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WHO 
BLOGS?

By

PERFECT STRANGERS:
They have the power to
send stock prices
plummeting and
influence the buying
decisions of millions.
Consumers count them
as more credible than
your advertising and 
e-mail marketing.But
odds are you have no
idea who they are.It’s
time to get introduced:
Marketers,meet the
bloggers.

According to the ongoing Blog
Reader Project, launched in April by
Blogads—whose own readers, by the
way, are older than 35 (65%), never
attend church (63%), have a Mac
(55%) and leave comments on blogs
(76%) … 

america is going to the blogs.
Every year millions of people

create blogs, and even more check
in daily to read them. There are
about 15 million active blogs read
by 57 million people, a number
that gives bloggers great credibili-
ty,power and influence as sources
of information for everything
from news to corporate reputa-
tions to product purchasing.

“This is simply not a passing
fad that can be ignored,” said
Michael Gartenberg, analyst
with Jupiter Research.

For instance:A few weeks ago,
the well-respected tech blog En-
gadget published reports that Ap-
ple’s iPhone and Leopard operat-
ing system would be seriously
delayed. Apple’s stock price took
an immediate dive,dropping some
$4 billion in market capitalization
before it was discovered that the
information came from a fake
leaked memo. Apple was not
amused,although its stock did lev-
el out by the end of that same day.

One of the big reasons blogs
have such impact is their credibili-
ty among readers. In a February
poll from We Media and Zogby
Interactive, 72% of adults said
they were dissatisfied with the
quality of American journalism
today.Another 55% said bloggers
are important to the future of
American journalism, and 74%
said citizen journalism will play a
vital role,according to the poll.

Consumers are also taking
bloggers’ word before they buy.A
late 2006 Ipsos MORI survey
found that blogs were a more
trusted source of information than
advertising or e-mail marketing.
One-third of respondents said
they had decided not to buy a prod-
uct after reading a negative blog
post,while 52% were persuaded to
buy after reading a positive review.

With that in mind, we tapped
several resources to come up with
a demographic profile for the blo-
gosphere. Read on to find out
who’s blogging.

Teenagers are much more likely
than adults to have blogsand read
other people’s blogs. More than 4
million teens in the U.S., or …

19%
of kids ages 12 to
17, have created
blogs, and …

A separate Pew study found that …

38%
read them,
according to the
Pew Internet 
& American 
Life Project. 

Older girls led teen blogging:

25%
of 15-to-17-year-
old girls online
reported they
have blogs,
compared with …

15%
of their male
counterparts. 

Yet blogging is not theonly way
teens express themselves online. The
same study found that a whopping …

57%
of teens have
created content
for the internet. 

54%
of bloggers are
younger than 30.

30%
are 30 to 50.

14%
are 50 to 64.

2%
are older 
than 65.

(By comparison, 45% of all internet
users are 30 to 49, 24% are 50 to 64
and 7% are older than 65.)

The majority of bloggers come
from four countries: the U.K.,
Germany, Japan and the U.S.,
according to Continental Research
and Knots Research’s International
Convergence 2007 Report. Japan
leads these technologically innovative
and sophisticated countries, with
28% of early adopters creating blogs. 

19%
of early adopters
across all four
countries blog.

Bloggers who participate in the
survey project can craft their own
demographic surveys and find out
about their own readers while
contributing to the overall project.
More than 600 bloggers have joined.

59%
of blog readers
floss their teeth
daily.

44%
prefer dogs 
over cats 
(21%).

37%
most likely
began reading
blogs in 2005 or
2006.

Bloggers are more racially diverse
than the general online population,
according to Pew research. 

It’s still a man’s world out there in
the blogosphere. Women’s blogging
networks such as Blogher.org count
more than 9,000 member blogs run by
women (and a few men) writing on
women’s issues. And women account
for roughly half of all bloggers. However,
much like in the corporate world, only a
handful of the most-read blogs are run
by women. In Technorati’s list of the top
20 blogs, only three are noticeably
written by women—Arianna Huffington,
Michelle Malkin and Kathy Sierra. 

60%
are white, vs.
74% of all
internet users. 

11%
are black.

19%
are English-
speaking
Hispanic. 

6%
identified as
another race.

While you might think many
bloggers are hoping to be the next
millionaire on the blogging block, the
majority make middle-income wages
from a “real job” separate from
blogging. Pew Internet research found
that 85% of bloggers said they don’t
do it for money—and 52% said they do
it just to express themselves creatively.
The most common way for bloggers to
make money is taking ads from Google
AdSense; however, with the low traffic
levels typical of most blogs, even
several hundred visitors a day would
generate less than a few dollars a day.
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