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Posted By: Nicole Perrin

According to a March 2010 white paper from ICOM, a division of Epsilon Targeting, demographic variables do not reveal the key differences in
word-of-mouth behavior between influencers—individuals most likely to talk to their friends and social network about a product or brand—and
average users. Instead, one major factor is life stage.

The paper, “The Influencer: A Consumer Voice with Legs” notes, for example, that new mothers might become influencers in the baby category, or recent
homebuyers might use the knowledge they’ve gained in their own purchase process to advise friends and family looking for a new house.

Social media marketers are eager to target those influencers and promote their word-of-mouth activities on the social Web for maximum earned media
exposure. To that end, a report from E-Poll, the Entertainment Technology Center at the University of Southern California and the Hallmark Channel,
indicates that life stages also play an important role in new media attitudes and usage.

For example, teens and college students exhibit similar social networking behavior despite a relatively large difference in median age. The same goes for those
with established families and empty nesters.

“New nesters”—including those new moms eager to talk about the best baby products—were much more likely to visit social networks every day than their
more established counterparts.
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[...] This post was mentioned on Twitter by kelvin lee, Starsky (No Hutch) and Bill Grunau, Marami Marketing. Marami Marketing said: Looking at the
Life Stages' of Social Media Influencers – According to a March 2010 white paper from ICOM, a divisi… http://ow.ly/16XDvz [...]
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Social comments and analytics for this post…

This post was mentioned on Twitter by maramimarketing: Looking at the Life Stages’ of Social Media Influencers – According to a March 2010 white
paper from ICOM, a divisi… http://ow.ly/16XDvz…
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ElizabethL says:
April 2, 2010 at 12:37 pm

I think right now it’s more genY driven but once everyone gets a grasp on social media, it’ll be easily accessible for all ages.

Thanks so much!
Elizabeth
http://www.gatewaybizdev.com

3.

    

ADD A COMMENT

All comments are moderated (during business hours) and are generally published if they are on-topic and not considered spam.

 Name (required)

 E-Mail (will not be published) (required)

RECENT POSTS

Looking at the ‘Life Stages’ of Social Media Influencers
How Consumer Brands Can Develop the Right Mobile App Strategy
The Social Media/E-Mail Connection
Best Practices: Selling Health and Beauty Care Online
Search Engine Marketing Set for Double-Digit Gains in 2010

Advertisement

Advertisement

Looking at the ‘Life Stages’ of Social Media Influencers - The eMarketer Blog



POST CATEGORIES

Advertising (89)
Brands (37)
Case Studies (50)
Consumers & E-Commerce (67)
CPG (19)
Demographics (16)
eMarketer (13)
Entertainment (5)
Interviews (35)
Mobile (55)
Online Video (15)
paid content (1)
ROI (14)
Social Media (73)

Facebook (12)
Social Media Marketing (49)
The Economy (13)
Twitter (9)
UK (12)
Usage (15)
Webinars (1)
Word of Mouth (20)

POST AUTHORS

Clark Fredricksen (RSS) (60)
David Hallerman (RSS) (9)
Debra Aho Williamson (RSS) (24)
Jeffrey Grau (RSS) (10)
Karin von Abrams (RSS) (19)
Lisa Phillips (RSS) (3)
Nicole Perrin (RSS) (3)
Noah Elkin (RSS) (31)
Paul Verna (RSS) (10)
Samson Adepoju (RSS) (5)
Tobi Elkin (RSS) (7)

POST ARCHIVES

April 2010 (2)
March 2010 (21)
February 2010 (19)
January 2010 (24)
December 2009 (21)
November 2009 (31)
October 2009 (40)
September 2009 (23)

RECENT COMMENTS

Brands Vie for Credibility on Social Networks « brady ambler: all about digital on Do Consumers Really Mistrust Their Peers?
Tweets that mention Are You Able to Identify Your Influential Customers? - The eMarketer Blog -- Topsy.com on Are You Able to Identify Your
Influential Customers?
ElizabethL on Looking at the ‘Life Stages’ of Social Media Influencers
Two “I” Words for the iPad: Imperfect, Yet Ingenious | Interactive Design and User Experience Blog from Zemoga on Wired for Success on the iPad
uberVU - social comments on Looking at the ‘Life Stages’ of Social Media Influencers
Tweets that mention Looking at the ‘Life Stages’ of Social Media Influencers - The eMarketer Blog -- Topsy.com on Looking at the ‘Life Stages’ of
Social Media Influencers

Looking at the ‘Life Stages’ of Social Media Influencers - The eMarketer Blog


