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Your Followers Are No Measure
of Your Influence
Popularity on Twitter or Facebook Is Just That; It's the
Ability to Drive Behavior That Matters

By  Matthew Creamer  

Published:  January 03, 2011

Since Malcolm Gladwell began popularizing his

"Tipping Point" theory 14 years ago, marketers

have fantasized about a world in which they

can identify a small number of influential folks

who can credibly, effectively and cheaply push

product for them. In the '90s, that meant

makers of the "dead chic" Hush Puppies brand

had to channel their inner Margaret Meads and

go on "cool hunts" to trendy shops to understand how their oxfords

had become suddenly stylish. These days, faced with similar

challenges, they might just try to get people with large Twitter

followings to post about it. Which would be a really bad idea.

One of the nasty side effects of the rapid growth of social media is

that it threatens to warp our understanding of influence. It's only

natural that Twitter has given rise to any number of applications

that rank users for various criteria, including their overall influence.

Many of the 150 million or so of Twitter accounts contain

multitudes: a feed of interests, passions and expertise, in many

cases attached to a living, breathing, identifiable human whose

popularity is neatly summed up by follower counts, the lists he or

she is on, and the number of times he or she has been retweeted.

But a marketer has to wonder what all that information means, if it

adds up to anything more than a popularity contest and what,

exactly, does a tweet influence a person to think, believe or do?

It's hard to imagine that Justin Bieber, with his 6.4 million

followers, is driving much behavior other than getting people to
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talk about Justin Bieber, frenetically retweet him, and possibly buy
a record. Is that influence?

Klout, an online service that describes itself as nothing less than
the "standard of influence," thinks so. Its algorithm gives Mr.
Bieber a perfect score of 100. "You can't get any more influential
than this," reads his summary. "People hang on your every word,
and share your content like no other. You're probably famous in
real life and your fans simply can't get enough."

Indeed, Mr. Bieber is famous and, as a YouTube discovery, his
fame has been built on social media. He has a prodigious
understanding of how to use these tools that helped him rise out of
Canadian obscurity before he had to shave. Yet it's hard to imagine
how he is a paragon of influence. He simply seems popular.

Some recent research by Duncan Watts and three other
researchers shows the problems with popularity. Mr. Watts, now a
researcher for Yahoo, caused a stir a few years back with work
that challenged the validity of "Tipping Point"-style thinking about
the way influence works. Equipped with evidence that showed
cascades -- chain reactions where one user passes something to
another, and so on -- are nearly impossibly to predict, he argued
that, rather than focus on finding a few, highly influential people to
spread a message, anyone who wants to "go viral" should be on
getting a message to as many people as possible. In other words,
you have to hedge your bets and not simply rely on your models of
influence, however finely honed they might be.

In a 2009 experiment in Twitter, Mr. Watts found that those
findings were transferable to the then 3-year-old microblog. He
and fellow Yahoo-er Mr. Mason looked at more than 1.6 million
users and 74 million instances of sharing of something, known as
"diffusion events." In many cases, the most popular Tweeters
generated the biggest cascades. That's no surprise. "However,"
Messrs. Watts and Mason wrote, "we find that predictions of which
particular user or URL will generate large cascades are relatively
unreliable. We conclude, therefore, that word-of-mouth diffusion
can only be harnessed reliably by targeting large numbers of
potential influencers, thereby capturing average effects." In other
words, reaching a large number of more ordinary Joes and Janes
with a message might be more effective than trying to tap into
Bieber fever.

When people try to think past follower count to a more nuanced
metric, they might end up with something like what Twinfluence, a
rival to Klout, describes as social capital. That metric combines the
influence of a tweeter's followers with his followers' followers. Or
they end up with something like Klout's amplification metric, which
charts the likelihood that a tweet will spark some action. All this
sounds nice, except for the fact there is only so much you can do
with a tweet. You can retweet it or you can make the tweets one
of your favorites or you can use the tweet as a stepping-off point
for a conversation. And that's about it.

For those of us in the content game, that's fairly useful. The same
goes for marketers who want to talk to their customers or give the
appearance that they talk to their customers. For parties with
other kinds of goal, that utility is less clear.

Think of Twitter as a game with just a few objectives: earn
followers and retweets and clicks on your links. While services like
Klout are wonderful at judging the winners on those rules, they're
not as good -- even useless -- at providing a means of
understanding how that particular performance might be
extrapolated out to something as broad as influence. Thinking
about this reminds me of studying for the SAT and coming across
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this bit in a Princeton Review book: "We're not big fans of the SAT.

It doesn't measure intelligence. It can't possibly measure your

future success in college. The SAT measures one thing, and one

thing only: how good you are at taking the SAT."

The same might be said of many current ways of looking at

effectiveness on Twitter: They have little respect for how an action

on one of those networks might relate to behavior beyond Twitter.

Earlier this year, you may or may not have been swayed by Mr.

Gladwell's controversial examination of the limitations of social

media to formant consequential political activity. A similar

argument can be made for marketing. There's a vast world of

behavior beyond the retweet, from verbal word-of-mouth

recommendations to actual purchases. Except in few cases, we

struggle to monitor them. More than anything else, the limitations

of a service like Klout might be a stand in for bigger problems in

understanding how social media fits into the marketing's big

picture.

I'm not totally sure why I came to remember the SAT line, but it

may have to do with the fame-for-fame's sake quality of social

media, the best/worst example of which can be found in a

marketing stunt from the magazine Fast Company this summer.

The Influence Project asked readers to create a profile with a

unique URL to be shared by as many people as possible. The

winner would go on the cover of the magazine as the most

influential person on the web.

The project sparked both an enormous amount of tweeting and

Facebooking and a rather nasty backlash. One newspaper dubbed

it a "botched social media campaign." A few folks plotted to hijack

it. One blogger asked, "What happened to the days when having

influence meant producing thought provoking ideas and reactions?"

Another, Amber Naslund, VP at the social-media monitoring firm

Radian6, wrote: "To me, influence isn't about popularity. Or even

reach. It's about the trust, authority, and presence to drive

relevant actions within your community that create something of

substance."

The final argument against looking at Twitter as a de facto

measure of influence is so steeped in common sense, it might

offend the intelligence: Simply look at who doesn't spend much

time there. One of them is Seth Godin, by any measure, including

Ad Age's Power 150, a thought leader for marketers and

entrepreneurs and a popular blogger who uses Twitter (and

Facebook) only for rote repostings on his blog posts. Celebrities

like Kanye West are routinely late to the game and don't seem to

suffer much for it.

And then there's Apple. Every marketer's favorite brand to this day

still doesn't give a Nano about using Twitter proactively. There was

a brief flicker of excitement in July when Scott Forstall, the senior

VP in charge of Apple's mobile operating system, signed on and,

rare for a less-than-household-name business executive, received

a verified account. Today, Klout gives Mr. Forstall a score of 59

and credits him with "high percentage of amplified content."

Thirty-six thousand people follow him, while he follows just one,

Conan O'Brien. Guess how many tweets the appropriately-named

Mr. Forstall has posted.

Not a single one.

How's that for influence?
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Provocative and timely piece, Matt! Effectively debunks the bad
assumptions about influence, and casts a critical eye on anyone
who purports to have the silver-bullet influence index. One
additional factor throwing more complexity in the mix is the rise of
"promoted tweets." Certainly a popular and promising ad model,
but if follower-counts is a standard of influence, how do we reckon
with brands and individuals buying (vs. earning) higher counts.
How will we know? 

That said, I do think influence truly matters, and any brand that
disregards the buzz/CGM multiples an so-called "influencer" can
precipitate at critical brand stages (especially new product launch)
is asking for trouble. What we most critically need is to do is a
better job segmenting the influentials (or whatever we want to call
them). Seth Godin is influential not because of his Twitter follower
count but because his content is uniquely and consistently viral
and sticky with other influencers. His always-engaging blog
content is a form of social media "currency" that others regularly
disseminate. 

The same might be said for many media writers (David Pogue
notwithstanding) who might have modest to low follower/friend
counts but who get tons of amplification via their written articles.
Activist groups often have low follower counts but are "influential"
because policy makers and elected officials tune into their
commentary. Certain individuals have what I sometimes call
"situational influence" not because the have high followers or
friends but because they are the first to find a product flaw (or
benefit) and inevitably feed the "first to know, first to tell" psyche
of the social media set. Marketers using social media are uber-
influencers because their talk-happy proclivity around anything
brand related tends to influence early perceptions and search
results. (Think Gap logo and Motrin Moms controversies.) 

Net, no silver bullet, but influence does matter. We just need peel
the onion a bit more on this critical topic and avoid one-size-fits-all
assumptions and rankings. 

- Pete Blackshaw

  By pblackshaw | COVINGTON, KY January 3, 2011 09:50:41
am:

+6

There's been a lot of back and forth debate about Klout, but if
Klout gives Justin Bieber a score of 100, then Klout has officially
become unreliable in my opinion.

To think that Justin has a higher score than Bill Gates and Oprah
Winfrey is absurd.

  By Galactic | San Francisco, CA January 3, 2011 12:19:57 pm:

One of my favourite things about 'social media' is that it's actually
impossible to generalize about things like this, though I appreciate
the effort. Still, unlike, say, a commercial break during Desperate
Housewives, there is no way to know what a commercial Twitter
user intended by being there, and therefore no way to really know

  By Bruce | Toronto, ON January 3, 2011 08:45:58 am:

730 people



+5

if she's succeeding. Are they selling? Or are they servicing? Or are
they trying to keep a platform alive? Or is it surveillance? This,
too, is the problem with kludgy tools like Klout. Look inside that
algorithm, and you'll see a geek's big fat assumptions about what
success looks like, not an objective measure the way we could get
in the old days when the mission was awareness and the metric
was audience size. 

A while back, some pundit or other said, "everybody that's using
Twitter well is using it differently." That's the truth. There aren't
any template solutions anymore, one of the reasons the ad biz is
in so much hot water these days. Social media would be a good
place to start learning that.

+3

An ancient issue but put into the modern vernacular. Thousands of
years ago Plato put it differently: Quality VS Quantity.

The Echosphere of social media allows us to tabulate the number
of times something reverberates. But is that the same thing as
knowing if what was said has impact or importance?

No.

Nice piece. Particularly the close which points out that Content is
King. And its void in social media may point to the King working on
something more impactful than contributing to the echo chamber.

  By Peri | Boulder, CO January 3, 2011 09:51:18 am:

+3

Love the focus of this article but suprised I never saw you define or
AdAge define influence. What is your definition? Ad age?

As this is ad age and advertising is about activating commerce I'll
assume influence is mostly defined as the ability to engagie then
activate consumer transactional behavior. 

If its hard for you to imagine Justin Bieber being influential in this
regard i humbly submit you are lacking in both effort and
imagination. 

Mr Bieber scores 100 by that definition across many multiple very
successful product lines and philanthropy that goes well beyond
selling records. brands would kill for that level of "influence" no?
Truly he is not just popular but influential. He activates an
audience to complete a transaction.

Side note: Duncan watts is a frickin rock star

  By jvanhala | new york, NY January 4, 2011 12:11:53 pm:

The article makes some good points, but it also seems to miss the
boat on a few fronts. When it comes to celebrities, you're darn
tootin' that if Justin Bieber tweets that he liked a movie he just
saw, found a cool web site, or has a favorite styling mousse, that
there would be plenty of his 6.4 million followers who would take
action on it. We've seen that with various brands who have active-
on-Twitter celebrity spokespeople.

It's also a bit of a logical slip to claim that, because various people
who are unquestionably "influential" individuals are not active on
Twitter means that Twitter isn't a means for gaining influence,

  By tgwilson | Columbus, OH January 3, 2011 12:44:04 pm:
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QED.

"Raw followers" as a sole measure of influence? Obviously, that's

laughable. But services like Klout, Twitalyzer, and others have

made great strides in the last year to get closer to something

more meaningful with additional measures that, when aligned with

objectives for why a brand is even *on* Twitter, can be pretty

useful.

+1

A very good article. I«ll tweet, blog them (in Spanish at

www.comocomunicar.com ). It will be popular, perhaps, influential,

if lucky. I totally agree, with just an observation: for products like

Mr. Bieber (a fad, according to the Lovemarks Model), to be

popular is the best aspiration a shallow brand like it can long.

Therefore Social Media is very decisive when you have to generate

short results, with no big requirements in terms of loyalty (think

poliltics campaigns, as well).

  By cavico | Madrid January 3, 2011 09:03:22 am :

+1

If who is not doing something were a true measure of its value

most of the innovations in history would fall into the worthless

column. The fact remains that many are trying to game the

Twitter system and that while understanding the significance of the

metrics may still be difficult, it's clear that Twitter is influential

enough to get a lot of people using it. Just because you can't quite

figure how to exploit it doesn't mean it doesn't have powerful

influence.

  By tonyquin | Atlanta, GA January 3, 2011 09:28:46 am :

I agree that it is folly to mistake popularity for influence, but it is

equally folly to discount the existence and influence of certain

personages within any community or on any particular individual.

The Justin Biebers or Ashton Kutchers of the world are not

significantly different than the Hollywood hucksters of generations

past. For anyone who can remember Orson Wells pitching Paul

Masson wines, there is plenty of evidence of celebrities trying to

convert their popularity into influence. They leverage their own

personal brands to add a cache to what they are promoting;

branding 101. These people are professional or editorial influencers

and to which also belong most politicians, journalists and analysts.

Regardless of your aesthetic, political or social beliefs, it's hard not

to acknowledge this class of bloggers, Tweeters and authors. And

it's hard not to understand that no matter where they come from,

they are advancing their own or their sponsor's agendas.

There's another class of influencers who are exerting their

presence of the Web and across social media; brands themselves.

Within every category, there are competing brands that are

generating content aimed to influence the conversation about and

the perception of their brand and the products and services

associated with their brand. And like the editorial influencers, they

unabashedly have their own agendas. 

So what does that leave? The rest of the social world made up of

individuals who demonstrate their influence by their expertise,

their ability to communicate and the authenticity of their

messages. These are our peers, like the best Mommy bloggers,

leaders in various forums; what Augie Ray of Forrester Research

  By john | Seattle, WA January 3, 2011 12:48:30 pm :



+1

calls, Mass Influencers. This group which amounts to around 6% of

the online population generates 80% of the influence impressions.

All these different categories of influencers can be leveraged by

marketers, both to disseminate their content, buoyed by the

influencers own credibility, but also as a means of understanding

what consumers are genuinely interested in. 

At Blab, www.blabbings.com , we understand that if you don't first

understand who the "influencers" really are and what is the nature

of their influence, you won't be able to use them to give a lift to

your marketing efforts, regardless of channel.

+1

Mark,

You are 100% right that your followers are no measure of your

influence. What matters is whether your followers pay attention to

what you say and take action on it. Its easy to track this on

Facebook and Twitter by looking at the number of people who click

on the links that you post.

Last year at Ad.ly we had a couple thousand celebrities run over

20,000 endorsements on Twitter and Facebook for a couple

hundred products and services. We found that celebrities with the

same number of followers had 10x variances in the number of

clicks they drove per status update. Some celebrities are just

better publishers than others.

So for marketers it really comes down to finding the celebrities

whose audiences are most attentive to what is being posted, and

then matching them with relevant advertising campaigns. Its very

similar to traditional offline celebrity endorsements, which are a

$50B/year industry). Its just a whole lot easier online because of

the ability to measure the results. 

Thanks,

Arnie Gullov-Singh

CEO, Ad.ly

http://ad.ly

@arniesingh

  By arniesingh | BEVERLY HILLS, CA January 3, 2011 02:42:39

pm :

Obviously Klout is nothing more than a service offered to judge the

popularity contest known at Twitter, but there is some validity to

offering Justin Bieber a high rating (I wouldn't go as far as 100%). 

Think what you will about Justin Bieber, but as far as influence he

has got it. Of course, You need to look at the target market he is

influencing. When is comes to tweens and teens, what he says

goes. If he is promoting a product on twitter, there is going to be

millions of little teeny boppers shelling out their hard earned

allowance to get a piece of that pie. It is just the same as using

him in a TV ad spot. He has the ability to raise brand awareness

across all medias maybe not for you or I, but definitely for those

Bieber crazed fans that can't get enough. 

Angie 

MY2CENTS Marketing 

www.my2centsmarketing.com

  By MY2CENTS | La Crosse January 4, 2011 05:00:58 am :



+1

+1

Here is the one thing that some marketers don't get; influence will

always be about capturing the mind of the audience. No matter

what format that is in. Print, digital, smoke signals, or Morris Code,

the medium doesn't matter what does matter is the trust and

prestige that is associated with you or your brand. So, social

media should be looked at less as the new best thing ever, and

more as a supplement to marketing efforts. And to all the "social

media guru's" that popped up over night... good luck.

  By BSFentre | Scottsdale, AZ January 4, 2011 10:59:08 am :

+1

One of the most interesting and least thought about aspects of

influence is the person being influenced and not the influencer. 

Did you know there is a strong correlation between your Facebook

marital status and your suseptibility for influence? There's a great

study from MIT on this. 

We just did a road-test of 9 social media monitoring tools (from

Radian6 to Scoutlabs and Sysomos) to compare how good they

are at finding influential Mommy Bloggers. Results are on

slideshare: http://www.slideshare.net/freshnetworks/how-to-

identify-online-influencers-6143331

Charlie

www.FreshNetworks.com

  By charlieosmond | London January 4, 2011 12:34:57 pm :

Interesting article but I do not full agree.

Justin Bieber in not just popular but he is influential, at least

potentially influential. In either case what he does on a daily basis

can alter and drive behavior. If Justin buys s a new kind of

deodorant or body spray thousands will likely follow suit. I on the

other hand, with a Klout score of 35, can change brands of

deodorant and nobody will care (except maybe the guy next to me

in yoga class.) Pretty much anything Justin does and tweets about

has the potential to drive behavior, stay at a particular hotel, laud

a particular new artist and they will see a change in their sales.

Even Kim Kardashian, as vacuous as she may appear (I'm not

saying she is) is paid money by brands and promoters to tweet

about their product because she has the influence to drive sales.

In this discussion it is a good idea to avoid over generalizations.

Even in the example given from the Princeton review about SATs.

While it is true that SAT are overvalued, culturally biased and an

indicator of test taking proficiency; but to say that the only thing

SATs measure is how good you are at taking SATs is wrong. It

certainly does measure aspects of language and mathematical

ability. 

To me the issues around mass communication and influence are

reminiscent of characteristics present in chaos theory. This might

afford a more interesting way to approach studying this issue. It

may also give rise to better questions, which I find is often what is

missing in these discussions. Questions like, if social media isn't

significantly driving behavior what psychological impact is it having

and how does that alter behavior?

  By AskAtma | Los Angeles, CA January 6, 2011 08:28:38 pm :



+1

I do not disagree totally that the value of twitter influence can

easily be inflated. However it is too easy to simply discount it as it

an important part of a complex equation concerning what drives

social behavior. 

As we learned in Mass Com. 101 back in journalism school, the

mass media has never been able to clearly influence what people

actually do but it has always been good at influencing what they

talk about.

Thank you for the article Mr. Creamer

Atma

http://atmangroup.wordpress.com/

I agree with Amber that trust is the key driver here. Furthermore,

the only way to identify (or "quantify") trust as a driver of

influence is through measurement of consumer actions on the

social network and on the brand's digital properties. Linking these

two are key.

Bruce is also correct in that there are certainly no template

solutions -- agencies and marketers alike will need to apply their

own thinking and measurement frameworks to validate influence

on their communications initiatives... 

Thanks for your article Matt!

Mark

www.twitter.com/markachaves

SAS Institute

  By MARK | MIDDLETON, MA January 3, 2011 09:16:38 am :

Matt, when it comes to people you are absolutely correct. But the

reality is there is another player in the game when it comes to

measuring influence. It's the search engine alogorythm. Search

engines are now incorporating links shared on Twitter and

Facebook and "influence" is a measurement that helps them know

which content shared in Social Media is worth incorporating into

search engine rankings.

So while a high Klout rating is essentially worthless in the real

world - it is exactly the kind of measurement a search engine

might use to determine influence of someone sharing a link and

how that should impact the content of that page link's rankings in

Search.

See my Post from last week: "The Rose of Social Influence on SEO

Ranking Signals" http://blog.search-mojo.com/2010/12/29/the-

role-of-social-influence-on-seo-ranking-signals/

  By TadMiller | CHARLOTTESVILLE, VA January 3, 2011 09:44:33

am :

In my years of experience, trust is the factor that most correlates

to action based on referral, recommendation, a "like" or even a

tweet. If someone trusts that my content is interesting then they

will be more disposed to read my tweets or "like" me.

If one person takes the most desired, highly sought-after action,

  By csmithem | Summerville, SC January 3, 2011 11:27:07 am :



and they have a following who trusts what they say and do, and

then those followers emulate that, then the work of identifying

those with a following or who can start the cascade is wort it.

I agree with Peri. It's simple to calculate the quantity of followers,

retweets, favorites, listings on Twitter, et al. but it's near

impossible to determine the quality of such activities. 

Additionally, popular Twitter users' tweets are influential because

they're associated with a famous person and/or organization. In

other words, what a popular user tweets matters simply because

they're tweeting it. At that point, the size of one's network does

become critical. Just like a tree in a forest, if no one is around to

read your tweet, did it matter?

  By thompulliam | Athens, GA January 3, 2011 11:40:51 am :

Interesting piece, Matt! I agree with Pete that you've effectively

debunked the idea that there's a simple way to gain influence. 

I believe influence IS important. It's not measured in number of

followers. It's a matter of trust, which is earned over time, via

interesting and useful content, frequent interaction, generosity in

giving advice and help. 

Real influence is felt across multiple platforms, not just on Twitter,

so I think you need to take a broader view of measuring influence.

Nonetheless, there are many examples of Twitter causing action

beyond re-tweets - including money that's been raised to fight

cancer; events selling out via Twitter; the many Tweet Chats

where people learn from each other - that go beyond popularity.

  By BL | NEW YORK, NY January 3, 2011 12:28:31 pm :

Matthew, while I found this article very interesting and worthwhile,

I'll have to wait and see if Justin Bieber has anything to say on the

subject. http://www.thelintscreen.com

http://www.asoy.com

  By PATRICK | ATLANTA, GA January 3, 2011 12:58:37 pm :

an interesting review, matt. a surgical analysis of what "influence"

means in social marketing is the hot topic for many marketers and

agency folks, and you've kicked off the discussion in fine form.

however, you start by framing the discussion of influence in the

context of social media in general, yet dissect it by using only one

social property as the knife -- Twitter. social influence is indeed a

sticky, fluid creature, but singularly focusing on Twitter slices the

discussion too thin. there are levels, characteristics, and attributes

of influence that careen off each other in real-time within individual

social properties and between them simultaneously as well as over

time.

  By scottd44 | sacramento, CA January 3, 2011 01:06:40 pm :

Great article Matthew.

Influence is really strange thing in the first place, let alone how

people are trying to define it in an online sense.

  By 40deuce | Toronto, ON January 3, 2011 01:35:07 pm :



I think that Amber made an excellent point. Influence has to do

with a level of trust that is built between two parties and has

nothing to really do with popularity. While popularity sometimes

appears to win out in a short term form, it's really trust that will

win out in the end.

A celebrity hocking wares may alert me to a new new product, but

just because the celeb uses it doesn't mean I will. If my good

friends are using it and recommend it to me, then my chance of

trying this new product significantly increases because I know and

trust my friends. 

I think that as people try to analyze the idea of influence more and

more (and I can guarantee they will) we'll see them start to

understand that web of trust more. Popular people can help spread

the word of something, but the real influence will come from levels

of trust. I think that online marketers will start trying to target

more people in smaller circles in the future rather than just always

going for the "talking head" type, because that I think is where

true influence lies; in small circles of trust.

Cheers,

Sheldon, community manager for Sysomos

Agreed. According to Klout, I have an influence score above 70,

but only have 1400 followers. Which is not to say I'm influential,

but I'm more influential thanks to social media than I was before

it. That said, I still don't get to pick what's for dinner in my house.

  By jmitchem | Charlotte, NC January 3, 2011 03:20:01 pm :

Mark, Solid post we have been pushing for this for a long time and

talking about in common context that value influence on

interaction. Here is a post were we address this very topic.

Influencer, Content Intelligence and Social Engagement

http://bit.ly/bklBvJ  and Fan Value, Customer Loyalty and Social

Conversation http://bit.ly/9tqbnY  

I believe we are at a point where the brands are asking for more

engagement and from that seeing how is move the call to action

the most. Using the crowd to source social intelligence is one way

we found show the top possible influencers.

@chasemcmichael

  By ChaseMcMichael | Menlo Park, CA January 3, 2011 03:29:09

pm :

This is a post I've been wishing I would write, but you beat me to

it and undoubtedly wrote it much better than I could have.

I've always hated the idea of trying to rate influence, just as the

ROI of social media bothers me too. There's no doubt that some

people are more influential than others, but I'll never believe that

you can place a number on it. Ever.

  By Story_Jon | Norwalk, CT January 3, 2011 03:36:26 pm :

Fantastic article. Over the last 10 years there has been a swing

towards user generated/centered business and social media is a

symptom of that change, brought about by free/quick exchange of

ideas and information, much to the chagrin of many a C level

  By pgrachan | Elmhurst, IL January 3, 2011 05:29:28 pm :



employee. The days of 100% "i want you to see this" campaigns

and business models are done and here are the days of "what is it

that you want to see?" At some point the pendulum will swing

back to the middle and the two sides will reconcile to some extent.

For now though, we deal with narcissists pushing their lens

between you and others saying "they are this or that because of

metrics I decide." No where do all these worlds clash more than in

the collapsing sun known as the music industry. 

The truth is still, "content is king," and I suspect will weather

nearly any new storm thrown its way. Until then, all the "experts"

in social media that think things like black hat practices to push

followers to validate an invalid property can continue to use

something like this site to formulate SOW's to sell their snake oil

http://tinyurl.com/2e6k5o3

Recent studies that show that more than 70% of tweets never get

action, and that more than 1/2 of Twitter users admit to never

reading anyone else's tweets back up your point, Matthew. I

interpret that as meaning either there is too much clutter out

there, or that many users' only interests is in building a large

follower base and don't give a hoot about engagement. Hopefully

2011 will be the year we school our clients that "Getting 100,000

Facebook Followers" isn't a meaningful social strategy.

http://www.quisenblog.com

  By mickeylonchar | Spokane, WA January 3, 2011 06:46:22

pm :

I love the SAT analogy, and think it is very appropriate for the

current state of Influencer Measurement tools in the market thus

far. These tools are predominantly fixated on Twitter alone, and

provide somewhat meaningless scores that are not providing the

guidance marketing professionals need to make intelligent

decisions. Put another way these tools, and their scores, are great

at providing a measurement for how people are using these tools

to increase their scores!

Advertising professionals have long made buying and placement

decisions based on influence -- where are people saying things and

listening to things which are influencing buying decisions. The

decision for ad placements are often swayed by topical relevance -

- where are authors saying things of relevance to my audience,

and of these authors who is most likely to drive the desired action

from a campaign?

Proper influence tools should first look at topical relevancy to

determine which voices are saying things relevant to my market.

And from these voices, and only these voices, determine who the

most influential voices are based on their ability to drive action.

At mBLAST, this is what we're focused on. Next-generation

Influencer tools for marketing professionals that properly measure

influence across all forms of media -- not just Twitter; and using

methodologies that marketing has long understood and practiced.

If you'd like to join us in that discussion, go to

http://www.mblast.com/mpact

Great blog post. 

Gary Lee

  By GLeemBLAST | Atlanta, GA January 4, 2011 09:08:26 am :



CEO

mBLAST

http://www.mblast.com/mpact

One of the better pieces on influence I've seen. I've seen the

effects of so-called influence first hand by leveraging my network

to raise nearly 17k for a family in need. Most of that was Literally

overnight. Amber's definition of trust, authority and I'd add

credibility are a lot more meaningful when it comes to influencing

action. That experience for me (with a measurable outcome) went

well beyond any of the theory we still debate. Nice piece.

  By David | Chicago, IL January 4, 2011 12:10:58 pm :

Top article, Matt. 

As the comments here suggest, it seems we need to be clear what

we mean by influence and not jump to conclusion or grab the

nearest bit of social science. 

I'm particularly interested in whether it's something that so-called

influential folk do to the rest of us or something we choose to take

from them (see the Ad.ly comment above on the different

influence scores of celebrities)

Here's my 5cents worth in longer form http://bit.ly/dFp62W

Keep up the good work

  By MarkEMark | LONDON January 4, 2011 01:18:50 pm :

I agree 100% that the number of followers does not equal

influence. The problem I run into is that too many decision makers

do not understand this concept. All they want to see is the number

of followers or likes or friends or whatever increasing. 

I have always felt that the true measure of success is the action

taken, not the number of impressions made. In my opinion, its

better to get your message in front of one person that will make a

purchase, rather than make a million impressions that do nothing.

  By cbow3001 | Ogden, UT January 4, 2011 02:21:11 pm :

Great post - very insightful and timely! Thanks for pointing out

some very good points and stirring the conversation.

  By aprilesimons | Washington, DC January 4, 2011 03:45:46

pm :

Very nice piece. You primarily mention Twitter and one's followers

as the primary vehicle for influence, or the lack of. How about

Facebook and "Fans" and one's (brands) potential influence? How

do you see that?

  By Aglevy | New York, NY January 4, 2011 03:45:46 pm :

Matt - what is your twitter handle? ;) Good article.

  By fleander | Sunrise, FL January 4, 2011 10:04:40 pm :



Nice article, Matt, but unfortunately nothing new. Influence is not

something that can be boiled down to one number. That said, it is

still an aspect of social networking that marketers would clearly

like to put their finger on, but anyone that has tried to do this

knows that the best way to detect influencers is to be active in the

space yourself. 

"Reaching a large number of more ordinary Joes and Janes with a

message might be more effective than trying to tap into Bieber

fever" because Joe and Jane might actually already care about

your brand, while Bieber is busy signing autographs.

Metrics and social media monitoring solutions can quickly give

indications of who you should zoom in on according to your

company/strategy/product/brand, but if you spend time actually

talking with people in that space you will discover who is truly

influential within a given space and who tweets, for example, as if

they were a bot.

Like with any good research, the question has to have a

quantitative and qualitative approach to unearth the fine

distinctions of the influence Justin Bieber has over a 13-year-old

girl and a 50-year-old C.E.O. in Brazil. 

Best,

Michelle @Synthesio

  By MiChmski | Paris January 5, 2011 04:10:18 am :

Spot on perspective on the difference between influence and

popularity. The engagement level of a popular topic, person or

business is frequently confused with the influence level of a true

expert on that same subject matter. 

Check out this great little documentary on the topic of influence.

http://mentionthisblogspot.com/post/1515317020/what-is-an-

influencer-why-you-need-to-be-one

jvanhala, you make a good point about defining influence. It is a

subject matter that has infected my curiosity, yet it is a very

difficult one to answer. Is the person who poses a request the

influencer, or is it the connector who spreads the word (The

maven). Maybe its the person who initiated the idea which inspired

the whole topic to begin with. See what I mean?

@recholes

http://about.me/recholes

www.ahmsayin.com

  By Echols | Houston, TX January 5, 2011 09:59:46 am :

Measuring one's Brand Health Score via the Heardable.com

platform, seems to be a great way to measure the effectiveness

on one's marketing performance since its scoring engine is based

on time-honored web marketing best practices.

Adage.com scored an impressive 734 out of 1,000 possible points,

making it to the #11 position out of 1.2 million brands! See results

here: http://heardable.com/home.php?domain=adage.com

  By alishatannersby | South Pasadena, CA January 5, 2011

05:41:01 pm :



Adage.com ranks #3 out of 2,870 periodical publishers:

http://heardable.com/brand_directory_NAICS.php?

cat=511120+Periodical+Publishers

Klout.com had a brand health score of 442 out of 1,000:

http://heardable.com/home.php?domain=klout.com

Cheers,

Alisha

What people hear and read from those they know and trust should

be highly meaningful to all marketers. Whether via Twitter,

Facebook, text messaging, phone call or even plain old face-to-

face conversation, it's all important communication.

If teenage girls feel they know and trust Justin Bieber then he has

power. He delivers both quantity and quality in that segment. They

likely will follow his every Tweet and rush to see a movie he

mentions, or buy a hair styling product he hypes. Some would

likely even smoke the cigarette or drink a liquor brand if he

promoted it. (Though his managers would surely advise him

against such deals.) 

For those beyond their teen years a certain bit of skepticism

probably enters the picture. We know that celebrities, and some

influential bloggers, Tweeters with thousands of followers, etc. get

paid to promote brands. We even know that some unethical

marketers game the system and write online recommendations for

their brand and attack competitors. We more likely act based on

trusted websites and the word of mouth of personal friends,

relatives, neighbors and business colleagues.

As you have quoted Amber Naslund: "influence isn't about

popularity. Or even reach. It's about the trust, authority, and

presence to drive relevant actions". In the bigger picture,

depending upon the product category, the price point, and the

demographics of the potential buyer, a well armed number of

"everyday advocates" can be more effective in driving action than

"Bieber fever".

Doug Pruden, Customer Experience Partners

  By CEP24 | Darien, CT January 6, 2011 03:20:53 pm :

Mark,

I agree that your followers are no measure of your influence. So

what is the right measure for influence ? For me is the measured

actions like views, clicks, buys... that where caused by the

influencer.

What important for marketers is customers that buy their service

or product, and any one who can influence customers to buy is an

influencer. 

I think that the winners in the future will be the ones that have the

largest network of relations with online publishers, bloggers and

advocates who influence the purchasing decisions of others.

Thanks,

Yossi Barazani

  By Yossi | Ramat-Gan January 6, 2011 03:21:18 pm :



Founder, Publishedin

http://publishedin.com

@Publishedin

I totally agree with you, Matthew.

  By AlBtoB | Santa Clara, CA January 7, 2011 03:04:30 pm :

I agree with the above comment

The new advertising influence should involve discovery and support

for buyers' behavior, not commentary to direct their buying

intention.

Santap - http://www.scratchcards-online.org/

  By Santaprem | London January 11, 2011 07:24:15 am :

At the end of the day, influence is about driving measurable action

(retweets, @ messages, follows, comments, clicks, purchases,

etc.).

Unfortunately, Malcolm Gladwell's "Tipping Point" theory doesn't

hold water when you start looking anywhere close to the long tail.

Justin Bieber has lots of followers, most of whom don't really want

to take a recommendation from him on what flat-screen TV to buy

or where to go to college.

If you want to discover Influencers who can actually drive

behavior, you have to stay highly contextual and keep everything

tied to what's measurable. There are two ways of doing that. 

The first is to immerse yourself in a sea of tweets, blog posts,

discussion threads, and articles for an indeterminate amount of

time, interact with folks, and hopefully emerge at the end of it with

a sense of the truly important voices in the conversation. (Human

brains are pretty great at this, but it takes a lot of time and is

pretty subjective.)

The other option is to utilize a system that finds relevant content,

determines authorship, and scores millions of relationships and

micro-interactions to solve the platform-agnostic, multi-edged,

weighted social graph surrounding that topic.

Neither option is a trivial exercise.

Rich

@heyrich

Full disclosure: my company, Spot Influence, has spent the past

15 months building the latter option. We will launch Q1, 2011.

  By heyrich | Boulder, CO January 11, 2011 01:05:59 pm :

The future of social media depends on more meaningful

engagement with users. http://www.MyLifeList.org  creates context

for people to have deeper conversations. 

The new advertising influence should involve discovery and support

for buyers' behavior, not commentary to direct their buying

intention. They know what they need and what they want. It's just

  By mylifelist | VENICE, CA January 3, 2011 08:57:53 am :



-4

a matter of whether we're listening. Over the past two days, our

members have posted 100,000 major life goals that include

saving more money, traveling to Disney and getting into shape.

Advertisers can either enter mid-way through the conversation or

lead the conversation. What do you think will have more influence?
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