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Abstract
Blogging is a form of online journaling that has been
increasingly used to document an attempt in weight loss.
Despite the prevalence of weight loss bloggers, few
studies have examined this population. We examined
characteristics of weight loss bloggers and their blogs,
including blogging habits, reasons for blogging, like and
dislikes of blogging, and associations between blogging
activity and weight loss. Participants (N=194, 92.3 %
female, mean age=35) were recruited from Twitter and
Facebook to complete an online survey. Participants
reported an average weight loss of 42.3 pounds since
starting to blog about their weight loss attempt. Blogging
duration significantly predicted greater weight loss during
blogging (β=−3.65, t(185)=−2.97, p=.003). Findings
suggest that bloggers are generally successful with their
weight loss attempt. Future research should explore what
determines weight loss success/failure in bloggers and
whether individuals desiring to lose weight would benefit
from blogging.
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INTRODUCTION
Obesity is one of the most significant health problems
facing the USA [1]. More than two thirds of adults are
overweight or obese [2], putting them at higher risk for
heart disease, diabetes, stroke, and many cancers [3–
5]. The US Preventive Services Task Force (USPSTF)
recommends that physicians “screen all adult patients
for obesity and offer intensive counseling and behav-
ioral interventions to promote sustained weight loss
for obese adults” [6]. Despite these recommendations
and the increasing prevalence of obesity, the rate of
obese patients receiving any type of weight loss
counseling from their physicians has decreased signif-
icantly, even for those patients with obesity and
weight-related comorbidities such as diabetes and hy-
pertension [7]. As a result, patients are increasingly
turning to the Internet for weight loss information [8].
Eighty percent of US adults who use the Internet

report looking online for health-related information

[8]. In 2013, “diet” was the number six terms among
the top health issues searched on Google [9]. Among
adult Internet users, 60 % have tracked their weight,
diet, exercise routines, or other health indicators
online [10]. In addition to seeking health informa-
tion, individuals are increasingly using online social
networks to seek out personal interaction around
topics of health and weight loss. For example,
among Internet users, 34 % have read and 25 %
have watched an online video of someone else’s
commentary or experience with a health-related is-
sue [10]. This personal interaction over the online
social networks to seek support, information, and
encouragement regarding a health condition has
been coined “peer-to-peer health care” [11]. The
Pew Research Center report indicates 13 % of US
adults have searched online to find others who have
similar health concerns [11]. Furthermore, among
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social network users, 23 % have followed a friend’s
personal health experience online [10].
One form of “peer-to-peer health care” is blogging,

which is one of the fastest growing Internet technolo-
gies. Blogging first appeared as an online journal in
1997 [12–15].Weblogs, or blogs for short, are websites
that contain discrete entries or posts. In comparison to
static websites, blogs are updated regularly, the content
is organized in reverse chronological order, and many
enable comments and allow subscriptions. Bloggers
typically divulge daily events of their lives, personal
musings, discuss their thoughts, express emotions, and
articulate ideas similarly to keeping a diary but with
the added ability to publicize their writing [16]. Indi-
viduals are currently using blogs to document their
experiences in health, including weight loss. A Google
search of “weight loss blog” returns about 134,000,000
results. Despite the rapid growth in weight loss blogs,
no studies have examined the characteristics of people
who blog about their weight loss.
A qualitative study of eight weight loss blogs found

that the blogs focused on conventional weight loss
approaches, exercise, life stressors, life activities,
weight loss barriers, diet progress, personal opinions,
and emotions [17]. Another study surveyed 50 mor-
bidly obese bloggers concluded that morbidly obese
bloggers receive social support in four ways: empathy,
accountability, venting, and validation [18]. These
studies shed light on the topics discussed and types of
support received by weight loss bloggers. However,
these studies do not focus on the characteristics and
motives of weight loss bloggers. The purpose of the
present study is to describe the characteristics, amount
of weight lost, blogging duration, and blog readership
(e.g., monthly page views and blog subscribers) of
weight loss bloggers. Additionally, this study seeks to
describe blogging habits (e.g., frequency of posting,
number of blog posts, and hours spent maintaining
blog), reasons for starting a blog, and what weight loss
bloggers like most and least blogging about their
weight loss attempt.

METHODS
This was a cross-sectional, observational study of
adult weight loss bloggers, who were defined as indi-
viduals currently authoring a blog about their at-
tempts to lose weight or maintain weight loss. Inves-
tigators recruited weight loss bloggers through the
social networking sites Twitter and Facebook.
Recruitment tweets were distributed by two
investigators (MME:@300lbsandrunnin and
SLP:@DrSherryPagoto) 28 times over a 2-month re-
cruitment period in 2013 on Twitter. Combined, the
two investigators had approximately 11,000 Twitter
followers at the time of the study. Tweets were sent out
both automatically and manually at different times of
day to account for users residing in different time
zones and for users accessing Twitter at different
times. To increase the reach of the tweets received,
many were scheduled via a social marketing tool

called HootSuite, which automatically sends tweets
at times when the most followers are online. The
recruitment tweet stated, “Do you blog about your
weight loss journey? We want to hear from you!
Participate in a research survey” and included a link
to the online survey. Additionally, investigators incor-
porated snowball sampling by including the phrase
“PLZRT” (meaning “please retweet”) to encourage
followers to pass along the recruitment tweet to their
own follower network. Additionally, hashtags of blog-
ger networks (#FitFluential), Twitter chats (#FitBlog,
#RunChat), and conferences (#140You and
#FitBloggin) were used to capture the attention of
weight loss bloggers following these hashtags. Addi-
tionally, the recruitment advertisement was posted
twice in two private Facebook weight loss blogger
groups, each of which had approximately 550–600
members throughout the 2-month recruitment period.
Interested individuals clicked on the link bringing

them to an online survey administered via a secure
web form [19]. Individuals were eligible if they select-
ed “yes” to “I have maintained a blog for at least
30 days or more.” Respondents meeting the eligibility
criteria were directed to a page presenting the study
fact sheet. Selecting “yes” to “I am at least 18 years of
age and I wish to participate in the survey” indicated
informed consent, and consenting participants were
directed to the survey. The survey was composed of
49 questions and was designed to take approximately
10 min to complete. This survey was based on previ-
ous research on blogs [20]. Data were collected and
managed using Research Electronic Data Capture
(REDCap) hosted by the University of Massachusetts
Medical School [19]. Participants who completed the
surveywere entered in a raffle for a $100 gift card. Two
participants were randomly selected to win the $100
gift card. All procedures were approved by both the
University of Massachusetts Medical School’s Institu-
tional Review Board (IRB) and the University of
Connecticut’s IRB.

Measures
Participants were asked to report their gender, race,
age, marital status, income, height, self-reported cur-
rent and pre-blogging weight, highest level of educa-
tion, and if they possessed a health-related degree or
certification. Each respondent’s BMI was calculated
using self-reported height and weight [21].
Participants also reported information about their

blog, including the date onwhich they started the blog,
if this was their first blog, the total number of posts on
their blog, their blog’s monthly page views, and the
number of subscribers. Additionally, participants de-
scribed how many hours they spent maintaining their
blog per week, the number of posts they published per
month, if they contributed posts to other blogs, and
whether they made money from blogging. Bloggers
were also asked if they had a Twitter account or a
Facebook page. Additionally, participants self-
reported the amount of weight they had lost since
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starting their blogs. Furthermore, participants an-
swered seven Likert scale questions about their rea-
sons for starting a blog (1=not a reason at all, 2=minor
reasons, 3=major reasons), and this was modeled after
previous research on blogs [20]. Lastly, in open-ended
questions, participants were asked to describe what
they “liked most” and “liked least” about blogging
about their weight loss attempts.

Data analysis
Descriptive statistics were used for all variables. Linear
regression models estimated the crude associations

between self-reported weight loss since the start of
blogging and factors as blogging duration, the number
of posts published per month, the total number of
posts on the blog, the blog’s monthly page views, and
the number of subscribers. Quantitative analyses were
performed using SPSS (Version 21.0, IBM, Chicago,
IL).
Thematic analyses were used to characterize the

open-ended questions regarding what participants
liked most and least about blogging about their weight
loss attempts. Two coders (MME and ASC) indepen-
dently reviewed all responses to identify major themes
represented in each of the two domains (i.e., most and

Table 1 | Characteristics of weight loss bloggers (N=194)

Variable Percent

Gender
Female 92.3 %

Race
White 91.2 %
Black 6.7 %
Asian 3.1 %
Native American 1.0 %
Other 0.5 %

Age
18–24 years old 3.6 %
25–34 years old 50.6 %
35–44 years old 36.6 %
45–54 years old 9.3 %

Education
High school degree/G.E.D./equivalent 2.6 %
Some college (e.g., Trade school, Some College, and Associates) 31.4 %
Bachelor’s degree (e.g., Bachelor’s degree and Some graduate school) 40.7 %
Graduate degree (e.g., Masters and Doctorate) 25.3 %

Income
$0–$25,000 16.5 %
$25,000–$35,000 11.3 %
$35,000–$45,000 16.5 %
$45,000–$50,000 6.2 %
$50,000–$60,000 11.9 %
$60,000–$75,000 11.9 %
Over $75,000 25.8 %

Marital status
Married 58.2 %
Single 20.6 %
Partnered 13.9 %
Separated/divorced 7.2 %

Weight status at study enrollment
Normal weight 18.1 %
Overweight 24.4 %
Obese Class 1 17.1 %
Obese Class 2 16.6 %
Obese Class 3 23.8 %

Additional weight to lose (reported by respondent)
0–10 lbs. 10.0 %
10–20 lbs. 11.9 %
20–50 lbs. 28.8 %
50–100 lbs. 31.3 %
100–150 lbs. 15.6 %

+150 lbs. 2.5 %
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least liked things about blogging their weight loss at-
tempts). Both coders have intensive training in quali-
tative coding. A broad set of themes emerged for each
question. Themes for each set of questions were then
discussed among coders and refined using a consensus
process following discussion. The two coders then
independently coded the responses according to
themes. Finally, coders met to compare their coded
responses; discrepancies were discussed among the
coders to achieve theme consensus. Inter-rater reliabil-
ity is reported in percent agreement.

RESULTS

Sample characteristics
Of the 270 respondents who initiated the survey, we
excluded those who did not complete the survey in its

entirety (n=71) and those who reported blogging less
than 30 days (n=6), resulting in an analytic sample of
194 adult weight loss bloggers.
Themajority (92.3%) of participants was female and

91%was Caucasian. The average age was 35 years old
(SD=7.2). More than half of respondents (66 %) had a
bachelor’s degree or higher, and 9.3 % had a health-
related degree or certification (Table 1). Mean current
BMI was 33.6 kg/m2 (SD=9.1); 18.1 % of participants
were normal weight, 24.4 % were overweight, 17.1 %
were class 1 obese, 16.6 % were class 2 obese, and
23.8 % were class 3 obese at the time of the survey.
Most bloggers (85.6 %) reported having a Twitter
account, and 49.0 % reported having a Facebook page
for their blog.

Blog characteristics and habits
More than half (58.8 %) reported that this was their
first blog. Participants reported blogging for an aver-
age of 2.6 years (SD=2.3). On average, participants
spent 6.4 h (SD=6.9) a week maintaining their blog.
Bloggers published an average of 11 posts a month
(SD=8.6) and had a total of 322 posts on their blog
(SD=531.1). Participants had an average of 522 blog
subscribers (SD=4782.8; median=40; range=0–
66,000). Additionally, participants averaged 6283 page
views a month (SD=18955.3; median=791; range=
0–150,000). Few bloggers (12 %) reported making
money from their blog with only one blogger
reporting that her sole income came from blogging
(Table 2).
The major reasons cited for blogging were as fol-

lows. It helped the bloggers stay focused on their
weight loss goals (74.7 %) and provided them with
support (64.9 %) and accountability (58.8 %) (Fig. 1).
Additionally, more than two-thirds of the respondents
(82.5 %) reported that they were actively trying to lose
weight. On average, participants reported wanting to
lose an additional 61.8 lbs. (28.0 kg) (SD=44.8; medi-
an=50.0 lbs. (22.7 kg); IQR=25.0–98.2; range=3–
233 lbs. (1.4–105.7 kg) (Table 1).

Table 2 | Blog characteristics and habits (N=194)

Variable Percent

Blogging duration
≤1 year 20.4 %
1–2 years 30.6 %
2–3 years 17.2 %
3–4 years 12.9 %
≥4 years 18.8 %

Blog subscribers
≤100 subscribers 66.5 %
100–500 subscribers 24.7 %
500–1000 subscribers 3.6 %
≥1000 subscribers 3.6 %

Monthly page views
≤500 page views 42.3 %
500–1000 pages views 17.5 %
1000–5000 page views 22.7 %
5000–10,000 page views 8.2 %
10,000–50,000 page views 5.7 %
≥50,000 pages views 3.6 %

Fig. 1 | Responding to weight loss bloggers’ reasons for blogging
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Associations between blogging activity and weight loss
Based on self-reported current and pre-blogging
weight, participants had lost an average of 42.3 lbs.
(19.2 kg) (SD=39.5; median=34.5; range=215 lbs.
(97.5 kg) lost to 30 lbs. (13.6 kg) gained) since they
began blogging. This self-reported weight loss repre-
sents, on average, 14.6 % of their pre-blogging weight
(median=13.3). Blogging duration was associated with
the amount of weight loss reported since the start of
blogging (β=−3.65, t(185)=−2.97, p=.003, beta=
−.213, 95 % CI=−6.086-1.223). However, none of
the following factors were associated with the amount
of weight loss reported by participants: the number of
blog posts published permonth (β=.196, t(192)=.592,
p=.554), the total number of posts on the blog
(β=.000, t(192)=−.050, p=.960), the monthly page
views (β=.000, t(192)=−1.434, p=.153), and the num-
ber of subscribers (β=.000, t(189)=.783, p=.434).

Likes and dislikes of blogging
Raters demonstrated 84.7 and 90.5 % agreement
when identifying themes about what bloggers liked
most and least about weight loss blogging, respec-
tively. All participants (100 %) reported what they
liked most about blogging. The 280 responses for
likes were categorized into nine themes (Table 3).
The most common themes were the following: (1)
sense of community (reported by 18.9 %); (2) shar-
ing experiences (15 %); (3) catharsis (sharing
feelings/emotions); 13.6 %); and (4) accountability
(12.9 %). Additionally, 91 % of participants report-
ed what they least liked about blogging. A total of
190 responses were distilled into 15 themes (Ta-
ble 3). The most common themes were the follow-
ing: (1) time/labor intensive (reported by 24.7 %);
(2) pressure to post regularly/becoming a chore
(10.5 %); and (3) negative comments/feedback
(9.4 %).

DISCUSSION
With the explosion of internet tools to easily create
blogs, blogging has gained tremendous popularity
[20]. For the participants in this study, blogging repre-
sented a significant time commitment. Maintaining a
weight loss blog can be viewed as a part-time job as
bloggers in this study spend the equivalent of one
workday blogging each week, which is a significant
commitment of time and energy. Non-financial incen-
tives likely motivate bloggers to continue since less
than 15 % reported receiving income from their blog.
Blogging might provide psychological benefits since it
is similar to journaling or narrative therapy, where the
individual records personal thoughts, daily experi-
ences, reflections, feelings, opinions, hopes, and fears
[22]. Current research suggests that writing encourages
factors, such as awareness, catharsis, distancing, self-
talk, ventilation, and organization of thoughts [23–25].
Such writing has been associated with improved phys-
ical health (health center visits, self-reported

symptoms, and upper respiratory illness), psychologi-
cal well-being (positive effect, happiness, adjustment,
and general temperament), physiological functioning
(blood pressure, heart rate, and triglycerides), and gen-
eral functioning (reemployment, grade point average,
and absenteeism) [26]. In the present study, the crea-
tion of a sense of community was the most commonly
liked aspect of blogging reported by weight loss
bloggers. This finding is consistent with the research
literature that supports the notion that online interac-
tivity can provide a source for support and strengthen
feelings of belonging [27]. This may be a possible
reason people are drawn to blogging in addition to
the social reinforcement and accountability they re-
ceive from their readers. Weight loss treatment studies
have shown that social support is associated with great-
er weight loss [28], thus bloggingmay be one approach
to building a social support network around a weight
loss attempt. Further research is needed to determine if
blogging can be used as an adjunctive weight loss
strategy and to examinemechanisms that could induce
weight loss via blogging.
The time commitment to blogging could have dele-

terious effects on health since blogging, unless con-
ducted using a standing desk, is a sedentary activity.
However, weight loss bloggers in this study reported a
fair degree of weight loss success, and the number of
years since they started blogging was the only factor
associated with weight loss. This finding is consistent
with the research literature that supports the notion
that the longer a person is adherent to a weight loss
program, the more likely they are to lose weight. This
brings up the question of what other mechanisms
blogging contributes to weight loss. Further research
is needed to examine the pathways behind weight loss
and weight loss maintenance that bloggers experience
in spite of that blogging in itself is a sedentary activity.
There were several limitations in our study. The

first relates to our recruitment strategy. Participants
were recruited using Twitter and Facebook through
specific users, which likely did not result in a rep-
resentative sample of all weight loss bloggers in the
USA. Unfortunately, no systematic way exists to
expose recruitment messages to all weight loss
bloggers. Those most active on Twitter and
Facebook and those interested in the accounts of
our investigators who distributed the study adver-
tisements (i.e., an obesity researcher and a weight
loss blogger) would have been most likely to see
the advertisements. Furthermore, participants in
this study were disproportionately female. This is
reflective of social media users and those typical
attending weight management programs [29]. Re-
sults represent bloggers who participated in this
survey and may likely be skewed toward those
who are highly active in social media, which our
previous research has shown to be associated with
significant weight loss [30]. In addition, the use of
self-reported weight data could present bias in the
reported results. Furthermore, the authors did not
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assess the average number of comments bloggers
received per post. This would have required
bloggers to gather data on their comment frequen-
cy, and we anticipate that an item assessing this
would have a low response rate. Finally, it cannot
be determined if blogging contributed to the large
weight losses observed in this sample or if our
recruitment strategy resulted in an elite group of
individuals who are highly successful at losing
weight. People who start a blog and quit after a
short time because they gained weight back or
failed to lose it in the first place may not be repre-
sented in this sample, which likely skews our sam-
ple toward people who are successful at both blog-
ging and weight loss. Additionally, those who start
a blog may be more prone to discuss their weight
loss successes, also skewing results positively. Fur-
thermore, the causality or temporality of associa-
tions cannot be evaluated from this study. Howev-
er, despite these limitations, this study adds to the
scant literature on the characteristics of weight loss
bloggers and describes motivations for blogging
and the most and least liked aspects of this activity.

Conclusion
The weight loss bloggers in this study are mostly
white, highly educated women who invest several
hours a week into blogging and report losing a
great deal of weight. Weight loss bloggers in this
study enjoyed feeling a sense of community, shar-
ing their experiences with others, participating in
cathartic writing, enhancing their sense of ac-
countability, and having access to the information
and inspiration that blogging can provide. Future
research should explore what determines weight
loss success and/or failure in weight loss bloggers.
Additionally, research should explore whether
people who desire to lose weight would benefit
from blogging or from reading others’ weight loss
blogs.
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