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Abstract 
 
This paper describes the results of an investigation into the differences and similarities between the blogging 
techniques of UK and US bloggers undertaken in the winter and spring of 2006-7 and funded by the UK Arts 
and Humanities Research Council. Blogging started in the US, while British bloggers are relative latecomers to 
the blogosphere. How has this late arrival impacted on the ways in which Britons blog in comparison to US 
bloggers? A survey was administered to 60 UK and 60 US bloggers and data was also collected directly from 
their blogs and by means of online tools. A blog was also set up in order to discuss the findings of the research 
within the blogosphere. Since blogging started in the US, the majority of research into blogging so far has 
focused on the US and it is suggested that this focus has resulted in all bloggers being defined through the US 
experience. The findings of this project suggest that bloggers outside the US may have different approaches to 
blogging and find different satisfactions. It also suggests a new financial motivation for blogging, which had not 
previously been identified, and which may be an indication of the way in which the blogosphere is evolving.  
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1 Introduction 
 
This paper reports on the first attempt to compare and contrast the blogging practices of US and UK bloggers. 
While there is a growing body of academic research into this new form of computer-mediated communication, 
the vast majority of such research has so far focused on North American bloggers. Blogging started in the US 
while British bloggers are relative latecomers to the blogosphere. The paper asks how this later arrival has 
impacted on the ways in which Britons blog in comparison to US bloggers. 
 
Blogging has joined e-mail and home pages as a mass use of the internet. Blogs are usually defined, following 
Blood as ‘frequently updated, reverse-chronological entries on a single webpage’.[1] The original blogs were 
filter-type web pages, directing the reader to other blogs and websites on the Internet and offering commentary 
and often the opportunity for readers’ discussion. Blogging took off as a publishing platform, at first mainly in 
the US and predominantly amongst students or recent graduates (see Schiano et al [2]; Herring et al [3]). The 
expansion of the blogosphere that we see today, when the blog-tracking website Technorati claims to be tracking 
over 70 million blogs, occurred after the introduction of cheap and easy-to-use build-your-own-blog software 
such as Blogger, Pitas and Groksoup in 1999. Unlike early bloggers, who needed advanced programming skills 
to construct their blogs, it is now possible for anyone with access to the Internet to set up their own weblog. 
Filter blogs have been joined by so-called ‘journal’ blogs, which tend to have fewer links, fewer readers and are 
more like online, public diaries. However, both types of blog conform to the pattern of frequently updated posts 
arranged in a chronological order, the majority offering the opportunity for readers to post comments. The ability 
to simply publish a weblog online is ever increasing with community websites such as MySpace adding blogging 
to their services. 
 
Although the first blogs did not appear until 1997, there has been a remarkably swift growth in academic 
research into this new form of computer-mediated communication. Early research focused on the categorisation 
of blogs or bloggers. For example, Krishnamurthy proposed the classification of blogs into four basic types 
along two dimensions: personal versus topical and individual versus community.[4] Another focus for scholarly 
research has been the on-going debate about the role of blogging as a form of journalism (for examples of the 
research on this topic see Singer; Matheson; Kahn and Kellner; Wall; Pedersen and Chivers)[5]. At the other end 
of the blogosphere, research teams lead by Herring, Schiano and Nardi have investigated journal bloggers, and in 
particular pointed out that, despite the media’s focus on blogs written by white, educated, US males, over 50% of 
journal blogs are actually written by women and young people.[6] Other research has investigated the dynamics 
of different communities of bloggers; for example, Huffaker and Calvert have surveyed teenage bloggers[7] while 
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Mortensen and Walker discussed the way in which academics can use blogs as a research tool.[8] As Thelwall 
points out, ‘It is difficult to summarise the findings of the extremely diverse body of blog research except by 
pointing to the wide variety of uses of blogs and the fact that blogs do sometimes create genuine online 
communities’.[9] One thing that does immediately stand out when reading through early research into blogging is 
the focus on North American bloggers. There has been a very limited amount of research into the second wave 
of blogging that occurred outside the US, although this is now being addressed, for example, Trammell et al’s 
recent examination of the state of the Polish blogosphere, Tricas-Garcia & Merelo-Guervos’ work on the 
Spanish blogosphere and Abold’s discussion of the use of blogs in the 2005 German election campaign.[10] There 
has been a limited amount of research into the UK blogosphere. Discussion of gender issues within the UK 
blogosphere has been undertaken by Pedersen & Macafee while Auty has investigated the blogs of UK 
politicians and Thelwall undertook a descriptive analysis of blog postings around the London bomb attacks of 
July 2005.[11]  
 
2 Methodology 
 
Following a pilot stage of the project, a survey was administered to 60 UK and 60 US bloggers. The bloggers 
were selected randomly through two blog directories: Britblog and Globe of Blogs. Both directories offered the 
possibility of selecting blogs by state or county and so it was possible to ensure that all regions of the UK and 
US was covered by the survey. The survey was distributed to equal amounts of male and female bloggers. The 
criteria for selection were that the blogger had to have posted on their blog within a month of the start of the 
selection process, that the blog was written in English, that the blogger was resident in either the UK or the US 
and was over the age of 18. Teenage blogging is acknowledged by most researchers to be a very different type of 
computer-mediated communication from that of adult bloggers, associated generally with use of community sites 
such as Bebo and MySpace, and therefore it was decided to focus only on bloggers over the age of 18, which 
also avoided many ethical issues. Data was also collected directly from the survey respondents’ blogs and by 
means of online tools (Technorati, The Truth Laid Bear and SurfWax). Areas investigated included average time 
spent blogging and when that blogging occurs; the promotion of blogs; attitudes to blogging and issues of 
privacy and openness related to the use of photographs and other personal material. A measure of success was 
devised (based on traffic, links and directory rankings). In addition, a blog related to the research was 
established. This gave the researcher first-hand experience of the challenges of blogging and also offered the 
opportunity for further data collection since the surveyed bloggers were invited to comment on the research as it 
was ongoing, an opportunity which they took up with enthusiasm.  
 
3 Results 
 
Demographics 
It has already been stated that efforts were made to send the survey to an equal number of men and women. In 
the final analysis, the respondents were as follows: 32 UK males, 30 UK females, 32 US males and 28 US 
females. It should be noted that, during the period of research, two of the UK females actually moved to North 
America. Out of this random group, one of the UK women identified herself as a lesbian, one of the US males as 
gay and one of the UK men as a transvestite. 
 
Age ranged from 18 to 73. 40% of the UK respondents were under 30, in comparison to 26% of the US 
respondents. 4% of UK respondents were over 56, with the US figure being 18%. Thus, for this random sample, 
the US bloggers were on average older than the UK bloggers. Differences between the two countries were also 
found in terms of educational attainment, with US respondents having achieved higher educational attainment. 
47% of US respondents were educated to bachelors degree level, compared to 32% of the UK respondents, and 
35% of US respondents held a postgraduate degree, in comparison to 18% of UK respondents. 28% of the UK 
respondents reported that their highest level of educational attainment was as a school leaver compared to only 
10% of US respondents. To a certain extent, this must be linked to the youth of the UK respondents, although it 
should be noted that 11 UK respondents were currently undertaking education compared to 13 US respondents.  
 
Previous studies into the blogosphere have characterised bloggers as usually educated to graduate level or 
beyond. However, these studies were based in the US and investigated the first wave of bloggers. Some of these 
studies even focused on university bloggers through their selection of survey participants. It may be, therefore, 
that the second wave of blogging outside the US is attracting a different type of person to the blogosphere. Is 
blogging in the UK more associated with youth culture? 
 
As far as employment is concerned, 105 of the survey respondents stated that they were employed, with most of 
those not employed being either retired or looking after dependents in the home. The number of those employed 
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on a part-time basis was evenly split across the two countries. It should be noted that the number of women 
working part time was much greater than the number of men in part-time employment: 40% (21 out of 52 
women who stated that they were employed) in comparison to 11% of all employed men (6 out of 53). As will 
be seen later, this may be related to the higher number of women who were attempting to gain financial reward 
from their blogging. 
 
Blogging practices 
Respondents were asked where they did the majority of their blogging. Only 14% of all respondents indicated 
that they blogged at a workplace outside the house while 43% blogged at home. Interestingly, another 30% 
stated that they blogged at home, which was also their place of employment. It is possibly not surprising that few 
bloggers choose to blog at a workplace outside their home considering the number of high-profile cases of 
bloggers being sacked or reprimanded for blogging at or about their place of employment. However, it is 
noteworthy that such a high number of respondents worked at home, either fully or partially, and blogged from 
there. When this was discussed on the blog set up in association with the research, several bloggers suggested 
that it was only because they worked at home that they had the time to blog:  
 

Speaking as a blogger who works from home, I sometimes wonder how a person who 
doesn’t work from home would find significant time to blog. I have the luxury of an extra 
couple of hours which would otherwise be used as commute time to compose my thoughts, 
and blog. I also have intervals during the day where I can break from my client projects to 
respond to reader comments. 

 
A respondent to the survey agreed that blogging was easier because she worked as a freelance: ‘I am self-
employed so sometimes it [blogging] will be immediately after something happens in work’ although another 
confessed that easy access to the Internet brought its own problems: ‘Being self-employed I can almost do as I 
please (as long as I get the work done) and there have been times in the past when I’ve been obsessed with 
blogging and work would suffer as result.’ 
 
Thus respondents were more likely to blog at home than outside the home. This finding is also related to when 
they blogged, with the most popular choices being evenings and breaks in the day. US bloggers were somewhat 
more inclined to blog in the mornings before they went to work, with 35% of US respondents admitting to this in 
comparison with 17% of UK bloggers. Again, this was discussed on the blog with one US blogger suggesting: 
‘Americans are familiar with a fast-paced, over-time-heavy schedule, which means that getting up in the 
morning to blog is a convenient way to blog each day but still get to work and/or started on the home-based work 
before the 8am rush.’ A report in The Guardian of 29 November 2006 of a survey conducted by the European 
Interactive Advertising Association also supports the finding that Europeans access the Internet later in the day: 

 
The survey also looked at when people access the internet. From 6am to 10am the majority 
of European internet users prefer to listen to the radio or read a paper. But that picture 
inverts dramatically as the day wears on. From 5.30pm to 9pm, three-quarters of web 
users are watching TV but almost as many are accessing the internet.[12] 
 

68% of all respondents admitted blogging for up to 5 hours a week, with another 18% blogging for between 5 
and 10 hours a week. One or two respondents were blogging for up to 35 hours a week, although it should be 
noted that some respondents were what might be called professional bloggers, either setting up blogs for others 
or using their blogs as part of newspaper columns. A surprising 52 respondents, spread evenly across the 
countries, admitted to writing more than one blog. The reason usually given for this was to focus on different 
subjects, although some bloggers kept one blog private, accessible only through the use of a password, while the 
other was public access. For example, one female blogger kept a blog about her pregnancy private while publicly 
blogging about food and cooking.  
 
Content of blogs 
The respondents’ blogs were analysed for content. Unfortunately, only 112 of the blogs were able to be analysed 
in this way because during the eight-month period of research eight of the blogs were abandoned and removed 
from the Web. On the basis of the last ten postings made on the blog they were placed in one of the following 
categories: personal, creative work, criticism, politics and opinion, IT, business and work, religion, chance 
discoveries and food. It should be noted that it was sometimes difficult to distinguish between the IT and 
business and work categories since those who blogged about IT were usually also working in IT. Therefore the 
IT category should be seen as a subset of the business and work category.  
 



364 Pedersen, Sarah 

Proceedings ELPUB2007 Conference on Electronic Publishing – Vienna, Austria – June 2007 

51 out of the 112 blogs (46%) were categorised as ‘personal’. It should be noted that far more female blogs were 
categorised as personal than male blogs (15 men and 36 women) and, in particular, only four US male blogs 
were categorised as personal. In contrast, five male blogs were characterised as being about religion, but none of 
the female blogs. 12 male blogs were characterised as opinion and politics, but only three female blogs. If work 
and business and IT are seen as one category, 21 blogs are found here: 5 of these were female blogs and the other 
16 were male. 3 blogs (all female) were characterised as being about food. 
 
Blog promotion 
Success in the blogosphere is linked to popularity. The more links to a blog, the greater its success rating. 
Although it must be conceded that not all bloggers are interested in the type of success that comes with 
membership of the ‘A list’ (Technorati’s list of the 100 most linked blogs), the survey did investigate how far 
bloggers promoted their blogs to other bloggers in order to encourage a higher readership and more incoming 
links. As far as promotion of their blog was concerned, the most popular methods used by respondents were to 
submit their blog to a blog directory or blog search engine (97 respondents) or to post on other blogs (66 
respondents). Male US respondents were the most likely to submit an RSS feed to a blog directory or search 
engine, rather than merely submitting their URL, which perhaps suggests a higher level of technical ability in 
blogging. 
 
A form of promotion particularly popular amongst the UK bloggers was blogrings. Blogrings connect a circle of 
blogs with a common theme or purpose. A link to the blogring is displayed on a blog and clicking on that link 
takes the reader to the blogrings page, where the other members of the blogring are listed. Alternatively, clicking 
on the link takes the reader directly to the next blog in the ring. UK respondents were more likely to state that 
they used blogrings to promote their blog. 26 UK respondents (11 men and 14 women) admitted to using 
blogrings in comparison to 15 US respondents, only five of whom were male. Analysis of respondents’ blogs 
showed a large selection of blogrings with few being named by more than one or two bloggers. The more 
popular blogrings were either those which linked bloggers of the same sex, such as ‘Blogs by Women’ or 
‘Crazy/Hip Blog Mamas’, or those which linked geographically similar bloggers. 24 bloggers linked to blogrings 
related to location, such as ‘Blogging Brits’, ‘Scots Bloggers’ or ‘Expat Bloggers’. Male bloggers were more 
likely to belong to a blogring which promoted an interest or hobby, such as blogrings for birdwatchers, 
Methodists or transvestites, which reflects the male bloggers’ preference for issue-based blogging, while female 
bloggers were more likely to belong to blogrings that celebrated their femininity (16 female bloggers belonged to 
female-only blogrings), which again reflects the female proclivity for more journal blogging with a focus on 
themselves. 
 
Survey respondents were asked their opinion of membership of blogrings. While most acknowledged that they 
could provide more traffic, in terms of readers, to a blog, the opinion of many was that they were not worth 
joining any more, having been replaced in usefulness by blog directories. One respondent commented: ‘I think 
blog rings can be a little random. I’d rather have a focused directory that points specifically to my site’. Others 
were concerned that it would be assumed that they would have identical opinions with others in the blogring. 
Several respondents explained that they had joined blogrings at the start of their blogging, but would not join any 
more now. The relative popularity of blogrings amongst the British bloggers – and the high number of blogrings 
related to the UK or regions of the country – is noteworthy in comparison with the lower interest from US 
bloggers, in particularly US male bloggers, and may point to a desire to mark themselves out as different, or a 
need to group together, in the face of the much more numerous US bloggers. 
 
Concerns about privacy 
56 respondents – just under half – had concerns about privacy. These were divided equally between the two 
countries. Privacy concerns tended to be about two areas of the bloggers’ lives: their family and their work. 
Respondents reported that they tried not to mention their family on their blog or to make their address 
identifiable. Those that worried about colleagues or management at work identifying them, which might lead to 
trouble at work, also mentioned the worry that potential future employers might search for them online in order 
to assess their suitability for employment. 
 
Are bloggers identifiable through the information they give on their blog? US female respondents were the least 
likely to state their full name on their blog, with only 14% of surveyed blogs giving this information in 
comparison to the rest of the surveyed blogs where the figure was around 50%. On average 70% of the blogs did 
not show an identifiable photograph. However, the US males again seem slightly different to the others. 54% of 
the US male blogs analysed did show an identifiable photo. From the anecdotal evidence given in the survey 
responses it seems that bloggers are right to be concerned about being identified through photographs. Several 
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respondents told stories of being identified from the photos on their blog, including one man who was accosted 
by a complete stranger while walking through the departures lounge of an airport. 
 
Opinions on blogging 
Respondents to the survey were asked a number of questions about the way in which they perceived blogging in 
order to ascertain any differences in attitude between the two countries. Firstly, they were asked whether their 
blogging had replaced any sort of paper documentation. The most frequently reported replacement by a blog was 
a diary. 28 respondents agreed that they had replaced their diary by blogging. 17 stated that project journals had 
been replaced by a blog and 15 that a travel diary had been replaced by blogging. 
 
There were some differences between the sexes to be discerned here. 19 of those who had replaced diaries were 
women, as opposed to 9 men, whereas 10 men had replaced travel diaries in comparison to 5 women. While this 
might conform to gender stereotyping to a certain extent, it is interesting to note that 12 women stated that 
blogging had replaced project journals as opposed to only 5 men. 
 
Respondents were also asked whether they blogged mainly for their own records. Interestingly, UK female 
respondents answered this question very differently to all other respondents, with 50% declaring that they did 
blog mainly for their own records. Other respondents were far less likely to respond positively, for example only 
4 (13%) of US males agreed that they blogged mainly for their own records. 
 
Respondents were asked whether, in general, they considered blogging to be a form of publishing, journalism, 
creative writing, diary keeping or other. Overall there was uniformity in many responses, with many respondents 
selecting all four of the named choices. However, it should be noted that US males were particularly unlikely to 
see blogging as a form of diary keeping, with only 12 selecting diary keeping in comparison to 21 for UK males 
and females and 23 for US females. 
 
Respondents were asked how they saw their own blogging activity. They were asked to select as many as 
necessary from a selection of statements. It is obvious from the results that blogging is seen very much as a 
leisure activity by respondents on both sides of the pond. 74 selected ‘Leisure time activity’ and another 60 
selected ‘A welcome distraction’. The small amount of students amongst the respondents was again 
demonstrated by the low number who saw blogging as a quick break from, or an adjunct to, studying – only 7. 
Men were slightly more likely to see blogging as a quick break from work (23 to 10), and this is probably related 
to the higher numbers of male than female respondents in full-time employment. 
 
What was particularly interesting in the response to this question was the number of respondents who indicated 
another way of looking at blogging: as a form of income generation. The work of teams led by Schiano and 
Nardi on the motivations of bloggers suggests that there are five main reasons for blogging. These are: 
documenting the author’s life; providing commentary and opinions; expressing deeply felt emotions; working 
out ideas through writing; and forming and maintaining communities and forums. They note that such 
motivations for blogging are not mutually exclusive. Pedersen’s work on the motivations of women bloggers 
suggests that another motivation may be the women’s need for validation of their thoughts and actions.[13] 
However, this survey has brought a further motivation to light: that of financial reward. Among many responses 
to the question of why respondents blogged along the lines of the motivations outlined by Schiano et al was the 
introduction of a financial motive. Preliminary findings from this research have suggested that the financial 
motivation is particularly strong amongst women bloggers, who may be looking for ways in which to generate 
income as an alternative to full-time employment outside the home. Of the 31 respondents who mentioned a 
financial motivation in their written responses to the survey, 21 were women, and their responses showed very 
clearly that they were hoping that their blogging would lead to some sort of financial gain. As one female 
respondent stated: ‘I hope to eventually make enough money from my blog to support my family, I see it as the 
beginnings of an online business.’ 
 
The ways in which bloggers hoped to make money through their blogging differed. Some bloggers used their 
blog as a marketing tool for themselves or for their businesses. 24 respondents agreed that their blogging brought 
custom for their business. For example, one UK female blogger stated: ‘I started the blog as a way of promoting 
my online business, enhancing online word-of-mouth marketing for my business and developing my brand’. 
Another, who blogs about parenthood, stated that her blogging had started as a leisure activity but was now 
opening up serious work opportunities. One respondent, who worked as a children’s book illustrator, reported 
that she showcased her work and sold associated greetings cards through her blog. Another respondent, who 
described herself as a courtesan, explained that her blog helped attract suitable clients.  
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Blogging might also offer direct financial reward as a profession – one UK respondent worked as a freelance 
blogger, setting up blogs for West End shows and individual actors. An American blogger reported that her 
blogging ‘started out as a leisure time activity and has become my work. The postings on my blog are the same 
as the reviews that now appear in my syndicated column of movie reviews, which appear in various newspapers 
across the Northeast, thanks to a deal made with a company that saw the work on my blog and hired me to be 
their critic.’ Interestingly enough, her blog was one those ranked as least popular by this research (see below), 
indicating that unpopularity online by no means translates into lack of success elsewhere.  
 
Blogs can also make money through carrying advertising or requesting subscriptions. One of the most famous 
bloggers on the web is Heather B Armstrong, the author of the blog Dooce.com, who reportedly supports her 
entire family through the advertising that her blog carries. While none of the respondents to this survey 
mentioned such large financial earnings, a UK male respondent’s blog carries a section offering the possibility of 
running a banner advertisement at the top of his blog for a month with the guarantee that no other advertising 
will be accepted during this time. He charges £200 for this privilege. As well as carrying advertisements on their 
blogs, bloggers might also earn money through ‘pay-per-post’ advertising where bloggers write about certain 
products or services in their blogs in return for payment. Bloggers might even hope for income through the paper 
publication of their entire blog. Blogs which have been successfully published as books include Belle de Jour: 
Intimate Adventures of a London Call Girl or Tom Reynolds’ Blood, Sweat and Tea: Real Life Adventures in an 
inner-city ambulance (taken from his blog ‘Random Acts of Reality’). Recent press coverage in the UK has 
focused on the £70,000 book deal given to ex-Sunday Times education correspondent Judith O’Reilly for her 
blog Wife in the North. Several respondents to the survey mentioned hopes that their blogging would attract 
potential publishers: ‘I have aspirations to write a book about the food industry and I believe that writing the 
blog is a tool to (1) exercise my writing muscles and developing a voice; (2) distinguishing or creating a unique 
vice; (3) offer me opportunities for credibility and to be viewed as a subject matter expert.’ In fact, one male 
respondent from the UK reported that his blogging had helped clinch a book publishing contract for a book on 
his subject specialism. 
 
In contrast, a few respondents reported that blogging had actually lost them money. One US male felt that the 
strongly held views of the government policy he discussed on his blog had lead to loss of work from the defence 
industry. He also considered that blogging was a threat to his career as a journalist: ‘Sadly I feel my work 
abilities (writer, reporter, photojournalist) are going to go the way of the dinosaur. Note the rise in cheap digital 
stock imagery, blogging, "citizen" journalist submissions to network and cable TV, websites, publications, etc. 
(all for free, mind you).’ 
 
There were some differences between UK and US bloggers when discussing the gains – financial or otherwise – 
to be found in blogging. US bloggers were far more willing to acknowledge that they found blogging ‘useful’. 31 
US bloggers stated that they found blogging useful because it widenened the audience for their intellectual work, 
in comparison with 14 UK respondents, and 44 US respondents felt that it widened the audience for their 
creative work, in comparison with 26 respondents. UK respondents were far more likely to respond that blogging 
had no use. One stated: ‘It’s not the pretentious thing you seem to think it is. It’s sharing. It’s putting yourself out 
there. Not for recognition or to “help” people, although that might happen on occasion. It’s not there for me to 
make people like or respect me. It’s just me, warts and all. No other agenda.’ 
 
Blogrolls 
A blogroll is a collection of links to other blogs and is seen as a list of recommended reading. The majority (82) 
of the blogs surveyed for this project offered their readers access to a blogroll, although interestingly more than 
82 survey respondents answered the questions about their blogroll. Respondents were asked what they had in 
common with the contacts on their blogroll. The most popular choice here was ‘Interests’ (92 respondents). 59 
respondents, just under half, also chose ‘A sense of humour’. The least popular choice was ‘Economic or 
domestic circumstances’, with only 8 respondents. Interestingly, bearing in mind the popularity of blogrings 
which linked bloggers located in the same geographic region, ‘Part of the world’ was also an unpopular choice 
with only 19 respondents. Bearing this in mind, an analysis of the blogrolls of all respondents was undertaken in 
order to ascertain how willing bloggers were to link to blogs from outside their own country.  
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Figure 1: Percentage of blogrolls containing links to foreign blogs 

 
Of the 47 US blogs which carried a blogroll, 31 (66%) had less than 20% of their blogroll links to blogs from 
outside the US. 15 of these bloggers had no links at all to blogs from outside the US. The male blogger with the 
most links to outside the US was actually a German expat living in the US who wrote a blog on international 
affairs and culture, primarily German. The female blogger with the most links to blogs located outside the US 
wrote a blog about the English author Jane Austen. Only three bloggers had more than 50% of links in their 
blogrolls to blogs outside the US. 

Of the UK blogs, 14 out of the 43 which featured blogrolls had less than 20% of their blogroll linked to 
blogs from outside the UK. Of these, 7 had no links to any blogs located outside the UK. 14 bloggers had more 
than 50% of their links to blogs outside the UK. It is not that surprising that UK bloggers link more to blogs 
outside the UK since there ARE more blogs outside the UK. Riley estimated in July 2005 that there were 2.5 
million British bloggers, compared to up to 30 million US bloggers, although there are difficulties in 
enumerating specifically British blogs, because of what Riley calls ‘the Anglosphere problem’, i.e. the existence 
of a common body of service providers and readership across the English-speaking internet.[14] However, the 
limited amount of linking that the average US blogger does to blogs outside the US should be noted.  

While bloggers might prefer to link to other bloggers in their own country, there was less evidence that 
they preferred to link to bloggers within their own state or town. 64% of all bloggers had less than 10% of their 
blogroll devoted to links to others in their area. Only 8% had more than 50% of the links in their blogroll 
devoted to local bloggers. However, all four of the bloggers whose links were 100% local were from the United 
States and only two UK bloggers had more than 50% of their webroll devoted to local links. 
 
Ranking in terms of popularity 
Using data gathered from the blog-monitoring sites Technorati and The Truth Laid Bear and information 
concerning the number of links made to a blog’s front page from Surfwax, the 120 survey respondents’ blogs 
were ranked in terms of popularity. The Truth Laid Bear (http://truthlaidbear.com/) and Technorati 
(http://www.technorati.com) are websites that use links from other blogs as the measure of the relative worth of a 
blog. Surfwax is a metasearch engine whose Site Snaps function offers a quick abstract of any web page, 
including the number of links made to that page. Since popularity, as demonstrated by number of links, is used 
as the main criteria for success in the blogosphere, the surveyed blogs were ranked using the data collected and 
in the top and bottom twenty in the listing were analysed to discover common characteristics. 
 
The top 20 blogs were as follows: 12 US respondents (10 males and 2 females) and 8 UK respondents (4 males 
and 4 females). The bottom 20 blogs were 8 US respondents (1 male and 7 female) and 12 UK respondents (6 
male and 6 female). What is suggested by this exercise is that the survey’s US male respondents are on average 
more successful in the blogosphere than the other three groups. This finding corresponds to the general tenor of 
research findings about gender in blogging. (For references to the extensive online debate, see Pollard; Ratcliff; 
Garfunkel [15]). Ratcliff has recently produced evidence that men’s postings receive more comments than 
women’s.[16] Meanwhile, Henning suggests that women’s blogs make up only 15% of all blogrolls [17]. It has also 
been claimed, in the North American context, that a greater amount of attention is given in the media to male 
bloggers (Herring et al[18]).  
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Surfwax data was also used to investigate the bloggers in terms of number of links, number of images used and 
number of words used in their blogs. In terms of number of links, again the US males dominated with six in the 
top ten. They included a birding enthusiast, an evangelical Christian, an expert in global current affairs, the 
expert in German culture and an expert in betting on American football. The two UK males included another 
Christian, this time a minister, and a blogger with a long blogroll relating to mental illness. The female bloggers 
were both promoting their businesses through the Internet, one as a children’s book illustrator and the other as a 
sex therapist. If we are therefore seeing a high number of links in the blog as evidence of success, again we have 
more successful American male bloggers, but it is also obvious that bloggers who focus on one particular 
subject, which may or may not be a career or source of income for them, are the most active in terms of links. 
Out of the ten most successful bloggers, five were blogging about some aspect of their career. 
 
In terms of the number of images used on the blogs, the top ten bloggers included seven US males, two UK 
females and one US female. Four of the top bloggers here were also in the top links list above: the birding 
expert, the international affairs expert (who writes for a variety of magazines and journals on the subject), the 
evangelical Christian and another blogger whose blog focuses on funny and strange things to be found on the 
Internet. One UK female blogger uses her blog as part of her online shop which sells objects for the home and 
therefore illustrations and photos are very necessary. It appears that US bloggers are happier to use photos on 
their blogs than UK bloggers. 
 
The top ten blogs with the most amount of words were those belonging to six US males, two UK males and one 
US female and one UK female. Again the blogs with the most words are dominated by those with a theme or 
focus. Of the two female bloggers, one discussed right-wing politics while the other reviewed crime novels. One 
of the two UK males wrote about military affairs, having been a soldier, while the other was a policeman writing 
anonymously about policing in the UK. Of the five US males, two were religious bloggers, one wrote about 
international affairs, one was the expert on the subject of American sports and betting, one was a solider writing 
about military affairs and one was the German expat blogging about international culture. 
 
As can be ascertained from the above descriptions, many of the bloggers who were in the top ten for amount of 
words were also in the top ten blogs for either use of images and links. The two bloggers who were in the top ten 
for everything were a young, evangelical Christian male (US) and a blogger who wrote about international 
politics, with an emphasis on technology (US male). Bloggers in the top ten for at least two out of three: were the 
US male birding enthusiast; the German expat living in the US and writing about cultural issues; the group blog 
on American sports and betting (US male); a US male minister writing from a Christian viewpoint. Thus all the 
particular dominant bloggers in the survey, according to Surfwax data, were US males. 
 
4 Conclusions 
 
This project set out to compare and contrast the blogging techniques of UK and US bloggers. However, what it 
has discovered is noticeable differences between US males and the rest of the blogosphere. The US male 
bloggers surveyed dominated the rankings as far as links, use of images, amount of words and overall popularity 
(as defined by Technorati and The Truth Laid Bear) are concerned. The content of the US male blogs was also 
more likely to focus on an interest, business or hobby and less likely to be categorised as personal. They were 
least likely to write a blog purely for their own records or to see blogging as a form of diary keeping. In other 
words, US male bloggers were less likely to write ‘journal’ blogs, which confirms the findings of Herring et al in 
their analysis of such blogs. In terms of the debate about the dominance of male bloggers in the US blogosphere, 
it has been suggested that men are more likely to blog about external events, rather than personal ones, and are 
therefore more likely to be found by prospective readers when using a search engine and thus more likely to be 
linked to, raising their popularity ranking. The US male bloggers also seemed less concerned about privacy, 
giving their full name and showing identifiable photographs of themselves more frequently. Thus the main 
finding of the project is that the dominance of male bloggers in the US, as identified by many commentators in 
the last few years, also translates into a dominance of the international, anglophone blogosphere.  
 
Some statements can be made about differences between the UK and US bloggers surveyed. The US bloggers 
were on average older than the UK bloggers and differences between the two countries were also found in terms 
of educational attainment, suggesting that the picture of bloggers as, on average, educated to graduate level 
gained from earlier US-based studies needs to be questioned by more research into the blogosphere outside the 
US. 
 
Bloggers were much more likely to blog at home than at work, although US bloggers were more likely to blog in 
the morning than UK bloggers. This finding concurs with other research into Europeans’ use of the Internet. 
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In terms of the promotion of their blog, UK respondents were more likely to use blogrings to promote their blog. 
Whilst US respondents tended to dismiss blogrings as of less use than blog directories, UK bloggers were 
happier to use them, in particular those that identified the blogger as part of the UK or its regions. Given the very 
different sizes of the US and UK blogosphere, this may well be in order for UK bloggers to identify each other 
and to maintain a sense of a UK identity against the overwhelming US group. UK bloggers were also more ready 
to make links to overseas blogs in their blogrolls, while US bloggers as a group were less ready. More US 
bloggers also had blogrolls which contained only local links. Obviously, a great part of the explanation for this is 
the size of the US blogosphere compared to the rest of the world. It will be interesting to see if this US-centric 
approach changes in the future as the blogosphere continues to expand. 
 
US bloggers were more likely to see blogging as a useful activity, attracting readers for the intellectual or 
creative work. However, an equal number of bloggers in both countries identified financial gain as a motivation 
for blogging. This was particularly true of female bloggers and can probably be linked to the higher number of 
women bloggers who worked part time. Blogging is now being seen as a viable income generator for those who 
need a flexible approach to employment.  
 
Overall, the project suggests that further research needs to be undertaken into the blogosphere outside the US. 
Since blogging started in the US, the majority of research into blogging so far has focused on the US and it is 
suggested that this focus has resulted in all bloggers being defined through the US experience. The findings of 
this project suggest that bloggers outside the US may have different approaches to blogging and find different 
satisfactions. It also suggests a new financial motivation for blogging, which had not previously been identified, 
and which may be an indication of the way in which the blogosphere is evolving. 
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