
	21.1%
	4.3%
	100.0%

	









	The next part of the media habits section concerned fashion magazines. Respondents who read fashion magazines were asked, across three categories, to list whether they read these magazines: not at all, online and in print (i.e. both), in print, or online. An ANOVA was rung to compare the three magazine categories across the five categories of leadership. The general means, deviations, and significance levels are listed in table 9. 

	Table 9: The importance of the three categories of fashion magazines across all opinion leader categories.

	
Opinion Leader Categories
	
	
General fashion magazines
	
Alternative magazines
	
Popular fashion magazines

	Offline Opinion Leader (N=29)
	Mean
	2.70
	2.55
	2.76

	
	SD
	.806
	1.270
	.830

	Online Opinion Leaders (N=9) 
	Mean
	2.22
	2.00
	2.11

	
	SD
	.667
	1.225
	1.054

	Offline Opinion Seekers (N=67)
	Mean
	2.34
	1.82
	2.27

	
	SD
	1.052
	1.192
	.914

	Online Opinion Seekers (N=5)
	Mean
	2.20
	1.80
	1.40

	
	SD
	1.304
	1.304
	.894

	Non-Opinion Leaders/ Seekers (N=13)
	Mean
	1.46
	1.38
	1.62

	
	SD
	.877
	.961
	.961

	Missing Values (N=8)
	Mean
	1.16
	1.38
	2.50

	
	SD
	1.165
	1.061
	1.069

	Total (N=131)
	Mean
	1.02
	1.90
	2.17

	
	SD
	1.016
	1.214
	.938

	
	Sig.*
	.018
	.068
	.076

	Note:  *Sig=significance at p<.05.


	
Much like the ANOVA-test run in section 4.1 for this question, the only significant difference was found in the mean scores between non-leaders/seekers, offline leaders, and online leaders in their preferences for general magazines [F (5, 125)= 2.90, p= .018]. Offline leaders (M= 2.70, SD= .806) read general magazines in print, online leaders (M= 2.22, SD= .667) online and in print, and non-leaders/seekers (M= 1.46, SD= .877) do not read general magazines at all. 
In general, however, online opinion leaders and seekers both read all three categories of magazines online and in print. Offline opinion leaders read alternative and popular magazines online and in print. Offline opinion seekers, on the other hand, read general and alternative fashion magazines in print and online but they hardly ever read popular fashion magazines. Finally, non-opinion leaders tend to, in addition to general magazines, not read alternative magazines but they do read popular magazines in print and online.
The last question dealing with media habits concerned the importance of social networks in the discovery of new information on fashion. Four statements were posed. One statement was framed negatively but, eventually, reversed in order to create a new variable called ‘social network’. One-way between-groups ANOVA-test was conducted among the different categories of opinion leadership.
Interestingly, no statistically significant differences were found among the different groups. The means and standard deviations for all groups are reported in table 10. All categories of opinion leadership considered a social network neither important nor unimportant for keeping up to date on fashion. This was already, slightly, found in the previous question that asked whether, among many other choices, friends helped respondents to keep up to date on fashion news and trends. Friends were found to be unimportant to respondents across all categories of opinion leadership. Also, the same results were found earlier in section 4.1.   
	In summary, friends were found to be unimportant sources of information across the whole range of the opinion leadership categories. Blogs were considered to be very important for online opinion leaders and seekers, with fashion magazines as the second most important source. Offline opinion leaders rate both blogs and fashion magazines as equally important sources whereas both offline opinion seekers and non-opinion leaders rate the streets and fashion magazines as important. Interestingly, fashion magazines are rated highly across all leadership categories.
	Moreover, online leaders and seekers turn to the web (and print) for all their fashion news whereas offline leaders read alternative and popular magazines both online and in print. Offline opinion seekers tend to stick to the general and alternative magazines that they read online and in print. Non-opinion leaders only read fashion magazines (online and in print) but hardly ever read alternative and popular magazines. Strikingly, all levels of opinion leadership read fashion magazines mostly online and in print. Moreover, non-opinion leaders/seekers do not read that many fashion magazines at all.
The most prominent finding concerns the importance of social networks. Social networks were not found to be neither important nor unimportant at all for any opinion leader categories. This finding was already foreshadowed, somewhat, in the first media habits results where friends were not considered as important sources of fashion news. However, it must be noted that online opinion leaders are not as certain in this matter. Their mean score (M= 2.67, SD=.73) is lower than the other opinion leadership categories. It might be that online opinion leaders disagree completely with the importance of social networks.
The differences between offline leaders and seekers and online leaders and seekers are still very small based on their mean scores for the different measurement levels and media habits. It is apparent that those designated as preliminary online leaders and seekers are slightly more innovative, spend slightly more on clothing, and shop slightly more than offline leaders and seekers. Also, between online leaders and online seekers it is striking that for spending there are no differences between the groups. For innovativeness and frequency of shopping, however, there is a slight difference between the two categories. It might be speculated that those who fell in the online seeker category were actually, at least in the previous general tests, the more innovative among all opinion seekers. Also, online seekers and leaders both rate blogs as their most important fashion news source, with fashion magazines as their second most important fashion news source. However, online seekers do not read all categories of fashion magazines but only general and alternative magazines. Online leaders read everything (in print and/or online). Nevertheless, online leaders were significantly different from leaders. 












	Table 10: The significance of Social Networks across all categories of opinion leadership.

	
Measurement
Level
	
Opinion Leader Categories

	
N
	
Mean
	
Std. Deviation

	
	
	
	
	

	Social Network
	Offline Opinion Leader
	29
	2.9224
	.74433

	
	Online Opinion Leader
	9
	2.6667
	.72887

	
	Offline Opinion Seeker
	67
	3.0560
	.54325

	
	Online Opinion Seeker
	5
	3.20
	.54199

	
	Non-Opinion Leaders/Seekers
	13
	2.8077
	.49111

	
	Missing
	8
	3.2188
	.71261

	
	Total
	131
	2.9905
	.61582



[bookmark: _Toc201932286]4.3. Blogs, Bloggers, and Online Features
	An important part of this study is to find out whether technology (especially new media) has any influence over the perceived status (or success) of a blog. Therefore, all respondents were asked two questions, one about fashion bloggers they generally read and/or know of and the other concerning blog features and the importance, in their opinion, thereof. Next, those who had a blog were asked specific questions not asked to the other respondents about blog features and fashion bloggers. The results for these questions are discussed in that order. Also, the five opinion leader categories (and missing values) discovered in the previous section were used for the following results.

[bookmark: _Toc201932287]4.3.1. Influential bloggers & their blog features 
Before respondents were asked whether they had a blog or not, they were asked whether they read Dutch fashion blogs. 71 respondents indicated that they did indeed read Dutch fashion blogs, 60 respondents did not. A more detailed overview of all five opinion leader categories and their preference for reading Dutch fashion blogs is presented in table 11. Those who responded with ‘yes’ were then presented with some of the more prominent Dutch fashion blogs and asked whether they, in this order: do not know it, know it but do not read it, read it sometimes, or read it often. The means and standard deviation for the results are listed in table 11.

	Table 11: The total number of respondents, across all leadership categories, that reads Dutch fashion blogs.

	
Opinion Leadership categories
	Do you ever read Dutch fashion blogs?
	Total

	
	No
	Yes
	

	
	Offline Opinion Leader

	10
	19
	29

	
	Online Opinion Leaders

	1
	8
	9

	
	Offline Opinion Seekers

	31
	36
	67

	
	Online Opinion Seekers
	2
	3
	5

	
	Non-Opinion Leaders/ Seekers
	12
	1
	13

	
	Missing Values
	4
	4
	8

	Total
	60
	71
	131



	Overall, online leaders and seekers read Style Scrapbook sometimes. Offline leaders and seekers know of it but hardly ever read it. Non-leaders/seekers have not heard of it. AfterDRK is known across all ranges and read sometimes. The same goes for This Chick’s Got Style. The one non-leader/seeker reads it often. Similarly, Love Aesthetics is known across all ranges but hardly read. Just Like Sushi is known but hardly ever read by online leader and offline leaders and seekers. Online seekers and non-leaders/seekers do not know of it. Lastly, The Fashion Writress is known among offline leaders, seekers, and online seekers. This blog is unknown to online leaders and non-leaders/seekers.
	Five online leaders and seekers chose ‘other’ as an option. The most commonly mentioned blog was Come Over To The Dark Side (or COTTDS). Moreover, eight offline seekers chose ‘other’. COTTDS was mentioned once and the other seven offline seekers mentioned a wide range of blogs such as: After Style Comes Fashion, fashionisaparty, or Styleguide. Interestingly, the offline seekers who chose ‘other’ read their respectively listed blogs often as opposed. The same can be said for offline leaders. Online leaders listed their own choices but do not read these blogs often.





	Table 12: Dutch fashion bloggers and readership ranging from 1. Do no know it, 2. Know it, but do not read it, 3. Read it sometimes, and 4. Read it often. 

	
Blogs
	
Opinion Leadership Categories
	
N
	
Mean
	
SD

	
	
	
	
	

	Style Scrapbook
	Offline Opinion Leaders
	18
	2.39
	1.145

	
	Online Opinion Leaders
	8
	2.63
	1.061

	
	Offline Opinion Seekers
	35
	2.20
	.901

	
	Online Opinion Seekers
	3
	3.00
	1.000

	
	Non-Opinion Leaders & Seekers
	1
	1.00
	.

	
	Total
	65
	2.32
	1.002

	afterDRK
	Offline Opinion Leaders
	18
	3.00
	1.138

	
	Online Opinion Leaders
	8
	3.25
	.707

	
	Offline Opinion Seekers
	36
	2.72
	1.111

	
	Online Opinion Seekers
	3
	3.00
	1.000

	
	Non-Opinion Leaders & Seekers
	1
	3.00
	.

	
	Total
	66
	2.88
	1.060

	This Chick’s Got Style
	Offline Opinion Leaders
	19
	3.00
	1.054

	
	Online Opinion Leaders
	7
	3.43
	.787

	
	Offline Opinion Seekers
	36
	2.78
	.989

	
	Online Opinion Seekers
	3
	3.00
	1.000

	
	Non-Opinion Leaders & Seekers
	1
	4.00
	.

	
	Total
	66
	2.94
	.990

	Love Aesthetics
	Offline Opinion Leaders
	19
	1.68
	1.108

	
	Online Opinion Leaders
	8
	2.50
	1.195

	
	Offline Opinion Seekers
	36
	1.97
	1.158

	
	Online Opinion Seekers
	3
	1.33
	.577

	
	Non-Opinion Leaders & Seekers
	1
	1.00
	.

	
	Total
	67
	1.91
	1.138

	Just Like Sushi
	Offline Opinion Leaders
	19
	2.16
	.958

	
	Online Opinion Leaders
	8
	2.38
	1.302

	
	Offline Opinion Seekers
	36
	1.81
	.856

	
	Online Opinion Seekers
	3
	3.00
	.000

	
	Non-Opinion Leaders & Seekers
	1
	3.00
	.

	
	Total
	67
	2.04
	.960

	The Fashion Writress
	Offline Opinion Leaders
	18
	2.11
	.963

	
	Online Opinion Leaders
	8
	1.38
	.744

	
	Offline Opinion Seekers
	35
	1.71
	.893

	
	Online Opinion Seekers
	3
	2.00
	1.000

	
	Non-Opinion Leaders & Seekers
	1
	1.00
	.

	
	Total
	65
	1.78
	.910

	Other:
	Offline Opinion Leaders
	5
	3.60
	.548

	
	Online Opinion Leaders
	5
	3.40
	1.342

	
	Offline Opinion Seekers
	8
	3.75
	.463

	
	Online Opinion Seekers
	0
	.
	.

	
	Non-Opinion Leaders & Seekers
	0
	.
	.

	
	Total
	18
	3.61
	.778



	All respondents were also asked which features a successful blog should have. These features are partly objective, but also subjective (such as ‘good look of the blog’). They could answer on a not important to very important, 3-point scale. An ANOVA-test was conducted (see table 12). The only significant difference was found between offline leaders, online leaders, offline seekers, and online seekers on the importance of pictures for a blog [F (4, 118)= 2.86, p= .027]. Offline opinion leaders (M= 2.62, SD=.494), online leaders (M= 2.78, SD= .441), and offline seekers (M=2.64, SD=.595) consider pictures to be important for a blog. However, online seekers (M= 1.80, SD= .837) consider it ‘somewhat important’.
All leadership categories find stories (created specifically for the blog) to be somewhat important. Frequent updates (at least a couple of times a week), however, are very important according to all categories. The same goes for ‘personal touches’ (such as personal info and personal style pictures) with the exception being online seekers. Offline leaders, seekers, and online leaders, however, strongly agree that this feature is very important. Interactivity is unimportant to all leadership categories but information on outfits (such as information of where outfits can be bought) are considered very important with the exception, again, being online seekers. Unsurprisingly, ‘good look of the blog’ was chosen as very important as was the ‘originality’ and ‘distinctiveness’ of a blogger. Non-opinion leaders disagreed with the importance of this feature but offline leaders, offline seekers, and online leaders and seekers consider it to be very important. Lastly, hyperlinks to other bloggers and/or fashion-related articles are unimportant to online seekers. The other leadership categories all considered it to be of somewhat importance.

	
Table 13: Features for a good fashion blog.

	Opinion Leader Categories
	
	Pictures
	Stories
	Frequent updates
	Personal touches
	Interactivity
	Information on outfits
	Good ‘look’ of the blog
	Originality of the blogger
	Hyperlinks to other blogs

	Offline Opinion Leaders
	Mean
	2.62
	2.34
	2.69
	2.79
	2.31
	2.66
	2.83
	2.76
	1.90

	
	N
	29
	29
	29
	29
	29
	29
	29
	29
	29

	
	SD
	.494
	.670
	.471
	.412
	.761
	.553
	.384
	.511
	.724

	Online Opinion Leaders
	Mean
	2.78
	2.44
	2.78
	2.67
	1.78
	2.78
	2.78
	2.89
	1.78

	
	N
	9
	9
	9
	9
	9
	9
	9
	9
	9

	
	SD
	.441
	.726
	.441
	.707
	.667
	.441
	.441
	.333
	.667

	Offline Opinion Seekers
	Mean
	2.64
	2.52
	2.69
	2.60
	2.00
	2.66
	2.79
	2.63
	2.01

	
	N
	67
	67
	67
	67
	67
	67
	67
	67
	67

	
	SD
	.595
	.612
	.499
	.653
	.835
	.538
	.410
	.546
	.639

	Online Opinion Seekers
	Mean
	1.80
	2.00
	2.60
	2.40
	1.80
	2.40
	2.80
	3.00
	1.20

	
	N
	5
	5
	5
	5
	5
	5
	5
	5
	5

	
	SD
	.837
	1.000
	.548
	.548
	.837
	.548
	.447
	.000
	.447

	Non-Opinion Leaders/
Seekers
	Mean
	2.46
	2.46
	2.69
	2.54
	2.23
	2.69
	2.85
	2.46
	1.85

	
	N
	13
	13
	13
	13
	13
	13
	13
	13
	13

	
	SD
	.660
	.660
	.480
	.776
	.832
	.630
	.376
	.776
	.555

	Total
	Mean
	2.59
	2.45
	2.69
	2.63
	2.07
	2.66
	2.80
	2.67
	1.92

	
	N
	123
	123
	123
	123
	123
	123
	123
	123
	123

	
	SD
	.598
	.655
	.481
	.618
	.812
	.541
	.398
	.551
	.660

	
	Sig.*
	.027
	.421
	.977
	.528
	.262
	.808
	.986
	.182
	.091

	Note:  *Sig=significance at p<.05.



[bookmark: _Toc201932288]4.3.2. Bloggers, blog features, and their influential bloggers
Bloggers were asked a multiple response question in which they could choose certain features their own blogs have. The features listed were similar to the those asked of all respondents, they could choose from: pictures and stories specifically created for the blog, frequent updates (at least a couple of times a week), personal touches (e.g. personal style pictures), interactivity (e.g. the ability to share posts on Twitter or Facebook or comments on posts), information on outfits, good ‘look’ of the blog (e.g. clear, readable, design), and personal, individual look at fashion. Instead of presenting the results for this question in percentages (like section 4.3.1), the actual (i.e. absolute) amount of bloggers who chose each feature are listen because the total amount of bloggers was far lower (14) than the total amount of all respondents who read Dutch fashion blogs (71).  
Firstly, all online opinion leaders chose good ‘look’ of the blog (9 out of 9 online leaders), ‘personal look at fashion’ (9 online leaders), and stories (8 online leaders) created for the blog most. After this, they chose pictures and personal touches (both 7 online leaders). Less important, and not chosen as often, are frequent updates (6 online leaders) and interactivity (5 online leaders). 
	Secondly, online opinion seekers, overwhelmingly, chose good look of the blog (5 online opinion seekers), ‘personal look at fashion’ (4 online seekers), and pictures (4 online seekers) most often. Information on outfits (2 online seekers) was also considered important but stories, frequent updates, personal touches, and interactivity were not chosen as much (2 online seekers).
	So, the next question presented bloggers with an open question asking them who they considered they considered to be influential bloggers. Online opinion leaders mentioned familiar names such as afterDRK, COTTDS, and Style Scrapbook. However, one respondent mentioned that, in his/her opinion, Dutch fashion blogs have a down-to-earth and unique view on fashion. The outfits featured on blogs, such as afterDRK and COTTDS, are comfortable, classic, and casual chic, according to this respondent. The outfits are not over the top glamorous, but they are “Polder”-glamorous. Online seekers also mentioned Style Scrapbook but general abstained from answering the question at all (or in a coherent manner). 
	Then, bloggers were asked, in a multiple response question, why they considered this person to be so influential. However, not all online opinion seekers answered this question. Only two online seekers answered this question. Online leaders chose high quality content (9 out of 9 online leaders) and frequent updates (7 online leaders) as important reasons. ‘Interesting styles/look’ and ‘originality’ were also important factors (5 online leaders). ‘Provides good recommendation on what to wear’ (3 online leaders) and ‘interaction through social media’ (online leaders) were the least chosen reasons/features. Online seekers chose mostly high quality content and frequent updates (2 online seekers) with ‘interesting styles/look’ and ‘originality’ (both 1 online seeker) as least and last chosen feature.
	Lastly, bloggers were asked whether they know this person in reality. This question was trying to discover whether bloggers knew each other and whether one’s personal social network is important factor for blogging about fashion. They could choose from three answers: ‘yes, I met him/her a couple of times’, ‘yes, he/she is a friend’, and ‘no’. Online leaders overwhelmingly chose ‘no’ (n=9, M=3.00, SD=.000) and online seekers considered one of them to be friends (n=3, M=2.33, SD=.000). While that might sound interesting, or impressive in the end only three, out of the original five, seekers answered that question. Therefore, it is unlikely that this can be considered significant or conclusive.

[bookmark: _Toc201932289]4.4. Discussion
	The first step in this chapter was to filter 131 respondents according to their scores on the opinion leadership scale: 16 respondents were non-opinion leaders/seekers, 77 ‘in-betweens’, and 38 opinion leaders. These leadership categories were measured against three other measurement levels: frequency of shopping in a month, spending on clothing in a month, and innovativeness. Opinion leaders do indeed shop slightly more often than seekers, they spend slightly more, and they are definitely more innovative than seekers. However, ‘spending’ was disproven multiple times throughout as an unrelated measurement to discover opinion leaders. Moreover, the overall results, with the exception of innovativeness, did not reveal vast differences between leaders and seekers. 
The next step further filtered respondents to more narrow categories based on their online activities. The tests for this step revealed even more striking similarities (or the lack of dissimilarities) between online seekers and leaders in their mean scores for frequency of shopping, spending, and innovativeness. The leadership categories were divided into nine online opinion leaders, five online seekers, 29 offline leaders, 67 offline seekers, 13 non-leaders/seekers, and eight missing values. Respondents were called online leaders and seekers purely because they are active online and have a blog. The survey did not try to find out whether they are/were also active offline. The same goes for offline leaders and seekers. Because they did not have a blog, it is assumed that they are not conclusively influencing others online.
However, both categories (online leaders and seekers) did not completely differ from one another. Even their media habits are similar. Both groups prefer to read fashion magazines and blogs. The similarities between the two groups were much more pronounced than between offline leaders and offline seekers. Where there was a difference between opinion leaders and opinion seekers in step one, in step two the differences disappeared. There might be several reasons for this: the more innovative seekers ended up in this ‘online’ category, both online leader and seeker groups were so incredibly small (compared to the online leaders and seekers in step one) that it did not yield any significant differences between both groups, the measurements used to distinguish online leaders and online seekers do not apply in this particular context, or the similarities were more prominent because the survey was mostly distributed among, almost, exclusively fashion-minded people. Therefore, it is fair to conclude that there are online leaders and seekers but they have to be treated carefully because they are not completely different from one another. At least, they are not as different from one another like was found in Flynn et al. (1996), Goldsmith et al. (1996), and Goldsmith & Clark (2003, 2005, 2008). 
Lastly, the first and second step revealed that fashion magazines (traditional media) and blogs are important sources for fashion news among all respondents. Some categories (in particular offline seekers and non-leaders/seekers) also look to the street for information on the newest fashion and also to online webzines. 
Just as important, friends and social networks were found to be mostly unimportant resources across all leadership categories in both the first and second step. Therefore, unlike what was found in previous studies (especially Tepper & Hargittai, 2009), social networks can be discarded as a primary information source for opinion leaders. 
 


[bookmark: _Toc201932290]CHAPTER 5
RESULTS INTERVIEWS

The interviews conducted for this study were mainly trying to delve deeper into the underlying motivations of both opinion leaders and seekers. Therefore, the respondents used and talked to were mostly active online or were in some way engaged in an online environment. More specifically, respondent A is an editor-in-chief of one of the leading fashion magazines in the Netherlands, respondent B is clearly identified as an online opinion leader and has a high-profile fashion blog in the Netherlands, respondent C has a fashion/lifestyle blog that is mildly successful with has a small but devoted readership, and, lastly, respondent D was clearly an opinion seeker who happened to have a blog. Respondent A played the role of explaining, and exploring traditional media’s role within the world of online bloggers and, ultimately, online opinion leadership and online seeking as expressed through blogs.  
While motivations were an important underlying part of the interviews in light of the research question, the general ‘nature’ of online opinion leadership in a small country like the Netherlands was more important and dominant. Moreover, other aspects of opinion leadership, especially media habits, were also explored. In particular, the overarching narrative around blogs and new media is the, often assumed, displacement of traditional media, which is why Respondent A was interviewed. The respondents were interviewed after the survey went online. Some parallels are made between the results of the survey and the responses from the interviews. It is important, though, to keep in mind that these interviews are not representative of all leaders and seekers. Nonetheless, what is revealed through is a slightly more complex and slightly atypical picture of the nature of online leadership that stands up well next to the results discussed earlier. 

[bookmark: _Toc201932291]5.1. Motivations: involvement, perceived expertise, and early beginnings
Almost all respondents developed an interest in fashion from an early age. They were enamored and fascinated by fashion in many different ways. This early fascination with fashion turned into a deeper involvement, as they grew older. Respondent B even mentioned that she had been obsessed by fashion when she was a little kid. She mentioned that as a little kid she used to dress up and play with her dolls because of the colors of the clothes: “I’ve also always liked dressing up, dressing my dolls and doing little plays with friends and see the difference that clothes can make in the role your portrayed”. As she says, she could look at the colors for hours. Respondent D notes in an interesting story that she discovered the ‘power’ behind fashion in high school. As she says:
“I wore this vintage jumpsuit my mom used to wear in her Club 54 days and it got me so much attention I was amazed. I didn´t really care if it was positive or negative but, I did start to realize that certain fashions trigger a reaction”. 
To her fashion became more than just clothes. It became a “statement, an attitude and an extension of your personality or something to hide behind”.
Respondents B and C are both clearly opinion leaders. While they do not agree that they are experts on fashion they do certainly find fashion to be an integral part of their lives. Respondent C considers fashion a passion and blogging a “way of life”. She lives and breathes her blog, working on it “24 hours a day”. Interestingly, she does not want to become an expert on fashion, “I’ll leave that to others”. Instead, she wants to become an arbiter between those who love fashion and those who, still, have not been ‘converted’. To her, the superficiality and aesthetics of fashion are not that important. She does say that she does in fact think about fashion when she dresses: “I think about the outside appearance and psychology of it all, as an art form”. Respondent C’s blog is not as big as respondent B but she has a loyal readership that almost always comments on her blog posts. 
Respondent B’s blog is much larger and prominent in the Dutch fashion blogosphere. While it is difficult to actually gauge her influence, and she herself is modest in that respect, she does have a lot of visitors to her website. This is manifested in the number of comments she receives on posts (over 30 almost every post). Also, she has around 3800 likes on Facebook and 7500 Twitter followers. Her Facebook posts also get over a dozen comments each and she has been featured in some Dutch fashion/lifestyle magazines as a prominent blogger. Her blog features mostly style pictures of herself, unlike other blogs that feature street style pictures.
Moreover, and just as important, respondent B is already employed in the fashion industry. At the moment, she is working for the Dutch Elle as an editor. Before this, she interned at another magazine. In her words, she chose Elle because “Elle is a magazine that my mother read for years so I got in touch with since I was young… I’ve always set a goal to work at such a company. I’ve had job offers for other magazines as well”. In other words, she is decidedly pursuing a career in fashion. Respondent C is aiming for employment in the fashion industry as well. Currently, she is self-employed. 
Also, respondent B’s leadership role is further enhanced by how much and how often she shops and spends money on clothes. She mentioned that she spends over 300 euros a month on clothes. Moreover, she shops often, over 2-3 times a week. Interestingly, she mentioned that she often goes into shops quickly (because she works in the city center of Amsterdam) and always ends up buying something. This is not surprising for someone who has a successful fashion blog. In fact, as has been said in the introduction, she is clearly an opinion leader of sorts. This is well over the average amount of money and the average frequency of shopping that the self-classified opinion leaders (either online or offline) chose in the previous chapter. Respondent C does not, at the moment, spend a lot or shops a lot because she cannot afford it. She does confess to going in shops weekly and buying something but she does not do it longer or more often than that. 
Respondent D can clearly be classified as an opinion seeker. While she does have a blog she also has a more conflicted view on fashion, a love-hate relationship. She finds fashion “ridiculous and amazing”. While she does strive to dress well and distinctively, she does not like the messages that the fashion world sends out: “I think the fashion industry is more about selling lifestyles, dreams and a sense of “being a somebody” than it is about selling clothes. That’s why I think fashion is so attractive to everyone… I try really hard not to be sucked into that and still dress nice. So, I wouldn’t call myself an expert and I definitely wouldn’t call it a way of life. It may even be a lesson on how not to live your life”. She is somewhat involved in fashion but very grounded and individualistic about it. Her blog features mostly inspirations, much like a Pinterest profile would. Her readership is minimal and she hardly ever receives comments on posts.   
Also, she does not shop often because, like respondent C, she cannot presently afford it. Interestingly, she is content with the clothes that she has and tries to make the most out of it. In fact, she sees it as a challenge to mix and match clothes that she already has. As evidenced from her previous statement she does not see fashion as the be-all and end-all in her world. In other words, this is neither good nor bad but it does reveal that her involvement level is far lower than the opinion leaders. Her output (blog) is from a more individualistic point of view and less from a curatorial view.
If these particular opinion leaders are to be believed, uniqueness does not have a lot to do with the way they dress (as Goldsmith & Clark, 2008, found). The process of selecting outfits on a daily basis is a more complex process. They are astutely aware of their environments but also of themselves. As respondent B says: “It’s about making more visible to the outside world who you are and what your unique points and strengths are, so that’s a different approach to me”. In her opinion, clothes are wholly dependent on the person and how that person is wearing it. Clothes, to her, give off different “vibes/energy” and when she feels good in a piece of clothing that translates to those in her environment as well. It makes her feel confident. Respondent C, more or less, agrees with that. She states that clothes can, to a certain degree, “lift you up” which is then picked up by those surrounding you. Respondent D nicely sums up respondents B and C’s approaches to fashion: “It’s really someone’s charisma. I’ve seen people wear the dodgiest things and totally be able to get away with it. I think that as long as you wear something because you 100% like it, not because you saw it on a runway or in a reality show somewhere, you’ll be fine”.
In short, the categories of opinion leaders and seekers are revealed through these three respondents but are, in respondent C’s case, not obvious. It resembles the different levels of opinion leadership that Tepper & Hargittai (2009) and Walsh & Mitchel (2010) found in their research. Respondent B is a high-level opinion leader, while respondent C is a lower level leader. Respondent C is less involved, less innovative, and, overall, reaches for something that is not as fashion-oriented as respondent B’s blog. 
   
[bookmark: _Toc201932292]5.2. Media Habits
	According to the results from the survey, most respondents get their fashion news from fashion magazines. Online and offline opinion leaders and seekers all indicated that their main sources of fashion news are fashion magazines and blogs. Interestingly, the opinion leaders interviewed are both also heavily reliant on fashion magazines. In fact, respondent B even works for a fashion magazine. 
	Respondent B firmly believes in magazines as an informational source. She mentions, repeatedly, that she became interested as a kid in fashion because of magazines. Actually, this also lead hear to pursue a career in print. She considers blogging more of a solitary pursuit whereas working at a magazine provides her with instant feedback from her peers. Fashion magazines, to her, are useful in the long run for getting a feel of where fashion is at a certain point in time (especially trend-wise). Blogs are mainly useful to her for find quick inspirations. Nevertheless, she reads a broad range of magazines from Elle NL, US, and UK, to Vogue. 
	On the other hand, respondent C does read magazines but not as much. Respondent D hardly ever reads magazines anymore. According to respondent C, magazines are mostly influential for an older generation whereas younger people tend to flock to blogs more easily. The reason for this, in respondent D’s opinion, is because it is easier and cheap: “They’re more up to date and accessible. Plus, people love free stuff. I know I do”. This is not surprising considering that all these respondents are active online. The same conclusion was drawn in the previous chapter for online leaders and seekers who chose blogs over fashion magazines. Still, fashion magazines were ties with blogs as a preferred fashion information source. The questions still remains which types of blogs are preferred. Fashion blogs, as mentioned earlier, usually feature either street style pictures or personal style pictures. 
	The editor-in-chief (respondent A) considers this to be the main difference between fashion blogs and fashion magazines: “Blogs are generally more geared towards images with outfit posts. Now, with us it is the other way round”. Additionally, she does not see bloggers and magazines working together because of the image and personality-centered nature of blogs: “Most of these bloggers cannot write more than 4-5 lines that they write underneath a picture… we do not report on any just any John Doe who has just done an outfit post on a polka dot skirt”. This is the main difference between fashion blogs and fashion magazines. Fashion blogs are more image-centered and this makes it easily (and quickly) digestible. Fashion magazines feature more text (or context for that matter) with some images. As was mentioned earlier, respondent B made this distinction as well. She checks blogs multiple times a day and sits down (so to speak) to read her magazines.
The website Bloglovin’ seems to be a common place both opinion leaders go to find inspiration and to keep in touch with the blogs that they love. Bloglovin’ is platform based website where bloggers can register. User (and bloggers) can then sign up to receive daily updates on all their blogs: “Bloglovin' helps you follow the blogs you read by letting you know when they update” (“Bloglovin’ Homepage”). It allows both respondents to check in multiple times a day in order to find out what other blogger have posted. Respondent B mentioned that she checks it multiple times a day to find inspiration: “I keep track of about 100 of them via Bloglovin’. Blogs like style by kling, fashion toast, columbinesmile are my favorite”. Bloglovin’ ranks bloggers based on the amount of followers (and location) they have on the website. It customizes and simplifies the discovery and relevance of blogs. Readers only have to log in, check the blogs they follow, and even receive recommendations on other blogs that they might want to follow. 
None of the respondents considered social networks to be of any importance to them in the discovery of dissemination process of fashion information or inspiration. Respondent B indicated that she has a friend who is a stylist. Once in a while they both exchange information (and advice) to one another on outfits or new brands. Respondents C does, every now and then, advice friends but it has to be in a “nonchalant” manner: “I don’t like to tell people what to wear. With my blog, and my philosophy behind fashion, the whole point is for people to teach themselves what he/she likes/would like to wear”. 
Moreover, one would expect that the reader could have an influence on what bloggers feature on their blogs. But that is not the case. Respondent B considers her blog to be very personal which is why she does not listen to too many people, “as a blogger it’s very important to stay true to yourself because that’s why people started visiting and liking you in the first place and being yourself is what sets you apart from others”. In other words, her own personal style, that she started the blog with and that she became infamous with, sets her apart and is part of her ‘blog-brand’. Respondent C does confess that she listens to anyone who has a cohesive and coherent argument to make about her blog. However, she, too, says that, ultimately, it is her own decision what to do with that information. So, readers/visitors of the blog might leave comments but those comments do not necessarily have to be used by the bloggers.  

[bookmark: _Toc201932293]5.3. Bloglovin’: personal images, curating, and social media 
Instead of just being the musings of a single person of a topic of interest, fashion blogs differentiate themselves from other blogs because they are heavily invested in a visual language. In other words, they are heavily dependent on pictures. More important, they are dependent (in this case) on personal style pictures. According to respondent A, this is, in her opinion, the weak point of blogs as compared to fashion magazines. She does not think that most bloggers have the dedication or wherewithal to keep blogging: “You see all these 18 year old rushing to start a blog… but I wonder who, in a couple of years will still be blogging”. To put it more bluntly, she considers it a fad. Her magazine just organized a fashion blogging workshop lead by some prominent Dutch fashion bloggers. The reason, she claims, for this workshop was purely to satisfy her readers’ needs and to connect with those readers: “Listen, you want to be connected with what is hip and hot. This week that’s fashion bloggers”.  
	 So, it might be speculated that the successful blogs are successful because they are personal, involved in fashion, dedicated, and curated. Both opinion leaders confirm this hypothesis. They think long and hard about what they put online and why. And, as was indicated earlier, they are, especially respondent B, heavily invested in fashion. For instance, respondent B tends to heavily curate what she puts online and, in effect, what she wears. She makes sure that she does not wear outfits often or she rotates them. She says that she does tries not to repeat items “to keep things interesting”. This causes her to shop more in order to keep the blog fresh. In the survey respondents also valued this highly. They indicated that they prefer blogs with original pictures, frequent updates, and personal touches. The personality of the blogger is important in order for it to resonate with readers.  
Furthermore, she does not just post about outfits but also other fashion-related topics to keep the blog interesting. She does “as many outfit posts as possible since those are most popular and a variation between personal posts (e.g. an outfit or diary post) and more general ones (e.g. one about a style icon, a festival essentials article, a shopping post)”. Also, sometimes she receives products from brands and provides posts with these products. Respondent C also watches what she wears because she wants to keep the blog ‘fresh’. Both respondents indicated that they do in a way ‘dress up’ for their respective blogs. Respondent B puts it succinctly: “[I] don’t necessarily post my Sunday outfit when I’m just relaxing on the couch so it doesn’t show an all round vision of everything that I wear”.
Likewise, both bloggers have been blogging for some years now. Respondent C said that she has been blogging for 3,5 year now. Respondent B also mentioned that her blog did not ‘just’ become that big by accident. She contends that high quality images and “having a certain likeability over you” helped as well. What really mattered was hard work, timing, dedication, and help from acquaintances. 
	Even though it became apparent in the previous chapter that none of the online opinion leaders seemed to appreciate social media and interaction much, both opinion leaders here still consider social media an easy way to interact with readers. Also, respondent B used it to post personal tidbits, “peeks” of her daily life that she normally would not put on her blog. She considers it an easy way of staying in dialogue with her readers. Of course, as respondent C indicates, it is also a way of promoting their blogs (and magazine, as respondent A mentioned). Respondent B confesses to actually interacting with her readers and this is clearly visible on her Facebook and Twitter pages. Most, if not all, of the comments (quickly) observed on their respective blogs were complimentary. There was no flaming or derision aim at the blogger at all. 
	Lastly, something that was not explored in the survey was asked to the respondents. As mentioned in the previous chapter, one respondent to the survey commented that she considered Dutch fashion blogs to be distinctive from other blogs because of the personal styles of the bloggers. In her opinion, Dutch fashion blogs tend to be more casual, timeless, and chic. She called it “Polder-glamour”. Both opinion leaders agree with this label. Respondent B emphasized that, indeed, she would characterize her style as comfortable and practical. She compares the Dutch style to those found in Scandinavian countries where comfort and style merge. More interestingly, she considers blogs to be perfect places for these national differences to manifest themselves: “Each country has it’s own fashion sense and that translates extra well in blogging”. While not explored here, this could provide a, in addition to the other characteristics mentioned earlier, possible characteristic of the Dutch fashion bloggers interviewed for this study. 
 
[bookmark: _Toc201932294]5.4. Discussion
	Online opinion leadership as expressed through these interviews on the one hand confirms certain characteristics expected from opinion leaders. The opinion leaders interviewed here are heavily involved in fashion (from an early age on), are constantly busy with fashion and clothing, and they try to express this on their blogs. Particularly the most successful blogger, respondent B, could be considered a text-book opinion leader: she spends a lot on fashion in a month, shops a lot (and for her blog), works in fashion (for a well-respected and leading fashion magazine), and reveals a general (deep) immersion in her topic. Respondent C approaches fashion from a different, unifying, and less high-minded way where she tries to provide something for everyone without necessarily posting only stylish pictures of herself. 
	On the other hand, however, the online opinion leaders do not necessarily act as the arbiters between consumers and fashion brand (as is so often assumed of opinion leaders). Their blogs, and the act of blogging to a certain degree, depends on personal insights and personal posts. While respondent B does post pre-arranged style photos, on social media she still tweets and provides Facebook-posts that depart from fashion. Readers get an insight into her personal life. Also, she does provide detailed information on almost all the clothes she is wearing in photos but does not necessarily try to ‘sell’ the clothes to her readers. This is evident in the comments left on her blog that usually range in compliments, readers’ own blog endorsements, and generally positive mentions. The same can be said for respondent C’s blog that provides an even more personal blog infused with fashion.
	Moreover, respondent A emphasized that while fashion blogs are currently en vogue it would be unwise to assume that all blogs are influential or should be equated to other fashion mediums. In her opinion, they are two very distinct things. 
	Therefore, fashion blogs, as illustrated here, can be outlets for opinion leaders. It is, however, still difficult to gauge just how these bloggers can have an influence on consumers. The only possible explanation might be the personal touches (that was considered somewhat important by earlier respondents) that characterize these blogs. Furthermore, successful blogs involve heavy involvement and dedication, much like editing a magazine would. Lastly, it might also be just great timing and plain luck. Respondent B sums it up nicely: “I started one [blog] myself and because of timing, hard work, persistence, help of people around me, the right tone and style and a bit of luck, it became big”.
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CHAPTER 6
DISCUSSION


This study tried to discover whether opinion leaders where active online, whether they used blogs to exert their influence, and whether they differed from ‘traditional’ offline opinion leaders. More specifically, this study tried to discover Dutch fashion opinion leaders or online Dutch fashion opinion leaders. The focus here was mostly, if not exclusively, on bloggers. Bloggers have an outlet to spread the information that they find. Their blog can be their personal ‘magazine’ where they curate and publish their own information. A clear trend has emerged in the last decade whereby some bloggers are quickly gaining ground as influencers. In some cases they even supplant or firmly stand next to the ‘old’ influencers (or gatekeepers): traditional media. A survey was distributed online on fashion forums, through social media (with the help of friends and acquaintances). Moreover, interviews were conducted with two opinion leaders (one being a high-profile Dutch fashion blogger), an opinion seeker, and an editor-in-chief of a large Dutch fashion/lifestyle magazine. 
	Additionally, other aims of this study were to find out: whether motivations, involvement and innovativeness could determine opinion leadership, what role traditional media plays in the acquisition and spread of new information (this includes the question of how opinion leaders stay up to date), and if successful blogs could be characterized based on opinion leadership and blog features.
	This chapter first discusses the general findings of the survey and interviews in light of the research question. Then, each sub-question (or topic) will be discussed separately. A ‘definitive’ conclusion (and recommendations for future research) is provided at the end, with the limitations following thereafter.

[bookmark: _Toc201932296]6.1. Discovering opinion leaders   
The survey was developed using an opinion leader scale and other, varied, measurements to discover opinion leaders based on previous models and attempts that tried the same. The opinion leader scale included statements that respondents, in a survey, could agree or disagree with (Flynn et al., 1996). These statements tried to incorporate the many different characteristics of opinion leaders: involvement within their specific product domain, a high degree of knowledge about their product domain, the need to share this information, and the need to influence other people based on the information (and knowledge) they gather. Opinion leaders are not just called influencers or “innovative cultural consumer[s]” for nothing (Tepper & Hargittai, 2009: 229). They help spread innovations and new trends. Moreover, the information that they spread (also called word-of-mouth) is often perceived to be trustworthier than advertising (Myers & Robertson, 1972, Ogden, 2001, Walsh & Mitchell, 2010). 
	Opinion leaders tend to spend a lot on the product their involved in and they shop more often for that product (Flynn et al., Goldsmith et al., 1996). Also, they are innovative consumers that try out new products and then spread that information on to others (Goldsmith & Clark, 2005, 2006, 2008, Goldsmith & Desborde, 1991, Michon et al. 2007, Rogers, 1995, Zhang & Dong, 2008). 
	Opinion seekers are less involved, are more in search of advice on what products to use, and they are less innovative. They differ from opinion leaders because they generally look up to the leaders.  
Overall, the opinion leader scale and the measurements of frequency of shopping, and innovativeness were effective means to discover general opinion leaders (i.e. offline and online). According to the survey 38 people identified with the label of opinion leader and 9 people were categorized as online opinion leaders. The self-designated opinion leaders shop just as much as seekers and non-leaders/seekers, spend slightly more than seekers and non-leaders/seekers, and are more innovative than both seekers and non-leaders/seekers. However, the second measurement level ‘spending’ was found to be invalid as multiple statistical tests proved.
While the opinion leaders scale and the other measurements did help to distinguish online leaders from offline seekers, the general usability for distinguishing between online leaders and online seekers is questionable. Some bloggers did identify with opinion seekers when their scores were calculated on the opinion leader scale. However, online opinion leaders were not that different from the online opinion seekers. Moreover, they were not that different from offline opinion leaders either. They were slightly more innovative, but based on spending and frequency of shopping, they did not prove to be all that different. There are two, possible, explanations for this: firstly, the group of online opinion seekers was incredibly small (5 in total). Only those interested in fashion were approached. Secondly, by grouping bloggers solely based on the opinion leader question, the less innovative leaders might have moved to the online opinion-seeking category. Therefore, the opinion leader scale might not be wholly applicable for discovering online opinion seekers. 
More specifically, the opinion leader scale, and other measurements like frequency of shopping, spending, and innovativeness, might not be applicable to the digital world. So, one might speculate and say, as was mentioned in the introduction, that maybe the digital world does in fact allow almost everyone to become an opinion leader in some way or another (Kozinets, 2010). However, it is too presumptuous to draw this conclusion. While the interviews provided an expected yet nuanced, meaning slightly corresponding to the theory, view of online opinion leaders, the impression still remains that other steps, and slightly changed scales and measurements, need to be employed to find online opinion leaders.
	The interviews provided a more in-depth way to further explore some survey results. For instance, one respondent interviewed appeared to be ‘stereotypical’ opinion leader. She spends a lot on fashion, shops often (more than the opinion leaders from the survey), and tries to be innovative. She has a high-profile blog and spends a lot of time updating it, frequently. In fact, she has an “enduring involvement” in her product domain (Goldsmith et al., 1996: 245). Enduring involvement was not measured in the survey, but the interviews provided some room to explore it. From an early age this respondent had been fascinated and occupied by fashion. Also, she works in fashion and has always pursued a career in fashion. Moreover, she reads everything she can on fashion and even checks fashion blogs multiple times a day. Enduring involvement is an important aspect of opinion leaders (Richins & Schaffer, 1988, Goldsmith et al., 1996, Lyons & Henderson, 2005, Laughlin & MacDonald, 2010). Their influence, as mentioned in Chapter 2, is often based on consumers’ trust in their expertise (Belch & Belch, 2001, Myers & Robertson, 1972). This expertise hinges on involvement: knowing the latest trends, knowing (in the case of fashion) the latest fashion designers, reading constantly about their product domain, and (again in the case of fashion) being occupied by one’s personal style. 
	Another respondent was also classified as an opinion leader. Her opinion leader status was mostly derived from the fact that she does have a loyal readership but her blog is not as ‘big’ as the respondent mentioned previously. This could mean that there are different levels of opinion leadership, as was found in other research (Walsh & Mitchell, 2010, Tepper & Hargittai, 2009). 
	 
[bookmark: _Toc201932297]6.2. Traditional Media 
        	A striking finding was that fashion magazines are still very much the preferred choice for fashion news. Opinion leaders and seekers (offline and online alike) all value fashion magazines highly. The survey revealed that traditional fashion magazines do not seem to have been affected by the proliferation of blogs that much. The opinion leader interviewed even works for a fashion magazine.
	While the survey did reveal that blogs and fashion magazines are preferred information sources, the interviews revealed an interesting pattern of information acquisition that require more research. The opinion leaders both said that they read both fashion magazines and blogs. One of them indicated that she turns to fashion magazines for a more overall impression of the state of the fashion industry. She turns to blogs more often for daily inspirations. So, blogs are in a way more ephemeral and quick information sources (one can almost call it ‘snack food’), while magazines require (and are expected to require) more involvement and an overarching state of fashion trends and news. 
	Also, the editor-in-chief did not see a bright future between fashion bloggers and fashion magazines. In her view, fashion bloggers are a fad that will eventually go away. This seems similar to the general stance taken in the fashion magazine world towards bloggers. As was mentioned in the introduction, fashion magazines have been playing catch-up in the last couple of years with regards to new media. Some publishers, like Vogue publisher Condé Nast, have even set up an influencer network of top fashion bloggers. So, the traditional media is still split on the matter of fashion bloggers and she confirmed this. On the one hand, traditional media does not take fashion bloggers seriously. On the other hand, they do realize the importance, somewhere, of these influentials for persuading people to buy new products.

[bookmark: _Toc201932298]6.4. Keys to a successful blog    
	Lastly, the fourth sub-question tried to explore whether a successful blog can be distinguished based on certain features and, more importantly, opinion leadership. There is no definitive formula for a successful blog. There are, however, some aspects that are employed to distinguish a successful blog. 
	Respondents from the survey indicated that frequent updates and personal touches (such as style pictures and personal information) are very important for a good blog. This makes sense because the more often readers are exposed to a blog, the more often they will visit it. Also, more content means (after a while) more content to browse through. In addition, online leaders chose pictures and personal look on fashion as important features. Interestingly, the bloggers did not choose frequent updates as a feature of their blogs. However, they did indicate that the bloggers that they admire do update frequently, a feature they value highly. 
	Correspondingly, the opinion leaders interviewed also consider personal touches and information to be an important factor of their blogs. In fact, when asked whether readers have any influence over their personal styles or blogs, both said that staying true to the original intent of their blogs is very important. Consistency, in other words, is important. Plus, one respondent also updates frequently, independently from her blog, on Facebook and Twitter. Her Facebook and Twitter post are not necessarily style or fashion-centered but also focus on personal, almost celebrity-like information. 
	Based on this, it makes sense that some fashion blogs become successful and other fail. Word-of-mouth (WOM) theory states that, as mentioned earlier in this chapter, source credibility hinges on expertise and trustworthiness (Myers & Robertson, 1972, Kiecker & Cowles, 2002). However, opinion leaders’ credibility also lies in their “similarity, familiarity, and/or likability” (Myers & Robertson, 1972, italics added). A blog is a prime outlet for knowledge, expertise, creativity, and personality. So, a successful blog might benefit from revealing personal information in addition to personal style pictures.
	Interactivity was not found to be important across the board in the survey. The opinion leaders interviewed did indicate that, in their opinion, social media does allow them to interact with their readers. Therefore, it might be that this specific sample of respondents did not use social media to interact with their readers or preferred blogger, or the opinion leaders in question have a different, conscious, thought-process behind their interaction with readers.
Lastly, the motivations that are associated with opinion leadership might also apply to the motivations necessary for an opinion leading blog to succeed. Enduring involvement turned out to be a key aspect of at least one opinion leading blogger interviewed. Self-monitoring is another characteristic of opinion leaders. Opinion leaders tend to control how others perceive them (Goldsmith & Clark, 2008). Blogs are a prime example where a lot of self-monitoring can go on. This was also reflected in the research findings. One opinion leader clearly mentioned that she does curate what she wears to what she posts. Also, her style is very much her own, but she still does not want to deflect readers. It has to correspond with her previous style posts. Again, it has to be continuous.  
	Other motivations and characteristics of online opinion leadership can also include dedication and perseverance. This is a characteristic that is not discussed in the theory. Respondents interviewed revealed that it took a while, and hard work, for their blog to succeed. Their success did not happen overnight. 

[bookmark: _Toc201932299]6.6. Conclusion and Future Research	
	The scales and measurements developed by Goldsmith and Flynn can be used to find opinion leaders offline. Research can be done, and has been done in the past, to find general opinion leaders within a specific social network. The online world, however, is trickier. It is sprawling and spread out. Different approaches have to be employed in order to discover whether a person is, or can, exert influence over others. For instance, social networks have become, through social media, much more fluid and less fixed. This might be the reason why social networks, so important in opinion leader theory (Goldsmith et al., 2005, 2008, Walsh & Mitchel, 2010, Tepper & Hargittai, 2009), were found to be unimportant. The ‘net’ can function as a social network. Anyone, anywhere, and anytime can be influenced outside of a group of friends. Therefore, the definition of ‘social network’ needs to be changed to accommodate these changes. This has consequences for the theory of opinion leaders. It seems more plausible that ‘friends’ (or an online social network) might have more influence than offline friends.  
	Also, in order for future attempts for discovering online opinion leaders to succeed the motivations found in the theory are still effective but need to be slightly altered and updated. Motivations that might be added: technological savvy (in order to build and maintain a website, not to mention provide high quality pictures), dedication and overall trajectory of the blog in question (questions need to be asked like: how long and what did it take for a blog to succeed?), and, not discussed so far, brand sponsorship. By looking at the effort and time that went into the maintenance and creation of a blog, a different level of involvement can be revealed (as was found here). 
An important question not raised during the interviews or survey, at the behest of the high-profile opinion leader who refused to talk about it, was brand sponsorship. She mentioned that she generally attends, for her blog and for her job, PR-events. Also, she generally lists all brands of outfit posts. A possible explanation for this could be that she wants to present herself as ‘in-the-know’ (i.e. she knows relevant brands) or she is being sponsored by a third-party (which she more or less confessed to in a question). This might affect her trustworthiness and her influence over readers. Her refusal to talk about it also reveals her own trepidation at revealing this information. 
	Moreover, innovativeness is, still, inherently subjective and needs to be furthered measured through a, possibly, content analysis of an opinion leader’s blog. This is especially applicable to fashion blogs because aesthetics is an important aspect of fashion innovativeness. Also, this might provide a key to the success of a blog. While a self-designating survey can reveal self-defined innovativeness, a more satisfying answer can be found by make it more objective. The analysis can develop certain guidelines and measurements while looking at high-quality photography, the number of comments, the number of Twitter and Facebook followers, and the content of comments. Research can be done that could find out whether commenters have actually been persuaded to buy something that was recommended or whether they are merely complimentary.
	Not measured here, but nonetheless mentioned in Chapter 2: Consumer Need for Uniqueness (CNFU), social standing (or status) could be researched to deepen the motivations and drivers behind opinion leading bloggers. Opinion leaders tend to prefer new and innovative products in order to distinguish themselves from other ‘average’ consumers (Goldsmith & Clark, 2005, 2006, 2008, Tian et al., 2001). In addition, leaders try out new products because it improves their social standing (Eastman et al., 1999, Goldsmith & Clark, 2005, 2008). This ties in with CNFU because the need to be unique is often linked to the need to move up in social status. 
	Fashion magazines are far from dead. Leaders and seekers rely mostly on traditional media (fashion magazines) for information on fashion. Online leaders and seekers, unsurprisingly, do favor blogs over fashion magazines. Nevertheless, the overall demeanor of some fashion magazines, like respondent A in Chapter 5, need to be changed much like Condé Nast is doing with their ‘influencers network’. Still, this topic was ‘touched upon’ rather than research in-depth and it deserves a separate, thorough, study.
	Overall, blogs are an outlet that allows the blogger to garner followers, spread influence, knowledge, and their personality (through pictures or stories). Herein lies the main difference between online opinion leaders and offline opinion leaders. Online opinion leaders have a blog that is very much curated like a magazine. Where offline opinion leaders offer advice and inform friends (their social network) on new fashions and fashion trends, online opinion leaders offer an inspiration, or mood-board, where reader can find just that. They are not necessarily invested in ‘persuading’ readers of their choices. Readers flock to their blogs because it is personal, stylish, and ethereal. Not everything can be measured and made objective. After all, as one respondent mentioned, ‘luck’ played an important part in her success. Style, something readers might be reacting to, is vague and immeasurable. As a product manager for a famous Swedish online store recently said:
“Style is when a person radiates uniqueness in an interesting way with his or hers entirety. I’m thinking about everything in the [sic] terms of that: the clothes, the hairstyle, the personality, the interests and so on. When everything comes together nicely, the person has style, often without trying very hardly [sic]. It just comes naturally most of the time” (Milojkovic, 2012).
Of course, there is always room to be proven wrong.


[bookmark: _Toc201932300]6.7. Limitations
	Firstly, opinion leaders are rare and a self-designating survey might reveal who these opinion leaders are by asking it directly. A self-designating survey has as its disadvantage that respondents might downplay their actual influence (Weisfeld-Spolter & Thakkar, 2011, Darden, 1972). Similarly, one can say that some non-leaders or opinion seekers might overplay their influence. Moreover, by isolating and approaching one group of people the chance might still exist that opinion leaders are either overrepresented or underrepresented in a sample. This needs to be taken in account when employing a self-designating survey. Another method that can be employed is sociometry that traces “communication patterns among group members” (Weisfeld-Spolter & Thakkar, 2011) to reveal who, in a social network, are the person friends flock to for advice. This is a complex and more objective (precise) approach but was not conducted here. Still, it might be an option for future researchers.
	 Secondly, as mentioned, ‘general’ online opinion leaders are not that different from offline ‘ordinary’ opinion leaders (as the self-designating survey proved). However, a differentiation should be made between online opinion leaders who recommend fashion through their blogs and the high-profile online opinion leading bloggers. There might be more nuanced levels of opinion leadership, as Walsh & Mitchel (2010) and Tepper & Hargittai (2009) found in their studies. This study did not find any such levels, but the interviews conducted did reveal differences in opinion leadership. Therefore, more interviews should be conducted with high-profile bloggers to find out why they are so successful. This is a serious limitation of this study where only one high-profile opinion leading blogger was interviewed (and who was willing to cooperate). More, in person, interviews might have answered some questions. Also, most of the bloggers contacted either did not respond or did not want to cooperate. This too needs to be taken into consideration for future research. 
Therefore, the results in this current study are far from general and cannot be applied to all bloggers. Also, the results indicated that mostly women responded. While a t-test in Chapter 4 did reveal that in essence the opinion leading between the genders were the same, this study still only concerns mostly female opinion leaders and seekers in fashion. Moreover, as mentioned in Chapter 3, the survey was conducted based on nonprobability sampling (as opposed to probability sampling). A specific subset of the population was targeted, those interested in fashion. Therefore, the results are not generalizable to the general population.  
	Thirdly, mostly, if not exclusively, those interested in fashion were approached to fill out the survey. In previous studies academics used a more diverse and heterogeneous group of respondents, often students at universities, to fill out self-designating opinion leader surveys (Goldsmith et al., 1996, Goldsmith & Clark, 2005, 2006, 2008, Goldsmith & Horowitz, 2006). By doing this, it is much more likely that opinion leaders (in a specific product domain) will be scarce (thus proving the hypothesis that opinion leaders are rare). In the present study, however, opinion leaders were scarce but not as rare as in the aforementioned studies. This, coupled with the limitations of self-designating surveys, need to, also, be taken into account either for this particular study or for future research. 
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APPENDIX 1
DUTCH FASHION OPINION LEADER SURVEY[footnoteRef:2] [2:  This version of the survey was taken directly from Qualtrics. In other words, this is the version that respondents filled out and was researched in Chapter 4. Additionally, the scores respondents received in SPSS are provided here.] 


This survey is part of my Master Thesis in Media, Culture and Society at Erasmus University. 
      
It will take approximately 10 minutes to complete and you can win a magazine coupon or an H&M gift coupon worth € 20!
       
The data collected will be used confidentially and your information will only be used for academic purposes.
       	
The aim of this survey is to find out how people interested in fashion keep themselves up to date with the latest stories and interesting fashion styles. More specifically, I am interested in what, according to you, influences your opinion on fashion. The questions ask you about your interest in fashion, your media habits, your opinion on blogs, and your opinion on Dutch fashion blog(ger)s.
     
If you have any questions feel free to contact me at AmanG@student.eur.nl.   
Thank you for participating!

Q1. What is your gender?
Male 
Female 

Q2. What is your age?

Q3. What is your nationality?
Dutch 
Other: ____________________

Q4. What is your highest level of education you have completed or are now in the process of completing? (Between brackets Dutch equivalent) Please tick a box.
Elementary School (score=1)
High-school (voortgezet onderwijs) 
Secondary vocational (MBO/LBO)
Polytechnic (HBO Bachelor) 
Bachelor’s degree (3 jaar WO) 
Master’s degree (4-5 jaar WO) 
Post-graduate (PhD)
Other: ____________________


Q5. Below you will find a couple of statements about general opinions on fashion. To what extent do you agree with them? Please tick the box based on your own opinion.
	
	Strongly disagree
(score=1)
	Disagree
(score=2)
	Neutral
(score=3)
	Agree
(score=4)
	Strongly agree
(score=5)

	Friends often ask my advice on what clothes to buy.
	□
	□
	□
	□
	□

	My opinion on fashion seems not to count with friends.
	□
	□
	□
	□
	□

	What I say about fashion often changes other people’s minds.
	□
	□
	□
	□
	□

	When I consider buying new clothes, I usually ask others for advice.
	□
	□
	□
	□
	□

	When choosing fashionable clothing, other people’s opinions are not important to me.
	□
	□
	□
	□
	□

	I often influence people’s opinion about fashion.
	□
	□
	□
	□
	□

	I often persuade other people to buy the clothes (fashion) that I like.
	□
	□
	□
	□
	□

	I read everything I can find on fashion.
	□
	□
	□
	□
	□

	I share most of my knowledge on fashion with friends.
	□
	□
	□
	□
	□




Q6. How often do you buy new clothes? Tick one box.
Never (score=1)
Less than Once a Month (score=2)
Once a Month (score=3)
2-3 Times a Month (score=4)
Once a Week (score=5)
2-3 Times a Week (score=6)
Daily (score=7)

Q7. How much do you, generally, spend on clothing each month? Tick one box.
€ 0-49 (score=1)
€ 50-99 (score=2)
€ 100-150 (score=3)
€150-200 (score=4)
Over € 200 (score=5)

Q8. How important is it for you to be up to date on the latest fashion? Do you agree with the following statements? Please tick the box based on your own opinion.
	
	Strongly Disagree
(score=1)
	Disagree
(score=2)
	Neither Agree nor Disagree
(score=3)
	Agree
(score=4)
	Strongly Agree
(score=5)

	In general, I am the last in my circle of friends to know the names of the latest designers and fashions.
	
	
	
	
	

	I know about new fashion trends before other people do.
	
	
	
	
	

	Compared to my friends, I do little shopping for new fashions.
	
	
	
	
	

	If I know that a new outfit is available to buy, I would be interested enough to buy it.
	
	
	
	
	

	Overall, I am the last in my circle of friends to purchase a new outfit or fashion.
	
	
	
	
	

	I will consider buying new fashion, even if I haven’t previously heard of it from others or the media.
	
	
	
	
	

	I have a strong interest in the latest fashion.
	
	
	
	
	




Q9. How do you usually find information or news about fashion? Tick a box (multiple options possible).
Friends
On the street
Fashion magazines
Online webzines
Blogs
Other: ____________________

Q10. Below you find some statements on the importance of social networks for keeping up to date on fashion. To what degree do you agree with the following statements? Please tick a box.
	
	Strongly Disagree
(score=1)
	Disagree
(score=2)
	Neither Agree nor Disagree
(score=3)
	Agree
(score=4)
	Strongly Agree
(score=5)

	I always turn to my friends for fashion news and advice.
	
	
	
	
	

	There are specific people in my social network I turn to for fashion advice.
	
	
	
	
	

	My friends are heavily involved in fashion.
	
	
	
	
	

	Among my friends, I am the only person interested in fashion.
	
	
	
	
	




Q11. Which fashion magazines do you usually read? Please select which types of magazines you read whether online, offline, both, or neither[footnoteRef:3]. [3:  Please see Chapter 3 for the scores of this question.] 

	
	Online
	Print
	Both
	Neither, I don't read fashion magazines

	General fashion magazines (e.g. Vogue, Harper’s, Elle).
	
	
	
	

	Alternative, independent fashion publications (e.g. the Gentlewoman, POP).
	
	
	
	

	Popular fashion magazines (Glamour, Cosmopolitan).
	
	
	
	




Q12. Fashion blogs have spread quickly in the last couple of years. Some have even become as important and influential as fashion magazines (for instance: the Sartorialist). Do you ever read Dutch fashion blogs?
No
Yes
If No Is Selected, Then Skip To According to you, what makes a good f...

Q13. Which Dutch fashion blogs do you usually read? Please tick a box.
	
	Do not know it
	Know it, but do not read it
	Read it sometimes
	Read it often

	Style Scrapbook
	
	
	
	

	afterDRK
	
	
	
	

	This Chick’s Got Style
	
	
	
	

	Love Aesthetics
	
	
	
	

	Just Like Sushi
	
	
	
	

	The Fashion Writress
	
	
	
	

	Other:
	
	
	
	




Q14. According to you, what makes a good fashion blog? Tick a box.
	
	Not important
(score=1)
	Somewhat important
(score=2)
	Very important
(score=3)

	Pictures are specifically created for the blog
	
	
	

	Stories are specifically created for the blog
	
	
	

	Frequent updates (at least a couple of times a week)
	
	
	

	Personal touches (e.g. personal info, style pictures of the blogger)
	
	
	

	Interactivity (e.g. the ability to share blog posts on Twitter or Facebook or comment on posts)
	
	
	

	Information on outfits (e.g. brands of outfits or links to where you can buy them)
	
	
	

	Good ‘look’ of the blog (e.g. clear, readable, design)
	
	
	

	Originality of the blogger (e.g. looks differently at fashion, distinctive personal fashion style).
	
	
	

	Hyperlinks to other bloggers or fashion related articles.
	
	
	




Q15. Do you have your own fashion blog?
No
Yes. The name of my blog is: ____________________
If No Is Selected, Then Skip To I will also be conducting...

Q16 Does your blog have the following features? Tick a box (multiple options possible).
Pictures are specifically created for the blog
Stories are specifically created for the blog
Frequent updates (at least a couple of times a week)
Personal touches (e.g. personal info, style pictures of yourself)
Interactivity (e.g. the ability to share blog posts on Twitter or Facebook or comment on posts)
Information on outfits (e.g. brands of outfits or links to where readers can buy them)
Good ‘look’ of the blog (e.g. clear, readable, design)
Personal, individual, look at fashion.

Q17. What are your motivations for blogging? Please state to what degree you agree with the following statements.
I often interact with readers, because I love providing people with advice on what to wear.
I cannot help but love fashion and blog about it.
I think my fashion style is worth sharing with others.
I discover fashion trends sooner than others.
Most readers of my blog are my friends.
The people I offer advice to are often my friends.
I do not care if people do not like my personal fashion style.
I adjust my style according to the preferences of my reader.
Having a blog allows me to share my knowledge/interest in fashion.
Being part of the larger fashion blogosphere is an important motivation for me.
In the future, I would like to work in fashion.
My current employment is related to fashion which triggered me to become active online.
Getting positive feedback on my blog about my personal style makes me feel better.
My self-confidence has grown since I have my blog.
Sharing my personal style is important to me.

Q18. According to you, who is an influential Dutch fashion blogger?
__________________________________________________________________ 

Q19. In your opinion, why is this person so influential? Tick a box (multiple answers possible).
High quality content
Frequent updates
Interacts with readers through social media or comments
Interesting styles/look
Original
Provides good recommendations on what to wear
Other: ____________________

Q20. Do you know this person in real life? Tick a box.
Yes, I met him/her a couple of times
Yes, he/she is a friend
No

Q21. I will also be conducting short interviews with respondents. I will interview participants via phone, Skype, or in person. Are you interested in participating?
Yes
No

Q22. Please leave your email address if you would like to win a magazine voucher of € 20 or an H&M gift coupon of € 20. Again, your email address will not be misused in any way.
___________________________________________________________________

Q23. Do you have any comments?

___________________________________________________________________


Thank you for taking the time to complete this survey!
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INTERVIEWS


As mentioned in Chapter 3, interviews were conducted with an editor-in-chief (respondent A), one high-profile opinion leading blogger (respondent B), a minor opinion leader (respondent C), and an opinion seeker (respondent D). First, the transcript of the telephone interview with respondent A is provided, then the e-mail interviews with respondent B to D. 



Interview Transcript Respondent A


interviewer: hi, Hilmar met Aman #00:00:03-9# 

respondent A: hallo #00:00:07-8# 

interviewer: bedankt dat je de tijd hebt vrijgemaakt hiervoor   #00:00:12-6# 

respondent A: jaaa... #00:00:12-6# 

interviewer: was je druk bezig vandaag? #00:00:12-6# 

respondent A: never a dull moment #00:00:15-9# 

(laughing)  #00:00:17-9# 

interviewer: hum, nou ik zag maar gelijk beginnen. Had je het mailtje gelezen dat ik je had gestuurd? #00:00:21-7# 

respondent A: vast wel maar je moet me even helpen herinneren. Ik kan het niet zo goed ophalen. #00:00:29-9# 

interviewer: ok. Waar m'n onderzoek over gaat is fashion opinion leaders.  #00:00:36-9# 

respondent A: ja... #00:00:36-9# 

interviewer: en ik probeer te onderzoeken of fashion opinion leaders intussen online zijn gegaan. Dus, de blogger. En ik probeer het voornamelijk voor Nederland te onderzoeken. Ben je bekend met het concept van een fashion opinion leader? #00:00:52-7# 

respondent A: Ik weet niet wat jij daaronder verstaat. #00:00:57-4# 

interviewer: nou, een fashion opinion leader is dus iemand die als een tussenpersoon dient tussen de consument en bijvoorbeeld de modetrends. Heel vaak zijn deze personen heel erg involved in fashion. Ze kopen veel en ze weten veel en ze lezen er veel over. #00:01:19-3# 

respondent A: Ok, ik ga heel even mijn deur dicht doen, want er zijn heel veel bijgeluiden en jij klinkt heel ver weg.  #00:01:22-2# 

interviewer: ok. #00:01:22-2# #00:01:22-2# 

respondent A: Yup, daar ben ik weer. #00:01:35-3# 

interviewer: Uhm dus wat ik zei is dat die fashion opinion leaders heel erg involved zijn in fashion op alle mogelijke fronten, zeg maar. En wat ik dus net zei is dat ik onderzoek of ze dus online zijn gegaan, ik heb het specifiek over fashion bloggers. En wat ik van jou wilde weten is, (uhm), ja, ben je het daarmee eens? #00:01:59-8# 

respondent A: waar ben ik het mee eens? #00:02:02-6# 

interviewer: of die fashion bloggers ook echt de opinie leiders zijn geworden die mensen beïnvloeden.  #00:02:10-4# 

respondent A: Dat is de stelling? #00:02:15-7# 

interviewer: Ja. #00:02:18-4# 

respondent A: Ik denk dat zij daar zeker deel van uit maken, maar of zij the one and only zijn dat durf ik wel te betwijfelen. #00:02:24-9# 

interviewer: kan je daarover uitweiden? #00:02:27-4# 


respondent A: nou ja, ik denk dat de gemiddelde consument een breder spectrum aan media tot zich neemt en daar zijn blogs zijn daar een onderdeel van. Maar, je hebt nog altijd celebraties, tijdschriften, tv, paps, ja er zijn talloze mogelijke manieren om je op modevlak te laten beïnvloeden denk aan personal shopper, stylisten, noem maar op. #00:03:03-7# 

interviewer: en, dan specifiek over Grazia. Jullie zijn een best wel toonaangevend blad in Nederland. Jullie hebben een best wel groot bereik, wat is jullie rol daarin denk je? #00:03:20-1# 

respondent A: nou ik denk dat wij ook (uhm) een van de beïnvloed (uhm) beïnvloedende factoren zijn.  #00:03:30-3# 

interviewer: waarom? #00:03:30-3# 

respondent A: ik denk dat de gemiddelde consument tegenwoordig zo goed is opgeleid dat ze dat nergens als dwingend ervaart.  #00:03:46-9# 

interviewer: Ja. En (uhm) hoe zou jij Grazia omschrijven binnen de modewereld van Nederland wat invloed betreft? #00:03:55-0# 

respondent A: nou, wij zijn de enige fashion weekly van Nederland.  #00:04:00-6# 

interviewer: en dat betekent. #00:04:00-6# 

respondent A: die de mode en entertainment nieuws in het tempo van de modewereld brengen. Niemand kan ons verslaan wat print en op het gebied van actualiteit. Ja, krant wel, maar geen tijdschrift. #00:04:15-6# 

interviewer: maar wat betekent dat voor de invloed dan? #00:04:18-7# 

respondent A: nou ja, dat (uhm) wij the first van what's in fashion als het om trends gaat.  #00:04:24-8# 

interviewer: kan je daar wat specifieke voorbeelden van geven? #00:04:31-5# 

respondent A: ja er zijn er tallozen. Ik bedoel de komende weken hebben wij de show van de cruiscollection van Chanel in het blad. Kijk dat wij daar de eersten mee zijn. Kijk er waren daar ook andere bladen bij aanwezig maar die (uhm) zullen elkaar op z'n vroegst over twee nummers (uhm) iets over melden in hun tijdschrift. Als er zich morgen een hype voortdoet op fashiongebied vanuit de straat of andere niche vanuit de retail dan zijn wij het eerste blad die daar verslag van kan doen.  #00:05:12-4# 

interviewer: Ja, en wat is jouw rol daarbinnen als hoofdredactrice?  #00:05:21-9# 

respondent A: dat ik een top, leuk, blaadje probeer te maken elke week. #00:05:23-2# 

interviewer: (laughing) Kan je daar wat specifieker over zijn?  #00:05:26-9# 

respondent A: ja, kan jij wat specifieker vragen? #00:05:32-0# 

interviewer: (laughing) nou ja, wat als hoofdredactrice, hoe probeer je dat te doen, dat (uhm) Grazia aan de top blijft in Nederland.  #00:05:39-5# 

respondent A: ik probeer gewoon bovenop het nieuws te zitten. Ik denk als enige (uhm) vrouwenweekblad van Nederland (uhm) schrijvende modejournalisten in dienst. Dat hebben andere weekbladen niet en de maandbladen zie je dat specifiek wel. Maar, bij de weekbladen niet. Daarnaast onze gewone moderedactrice probeert mode te benaderen vanuit het woord maar ook vanuit het beeld dus vanuit twee kanten. Ik bedoel enerzijds heb je shopping maar anderzijds hebben we ook de interviews met Paul Smith en Marc Jacobs en (uhm) de verslagen van de shows en de verdiepingen. Dat brengen we allemaal zo snel mogelijk. #00:06:19-6# 

interviewer: En, zie je dat ook terug in bijvoorbeeld de verkopen van Grazia? #00:06:24-2# 

respondent A: nou ik denk uiteindelijk is (uhm) mode heel belangrijk voor de uitzaaiing van het blad en voor hoe mensen dat ervaren maar als het gaat om verkoopcijfers dan gaat er niks boven een goede babybegrafenis of bruiloft van een celen.  #00:06:43-8# 

interviewer: ja, en… #00:06:46-5# 

respondent A: daar verkoop je meer nummers op. Je verkoopt niet meer nummers op het feit dat (uhm) de sleehak nu in de mode is.  #00:06:50-8# 

interviewer: Ja, want Grazia is niet alleen puur een modeblad zoals bijvoorbeeld.. #00:06:56-6# 

respondent A: ja het maakt deel uit van onze formule.  #00:06:58-5# 

interviewer: Ja, inderdaad, en hoe belangrijk zou jij dus, terugkomend op wat jij net zei, (uhm) zou je mode kunnen plaatsen binnen het hele geheel van Grazia?  #00:07:10-7# 

respondent A: nou, het is voor ons dus een van de pijlers van het blad en een van de belangrijkste pijlers.  #00:07:14-7# 

interviewer: en (uhm) wilde nu wat vragen stellen over de website van Grazia, want jullie hebben een hele duidelijke, ja, unclottered, website met duidelijke nieuws. Jullie hebben ook een blog sectie bijvoorbeeld en zijn actief op social media. (uhm) hoe belangrijk is de website eigenlijk voor Grazia Nederland?  #00:07:43-3# 

respondent A: nou, ik denk dat het gewoon heel belangrijk is dat je merk overal waar het zich voor leent het zich ook manifesteert en omdat actualiteit voor ons key is de website natuurlijk heel belangrijk want daar gooien we gewoon weer de dingen op waarvan we weten dat die nú spelen en die je nu wilt brengen. In het blad proberen we weer dingen met een invalshoek en een angle te brengen.  #00:08:11-8# 

interviewer: Hoe maak je daar een keuze in trouwens, wat in het blad komt en wat op de website komt? Want, ik hoor dat vaker namelijk over dingen die er nu spelen. Alleen, zijn jullie dan niet bang dat lezers dat op de website lezen en dan het blad niet meer kopen?  #00:08:34-4# 

respondent A: maar daarom is het belangrijk dat je in het blad een verrijking van de content hebt en dat je zorgt dat je invalshoeken op het verhaal loslaat zowel in woord als in beeld die je weer op de website niet kan doen. (uhm) de website is veel checker, een website draait meer op informatie en een tijdschrift draait meer op inspiratie.  #00:08:57-3# 

interviewer: Jullie hebben ook een blogsectie op de website waarbij, ik weet het niet meer zeker, maar een of tweeën personen blogs bijhouden. Hoe hebben jullie die mensen gekozen om die blogs bij te houden? #00:09:11-4# 

respondent A: nou, sommige mensen hebben het aan ons gevraagd en andere hebben wij gevraagd. Het is een beetje een organisch proces.  #00:09:21-2# 

interviewer: en hoe vaak hou jij als hoofdredactrice bezig met de blogs. #00:09:25-6# 

respondent A: nou ja,  ik hou me daar niet echt mee bezig. #00:09:27-9# 

interviewer: nee?  #00:09:30-5# 

respondent A: nee. #00:09:30-5# 

interviewer: de reden dat ik het vraag is dat in theorie, wat je steeds hoort bij nieuwe media zoals blogs en social media, is dat de gatekeepers, dan dus de hoofdredacteurs dat die min of meer wegvallen en dan hebben bloggers, en journalisten, veel meer vrijheid om de posten wat ze willen. Maar dan nog moet je een blad runnen. #00:09:57-3# 

respondent A: tja, voorlopig verdienen we natuurlijk het geld met print en is het online een leuk nagerechtje maar de hoofdmaaltijd is toch gewoon Grazia. Als tijdschrift neem je gewoon een blogger omdat je iets op persoonlijk vlak doen dus dat (uhm) is niet waar ik me dagelijks mee bezig houd.  #00:10:25-4# 

interviewer: Doen jullie daar onderzoek naar om te kijken hoeveel invloed de website heeft op de verkoop van de fysieke Grazia? #00:10:36-2# 

respondent A: nee, want hoe zou je dat moeten meten? Ik weet niet hoe je die twee variabelen aan elkaar zou moeten koppelen. De beste gimmick die wij kunnen hebben, een goed verhaal, is als de zon schijnt. Hoe harder de zon schijnt hoe meer wij verkopen en hoe minder mensen op het internet zitten.  #00:11:00-8# 

interviewer: waarom is dat, volgen u? #00:11:07-7# 

respondent A: omdat mensen dan naar het strand gaan en in de park gaan zitten en die hebben dan zoiets van oooh leuk tijdschriftje erbij, terrasje, mensen zijn ontspannen gaan in de tuin zitten en die willen daarbij wat te doen hebben. Dan heb je wat print betreft ook een voordeel omdat het dat verkoopt.  #00:11:31-0# 

interviewer: ik zag ook, bijvoorbeeld, dat u heel actief bent op twitter. Waarom is dat? #00:11:40-8# 

respondent A: omdat het mijn verslaving is. #00:11:40-8# 

interviewer: maar doet u dat ook vanuit en (uhm) professioneel uitgangspunt? #00:11:48-7# 

respondent A: ja, absoluut. Als je goed leest dan twitter is dan weinig dat heel erg persoonlijk is. Dus (uhm) wat dat betreft doe ik het allemaal vanuit het merk waar ik voor werk.  #00:12:04-8# 

interviewer: wat u hoopt u dan om daarmee te bereiken? #00:12:09-2# 

respondent A: nou, naamsbekendheid, autoriteit, (uhm), het is een marketingtool, je kan iets zo onder de aandacht brengen, (uhm) je hebt je eigen nieuwskanaal waar je dingen uit kan gooien. Je hebt talloze redenen waarvoor je het kan gebruiken, je hebt interactie met je lezers. Je kan dingen vragen, dus tja. #00:12:37-1# 

interviewer: ik zag bijvoorbeeld op de website van Grazia dat jullie al een Pinterest knop hebben staan. Jullie zijn er al best wel snel bij. Heel veel Nederlandse merken beginnen het nu pas een beetje door te krijgen. (uhm) waarom is dat? #00:12:59-9# 

respondent A: we hadden gewoon de mazzel dat we net de website aan het vernieuwen waren. Dus we hadden zoiets van we gaan ons verdiepen in Pinterest. Dan nemen we dat meteen mee en dan hoeven we dat na 4 maanden niet nog eens te implementeren.  #00:13:17-9# 

interviewer: Dus, nu dan een paar vragen over de bloggers. Wat voor invloed hebben de Nederlandse fashion bloggers op Grazia, op de content van Grazia?  #00:13:31-1# 

respondent A: Sorry, dat moet je nog een keer herhalen. Dat verstond ik niet helemaal. #00:13:31-6# 

interviewer: Wat voor invloed hebben de Nederlandse fashion bloggers op de content van Grazia? #00:13:46-4# 

respondent A: pfff, ik heb werkelijk geen idee. Kijk over het algemeen is het heel erg in het nieuws en de gemiddelde fashion blog heel erg, heel persoonlijk, en heel erg outfit-gerelateerd, meer op beeld dan op woord. Ik denk dat het bij ons de balans precies andersom is. Dus in die zin, ja, wij brengen geen verslag van pietje puk heeft nu net een outfitpost gedaan met (uhm) gestippelde rok kijk eens hoe leuk het is.  #00:14:19-0# 

interviewer: Leest u zelf wel eens fashion blogs?  #00:14:21-6# 

respondent A: (uhm) ik wil er wel eens langs surfen, maar het is nou niet echt iets dat ik vaak lees. En, het gros van de blogs om eventjes op hun site kijken en ik zie nu al zoveel beelden per dag dat ik (uhm) meer op zoek ben naar nieuws dan (uhm) kijken hoe anderen zich aankleden.  #00:14:52-5# 

interviewer: Vindt u dat (uhm) ik heb dus een enquête gehouden onder 131 mensen, tenminste die hebben erop gereageerd, en wat naar voren komt is dat een persoon zei is dat de impact van fashion blogs toch wel is overschat. Wat vindt u daarvan?  #00:15:09-9# 

respondent A: (uhm) ik denk dat ze een impact op een kleine groep hebben, maar op de massa zal het sowieso niet groot zijn.  #00:15:19-6# 

interviewer: Waarom niet? #00:15:24-2# 

respondent A: Nou, als je kijkt naar de bedrijfscijfers, ik denk dat degenen die een interessante post vinden die gaan gelijk (incomprehensible) je zit in een hele specifiek, kleine vijver te vissen.  #00:15:36-3# 

interviewer: Maar, om maar een voorbeeld te noemen, Scott Schuman van the Sartorialist die is dus uitgegroeid tot een best wel bekend persoon.  #00:15:47-6# 

respondent A: Ja, maar dan heb je het gelijk over internationaal.  #00:15:51-0# 

interviewer: Dat is waar. Heeft dat iets (uhm) is dat het verschil tussen een Scott Schuman en een Nederlandse fashion blogger? #00:15:59-6# 

respondent A: Nou ja, het punt is nou meer hij is het eerste… heeft een heel eigen beeldtaal ontwikkeld. En als je als eerste bent dan als je je op het golf moet pletsende golven komen dan wanneer (uhm) je eraan begint je wel de golven alweer een stuk verder is. En je ziet gewoon heel veel jonge meisjes allemaal blogs beginnen maar ik wil nog wel zien wie er van al de meisjes over twee jaar nog bezig zijn want uiteindelijk komt het toch neer op continuïteit en als je 18 bent dan heb je heel veel vrije tijd maar tegen de tijd dat je 28 bent en je nog (uhm) een baan een kind of weet ik veel wat nog erbij hebt ga je je leven toch  wel heel anders inrichten. Om het dan vol te houden dat is natuurlijk toch een heel ander verhaal.  #00:16:47-7# 

interviewer: Want, ik had ook gezien dat de Britse Grazia een fashion blogger of the yard award heeft en de Nederlandse Grazia heeft onlangs een masterclass voor fashion blogging georganiseerd. Waarom? #00:17:04-9# 

respondent A: Nou, omdat er toch heel veel belangstelling voor is.  #00:17:09-0# 

interviewer: Ja, maar wat hoopt u daar dan mee te bereiken? #00:17:11-4# 

respondent A: Nou, om onze lezers de service aan te bieden om daar meer informatie over te krijgen en het was een succes. Er waren er uiteindelijk 400 aanmeldingen. #00:17:27-3# 

interviewer: En hoe heeft u (uhm) ik weet dat u (uhm) ik ben haar naam even kwijt van COTTDS had benaderd om dus zo'n masterclass te geven. Hoe heeft u die bloggers benaderd? #00:17:41-1# 

respondent A: Oh, gewoon een email gestuurd.  #00:17:43-4# 

interviewer: Maar, met wat voor invalshoek? #00:17:45-5# 

respondent A: Nou, met het voorstel erin. #00:17:49-9# 

interviewer: Dat ze dus een masterclass komen geven? #00:17:53-7# 

respondent A: Ja... #00:17:54-2# 

interviewer: Ik probeer een beetje te snappen waarom zo'n blad als Grazia (uhm) dat zou doen. Wat voor belang hebben jullie daarbij? #00:18:07-6# 

respondent A: Ja, niet overal zit gelijk financieel gewin achter. Maar soms wil je jezelf verbinden aan wat hip, hot, and happening is en dat zijn fashion bloggers.  #00:18:25-0# 

interviewer: Ziet u dat er in de toekomst tijdschriften en fashion blogs… bloggers kunnen samenwerken? #00:18:30-6# 

respondent A: Oh ja, die mogelijkheid is er zeker. Aan de andere kant denk ik dat print en blog zo totaal verschillend is. We hadden net onze laatste sollicitatieronde op zoek naar een fashion feature reporter. Ik heb ook een aantal bloggers laten komen maar het gros kan niet eens een stukje schrijven dat over 200 woorden gaat waar ook een spanningsboog in zit. Nou ja, dat zegt genoeg.  #00:18:57-8# 

interviewer: Wat is het verschil dan, wat u net zegt? #00:19:01-5# 

respondent A:  Nou ja, vijf regels onder een foto tikken is toch wat anders dan een artikel maken met een kop, een staart, een spanningsboog, en een lezer ergens in trekken. Je hoeft niet per se stukjes te schrijven van 200 woorden maar je moet ook een interview kunnen uitwerken van 2000 woorden en dan moet jij dan (uhm) een interview of artikel schrijven over modehuis Jamais dan moet het niet zo droog en saai zijn dat iedereen na de eerste alinea is afgehaakt. En dat is nou nog niet zo eenvoudig.  #00:19:29-6# 

interviewer: Ik weet bijvoorbeeld dat (uhm) Yara Michels, die ik ook ga interviewen, van This Chick's Got Style, bij jullie bijvoorbeeld een stagiair was en ze werkt nu voor Elle. Wat was het verschil bij haar dan dat zij dat wel kon of kunt? #00:19:47-4# 

respondent A: Nou ja, dat is iemand die zich om te beginnen verdiept zij zich erin en zij heeft dus ook die ambitie om de reden er te zijn dan alleen iemand die alleen een foto post met alleen maar drie regels eronder. Ik bedoel je kan niet opeens je, als je altijd drie tot vijf regels hebt geschreven dan ook al heb je nog een fantastische blog die ook goed loopt wilt nog niet zeggen dat jij een artikel kan schrijven van 2000 worden. Het gros valt daar dan ook onder uit.  #00:20:17-5# 

interviewer: Is dat dan het verschil tussen, bijvoorbeeld, werken voor zo'n blad als modejournalist en een fashion blogger? Want die twee worden heel vaak door elkaar gehaald volgens mij. #00:20:28-3# 

respondent A: Het is een hele andere manier van verslaggeving en de ene die (incomprehensible) maar het vergt wel gewoon hele andere competenties.  #00:20:35-1# 
        

Interview Respondent B


1. How did your interest in fashion start?
Hard to pinpoint that… but already as a kid I’ve always loved ‘pretty’ stuff, things that I could look at for hours, that were in pretty colors. I’ve also always liked dressing up, dressing my dolls and doing little plays with friends and see the difference that clothes can make in the role your portrayed. I also had a great interest in magazines that I think gave me concrete insight in fashion ever since I was a kid.

2. How did this lead to a blog (and eventually a job)?
Both writing, visual concepts (such as photography) and fashion have appealed to me always. I was reading a lot of blogs myself and found them very inspiring but noticed there were hardly any personal style blogs in the Netherlands. So I started one myself and because of timing, hard work, persistence, help of people around me, the right tone and style and a bit of luck it became big. 

3. How much do you spend on clothes in a month?
About 300 euros.

4. How often do you shop in a month?
I go in to stores all the time to see what they have, but without always buying something. Because I work in the centre and often quickly go in to some shops on my lunch break I’d say 2 or 3 times a week. 

5. To what extent do you consider yourself an expert on fashion? In other words, is fashion just an ‘interest’ of a ‘way of life’ for you?
I won’t call myself an expert, not sure what that would entail in fashion. Would it be knowing all about designers or fabrics, or having a super unique style etc. I do try to be more than just a ‘fun shopping girl’, I try to educate myself on the history of designers, of fashion houses, of trends and keep up with fashion news websites and read a lot of international magazines and blogs so I’d say I’m well rounded on what goes around in the fashion world, with the fashion blogging world as a point of expertise.

6. The saying goes: the clothes make the man. One can change that to: the clothes make the person (man or woman). Do you agree with that statement? Why?
I’d never try to dress someone or myself to change them. It’s about making more visible to the outside world who you are and what your unique points and strengths are, so that’s a different approach to me. No doubt clothes influence you; the way you look is the first thing people see and base a judgement on, and different clothes give off different vibes/ energy. To others but to myself as well. If I wear something great I feel confident and perhaps happy because of it and that translate in to how people perceive me.

7. When you shop (or create an outfit), to what degree is that determined by the opinion of others? Do you care what people on the street think about you (and by extension your outfit)?
I dress mostly for myself but always like to look good and when I’m blogging I pay attention to not repeating the same items too many times in a row. 

8. According to your blog profile you are an editor at the Dutch Elle. Why did you decide to pursue a career in fashion? Also, why Elle (and not, for instance, Glamour)?
It’s something that happened quite organically and I had such a big curiosity for the print world, and style magazines in particular. Blogging is something you figure out by yourself and at a magazine I can get great feedback from colleagues and learn a lot. Elle is a magazine that my mother read for years so I got in touch with since I was young and I’ve always set a goal to work at such a company. I’ve had job offers for other magazines as well but this just felt like the right thing at the right time. 



9. How often (on an average day) do you read about fashion?
No idea. I keep up with twitter and Facebook and websites all the time. I’d say two hours. 

10. How often (and which) fashion magazines do you usually read?
Elle monthly, often also Glamour, Vogue NL, Elle US or UK, Rush, Self Service, Teen Vogue, Vanity Fair. 

11. How often (and which) fashion blogs do you usually read?
Multiple times a day. I keep track of about 100 of them via bloglovin. Blogs like style by kling, fashion toast, columbinesmile are my favorite.

12. What, in your opinion, is more influential to you: magazines or blogs? Why?
Magazines when it comes to setting a time frame, a state of mind for where fashion is at and predicting the trends. Blogs when it comes to daily inspiration for my actual outfits.

13. To what extent are you influenced by your friends’ opinion on fashion?
Not that much, although I have a stylist friend who always dresses great and gives some good fashion tips.

14. Do you often advise your friends on fashion? (If yes, why do you think you have such an influence on your friends’ fashion decisions? If not, why don’t you?)
Yes, the stylist friend I just mentioned. I don’t think so, she has a distinct style already – obviously necessary in her work field  - but sometimes I can tell her about new brands I discovered and such.

15. Why do you think your blog is so successful?
Like I said, a mix of right timing, sensing what people like to see, having a certain likeability to you, high quality images and text, help of people around me and a bit of luck. 

16. How do you curate what you post?
Rotation in subjects, so I don’t get repetitive, as many outfit posts as possible since those are most popular and a variation between personal posts (f.e. an outfit or diary post) and more general ones (f.e. one about a style icon, a festival essentials article, a shopping post, etc)

17. How do you curate what you wear? Does your blog have any influence over your outfit choices?
Yes, I try not to repeat items too many times in a row to keep things interesting. And obviously I need to come up with some new items every now and then so I might shop a bit more because of it, or do so with items I receive from brands.

18. How, if at all, does your job at Elle affect your blog?
No, not really. I try to keep the two separated. Perhaps a bit in a sense of networking because I run in to a lot of the same PR-people at events that I visit for the two. 

19. Why do you use social media on your blog?
To show personal, short updates, give a peek in my daily life, constantly keep up a dialogue with readers and mainly to keep them updated on new posts.

20. Aside from blog posts, to what extent do you interact with your readers?
Via Twitter and Facebook multiple times a day and by responding to their e-mails. 

21. Do your reader’s opinions affect you or your style in any way?
Not that much. I can’t listen to others too much, as a blogger it’s very important to stay true to yourself because that’s why people started visiting and liking you in the first place and being yourself is what sets you apart from others.

22. One respondent of my survey mentioned that in her opinion the fashion on Dutch blogs is not over-the-top but relatable: classic, cool, and chic. She described it as ‘Polder-glamour’. To what extent do you agree with this? Also, would describe your blog as such? Just as important, would you describe your style as ‘Polder-glamorous’? 
Speaking for myself I do take comfort in to account; I need to be able to ride a bike, to run errands and live life in my outfits. Each country has it’s own fashion sense and that translates extra well in blogging. Dutch might be a bit more on the dressed down side indeed. Polder glamour to me means that someone doesn’t want to show off to much – which I think does happen in Holland – or that an outfit is a bit ‘off’. The last is of course a personal opinion and I think there are bloggers all over the world showing fashion ‘hits’ and ‘misses’. However dressing for comfort is something I see in a lot of other countries as well, such as the Scandinavian ones. We do of course mostly show our more dressier outfits on the blogs, I for example am in heels a on my blog lot of the time but don’t necessarily post my Sunday outfit when I’m just relaxing on the couch so it doesn’t show an all round vision of everything that I wear. 


Interview Respondent C


1. Wanneer begon je interesse in mode?
Vanaf dat ik naar de middelbare school ging begon mode langzaam aan echt mijn passie te worden, maar ook op de basisschool was ik al veel bezig met aparte combinaties en dol op kleding. Hier is dus geen specifiek punt voor aan te wijzen. 

2. Hoe leidde dit tot een blog?
Mijn kledingstijl viel op in mijn omgeving, en iemand uit mijn klas raadde me aan een blog te beginnen. Ik had toen nog nooit van een blog gehoord, maar wilde wel graag mijn interesse voor mode en kleding met andere delen. Daarom ben ik begonnen. 

3. Hoeveel geef je ongeveer in een maand uit aan mode?
Als beginnend ondernemer heb ik dit helaas niet helemaal voor het kiezen, maar het grootste gedeelte van mijn inkomsten besteed ik eraan. 

4. Hoe vaak shop je per maand?
Ik shop niet op vaste momenten, maar als ik online iets tegenkom, of als ik wekelijks even de winkels in duik. Ik koop dus regelmatig iets, en ga nog maar weinig echt een hele dag winkelen. 

5. Hoe oud ben je?
18

6. Zit je op de middelbare school of studeer je al? (Mocht je nog niet studeren, wat wil je gaan studeren?)
Beiden niet; ik ben ondernemer. 

7. Tot hoeverre zou je jezelf een expert op modegebied noemen? In andere woorden, is mode een ‘interesse’ van je of een ‘way of life’?
Mode is mijn passie, bloggen is een ‘way of life’ geworden. Ik ben 24 uur per dag met mijn blog bezig; sta ermee op en ga ermee naar bed. Dat wil nog niet zeggen dat ik een expert ben. Ik denk dat ik goed ben in het concept van mijn blog; daarom heb ik daarvoor gekozen. Er zijn echter een heleboel mensen die véél meer van mode als zodanig afweten dan ik. Het is niet mijn ambitie net zo vakkundig te worden als zij. Ik wil graag de vertaalslag zijn tussen mode en mensen die niet zoveel met mode van doen hebben/van mode houden en hen enthousiast maken. Op die manier ben ik stiekem ook meer bezig met kleding, het uiterlijk en psychologie dan met mode (als kunstvorm). 

8. De gezegde gaat: de kleren maken de man. Dat kan natuurlijk veranderd worden naar vrouw/persoon. Ben je het daarmee eens? Waarom?
Nee, ik vind niet dat wat je draagt je maakt tot wie je bent. Daarmee zou je jezelf als persoon echt te kort doen. Ik vind wel dat je met je kleding uit kunt stralen wie je bent, maar je begint met iemand te zijn en vervolgens straal je die persoon uit in je kleding – niet andersom. Kleding vind ik echter vooral belangrijk omdat het je ‘op kan halen’. Door de juiste kleding zit je lekkerder in je vel, ben je trots op jezelf, durf je meer naar buiten te treden en dit heeft ook weer een positieve invloed op hoe de buitenwereld je benadert, etc. etc. 

9. Wanneer je een outfit koopt (of samenstelt) tot hoeverre wordt dat bepaald door de meningen van anderen? Kan het je wat schelen wat mensen op straat van je (en eigenlijk je kleding/stijl) vinden?
Het laat me niet koud, maar ik laat me er niet erg door leiden. Ik realiseer me, als ik iets aparts aantrek, dat ik de bewuste keuze maak iets aan te trekken wat reacties uit kan lokken. Daar laat ik me niet door weerhouden, en ik vind het juist een uitdaging het alsnog met trots en zelfvertrouwen te dragen en mezelf om te laten leren gaan met de kritiek die erbij kan komen kijken. 

10. Hoe lang ben je al met de blog bezig? Hoe lang wil je ermee doorgaan?
Ik blog nu bijna 3.5 jaar. Ik wil ermee doorgaan zolang ik er blij van word, er voldoening uithaal, en mijn blog potentie genoeg heeft/behoudt. 

11. Ambieer je een baan in de mode?
Sterker nog: ik kan me niet anders voorstellen. Maar dan wel in de mode in de breedste zin van het woord. De hoofdredactrice van Vogue worden is niet mijn eerste ambitie. 

12. Hoe vaak (gemiddeld per dag) lees je over mode?
Dat kan ik je moeilijk vertellen: de hele dag door, waar ik het opvang via social media, televisie, blogs, tijdschriften, in de winkel en op straat. Bij het onderhouden van mijn blog hoort voor een groot gedeelte ook lezen over mode en over wat er speelt, dus het is een stuk van mijn dagbesteding. 

13. Hoe vaak (en welke) magazines lees je doorgaans? Waarom?
Ik koop en er liggen er een hoop, maar helaas kom ik er veel minder dan gewenst aan toe ze te lezen. Ik heb een abonnement op LINDA., Vogue en Jackie, maar lees eigenlijk elk vrouwenblad/modeblad wel zo nu en dan. Om op de hoogte te blijven, mijn mening te vormen over het medium, inspiratie op te doen en van te leren op bijvoorbeeld journalistiek gebied. 

14. Hoe vaak (en welke) blogs lees je doorgaans? Waarom?
Ik lees dagelijks blogs, maar helaas ook steeds minder door tijdgebrek. Bij blogs is mijn belangrijkste drijfveer te kijken hoe ‘collega’s’ te doen en te weten wat er speelt in de ‘blog wereld’. Deze digitale wereld verandert snel, dus het kost tijd deze bij te benen. Ik volg echt honderden blogs en pik via Bloglovin dagelijks de koppen eruit die me op dat moment het meest aanspreken. 

15. Wat, naar jouw mening, heeft meer invloed op mensen: een modetijdschrift of een modeblog? Waarom?
Voor de jongere generatie absoluut een blog, voor de oudere zeker een tijdschrift. Maar hierbij generaliseer ik natuurlijk; dit kan voor iedereen verschillend zij. 

16. Tot hoeverre wordt je beïnvloed door de mening van je vrienden wat betreft jouw stijl en de content (stijlfoto’s) die je op de blog plaats?
Niet zozeer door vrienden, maar ik laat me wel door mijn omgeving in het algemeen adviseren wanneer zij tips, adviezen en/of op- en aanmerkingen hebben op welk vlak van mijn blog dan ook. 

17. Adviseer je weleens vrienden op het gebied van mode? (Zo ja, waarom denk je dat je zo’n invloed hebt over ze? Zo nee, waarom niet?)
Zo nu en dan, maar dat zal dan heel nonchalant zijn. Ik vind het nogal lastig, aangezien het idee om iemand te vertellen wat hij of zij het beste kan dragen me een beetje tegenstaat. Met mijn blog en in mijn hele modefilosofie draait het er juist om iemand zélf te leren erachter te komen wat hij/zij het beste en/of liefste kan dragen/draagt. 

18. Vind jij je blog succesvol? Waarom?
Succesvol is natuurlijk een breed begrip. Ik ben trots op mijn blog, wat ik bereikt heb, en het feit dat mensen dagelijks bewust mijn inspiratie opzoeken. Succesvol vind ik niet helemaal het goede woord, maar ook niet het belangrijkste. 

19. Wat is je uiteindelijke doel/ambitie met ‘Fashion Is A Party’?
Om een platform te creëren waar mensen op allerlei gebieden geïnspireerd worden, maar waar de hoofdtoon ligt bij het motto ‘mode is een feestje’. Waarmee ik wil zeggen: mode hoeft niet heel serieus en ingewikkeld te zijn. Niet gebonden aan regels en niet ‘in’ of ‘uit’. Niet voor modellen en/of rijke mensen. Mode kun je ook heel goed toepassen in je eigen leven – wie je ook bent. En vooral: je kunt van mode genieten. Op je eigen manier. 

20. Hoe bepaal je wat je draagt (dagelijks)? Heeft je blog daar invloed over?
Jazeker. Door mijn blog is de druk groot elke dag weer met een vernieuwend uiterlijk te komen, en hoezeer het ook mijn hobby is – ook ik wil daar wel eens ‘vakantie’ van. Op de dagen dat ik niet op de foto ga, stel ik dan ook vrijwel geen enkele eisen aan mijn uiterlijk/outfit, zodat ik even ‘op kan laden’. 

21. Waarom gebruik je social media op jouw blog?
Omdat het een heel eenvoudige en directe manier is om in contact te komen met mijn lezers en klanten, en omdat ik mijn blog erdoor kan promoten. 

22. Afgezien van blog posts, op wat voor andere manieren kom je weleens in aanraking met lezers?
Social media, reacties, mailtjes en af en toe op straat/in het dagelijks leven. 

23. Hebben de meningen van jouw lezers invloed op jou of jouw stijl? Waarom?
Naar iedereen die met een duidelijke mening met goede argumenten en/of een onderbouwing komt, wil ik graag luisteren. Ik maak immers mijn blog en stijl zo sterk en ‘goed’ als dat deze kan worden. Ik bepaal echter zelf wat ik met elk commentaar doe. Of het nou om mijn stijl gaat, of om mijn blog. Daarbij wil ik júist niet doen alsof ik perfect ben, en zal ik dan ook geen perfecte stijl of blog nastreven. 

24. Een respondent van mijn enquête liet als comment achter dat, volgens haar, Nederlandse blogs anders zijn dan anders omdat ze een herkenbare, klassieke stijl uitdragen: classic, cool en chic. Ze noemde het ‘Polder’-glamour. Tot hoeverre ben je het daarmee eens? Is jouw stijl te omschrijven als ‘Polder’-glamour? Waarom?
Ik ben het daar mee eens. Een groot gedeelte van de Nederlandse bloggers zijn te herkennen aan een relaxte, nuchtere stijl, zonder dat het er ‘lomp’ of ‘niet modisch’ uitziet. Dat vind ik zeker de kracht van Nederlandse modebloggers. Ik schaar mezelf echter niet onder deze groep, en noem mezelf dan ook ‘blogger’ i.p.v. ‘modeblogger’. Ik wil graag dat mijn blog over meer gaat dan alleen mijn stijl en outfits, en ik denk dat mijn doel, visie en stijl niet te vergelijken is met Nederlandse modebloggers. 


Interview Respondent D


1. How did your interest in fashion start?
It started in high school. I wore this vintage jumpsuit my mom used to wear in her club 54 days and it got me so much attention I was amazed. I didn´t really care if it was positive or negative but, I did start to realize that certain fashions trigger a reaction. That´s when I started seeing clothes as more than fabrics that cover up your nakedness. It’s a statement, an attitude and an extension of your personality or something to hide behind. 

2. How did this lead to a blog?
I think I decided to blog because I was missing an anti-fashion blog. I have a really weird love/hate relationship with fashion so I decided that might be interesting to write about. 

3. How much do you spend on clothes in a month?
Pretty much nothing. I’m completely broke. And when I do have money left I buy groceries, not shoes. I can’t eat shoes.

4. How often do you shop in a month?
Almost never. I try to make the most out of my wardrobe. I don’t want to turn into the whiny woman who has a closet full of clothes and never has anything to wear. I think it’s more challenging - and therefor more fun - to try to reinvent yourself with things you already have, instead of running to the store as soon as you’re out of inspiration. 

5. To what extent do you consider yourself an expert on fashion? In other words, is fashion just an ‘interest’ or a ‘way of life’ for you?
I think fashion is ridiculous and amazing. Like I said, I have a completely weird love/hate relationship with fashion. I think the fashion industry is more about selling lifestyles, dreams and a sense of “being a somebody” than it is about selling clothes. That’s why I think fashion is so attractive to everyone. Everyone wants to be a part of its elitist crowd. I try really hard not to be sucked into that and still dress nice. So I wouldn’t call myself an expert and I definitely wouldn’t call it a way of life. It may even be a lesson on how not to live your life. 


6. The saying goes: the clothes make the man. One can change that to: the clothes make the person (man or woman). Do you agree with that statement? Why?
I don’t think it’s the clothes. It’s really someone’s charisma. I’ve seen people wear the dodgiest things and totally be able to get away with it. I think that as long as you wear something because you 100% like it, not because you saw it on a runway or in a reality show somewhere, you’ll be fine. I really appreciate guts and uniqueness in people’s fashion.

7. When you shop (or create an outfit), to what degree is that determined by the opinion of others? Do you care what people on the street think about you (and by extension your outfit)?
I honestly couldn’t care less. I feel like I’ve already been through that phase and I thank the lord it’s over. I think I finally look the way I always felt I looked on the inside. No cover of any Vogue can make me feel otherwise. 

8. How often (on an average day) do you read about fashion?
I don’t. I try not to be influenced by magazines and have an autonomous sense of how I want to dress.

9. How often (and which) fashion magazines do you usually read?
Honestly? I read more Agatha Christie novels than I read fashion magazines. 

10. How often (and which) fashion blogs do you usually read?
I LOVE love-aesthetics. I’m just really scared to ever hear her talk. She might turn out to be completely different than how I imagine her to be.

11. What, in your opinion, is more influential to you: magazines or blogs? Why?
I think blogs are definitely more influential. They’re more up to date and accessible. Plus, people love free stuff. I know I do.

12. To what extent are you influenced by your friends’ opinion on fashion?
Not at all, they can suck it. Plus, it helps that I hardly have any friends. The friends I do have dress like farmers. According to them I always overdress. But I beg to differ. There’s no such thing.

13. Do you often advise your friends on fashion? (If yes, why do you think you have such an influence on your friends’ fashion decisions? If not, why don’t you?)
I don’t want to advise them on anything fashion related. They’re completely different people and if they really ended up picking the stuff I liked we’d all look alike. Who the hell would want that to happen? What is this? Sweet Valley High?

14. Why do you think your blog is so successful?
Is my blog successful? I don’t think it is. But I’m happy with it. 
 
15. How do you curate what you post?
I see someone wearing something I like and I usually just go with that.

16. How do you curate what you wear? Does your blog have any influence over your outfit choices?
I think it’s the other way around. My blog posts are influenced by what I love. I feel like they represent how I want to dress, even when I can’t make it happen in real life. 

17. Aside from blog posts, to what extent do you interact with your readers?
I don’t.

18. Do your reader’s opinions affect you or your style in any way?
Not at all. My anti-social personality prevents this from happening.

19. One respondent of my survey mentioned that in her opinion the fashion on 

Dutch blogs is not over-the-top but relatable: classic, cool, and chic. She described it as ‘Polder-glamour’. To what extent do you agree with this? Also, would describe your blog as such? Just as important, would you describe your style as ‘Polder-glamorous’? 
I don’t agree at all. There are some serious international talents in the Dutch blogosphere. The kid I mentioned earlier from Love aesthetics has great international appeal. I think a good fashion blog is like good music. It doesn’t matter what language you speak. When something is good, you know it. I feel like it’s the same with Dutch blogs. There’s nothing polder-glamorous about them – well, not all of ‘em at least- . We’re talking creativity that doesn’t respect boundaries.
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