enetics, April 2007
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The Power of Influencers research was carried
out by Brand Genetics, a@ London-based marketing
consultancy specialising in influencer insight
and activation. The founder, Paul Marsden, is

a social psychologist and academic who has
worked for {he London school of EconomicCs (LSE).
He is the author of ‘Connected Maxketing’ and has
a worldwide reputation for his work on the impact

of word of mouth.

In this survey Marsden has evaluated the
extent to which readers of The Economist can
be classified as influencers using established,
academicaily-validated ‘influencer scales’.

Many aspects of this Brand Genetics survey,
including the definitions and other information

relating to influencers,are
from other research.

supported py finding$

The Methodology

qQuantitative reseatrch to profile The Economist
readers in the UK and US on four independent
yalidated influencer scales.

The Economist reader scores were benchmarked
against tnose of the generai popuiaiion and
readers of quality dailies in the UK, and against

readers of business and news magazines in the US.

Research was conducted by Clickadvisot 1id, the
online market research division of Brand Genetics.
Data was collected via an online survey.

sample 2695 adults aged 18 and over.

Us
Economist readers 268 344
Adults (repP of population) 1000 1083

Adult's sample includes 633 regular readers of
quality national newspapers in the UK and 269
readers of news and business magazines in
the US.

wwW.brandgenetics.com




Influencers are people with a high
propenstty to informally shift the
attitudes and pehavioul of others in
an intended direction. Their influence
is either direct, bY word of mouth, O
indirect, through imitation - and it is

the 1950s. There is now d large pody of
research setting out ways of identifying
them and measuring their impact.

Influencers make up around 10%
of the population. They have d
remdrkdbte capacity to boost
advertising effectiveness.

Inttuencers are:

connected
respected
opinionated

pe tipped Malcolm Glagul




Wwhy are influencels
important?

Influencels amplity and enhance
advertising effectiveness by relaying

or endorsing advertising
th to their peers. This

py word of mou
can have d dramatic effect on gcles.

Research has lond shown that one
of the keY ways advertising works 1s

by activating word of mouth among
influenceris, who then influence the

proader target market.

(Katz and Lazaxstetd 1955)

as also shown that influencers

are more open to advertising messages
1k about them than

and more likely to ta
non—tnﬂuencers.

(Vemette 2004, MediaEdge 2006)

The designers of a

£2.99 bag peing sold in
chemists are celebrating
the ultimate fashion
compliment after it was
spotted on the arm of Kate
Moss. Now 50,000 of the

canvas creations have

been sold after Kate MosS

pought one and was
photographed using it.

BBC News, septembet 2006



How 1O target

26% mMO1e likely to be reguldr

§ magazines, particularly

They are
affairs magazines.

readels O
news and current

(Keller & Berry 2003)
ion-rich media allows influencers
i 'nion—leaders

(Burt 1999)
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The Powel of
Influencers — what
the research shOWS

category opinion-leadership scale
(Childers)

. market maven gcale
(Feick and Price)

- network hub gcale
(Woinicki)

) scale

_ e-fluential (digital influencer
(Cakim)

him improve i
his netwoIk, LinuXx

changed th

e world.



Category opinion—ieaders
Ca;tle-gory opinrilon-tetaders are tca;egory ) )
entbusiasts ¥ tvice  as respecior OCT The Economist delivels
The category opmion-ieadership scale _

qtions of

used here is the most established and
widely used influencel scale.

(Childers 1986)

The scale measures quality and
quantity of word of mouth influence
by category. For quality, the scale
measures the amount of information,
the message credibility and message
impact. For quantity, the scale measures
frequency of word of mouth and reach
of word of mouth.

In this study five categories of opinion-
1eadership were compared: automotive,

luxury, bankmg/iinance, 1T/internet
and travel.

The Economist and
category opinion—teaders

In the UK, The Economist readers are
signiticantiy mote likely to be category

also more likely to be op'nion-teaders

In the US, The Economl t readers are
mote likely to be category opinion-
1eadets than the generai population
in all five categories. They are mote
likely to be opinion-ieaders than

readers of othet business and news
magazines in the categories of cars,
bankingliinance, IT/internet and travel.

Source: The Power of Influencers. March 2007
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Market mavens are commerciai
early adopiers who people turn
buyingd advice on new product :
mavens pass on information, P
about new pxoducts, via word
They also have a strongd personai
motivation to help people mad
buyingd decisions.

The powel of maurket mavens as
influencels derives from being perceived

GS SGWY Consumers . Because theY (IIe Linda Price, a marketing professor at the University
N K - . _
often early adopters, market mavens ‘;Lyff’;:f?;i;i‘,ﬁei‘?s“ie;;:;‘:,"Jéiﬁ e tormation
can bOOS‘\'. the eﬂecﬁveness of Campaigns on a lot of ditferent products, prices o places. This
. petson likes to initiate discussions with consumers
iOI neW pIOducts OI SeIV‘.I.CGS . and responds to requests. They like to be helpers in

the maxketpictce...This is the person who connects
people o the marketplace and has the inside scooP

Price says they are mote than experts. An
expert swill talk about, say, cars because they
love cars. But they don't talk about cars pecause
they love you and want o help you with your
decision. The market maven will. They aré more
socially motivated.’

The Economist and
marketl maoavens

In the UK, The Economist’s readers

are more than twice as likely to be

market mavens as readers of quality
daily newspapers.

In the US, they are 50% more likely

to be market mavens as readeis of

other news and business magazines.

source: The Powel of Influencers. March 2007

Economist readers (% mavens)

UK quality newspaper readers (% mavens)
Us news/business magazine readers (% mavens)
General population (% mavens)

32%
12%
10%




! ) Network hubs
(o) | connectors

y

Network hubs aie populal
by virtue of their strategic
t the cenire of social netwoiks.
They a1e not necessaniy experis but
they are
or organisationaiiy successful.

Network hubs are

are iniiuentiai because

these hubs by checking names ina list shared by
someone they know.

(Giadweii telephone pook test)

In the UK, one in four readers of
network hub as

The Economist is a

measured by the cladwell telephone readers are over foul times as likely
pook test. The Economist’s readers to be network hubs as readels of other
are moi1e than twice as likely to be pbusiness and News magazines.
netWOIk hubs as readers Oi qualltY gource: The power of Influencers. March 2007

daily newspapers.

In the US, almost oné in three readers
of The Economist is a network nub, and
they are twice aAs likely to be network
other business

hubs than readers of
and news magazines.

Source. The Power of Influencers. March 2007

Economist readers (% hubs)

General popuiation (% hubs)
27%
11%
10%

UK quality newspaper readers (% hubs)

us news/business magazine readers (% hubs)

people who

ﬂ”ﬂf
f .1
n#”p
f

socially

The Economist and network hubs

(Wojnicki scale)

In the UK, The Economist’s readers
are 20% more likely to be network
hubs than readers of '
newspapers, as measured on the
Wojnicki psychogro:phic scale.

In the US, on this scale The Economist's

Economist readers (% hubs)

UK quality newspaper readers (% hubs)
Us news/business magazine readers (% hubs)
General popuiation (% hubs)

16%
13%
11%

46%
21%
10%

29%
16%
10%




Digital influencers

Digital influencels are online connectors
with an extended digital footprint. They
n information to their

etwork of contacts.

extensive onlin
ess their opinion about
igns on ine - bY

The digital influencer scale also

measures digital
with companies, comm

organisations.
rovide advertising wit

readers
influencels

her news and

In the US, The Economisi’s
are more likely to be digital

than readers of ot
pbusiness magazines.

Source: The Powerl of Influencers. March 2007

|

UK quality newspaper readers (% d.iniiuencers)
s (% d.inﬂuencers)

Us news/business magazine reader

General popuiation (

% d.inﬂuencers)

10%
8%

who cdall boosi C
eiieciiveness

keyY fargels...

e evolution of the web from a preseniqiion
tive participation and

iven digital

e opporiuniiy to affect the

others. Many d company has

n frustrated customers have

views or blogs. forcing

pehavioul of
felt the pain whe

vented their fury in re
them to take action.







