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DefiniNon:  Influencers are third‐parNes who inspire desirable and 
measurable acNons and outcomes on our behalf. 



The concept of Influencers is not “new” in the world of 
Marketing.   PR & Marketing professionals have worked with 
influencers forever…We used to call them “the Press” or “the 
Media”.   



Today the Medium is now the Media, with 2B+ potenNal voices across 
the web.   



We’re all drowning in a sea of Voices and Data.   

70% of ALL Web‐based content is 
generated by users now. 

800 Billion Gigabytes of User‐
Generated Content  in 2010 
•  187.2B DVDs to store it all 
•  Would almost reach the moon 

and back from Earth if these 
DVDs were stacked on end. 



During the next 30 minutes, here is the volume of conversaNons going 
on across these three outlets.  What’s being said that maRers to you? 
Who is saying it?   And who is really influencing your market? 

Facebook  TwiRer  Blogs 
2.77M Status Updates 
21M pieces of Content 

4.2M Tweets  22k posts  



The Challenge:  Given the shids in volume, and sheer noise in the 
market, how do we discover and engage with the key voices that maRer 
(aka: the influencers), and not spam the voices which really don’t? 



It’s a lot harder to figure out who is really influencing your market, and 
separate these voices from all the noise that makes up today’s market. 



Influencers usually Influence via a 1:Many Model 



Influencer of Influencers:  one voice influences other Influencers who 
influence others.  



Things we’ve learned about 
Influencers 



Rule # 1: Influencers must have topical relevancy for your market to 
listen to them. 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Target Market Segment – TransportaNon &  
Automobiles 

Loud Voice with a stated beat of 
TransportaNon, but actual focus is on 
bicycles 



Rule # 2: Popularity does not necessarily equal Influence.   



Rule # 3: Influencers have Authority (think EF HuRon model here) 



Rule # 3 (cont):  Authority must be earned.  Not faked – and it cannot be 
voted in by your mother, great aunt and friends 



Rule # 4.  People’s Influence should be measured by segment / topics.   
Rare to find a single influence score that really is helpful in markeNng 
and PR 



Rule # 5.  and “scores” may change constantly.  Measure conNnuously.  
Look at Influence over Nme. 



How do we idenNfy Influencers? 

Listen 

Measure  Compare 

Engage 



Step 1:  Iden9fy the  Market you are serving and what keywords and 
topics maAer to you and your compe9tors 

Automobile 
BMW 
C

he
vr

ol
et

 

Ford 

H
ybrid 

E
lectric 

H
onda 



Step 2:  Listen / Monitor all conversa9ons to pickup relevant voices that 
maAer.   Listen for the passionate…………. 



And the bad happening / about to happen….. 



Step 3:  Measure Topical Relevancy, Authority and their poten9al 
influence 



Step 4:  Engage.  Get Crea9ve.  Wow the Influencers 



Finding Influencers using Media Database Tools: Beats‐based searches 
are obsolete.   Beats give generic guidance in a world which is very 
specific 

Technology Search: 



Media Monitoring Tools:  Drowning in results.  Monitoring is not 
enough.   You need intelligence on top of the data 



Finding Influencers using Search Engines to look for “WHO is WriNng 
WHAT?”  Tons of results.  Manual interpretaNon and intelligence 
derivaNon 



Google is Evolving here…linking authors to their Google 
Profile.   Exactly how this will all work is tbd… 



Finding Influencers using Listening / Monitoring / Alerts from search 
engines:  AutomaNon of tons of results.  Same manual intervenNon as 
before 



•  Listening:  Keyword-driven model for finding all topically-
relevant voices and their content  across social media, blogs and 
articles 

•  Influencer Identification and Measurement:  Intelligence on 
top of the data to rank-order the most influential voices having 
the biggest Impact on your market today 

• Engagement:  Contact details and clippings for these voices to 
help you engage with them 



SUMMARY:  MarkeNng is about driving acNon.  Influencers maRer, this is 
not new, and they can be an integral part of this if we’re smart about our 
work as markeNng professionals 



Thanks.   

Next Steps: 
1)  Use our Free My mPACT Product to find 

top 10 voices by topics and measure 
yourself 

2)  50% discount if you act within 5 days to 
purchase mPACT Pro.   Contact me: 
glee@mblast.com 

www.mblast.com/mpact 

Note:  no fish were harmed in the 
making of this presentaNon 




