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ABSTRACT

The perception of the value of a blog positively influences the intention
to revisit a blog and adopt its ideas. Few studies have attempted to elucidate
readers’ behavior by examining the effect of trust and the involvement of
fashion on the revisiting and adoption of fashion blogs. Trust and fashion
involvement are new factors that influence the decision of young readers to
revisit fashion blogs and adopt the recommendations of bloggers. Data were
collected using an online survey distributed through the Tpaobj blog. In this
study, 363 questionnaires were conducted and completed. The results
partially support the model and hypotheses proposed in this study, and
indicate that fashion involvement affects only the intention of a reader to
revisit the blog, but not the intention to adopt its viewpoint. Furthermore, the
results reveal that trust in a blog is positively related to the likelihood of
readers revisiting a blog and adopting its viewpoint. In this paper, the
implications of the findings and suggestions for future research are discussed.
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1. INTRODUCTION

Marketing messages are less effective since the Internet has changed
many of the sources delivering information®. Consumers are exhausted by
having too many options while using the Internet for information searches.
Presently, blogs have become an essential tool for communication in
contemporary society, from seeking advice to conveying personal views on
a topic. According to a recent investigation from the Social Media Blog?,
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77% of Internet users read blogs and 74% search online for consumer
electronic reviews before buying. Nearly 150 million blogs have been
posted on the Internet, with over 27,000 new blogs created every 24 hours®.
What are the key factors influencing users’ purchase decision-making while
consulting a blog?

With the growing levels of ambition among the young to look better,
their desires are often fueled by trends in other countries and a desire to
keep up with the latest fashions. Since the late 1990s, fashion has changed
rapidly. It is estimate that $250 billion is spent on fashion (including
accessories) in the U.S. each year®. The young are no longer satisfied by the
basic functions of clothing, but now also seek out fashion knowledge.
Fashion blogs are increasingly influential, primarily because they are
updated frequently, and provide bloggers with a powerful platform for
expressing their fashion-related opinions®. As fashion leaders, bloggers have
come to recognize the importance of trend watching and keeping up with
current fashion trends®. Additionally, blog readers can access a variety of
opinions from bloggers to acquire inspiration, fashion, and beauty tips, and
even suggestions for purchase decisions’.

Much of existing research into commercial uses of blogs has focused
on understanding the impact of a blog on online shopping intentions in
general®. Unlike the general commercial industry, the unique characteristics
of the fashion industry is ‘fast fashion’. With fashion trends changing
seasonally, consumers’ demands for updated fashion information is high.
Consumers no longer rely on their past knowledge and instead want to catch
new fashion information. Fashion conscious consumers search for fashion
news on the Internet, especially thru blogs specializing in fashions. Thus, it
is necessary to investigate influential factors: advice-adoption and revisit
intention in fashion blogs. The varying degrees of fashion involvement and
trust exhibited by readers affect the frequency of visitation and the
acceptance of the bloggers’ recommendations. So far, there have only been a
few studies on the influence of fashion involvement and trust in a specific
blog on blog reader behavior and intrinsic motivation.

This study conducted an investigation of a particular fashion blogger
(i.e., Tpaobj blog) and proposed a theoretical framework to investigate the
influence of a specified fashion blog on readers in terms of revisiting and
adoption of recommendations from a blog. The Tpaobj blog was established
in May 2005 as an exchange for information on fashion trends in Japan.
Since then, more than 10 million people had visited the blog, especially
young girls in Taiwan. The blogger on this website did not accept any
payment from vendors; consequently, her independent comments attracted
blog readers who trusted her advice. Retaining readers and ensuring that
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they accept the product recommendations of the blogger have become one
of the most vital objectives of many fashion blogs.

After a literature review of blog research, this study focused on
applying the technology acceptance model (TAM) framework that included
the influences of a specific blog on readers’ behavior. Davis, Bagozzi, and
Warshaw® suggested that the intention to use technology can be predicted by
perceived usefulness (PU) and perceived ease of use (PE). In addition,
blogging is a voluntary behavior, varying from use of an IT system. When
browsing fashion blogs, readers are concerned with product function as well
as the fashionable atmosphere. Therefore, two new constructs, fashion
involvement and trust, were introduced into the model. In general, fashion
blog readers are determined to be fashion conscious, and therefore, seek
opinions from fashion blogs that they trust'®'. Overall, the findings
indicated that there were statistically significant results for trust in blog
readers’ behavior, as well as fashion involvement on re-visitation of a blog
in the extended TAM.

This paper recognized fashion blog readers as being a particular group
and explained trust and fashion involvement by integrating previous studies
in the literature. Following the conceptual framework, this paper proposes
some hypotheses in order to demonstrate the relationship between fashion
blog readers and bloggers. It also includes a research methodology that
presents findings, culminating in conclusions and practical implications,
limitations of the study, and finally suggestions for future studies.

2. LITERATURE REVIEW, HYPOTHESES, AND
RESEARCH MODEL

2.1 Theory Background

TAM has been applied in various organizational information
technology (IT) studies; however, few studies have been conducted to
explain behavior toward fashion blogs. First, apart from fashion
involvement and trust, researchers can focus on measuring perceived ease of
use (PE) and perceived usefulness (PU), which are direct predictors of
intentions?. In this study, a simplified version of the TAM, which does not
consider attitude, was created to explain blog reader behavior associated
with fashion blogs.

Blogs have gained popularity among Internet users as an easy and
useful communication tool. Poor user interfaces have caused some
resistance to the technology. Blogs with easy access and user-friendly
interfaces are conducive to usage. Most of blog readers habitually visit
blogs for information or inspiration*®. PU is based on the belief of blog
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readers that the information obtained from the blog can facilitate purchase
decisions. Furthermore, the function of a blog to assist readers in accessing
information enhances the PU of the blog. Finally, blog readers perceived the
fashion information as a necessity that will eventually enhance re-visit to the
blog. Similarly, if the blog can provide new fashion information, it will also
increase the adoption of the recommendation from readers. Therefore, the
following hypotheses were developed:

Hypothesis 1: PE is positively related to the PU of reading a blog.
Hypothesis 2a: PE is positively related to the intention to revisit a blog.
Hypothesis 2b: PE is positively related to the intention of blog adoption.
Hypothesis 3a: PU is positively related to the intention to revisit a blog.
Hypothesis 3b: PU is positively related to the intention of blog adoption.

In the TAM, the influence of PU and PE is insufficient to predict users’
intention. Trust is also a vital factor in attracting returning customers,
especially for online businesses'®. In the online community, trust is
considered a positive influential factor in a user’s decision to share
information’®. Trust plays a vital role in maintaining a successful
interpersonal relationship between bloggers and readers. Lee and Koo'
showed that consumers trust peer consumers and are likely to use
information provided by other consumers to assess products before they
make a purchase decision. Building trust and commitment in blog readers
may lead them to revisit the blog, recommend it, or prefer it over other
blogs'’. Trust reduces uncertainty and provides expectations for a
satisfactory blog experience, and thus, positively influences the behavioral
intentions of blog readers to revisit the blog and adopt its ideas. In
comparison with advertisements, bloggers’ recommendations constitute an
information channel. Consumers usually trust the recommendation from
bloggers positively just because their opinions are non-commercial®®. If blog
readers trust a fashion blog, the effect of persuasion and frequency of revisit
are increased. This evidence demonstrates that developing trust is critical for
a blog. In this study, a positive relationship between trust and the intention
of readers to revisit or adopt the ideas of a blog was assumed. Therefore, the
following hypotheses were developed:

Hypothesis 4a: Trust is positively related to the intention of blog adoption.

Hypothesis 4b: Trust is positively related to the intention of revisiting a
blog.

In addition, Agarwal and Prasad™ proposed that individual
characteristics had not been included in the original TAM as they had
significant impacts on technology acceptance and usage. Several studies
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have focused on ease of use, usefulness, trust, and other beliefs that affect
the intention to use an IT system?. In addition to trust, readers might have
different experiences with a blog based on individual interests with products
and service. The present study integrates several individual level factors,
trust and fashion involvement, as construct of the TAM.

The readers of a fashion blog are interested in the most recent fashion
information, and mostly likely interact with bloggers to keep up with trends.
Zaichknowsky?* defined involvement as a person’s perception of the
objective based on his or her inherent needs, values, and interests. Highly
involved consumers assign more time, attention, and effort to seeking
product-related information?” %. Fashion has been classified as high
involvement with a strong association with personal identity?*. Fashion
involvement could significantly affect the information-seeking behavior of
fashion blog readers. Thus, blog readers fulfill their need for information
and search for confirmation from bloggers®. The adoption of ideas
presented on a blog is influenced by the degree of involvement in fashion,
which is defined by the desire of users to align their behavior with fashion
trends. Numerous blog readers are influenced by bloggers and their
recommendations of fashion trends. Others do not follow trends or adopt
fashion tips from bloggers, but may seek advice on certain products and
accept tips and recommendations that they believe are suited to them’.
Therefore, in this study, readers who exhibited a high degree of fashion
involvement were assumed to be more likely to visit fashion blogs and share
fashion ideas than those with a low degree of fashion involvement. Fashion
leadership is a crucial consumer characteristic because of the interpersonal
influence of this factor in the consumption of apparel®.

The Tpaobj blog introduces Japanese fashion as a fashion leader in
dress design. Tpaobj is a fashion information provider and advisor for later
fashion adopters. In addition, readers with a high degree of fashion
involvement spend considerable time on Tpaobj?’. Fashion bloggers are able
to convince readers to purchase certain products by providing in-depth
information and demonstrating their expertise, thereby further promoting the
acceptance of their recommendations®. The more readers that visit the blog,
the more likely they are to accept the recommendations of a blogger. On the
other hand, Mack, Blose, and Pan?® demonstrate that the effect of the blog
postings was one type of awareness rather than persuasion. Some of the blog
readers are only interested in fashion information and make decisions by
themselves, especially prevalent among the young group. To elucidate the
finding on readers’ behavior from the previous literature, the study
examined the involvement of young female blog readers in fashion
products, and how this involvement may influence their re-visitation and
adoption of the blog’s recommendations. Therefore, the following



24 International Journal of Electronic Commerce Studies

hypotheses were formed:

Hypothesis 5a: Fashion involvement is positively related to the intention of
revisiting a blog.

Hypothesis 5b: Fashion involvement is positively related to the intention of
blog adoption.

Hypothesis 6: The intention to revisit a blog affects the intention of blog
adoption.

2.2 Research Model

Figure 1 illustrates our research model, which hypothesizes that a blog
reader’s re-visitation and adoption are determined by belief in the ease to
use, usefulness and fashion involvement of the blog and trust in the blogger.
Usefulness of a blog is influenced by ease of use of the blog. Additionally,
trustworthiness of the blogger and fashion involvement of blog readers on
blog intention is encompassed in our research model.

...................................................................................................................
.
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Figure 1. Research model

3. METHODOLOGY

3.1 Samples

This study utilized a survey research design, and the readers of
Tpaobj’s blog comprised the main participant samples for this study. Three
hundred sixty-three completed questionnaires were collected on the
Tpaobj’s blog that is a popular fashion dressing blog in Taiwan.
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Questionnaires were analyzed using structural equation modeling. Male and
female made up 20.11% and 79.89%, respectively. The data showed that
more females than males visited the fashion blog. In consideration of the
visitation rate, the percentage of frequent browsing of the blog per week was
42.98%. Most of the respondents visited the blog 6 to 10 times per week,
and they used blogs to obtain the information they needed.

3.2 Questionnaire Design

The questionnaire used for data collection contained scales to measure
the various constructs of this research model. It included respondents’
demographic characteristics and blog readers’ willingness to revisit or adopt
the blog. The questionnaire was divided into two sections. In the first
section of the questionnaire, Davis’ study was used, of which has been
validated in numerous studies. The scales were slightly modified to fulfill
the context of a blog. The questionnaire revised PE (3 items), PU (3 items),
and intention for adoption (3 items), intention to revisit 23 items) from
Bhattacherjee®, trust (3 items) from Garbarino and Johnson®, and fashion
involvement (3 items) from Mclntyre and Miller®. Respondents indicated
their agreement or disagreement with the survey instruments using a
seven-point Likert-type scale, ranging from “strongly disagree” (1) to
“strongly agree” (7). The second section of the questionnaire was
demographic information from the respondents, such as gender, and the time
spent on blog browsing on a weekly basis.

Before conducting the main survey, the wording of the scales and the
format of the questionnaires were revised. Next, to reduce possible
ambiguity in the items, a pilot test involving 50 respondents selected from
college students was administered. The results of the pilot tests showed
acceptable reliability and validity of the measurements.

3.3 Measurement Development

The measurement model was assessed by using confirmatory factor
analysis, which demonstrated excellent overall model fit indices.
Confirmatory factor analysis on all items showed a satisfactory fit with chi
square (%) of 402.94 (df =121; p < 0.001) and other fit indices: CFI = 0.96,
IF1 =0.96, NNFI =0.95, RMR = 0.044, RMSEA = 0.08.

Item reliability was assessed by examining the loading of the measures
with their respective constructs. Items with loading higher than 0.7 are
desirable. As shown in Table 1 listed below, Cronbach’s alpha values for all
constructs ranged from 0.874 (for fashion involvement) to 0.976 (for
intention to adopt), indicating the existence of reliability. Convergent
validity was assessed by the closeness of the two measures within the same
construct®. Composite reliability (CR) and average variance extracted
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(AVE) for each construct exceeded 0.5, indicating that items captured more
variance in the underlying construct than measurement error doses®. In this
study, all factor loadings for items were statistically significant with t-value
ranging from 14.86 to 25.91. Besides CR (ranging from 0.83 to 0.97) and
AVE (ranging from 0.63 to 0.92), all exceeded the acceptable value of 0.50.
This showed that the internal consistency of our model was sufficient.

Table 1. Standardized loadings and reliability

Standardized

Indicators . AVE CR Cronbach’s o
Loading
PE1 0.89 (t = 21.26) 0.75 0.90 0.895
PE2 0.88 (t = 20.62)
PE3 0.83 (t=19.00)
PU1 0.92 (t=22.61) 0.80 0.92 0.929
PU2 0.90 (t = 21.90)
PU4 0.86 (t=20.19)
TR1 0.93 (t = 23.20) 0.63 0.83 0.938
TR2 0.94(t = 23.45)
TR4 0.87 (t = 20.58)
Fl1 0.91 (t=21.58) 0.68 0.86 0.874
FI2 0.84 (t=18.91)
FI3 0.71 (t = 14.86)
RI1 1.00 (t = 25.91) 0.63 0.84 0.953
RI2 0.83 (t=19.42)
RI3 0.92 (t = 22.89)
All 0.95 (t = 24.36) 0.92 0.97 0.976
Al2 0.97 (t = 25.43)
Al3 0.96 (t = 25.00)

Note: PE = perceived ease of use on blog; PU = perceived usefulness on blog; TR =
trust in blogger; FI = fashion involvement on blog; RI = revisit intention on blog; Al =
intention to adopt blog.

As shown in Table 2 listed below, the mean value of the PE had the
highest value followed by re-visitation or adoption. PE and trust constructs
had very similar mean values. This can be interpreted as trust having a
greater influence on a reader’s re-visitation or adoption. In order to examine
the relationships between independent variables and dependent variables,
further research and hypothesis testing is needed.
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Table 2. Means, standard deviations, and correlations

Means SD PE PU TR Fl RI Al
PE 5.70 102 1 - - - - -
PU 5.38 117 0694 1 - - - -
TR 5.67 1.16 0.716 0.708 1 - - -
FI 527 1.15 0.604 0.623 0.565 1 - -
Rl 5.69 1.34 0.708 0.785 0.800 0.613 1 -
Al  5.62 1.19 0.694 0.729 0.765 0.580 0.7/0 1

Note: *p <.01; PE = perceived ease of use on blog; PU = perceived
usefulness on blog; TR = trust in blogger; FI = fashion involvement on blog;
RI = revisit intention on blog; Al = intention to adopt blog.

Discriminant validity is obtained if the measure of a construct is not
correlated with measures of other different constructs®. It is attained by
conducting a series of chi-square difference tests using measures of each
pair of constructs®® *. The important and critical advantage of the
chi-square difference test is that it allows for simultaneous pair-wise
comparisons for the constructs. If the chi-square difference test (with 1 df)
between the constrained model and the unconstrained model is significant,
which means that two constructs are viewed as different, then discriminant
validity is manifested. The constrained model is obtained by setting the
correlation between two constructs to 1, but allowing other constructs to
co-vary. By calculating the Bonferroni method under overall 0.01 levels, the
critical values of the chi-square test were x2(1, 0.01/15) = 11.58**%" . Since
all the chi-square differences for every two constructs exceeded 40.24, as
shown in Table 3, discriminant validity was successfully achieved.

4. RESULTS

4.1 Assessment of the Effects of Common Method Variance

Because all the measures were self-reported by the same respondents,
there is a potential problem for the occurrence of common method variance
(CMV). Thus, we used Harmon’s one-factor test to assess the possibility of
common method variance. All items were analyzed in principal component
factor analysis with varimax rotation. If common method variance exists,
then all items will be found in a single general factor, which accounted for
over 50% of the variance. In this study, the first emerging factor accounted
for 16.685% of the variance, and all six factors together accounted for
85.774% of the variance. As a result, there is no single factor emerging from
the factor analysis, suggesting that there is little chance of the possibility of
common method bias.
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Table 3. Chi-square difference tests

Construct Unconstrained  y*(121)= 402.94
Pair Constrained  y*(122) ¥°(1) difference
(PE, PU) 764.94 362
(PE, TR) 713.22 310.28
(PE, FI) 714.52 311.58
(PE, RI) 802.05 399.11
(PE, Al) 760.22 357.28
(PU, TR) 918.48 515.54
(PU, FI) 732.40 329.46
(PU, RI) 966.51 563.57
(PU, Al) 886.86 483.92
(TR, FI) 725.43 322.49
(TR, RI) 807.85 404.91
(TR, Al) 884.56 481.62
(FI, RI) 740.96 338.02
(F1, Al) 727.99 325.05
(RI, Al) 1275.81 872.87

Note: *Significant at the .05 overall significance level; **Significant at
the .01 overall significance; PE = perceived ease of use on blog; PU =
perceived usefulness on blog; TR = trust in blogger; FI = fashion involvement on
blog; RI = revisit intention on blog; Al = intention to adopt blog.

4.2 Hypothesis Testing

LISREL 8.54 software was used to assess the measurements and
structural models. The proposed model demonstrated acceptable goodness
of fit (%/df = 442.95/123 = 3.60; confidence interval = 0.96, IFI = 0.96,
NNFI = 0.95, GFI = 0.88, RMR = 0.09, root mean square error of
approximation = 0.08). Table 4 and Figure 2 present the results of the
structural model with the standardized path coefficients between the
constructs. The hypothesized paths derived from PE, PU, fashion
involvement, and trust were considered significant in the structural equation
model used for predicting the intention to revisit or adopt the blog’s
recommendations. PU (path coefficients of 0.8, t = 16.31, p < .001) was
significantly influenced by PE, and the re-visitation of the blog was
significantly affected by trust (path coefficients of 0.45, t = 5.51, p < .001),
fashion involvement (path coefficients of 0.20, t = 4.03, p < .001), and PU
(path coefficients of 0.32, t = 5.29, p < .001). Adoption of the blog was
significantly influenced by trust (path coefficients of 0.43, t = 5.17, p
<.001) and PU (path coefficients of 0.27, t = 4.08, p < .001). The analysis
results supported H;: the PE positively affects PU. However, H, (PE) that
affects the re-visitation or adoption of the fashion blog was not supported by
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the data. Hsp, and Hg after a t test was conducted for the path coefficients
were not supported. Nevertheless, Hs, Hs, and Hs, were supported. PE had
an indirect effect through the mediation of PU. These results indicated that
PU and trust affected re-visitation and blog adoption directly. Fashion
involvement affected only the re-visitation of the blog.

Table 4. Path coefficients and t -values

Standardized

Hypothesis Coefficient t Value
H; (PE—PU) 0.80 16.31***
H,,(PE—RI) 0.05 0.5
Hap (PE—AL) 0.11 1.13
Hsza(PU—RI) 0.32 5.29***
Hsp(PU—ALI) 0.27 4,08***
H4a(TR—RI) 0.40 5.51***
Ha(TR—ALI) 0.43 5.17%**
Hsa(FI—RI) 0.20 4,03***
Hsp(FI—AL) 0.04 0.85
He(RI—Al) 0.09 1.46

Notes: *p < .05; **p < .01; ***p < .001.

...................................................................................................................

Perceived 0.05
Ease of Use _0__80:**_ __________
Perceived
:
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Notes: * p <0.05; ** p < 0.01; ***p < 0.001

Figure 2. Results of the proposed model
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5. DISCUSSION

In this paper, we proposed an extended TAM integrated with two
factors (i.e., trust and fashion involvement) to better investigate fashion
blogs. The focal point was a consideration of the intention of fashion blog
readers to revisit a blog and adopt blogger recommendations. The results
demonstrated that most paths of the proposed model (six out of ten) were
supported.

The empirical results indicate that PE increases the PU of a fashion
blog. This substantiates the claim that the majority of blog readers in
Taiwan are motivated to read a blog because exchanging and acquiring
information is easy when using blogs®. However, PE does not directly affect
blog re-visitation or the adoption of ideas within. The results of this study
were in accordance with the David research on PE, and did not support the
relationship between ease of use and usage®. This is because PE affects
acceptance through PU*. This study demonstrated that providing useful
information to readers is vital for bloggers because it attracts future visitors
to the blog, and persuades the readers to accept blogger recommendations.
Therefore, PU is proposed as the main determinant of acceptance for blog
readers to revisit or adopt the blog’s recommendations. In addition to PU, an
additional two factors were included in the proposed model.

Trust was the most influential factor for both the intention to revisit a
blog and to adopt product recommendations provided by bloggers. The
result was consistent with those of previous studies, indicating that
exhibiting trust positively affects the intention to use IT systems™*’.
Therefore, to retain readers on the blog and to keep their influence with the
adoption of recommendation, bloggers must endeavor to win their readers
trust.

Fashion involvement also considerably affects the intention to use a
fashion blog, but does not affect the adoption of product recommendations.
The results indicate that the more readers are involved in fashion, the more
likely they are to revisit fashion blogs. The fashion blog provides sufficient
fashion information, such as beauty product reviews, fashion tips, and
exclusive inside information. In other words, blog reading often becomes
habitual*® *°, despite the readers’ lack of interest in the content of certain
posts they read. Readers with high fashion involvement are not affected by
blogger recommendations regarding beauty products and clothes. One
possible reason is that those who are highly involved in fashion have
distinct preferences regarding personal style. Moreover, various blogs may
offer conflicting opinions. It is not easy for them to follow any “specific”
person’s advices. The information they obtain from a blog is most likely
only one of numerous sources that they have consulted. Sherif, Sherif, and
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Nebergall** assumed that people who are highly involved in a topic are
likely to evaluate all possible situations. High involvement also means that
people have a restricted range of acceptance®. In summary, a blog reader
who is involved in fashion is difficult to persuade. In short, the findings
indicated that fashion involvement and trust had significant effects on blog
readers’ behaviors. Furthermore, bloggers’ recommendation may be a
promising marketing strategy for increasing sales.

6. IMPLICATIONS, LIMITATIONS AND FUTURE
RESEARCH

6.1 Implications

This study provided a theoretical basis for the factors that promote the
personal use of fashion blogs. Models with good fit explain blog reader
behavior more effectively than the TAM. The two factors added in this
study, trust and fashion involvement, increased the explanatory power of the
proposed model for fashion blog reader behavior. Examining the
effectiveness of other blog types, such as travel blogs, is necessary for
researchers because trust and fashion involvement are likely to affect the
revisit and adoption of a variety of blogs.

This study has several practical implications. First, the enrichment of
professional knowledge and the honest reporting of product trials could
enhance user trust in a blog. Feature reviews, latest fashion information, and
personal product experience can all increase user trust in a blog. Second,
blogs should provide useful new information, including information on
product effectiveness or fashion information, suited to user needs. For
example, the blog must provide readers with a source of inspiration.
Moreover, readers are more easily attracted by pictures or images presented
by the blog, further enhancing trust. Constantly updating postings of the
blog with new information, such as daily outfits, DIY tips, and photos, is
required. Thirdly, information presentation in the blog has a strong impact
on readers’ perception. Designing the blog to raise readers’ awareness and
responsiveness could be valuable in transforming routine blog reading into
engaging experience. If the blogger consistently posts useful contents, it will
eventually contribute to solidifying the values of his or her blog. When
readers perceived the value of blog, they will adopt the blogger’s
recommendation. Fourth, bloggers must consider methods for retaining their
readers. For example, bloggers can excite their readers by creating demands
for exclusivity, secrecy. Finally, providing holistic information can enhance
reader knowledge and fulfill their desire for fashionable apparel and
cosmetics, which subsequently increases the level of involvement and
loyalty to the blog. The findings were expected to clarify and facilitate the



32 International Journal of Electronic Commerce Studies

development of marketing strategies to promote products and services.

6.2 Limitations and Future Research

Although this study yielded findings that have both theoretical and
practical implications, the study design has several limitations. First, the
majority of the participants were female, meaning that the analytical results
are limited in generalization. Enlarging the survey samples, such as
including users of sports blogs, might facilitate the identification of potential
problems and provide comparative results. Second, fashion involvement
affects only the revisit of the blog, but not the adoption of blogger
recommendations. Other determinants, such as reader habits and subjective
norms, are suggested for future research. Moreover, high involvement
means that people have a restricted range of acceptance®. It is necessary to
distinguish readers with different level of involvements for a further
investigation. Third, this study demonstrated that trust is a vital factor in
blog adoption. As argued in this paper, numerous types of trust are involved.
A close examination of the detailed facets of trust should be conducted to
yield an unbiased result, which could serve as a promising basis for future
research. Fourth, the usefulness of blogs needs to be emphasized in clear
design and as an easily used tool to attract more readers, and this may serve
as a mediator between fashion involvement and adoption.

7. CONCLUSIONS

In this study, the original TAM was adjusted, and the factors of trust
and fashion involvement were included for analysis of a fashion blog. A
major finding was that the effect of revisiting and adopting a fashion blog
on reader behavior can be observed through the PU, trust, and fashion
involvement of the reader. By identifying the factors influencing the
intention to use fashion blogs and their implications, the results of this study
can be used to increase the frequency that readers visit the fashion blog and
accept blogger recommendations. Among various marketing methods used
to appeal to younger generations, blogs are an extremely effective tool.
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