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Figure 22: “Which of the following types of products and services have you researched online before choosing to buy?”Figure 22: “Which of the following types of products and services have you researched online before choosing to buy?”, Global Average

The influencer economy cont.

When it comes to sourcing information, there are significant When it comes to sourcing information, there are significant When it comes to sourcing information, there are significant 
differences by category with larger variations by category differences by category with larger variations by category differences by category with larger variations by category 
than for the sharing information. The result being that some than for the sharing information. The result being that some than for the sharing information. The result being that some 
categories are very high in sharing and low in sourcing and categories are very high in sharing and low in sourcing and categories are very high in sharing and low in sourcing and 
vice versa. The leading category, ‘holiday and destinations’ vice versa. The leading category, ‘holiday and destinations’ vice versa. The leading category, ‘holiday and destinations’ 
is the lead category for sourcing information but very few is the lead category for sourcing information but very few is the lead category for sourcing information but very few 
people actually share their own experiences. people actually share their own experiences. people actually share their own experiences. 

The leading products after holidays and destinations are The leading products after holidays and destinations are The leading products after holidays and destinations are 
home technology, travel and portable technology; not only home technology, travel and portable technology; not only home technology, travel and portable technology; not only 
high interest, but products that have been strongly impacted high interest, but products that have been strongly impacted high interest, but products that have been strongly impacted 
by e-commerce. Following travel and technology films, by e-commerce. Following travel and technology films, 
music and books are the next most popular, all important music and books are the next most popular, all important music and books are the next most popular, all important 
in the sharing of information, making them very active in the sharing of information, making them very active in the sharing of information, making them very active in the sharing of information, making them very active in the sharing of information, making them very active in the sharing of information, making them very active in the sharing of information, making them very active 
categories in the influence economy.categories in the influence economy.categories in the influence economy.categories in the influence economy.

Interestingly the products that are low in terms of sourcing Interestingly the products that are low in terms of sourcing 
information are also low categories for e-commerce, such information are also low categories for e-commerce, such 
as groceries, beverages, healthcare and cosmetics – all as groceries, beverages, healthcare and cosmetics – all 
impulse or immediate need products that rarely have a impulse or immediate need products that rarely have a 
significant consideration period. However these are all significant consideration period. However these are all significant consideration period. However these are all 
categories we have reviewed online – showing a disconnect categories we have reviewed online – showing a disconnect categories we have reviewed online – showing a disconnect 
in contribution versus sourcing, in contribution versus sourcing, 

The other interesting observation is the number of people 
who have researched ‘big ticket’ items such as cars 
and property is still significant. This is important as it and property is still significant. This is important as it and property is still significant. This is important as it 
demonstrates that consumer influence on the web is also demonstrates that consumer influence on the web is also demonstrates that consumer influence on the web is also 
impacting long-term branding. impacting long-term branding. 

What I have researched online
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The Azores are absolutely 
fantastic! I’ve seen some 
whales today...



Democratisation of influence
Figure 23 shows the impact of the new influencer landscape 
– when asked whether we see ourselves as influencers or 
receivers on a number of product categories, we now claim 
to be influencers or receivers across a huge number of 
categories both on and offline. 

Firstly the extent to which we consider ourselves influencers 
is much higher across all categories than would be expected 
and is now similar to the extent that we consider ourselves to 
be receivers – this is a direct result of the ease of access for 
sharing influence. Secondly there is a correlation between 
the categories that are most popular for sharing information 
online and the ones that we now consider ourselves to be 
influencers in – music, film, books and technology. These 
are the categories most dependent on personal taste. This 
shows how important the web is in shaping the influence 
economy. 

Groceries and drinks prove the exception to the rule as 
they are products that we are all knowledgeable about 
and consequently have always been rich in our verbal 
conversations, however they don’t fit into our online 
conversations, mainly because they are impulse products 
without a long purchase process. 

Looking at the categories where we are predominately 
receivers, it is the categories that are less dictated by 
personal choice and more about in-depth knowledge. They 
are the fields that are traditionally low interest and dictated 
by experts, such as property, finance, cars and cosmetics. 
However the impact of the new world of influence can 
even be seen here: although they rank last, they are still 
all over 40%; a reflection of a consumer who has access 
to unprecedented volumes of knowledge, opinion and fact 
online. This will no doubt increase over time, eroding the 
power of the experts and bringing consumer influence into 
all categories.
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Figure 23: “Thinking about the following type of products, brands and services, which of the following statements apply?  

I often inform others on what to buy / I sometimes inform others on what to buy / I sometimes ask others what products  

to buy /I would always ask others about what products to buy ”, Global Average

The categories I influence in

Receivers Influencers

-80 800

Groceries (food)

Non alcoholic beverages

Music

Films

Books

Mobile phone service

Groceries (non food e.g cleaning products)

Home Technology e.g TV’s/PC

Fashion (clothing/ shoes)

Portable technology e.g MP3 players/ Mobile Phones[Always ask

Holidays/ Destinations

Alcoholic drinks

Home appliances e.g Fridges/ freezers

Travel

Personal Healthcare (e.g medicines contact lenses etc)[Always ask

Computer Software

Utilities e.g gas electricity etc[Always ask others]

Games Consoles/ Gaming

Cosmetics

Cars/ Automobiles

Financial products (e.g credit cards/ banking/ insurance)[Always

Property/Real Estate[Often inform others]

Always ask

Sometimes ask

Sometimes inform

Often inform

Rolandas, Lithuania
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Democratisation of influence cont.

The true picture of the democratisation of influence can be 
seen in the number of categories that we claim to influence 
in. Figure 24 shows that we consider ourselves to be 
influencers across several categories. The peak of influence 
around 12-14 categories is much higher than would have 
been expected before the advent of the web. Visually it can 
be seen that the pattern of influencers is top heavy, the 
majority influence in 10+ categories, which is much higher 
than the mid point for sourcing information - we now claim 
to share more than we receive.

More importantly this contradicts the idea that we live in a 
simplistic world where there is a small group of “influencers” 
who dictate their agenda to everyone else. The truth is 
everybody influences and receives information across a 
huge number of categories and thanks to social media  
this trend has been amplified. The reality today is much 
more complicated.    

Figure 24: “Thinking about the following type of products, brands and services, which of the following  

statements apply? I often inform others on what to buy / I sometimes inform others on what to buy /  

I sometimes ask others what products to buy /I would always ask others about what products to buy”,  

Global Average cumulative number of categories

The number of categories I influence in
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Index aginst all active internet users
100 110 120 130 140 150 160

First amongst friends/family to try new products/services

I like taking risks

I spend a lot of time out and about with friends

When buying products, friends often ask my opinion

I pursue a life of challenge, novelty and change

Always looking for new products/services to try

I have a keen sense of adventure

I often do things on the spur of the moment

I want to get to the very top of my career

I seize opportunities when they arise

I try hard to stay in contact with friends/acquaintances

I’m an optimist

I’m interested in other cultures

People must take me as they find me

I enjoy good quality things

Important to keep well informed about things

The new super influencers fit the typical profile of early 
adopters who are likely to try new products, take risks and 
share their opinions with friends. The top statements are as 
you would expect; first amongst friends to try new products; 

I like taking risks; I spend a lot of time out and about with 
friends; when buying products my friends ask my opinion. 
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The new super influencers
Now we all influence – the real indication of a true influencer 
is someone who does it regardless of category, so if we  
look at respondents who claim to strongly influence in  
15+ categories, we can see the emergence of a super 
influencer. This is a new kind of influencer who, thanks  
to social media and the tools it provides to create and share 
influence emerges above the clutter of mass influence  
to spread opinion far and wide.

Figure 25 shows how they are more likely to be male, 25-34 
and be mid or senior influential office workers. They are also 
more likely to be highly educated. 

Essentially in the knowledge heavy, written world of the 
web, intelligence and computer literacy are major factors in 
spreading significant influence. 

Super Influencer 
demographic

Figure 25: Super 
Influencer demographics 
indexed agsinst all 
respondents Figure 26: Lifestyle statements indexed against all respondents

Super influencer attitudes

Index against all active internet users

50 70 90 110 130 150 170 190

Male

Female

16 – 24

25 – 34

35 – 44

45 – 54

Student

Office Junior

Office (Mid Manager)

Office (Senior Manager)

Non Office

Housewife

Unemployed

Other

Primary School

Some Secondary School

Full Secondary School

College

University

Post Graduate
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The new super influencers
The most defining aspect is that they are extremely heavy 
users of social media, particularly in terms of content 
creation. Figure 27 demonstrates that they are much more 
likely to blog, upload videos and photos and comment on 
sites and social networks. Social media is providing them 
with the tools to create and share influence and they are 
doing so in massive numbers regardless of subject matter. 
The top indexing social media channels for content creation 
are uploading video, writing blogs and leaving a comment on 
a blog site. 

The new super influencers are also the lead content 
generators. Social media both enables the sharing of 
influence and attracts those who wish to publish and have 
their opinion shared and they are utilising this opportunity 
to the maximum. They are also embracing the new 
channels of information such as RSS and 
podcasts to bypass conventional media 
channels and also listening to those that 
create more than established media. 

This is a real world phenomenon, which has been 
demonstrated recently in the US presidential election in 
2008. It has been widely credited that the creators or 
creative class, as they have been tagged, helped Obama 
get the democratic party nomination. The creators through 
prolific blogging, twittering, social networking and content 
creation generated massive influence helping to raise funds, 
getting people out to vote and changing the opinions of 
mainstream media.

Super Influencer social media usage

Figure 27: Super Influencer social media usage indexed against all respondents

Index against all active internet users

100 120 140 160 180 200 220

Upload video clip to video sharing website

Subscribe to an RSS feed

Start my own blog/weblog

Download a podcast 

leave a comment on a blog site

Upload my photos to a photo sharing website

Make a phone call using your computer

Create a profile on a new social network

Visit a photo sharing website

Share a video clip with a friend

Manage profile on existing social network 

Read blogs/weblogs

Visit a friend’s social network page

listen to live audio/radio online

Use instant messenger

Watch video clips online

Federico, Panama

Funda, Turkey



Seen used by a celebrity/well known figure 130

The brand is fashionable 121

The brand is unknown amongst social group 119

A recommendation on the internet 116

A recommendation in the media (TV, newspapers, mags, radio) 116

An advertisement you find interesting & inspiring 114

A recommendation you receive in a store 113

The brand is popular 112

A promotion you see in a store 111

A free sample you receive 108

Your friend’s like the product or service 107

The product or service is discounted 106

A friend’s recommendation 104

The brand is high quality 103 

Someone you trust having a good experience 100

Someone you trust having a bad experience 99

Good personal experience 97

Bad personal experience 93

The new super influencers
Super influencers are much more likely to be motivated by 
overt commercial messaging; celebrity endorsements and 
direct recommendations online and in the media. Most 
importantly, however, they are much more likely to want 
to share opinions because a brand is fashionable or their 
friends are not aware of the brand, basically they are more 
overt about trying to cultivate external opinion.

This is a new creative class who are going beyond the tools 
of casual influence to create rich and deep content in the 
form of videos, blogs and photos. They are exercising their 
right to create and spread influence and as the channels 
of peer to peer recommendation and the social media grow 
their role will become more important.

Super Influencer motivations
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Super influencers are found across the globe , but there is 
a clear skew towards the emerging internet markets of Latin 
America and Asia Pacific. In Brazil a stunning 24% of active 
internet users fall into the super influencer category. They 
are followed by India, Mexico and Pakistan – demonstrating 
how internet users have found their voice thanks to their 
massive use of social media in these markets. 

The leading developed web markets are Italy, Japan and 
Spain, where just under 8% of active users fall into super 
users. The Anglo markets of the US, UK and Australia have 
5% of their users falling into the super influencer category. 
It’s these differences that highlight how social media 
adoption and levels of content creation mirror and impact 
the rise of super influencers.  

Super Influencers by country

Figure 29: Super Influencers by country, share of active users
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The impact:
summary
The influence economy

•	Overall participation rates for contributing opinions,
thoughts and content on products and brands is extremely 
high. This means all brands have to react to the influence 
economy – becoming more open, more transparent and 
more active in social and conversational media

•	Different product categories have significantly different 	 	
exposure to the power of the influencer landscape

•	Even low interest, expert categories such as finance,
real estate and insurance have high participation rates

•	Music, films and technology are the categories
most talked about online

•	Holidays and travel are the most sought after
for information 

•	Asia and emerging internet markets are leading the way
in contributing opinion to the influencer economy

The democratisation of influence

•	We are more likely to be influencers than receivers in the 		
age of social media

•	Consumers the world over now claim influence in a huge 		
number of categories 

•	The key categories for broad influence are the same as 	 	
the key categories for online recommendation with the   
exception of groceries and food

The new super influencers 

•	Are the most the active in social media

•	They are much more likely to create and share
rich content 

•	As the channels they contribute to continue to rise in
importance so does their impact in the universe  
of influence 

•	This is the new creative class; the bloggers, the video 	 	
uploaders, the photo sharers

•	Their influence is now very real. Look at impact of bloggers
on the professional media and the impact creators had on 
the election of Obama and the French elections

Michelle, UK

Jai, Dubai

Charlotte, UK

Dorota, Poland
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New world of transparency

•	There are no secrets in the new world of influence
brands, products and services are under constant scrutiny

•	The truth cannot be managed in the way it was when
a few gatekeepers controlled the distribution 
of information

•	The only path is honesty, openness and transparency.
If you make a mistake in the new world of influence – 
you admit it and make good

•	Control has to be loosened – let consumers discuss,
share and interact with your brand

•	All categories of goods and services are now impacted
by the new economy of influence and have to respond to 
a world where consumer opinion shapes the agenda

Be part of the conversation

•	The new world of influence needs a more conversational
approach; advertising should encourage interaction, input 
and community

•	This means having a blog, being in social networks,
creating content such as photos, videos etc – generally 
being part of the conversation

•	Exist inside the social media services that consumers
spend their time in and source their influence from 

•	Don’t be scared to advertise in bottom up conversational
media that consumers are generating.

•	Advertising has a big role in the future world of influence –
it provides the revenue for most of the services that enable 
and cultivate consumer recommendation

Final thoughts 
Everybody matters

•	Today everybody should be considered an influencer to
some extent – we all influence and receive to some degree 

•	Every target audience should be encouraged to share
opinions and influence

Reaching out to the creators

•	The creators are the new super influencers, the ones that
make the most of the tools of social media. Bloggers, 
video creators, podcasters etc should be considered as 
some of the most powerful voices in the future

Hello Hayley, do you 
know where I can get 
tickets for Madonna Tour? 
I love the new album 
also thanks for telling me 
about it

Hi Spyros, you mentioned 
you were buying a TV – 
check out www.reevoo.
com <http://www.
reevoo.com/> before 
you do

hi, check out www.xbox.
com <http://www.xbox.
com/> – “Too Human” 
is going to be released on 
the 29th August 2008 I recently purchased 10 

CDs online and saved a 
small fortune.

did you see that top Kate 
Moss was wearing? have 
you seen anything like 
that anywhere?

Who do you bank with? 
I have just waited on the 
phone for 20minutes my 
bank are driving me crazy

Monica, Spain

Hugh, Canada

Federico, Panama

Gianfranco, Italy
Hayley, UK

Spyros, Greece

Hayley

Spyros

Monica       

Gianfranco

Hugh

Frederico
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What does this mean for your business?
“When did we start trusting strangers?” is an in-depth study 
and there are many aspects of analysis that we are unable to 
cover in this report. 

If you want to know how to operate in the new influencer 
landscape and what this means for your business please 
contact us at consultancy@umww.com and we can share 
the key results and impact for your brand or business:

•		Who is the influencer in your business category?

•			What marketing communications work for
your influencers? 

•		What they do online?

•		What they create, what they view, what they share?

•		What does it mean for your marketing communications?

••		WhatWhat areare thethe implicationsimplications forfor youryour business?business?
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