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Blogs: The Vogue of the Internet
an examination of the blogger’s power in the fashion industry

	
 In 2009, designers Yohji Yamamoto and Marc Jacobs invited a 13 year-old 

blogger to sit front row at their headlining Spring fashion shows during New York 

Fashion Week. Almost overnight, bloggers ascended from the seats behind their computer 

desks to the front row. Sitting amidst prominent entrepreneurs in the industry like Vogue’s 

Editor-At-Large, Anna Wintour was the eighth grade blogger, Tavi Gevinson. Within two 

years Gevinson’s fashion fame led to a number of collaborations with designers, guests 

posts for blogs, and most recently the launch of her own online magazine, Rookie.com. 

This teenager is only one among the hundreds of “influential” bloggers known worldwide 

who boast thousands of followers and make yearly salaries of up to three-figures. 

Bloggers today hold an incredible amount of power in all realms of fashion due to the 

success of their technological counterparts. Reigning over web portals, bloggers are now 

regarded as the Young Turks of the fashion world, the new gate-keepers of dictating 

trends. This essay will explore the virtual trendsetters’ convergence in fashion media 

outlets and how their powerful role in the blogophere is changing the industry. 

	
 “The Culture Industry,” as defined by Adorno, is constantly moving and “nothing 

remains as of old.” In fashion, trends are no longer dictated by magazines but instead by 

bloggers. They made their presence known in 2006 when they produced the first live 

commentary at Bryant Park Fashion Week. The online personalities blogged about the 

good, the bad and the ugly at each show. Their opinions were regarded just as highly as 



those from higher-ups in the fashion industry. That year, an estimated two million fashion 

and shopping-related blogs surfaced the internet, according to Technorati Inc.1 As a form 

of “grassroots convergence,” blogs now have the power to “shape media content.” 2  The 

web allows bloggers to debate, scrutinize, and challenge assumptions that would 

otherwise not be published in mainstream magazines.2 Bloggers see themselves as “truth 

tellers in a world where truth is hard to come by,” Corcoran said.3 The once, dictatorial 

state of fashion is transforming to a democratic enterprise that places equal value on the 

consumer/blogger and the designer. The millions of followers and a growing number of 

sponsorships a blogger builds is synonymous to power. More importantly, their 

relatability to the majority of everyday people can illustrate how they have retained such 

power and recognition.

	
 Unlike mainstream journalism that is “driven by ideological agendas,”2 blogging 

allows the public to question dominant ideas of what is fashionable by marketing their 

own opinions that millions can relate to, not just the select few that can afford to shop at 

Prada or Bergdorf’s. Style blogger, Andy Torres (“Style Scrapbook”) boasts nearly 

40,000 subscribed readers and 70,000 “likes” on Facebook.4 Her success is rooted in the 

public’s desire to “see fashion on real people...in clothes they can afford.” 5  The 

expanding blogger portals allow many like Torres to broadcast their daily outfits as a 

source of inspiration for, presumably the non-fashionably inclined. These bloggers post 

1 Corcoran, C.T. (2006). “The Blogs That Took Over the Tents,” in Women’s Wear Daily, p. 30.

2 Jenkins, H. “Convergence Culture.” p. 226.

3 Corcoran, C.T. p. 30

4 http://www.bloglovin.com/en/blog/238332/style-scrapbook

5 Torres, A. “The Key to Successful Blogging,” http://youtu.be/kGBQApX1c_c



photos of themselves wearing their newest coat or handbag, and linking their blogs to the 

merchant’s website creating a stream of new consumerism no longer fueled by merely 

reading the pages of Vogue. Bloggers are not only promoting themselves as a brand, but 

also the merchandise they wear, which in most cases are affordable to the majority.

	
 Grassroots convergence is becoming more important than ever, especially for 

fashion brands. A recent study by Mashable contested what online channels generate the 

most revenue for products like beauty, music and automotives. For fashion, online 

advertisements was the number one source of sales followed by brand websites and social 

networking sites, Twitter and Facebook.6 In general, more than fifty percent of consumers 

use the internet to research products and “are significantly influenced by comments in 

forums” and blogs, according to the Mashable study.  New technologies, like the blog, are 

“designed to be more responsive to consumer feedback.” 7  With blogger commentaries on 

favorite places to shop, brands begin to latch onto the fashionistas by sponsoring them 

and providing ad space to help monetize their blogs. Scott Schuman, a well-known 

“street style” photography blogger, makes an estimated $250,000 annual salary just for 

having a highly trafficked blog. Schuman’s biggest advertisers, American Apparel and 

Net-A-Porter.com, “make up a good fraction of a million dollars” for his blog, “The 

Sartorialist,” which was made into a book in 2010.8 The photographer has such a large-

scale audience that brands like American Apparel endorse his blog in a magazine budget 

size, not an internet budget like most others.8 
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 Aside from advertisements, bloggers are being hired for campaigns, editorials, 

and making personal appearances to attract their readership as potential consumers for the 

sponsors. Mango, the fashion retailer, named Torres their first ever “It Girl” in May 2011, 

functioning as a walking advertisement for the brand. Similarly, in 2009 Tavi Gevinson 

became a muse for Kate and Laura Mulleavy of Rodarte’s collection for Target, attracting 

her readers to buy the affordable clothes and dress like the fashionable tyke. Gevinson’s 

blog, which she started as an eleven year-old, welcomes about 35,000 visitors daily into 

the thoughts of a high school freshman with an affinity for the 1990s and the Japanese 

fashion label, Commes des Garçons.9 Her unique voice and musings led her to post guest 

blogs for Jezebel.com and Hulu, write columns in Harpers Bazaar, and speak at the L2 

Generation Next Forum in New York.10 The increasing circulation of blogs, with about 

70,000 created daily, is shaping the protocol media and the need to generate more content 

than ever before.11 Consumers have the power to “appropriate and recirculate media 

content,” and in terms of blogging the possibilities are endless.12 

	
 In response to Gevinson’s blogger fame that led her to the front row, Anne Slowey 

(who is said to have spent “decades climbing the editorial ladder to a senior position at 

Elle magazine”) dismissed the teen’s writing as being “a bit gimmicky,” she said in an 

interview.13 Instantly, her words were contrived as an example of the denial old media 

have on new, “when one leapfrogs ahead of the other,” Wilson said. Just as the demand of 
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10 http://vimeo.com/12085169
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13 Wilson, E. (2009) “Bloggers Crash Fashion’s Front Row” in The New York Times, http://nyti.ms/rLtJrW



print books is being trumped by their digital accessibility, the blog is functioning as the 

“mutability of artifact,” increasing connectivity among readers from print to digital.14 

While one issue of Vogue is released once a month, one blog post is spewed at least every 

24 hours. To quote Mod, “time itself becomes an active ingredient in authorship,” where 

there is never a finished product; the blog is always developing.15 Avid bloggers continue 

to post their stories and engage with their readers, building community and conversation 

that “begins immediately in the pre-artifact system.”16 While tangible media for 

fashionistas is still highly valued, the blogger has an advantage in gaining fast and 

accessible readership. This is only the beginning for bloggers and they will continue 

exercising their power as long as the need for marketable names and consumption exists.
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