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Influence (n): the 
capacity to have an 
effect on the character, 
development, or 
behaviour of someone 
or something.

Trust (n): firm belief in 
the reliability, truth, or 
ability of someone or 
something.

Put these two terms 
together – Influence 
and Trust, and you 
can create the most 
powerful tool possible 
to either market 
yourself or your 
business. Welcome to 
the influencer code. 

 I N F L U E N C E R : 

An individual or company 

recognised as the authority in 

their field, whose insights are 

highly sought and rewarded.  

A trusted expert.
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We are living a new age of influence. The rise 

of digital and the sheer volume of social media 

has coincided with our distrust of traditional 

advertising. Becoming an authority in your space 

has now become the golden ticket of marketing. 

Influencer branding is a hugely effective and simple, 

although not easy, form of marketing that puts the 

spotlight on people, not brands. 

Business leaders, organisations, entrepreneurs and 

academics around the world are all now clamouring 

to find their influencer speciality space. To find their 
voice as the ‘go to’ expert in a crowded market place.

In fact, no matter what industry you’re in, or what 

position you hold, the real competitive advantage 

in this new age of influence is to position yourself 

as an authority. Consistently providing useful 

information, driving the conversation, tracking 

trends and providing insight to your target market.

Essentially, the winners in this new age will be 

those that find a way to make their expertise stand 
out in an ever decreasing playing field of attention. 
The influencer code provides a pivotal framework.

INTRODUCTION

INFLUENCER 
MARKETING =  

to purchase the 
trust or influence  
of a third party.

INFLUENCER 
BRANDING =  
to develop or  

earn that trust  
and influence  
for yourself.
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Most leaders and organisations know they need 

to work on their industry profile and ‘get out there’ 
more, but have little idea where to start. This leads to 

expensive and time-consuming attempts at profile 
building, often with little return on investment.

But imagine if you could transform your sales 

results by becoming the most widely recognised 

voice in your space. What difference would that 

make to the opportunities you could attract? How 

much would it to increase your organisations’ 

perceived value in the marketplace? 

As humans take over the role of the brand in 

driving opportunities, sales, conversations and 

change, the question becomes how can you 

harness your unique skills and experience – or 

the unique skills and experience that live within 

your walls as an organisation – in order to stand 

out as an authority?

THE INFLUENCER ADVANTAGE

For the first time 

in history, we’re 

more interested in 

following people 

than brands. All 

eyes are now on 

those that own the 

conversation. Those 

who stand out as an 

authority, track the 

horizon for trends 

and translate them 

for their networks.
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More than ever, we want to follow someone we trust.  

But trust is something you earn, not something you buy.  

In a new age of influence, trust has been redefined. 

We’ve moved from a select few gurus and brands – to 

trusting virtual strangers with the power to influence 

billions of dollars in purchasing decisions. 

These individuals and brands have earned our trust by 

habitually engaging with their networks and delivering 

value on a consistent basis. The impact of this is that the 

traditional brand relationship has been redefined. We now 
expect to see behind the veil, connect with the leaders, 

innovators and passionate advocates. This is the key to 

trust in a new age of influence.

It’s hardly surprising that we gravitate towards human 

connection. After all, a logo can’t create real human 

connection. A brand can’t write articles. A mission 

statement can’t give a compelling speech. Brands that 

refuse to pivot away from traditional brand based strategies 

will continue to struggle for attention amongst the noise.

A MATTER OF TRUST

OF THE AUDIENCE 
TRUSTS A 
BRAND MESSAGE 
BUT TRUST IN 
A PERSON IS 
AROUND 65%.  
- NIELSEN

OF PURCHASING 
DECISIONS ARE 
NOW INFLUENCED 
BY SOCIAL.
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“People want to do business with 

you because you help them get 

what they want. They don’t do 

business with you to help you  

get what you want.”  

Don Crowther @don_crowther
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The rise of digital and the democratisation of media 

means we all have more influence than ever before. 

With the know-how, anyone one of us can publish our 

expert opinion, create a TV channel, publish an e-book 

or find themselves in front of millions of people in 140 
characters or less.

For the first time in history, every human being has open 
access to the tools to become as powerful as the most 

powerful media company on the planet – without the 

need for a multimillion-dollar budget. This has created 

infinitely more noise and complexity - creating a new 
economy where the primary currency is attention.

WITHIN THE NEXT 

60 SECONDS 72 

HOURS OF VIDEO, 

278,000 TWEETS 

AND 2000 EXPERT 

OPINION BLOGS 

WILL BE SHARED 

ON THE INTERNET  

- Business Insider

HERE ARE THE FIVE CORE DISRUPTIONS FUELLING THESE CHANGES:

Access
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Due to the sheer volume of noise and 

messages we receive on a daily basis – our 

attention spans have rapidly diminished. 

In fact, the average attention span for the 

notoriously ill-focused goldfish is 9 seconds, 
but according to Microsoft the average 

person now switches off after 8 seconds.

This finding also coincides with news that 
we now spend 51% of our time consuming 
some form of digital content – only 4% of 
which has anything to do with a brand. Our 

attention spans are not only decreasing 

- but have literally shifted from following 

brands - to following people. 

Industry influencers are the new celebrity 

endorsement. Data from influencer marketing 

platform MuseFind shows that 92% of 
consumers trust an industry influencer more 

than an advertisement or traditional celebrity 

endorsement.

Add to that the fact that 70% of those polled in 
the 2015 Edelman Trust Barometer cited industry 
experts as the most trusted spokespeople for 

businesses. Ranking a ‘person like yourself’ and 

a ‘regular employee’ as higher in credibility than 

even the CEO. Our trust also appears to have 

moved from controlled brand messages, towards 

human stories that feel authentic.

90%
  

of people trust human 
recommendations vs 
trust advertisements

88% of online 
consumers 
trust online 
recommendations 
as much as personal 
recommendations

Attention Trust
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Turning your leaders into thought leaders is now 

one of the most significant ways to attract and 
retain top talent. Potential new talent, especially 

the emerging generations, now rank leaders that 

are inspirational (37%) and visionary (31%) well 
above those with the most technical skill (17%) 
according to Deloitte.

Everyone wants to work for people they admire. 

To feel like they’re part of a team on the cutting 

edge of thought. To learn and be associated 

with the best minds in the business. Those 

leaders and CEO’s that can stand out as industry 

authorities will be the ones to win the war for 

talent. Their ability to be spotted on the industry 

landscape and create a strong network of 

followers – will mean attracting rather than 

chasing the brightest minds.

Company valuations are now no longer purely 

based on revenue, EBIT or past results – they 

are now valued on influence. Disappearing 

messages app Snapchat received a $19 billion 
valuation despite having never turned a profit. 
Why? It had earned the trust and engagement of 

100 million strong community worldwide.

This is a massive indicator of the power of 

the influence economy – a highly engaged 

community can equate to exponential growth. 

Beauty influencer Kylie Jenner built a lipstick 

empire to $420 million in revenue in 18 months. 
Selling $19 million of one lipstick in just one day 
thanks to a single social post. Predicted to be 

worth $1 billion by 2022 – it took iconic make-
up brand L’Oreal 80 years to reach a similar 
revenue figure.

60%
  

of Fortune CEO’s 

don’t have a social 

media presence. 

81% of employees 

consider social 

CEO’s better 

leaders.

Talent Growth
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“Corporations that embrace thought 

leadership as a strategy for growth 

represent the essence of market 

leadership, corporate accountability and 

changing the rules of client management.”  
- Forbes

Influencers have a 

competitive advantage 

over at least 

80% 
of other firms in the 

same industry.
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To highlight the benefits of 

influencer branding, imagine for a 

moment two CEO’s – both pursing 

the same potential investor. Both run 

highly esteemed organisations, both 

well respected and both have a great 

track record. 

However, CEO ‘A’ has been diligently 

raising her profile within the industry 
by publishing relevant and useful 

content. A potential investor has been 

quietly following her content on social 

media, and has learnt quite a bit about 

the future of the industry as a result.

CEO ‘A’ has also been tracking trends 

in other industries, and has great ideas 

about how to maximise the impact 

of these in her own space, which 

she recently shared in a keynote at a 

respected industry event. 

CEO ‘B’ acknowledges that he should be 

putting his thoughts out there more, but 

can’t find the time because he’s so busy 
managing staff and cash flow. 

CEO ‘B’ knows that influencer branding 

is important. He even sought a couple 

of quotes from specialist copywriters 

to write some thought leadership 

pieces, but didn’t take it any further. 

When he’s approached about taking 

a couple of adverts for his firm in the 
industry magazine, he agrees because 

all their competitors are doing it. 

When the investor is ready to make 

a commitment – who do you think 

they will choose? In a new age of 

influence the brand or individual seen 

as the authority in the marketplace 

will always come out top of mind for 

opportunities, investment and talent.

“THOUGHT 

LEADERSHIP 

IS THE NEW 

STRATEGY 

FOR 

CORPORATE 

GROWTH.”  

- FORBES

A TALE OF TWO COMPANY CEOS: 
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The thing about being discovered is 

that it’s incredibly rare. Because 

few people have the time or energy 

to go hunting for something that 

might not be there. The alternative? 

To be sought out.

- Seth Godin
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RISE OF THE MICRO INFLUENCER

The days of being the sole guru in any 

space are over. Ten years ago only a 

handful of people or organisations stood 

out as core industry influencers. You 

could own the real estate industry, you 

could own the world of leadership and you 

could easily dominate a marketplace by 

publishing the definitive book. 

Today macro influence has lost its power. 

Due to the sheer level of noise and fact 

that everyone now has a platform - all 

eyes are instead on those that are able to 

hyper-specialise. Leaders in this new age 

of influence need to identify two worlds in 

which they have mastery or experience; 

then combine them in a unique way in order 

to become a recognised micro-influencer.

Micro influencers are 

4X MORE LIKELY
to get a comment on a post 

than macro influencers  
- MASHABALE

SEVEN CORE STRATEGIES TO BECOMING 

THE LEADING AUTHORITY IN YOUR SPACE:

Jamie Oliver was not the first chef to hit 
our screens – however he was the first to 
combine the elite world of cuisine with the 

everyday home. Steve Jobs was not the 

first to promote the need for computing 
power – however he was the first to 
combine the power of computers with 

the spirit of creativity. By combining two 

seemingly separate worlds, you create a 

space that only you can own.

Clarity
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OUT-CONTRIBUTE VS. OUT-SPEND

In an influence economy, the future belongs to 

those that out-contribute, rather than out-spend 

their competitors. At last count $500 billion was 
spent annually on advertising and branding. 

Given the fact that 50% of consumers no longer 
trust advertisements – and only 4% of our digital 
life is spent looking at brands. This would seem 

an increasingly questionable use of resources.

The companies and individuals dominating 

in this new age are instead hunting for the 

questions their target market are asking - the 

challenges and opportunities they are facing - 

and they type of language they are using. Then 

crafting valuable content to meet those needs.

A smart emerging way to out-contribute your 

competitors is to focus resources on creating 

‘cornerstone’ content. This is the production of 

large scale and valuable pieces of content 3 or 4 
times annually. This can be a cutting-edge trends 

report, a video or podcast series or a target 

specific ebook. These can then be broken down 
inexpensively into numerous pieces of smaller 

content such as blogs, articles and social posts 

throughout the year.

EPIC STORYTELLING

In this new age of influence, we’re no longer 

competing with the usual players in our industry, 

we’re competing with the most compelling 

content on the internet. 

As humans we are hard wired to notice and 

engage with stories. Look at the posts with the 

most amount of traction on your social feed, or 

think back to what you remember from a recent 

industry presentation. Chances are it will all be 

stories. Those that win in the future will have 

mastered the art of epic storytelling.

Epic stories always contain three factors – they 

are personal, relevant and emotive. And more 

often than not they’re real. As an example, a recent 

trend in the USA has seen industry leaders in real 

estate employing their own ‘predator’. Standing 

for producer, videographer and editor in one. Their 

role is to follow and document all the interactions, 

stories and situations that make up their daily life - 

in order to create a constant stream of compelling 

content. Sounds extreme? According to Salesforce 

it now takes 6 to 8 engaging online encounters to 

generate one qualified sales lead. The more you 
have out there, the more those odds improve.

In 2017 47% of 

customers needed 

to consume  

3-5 pieces of 

valuable content 

before engaging 

with a salesperson 
– DEMANDGEN

Visual content  

is more than

40
TIMES 

more likely to

get shared on social 

media than other 

types of content. 
- (HUBSPOT)

Contribution Captivation



16

Al Gore’s documentary An Inconvenient Truth (AIT) 

is the 11th-highest-grossing documentary in the 
history of the United States. In terms of real impact, 

studies have since shown a 50% increase in the 
purchase of carbon offsets in areas where AIT was 

shown. Essentially, he managed to achieve with 

one well told story, what the entire global scientific 
community had been unable to do with pure facts.

AN EXAMPLE

“AIT has had a much greater 

impact on public opinion and public 

awareness of global climate change 

than any scientific paper or report.” 

- Steve Quiring, leading climatologist

Has mobile changed story telling? Check out 
this great video by Google’s Unskippable Labs: 

https://youtu.be/6HHgzEGwil4
https://www.youtube.com/watch?v=Bu6SE5TYrCM


Content
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POWER OF ATTRACTORSHIP

The emergence of the influence economy 

has also created a new horizon in leadership 

strategy – attractorship. Defined basically as 
the level to which a leader stands out as the ‘go 

to’ thought leader in their field. 

If you’re not specifically interested in advanced 
aerospace technology, you may not be familiar 

with SpaceX, a leading spacecraft design 

company. However, because of his decision to 

share his unique insights and beliefs, you’re 

probably much more familiar with the founder 

and CEO, Elon Musk. The power of attractorship 

means that leaders, like Elon, are able to attract 

(rather than chase) the lion’s share of available 
talent, investment and opportunities.

Imagine you had a choice of working for – or 

doing business with - two almost identical 

companies. Both do similar work. They offer 

comparable benefits. But there’s one critical 
difference: one has a team led by a figure 
regarded as the top expert in their field. Who 
would you choose?

77%
of consumers now 

say they are more 

likely to buy from 

a company whose 

CEO and leadership 

team have a  

strong profile  

– Go-Gulf
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PLUG INTO AMPLIFIERS

The final way to amplify the influence you’re 
creating, is to discover where the eyes and ears 

of your target market already live. Who are they 

following? What are they reading? Where do they 

currently get their information? These people or 

platforms are your amplifiers. A vital group that 
you can use to join forces and combine the power 
of your content, talent and networks. 

GoPro tapped into the power of amplifiers 
by building a team of 50 producers to select, 
enhance, and curate videos of base jumpers and 
snowboarders. With over 130 athletes in more 
than 35 sporting disciplines –The company more 

than doubled its net income as a result of the 

campaign, spending a mere $50,000 in marketing 
costs to do it (Wall St. Daily)

Not sure who your amplifiers might be? Ask. Find 
a way to reward your customers for letting you 

know who and what currently has their attention. 

Like Go-Pro your best amplifiers may also be your 
customers themselves, invite them to co-create 

a cutting edge piece of industry content that they 

then share amongst their peers.

INCUBATE INFLUENCE 

The influence already within your walls is 

infinitely more powerful than anything you will 
be able to replicate. To put that into real terms, 

the total network size of the employees of any 

organisation is 600 times larger than the network 
of the company itself. However only 2% ever share 
company content. 

Add to that the next generation off the rank - 

Millennials. Millennials are the content creation 

generation. Hungry to matter and feel like their 

expertise is acknowledged, the fastest way to drive 

engagement in this group is to shine light on their 

ideas. In fact, 78% of millennials are willing to co-
create and share if approached.

Smart companies are looking to incubate influence 

at all levels. Inviting talent across varied sectors 

to contribute and share their expertise. Internal 

ambassadors are chosen and trained to speak at 

industry events, thought leaders from throughout 

the organisation are invited to contribute their 

ideas to articles and industry white papers. The 

impact? Increased retention, engagement, talent 

attraction and huge amplification of the results. 

People

influence

people.
MARK ZUCKERBERG

41%
of people think  

a company’s  

employees rank 

even higher 

in public trust 

than a firm’s 

PR Department, 

Founder, or CEO

- EDELMAN’S TRUST BAROMETER
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IBM combined the power of being the translator 

and incubating influence through its Smarter 

Planet campaign. Positioning itself as an 

innovator able to translate current problems 

facing the planet using content such as videos, 

white papers, social media discussions, seminars 

and executive speeches. 

The key was that instead of outsourcing influence 

IBM used its own subject-matter experts, 
heralding them as respected “Forward Thinkers” 

and empowered them to bring their personal 

blogs, tweets, and posts into the company’s 

marketing mix. Inventors among IBM’s employees 

who distinguish themselves were also elevated as 

IBM Master Inventors. 

INCUBATING INFLUENCE

Overall this campaign 

increased brand value by 20% 

and stock price by 64%.

https://en.wikipedia.org/wiki/IBM_Master_Inventor
https://www.youtube.com/watch?v=QZ0o7avcvv4
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BE THE TRANSLATOR

Every industry has it’s thought leaders. 

The people or brands able to predict new 

innovations, technologies or trends - then 

overlay their own insights to explain how 

these might change the future landscape. 

As our bandwidths get shorter, our ability to 

consume the sheer volume of information 

available to us will continue to diminish.

The future influence will therefore fall to 

those with the certainty to ‘translate’ what’s 

happening out there in the market place or 

economy. Then package it into compelling 

bites of information for their target market. 

Once you become the primary translator for 

your industry, chances are you are also the 

most trusted voice of authority.

Credit Suisse holds regular conferences on 

the global investment outlook for particular 

industries and economic sectors. Not 

unusual? Here’s the twist, they also invite 

leaders from competitor banks to present 

and share knowledge. As the organizer and 

sponsor, Credit Suisse positions itself as the 

primary translator, with the other banks just 
following their lead.

Certainty
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CLARITY What space can I own as a micro-authority?

CONTRIBUTION
In what areas can I focus more on out-contributing rather 

than out-spending my competitors?

CAPTIVATION how can I better harness the power of epic storytelling?

CONTENT
where can I step out and drive the conversation in order  

to attract more talent and opportunities?

COLLABORATION
how can I join forces with individuals or groups that already 
have the eyes and ears of my target market?

CO-CREATION
how can I involve our brightest minds in co-creating valuable 

content and what support would they need?

CERTAINTY
where can I monitor the latest trends and how can I translate 

them for my network? 

“It takes nothing 

to join the crowd. 

It takes everything 

to stand alone.” 

Hans.F.Hansen

CORE QUESTIONS  
to ask yourself



22

We have entered a new age of influence – where the old rules of 
marketing no longer apply. An age in which people follow people 
– not brands. Where everybody has access to a platform – and 
only very few can be heard above the noise.

In this new age the dominant companies will be those that focus 

on out-contributing rather than out-spending their competitors. 

Those that can harness the power of epic storytelling and tap 

into the passion, expertise and points of view within their walls.

The intensifying war for talent also means that those leaders 

attracting the brightest minds will be those that choose to step 

out from behind the brand. They will own their position as an 

industry authority - as well as provide emerging talent with the 

platforms and opportunities to shine. 

Standing out in an influence economy will take new 

strategies. In particular the courage as leaders and brands to 

move away from the polished messages that can’t be faulted. 

To show up with a human face – and to own clear points 

of view - can be perceived as a risk. However, as digital 

continues to fragment our attention, this is now the only 

pathway to trust and engagement. 

Mastering the Influencer Code is the key to unlocking the 

future. The riskiest strategy? To stay quiet and get lost 

amongst the noise.

BE PART OF THE REVOLUTION
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Julie Masters is a globally recognised expert in influence, 

authority and thought leadership. She is the CEO and founder of 

Influence Nation and founder of ODE Management – responsible 

for launching and managing the careers of some of the worlds’ 

most respected leaders. 

In the past 10 years, Julie has built some of the greatest individual 
thought leadership brands in Australia and the USA. She has helped 

CEOs, entrepreneurs and top industry brands begin to dominate their 

marketplace by turning their expertise into influence.

Having won numerous communications industry awards across the 

USA, Australia and Europe. She is also the host of weekly podcast, 

Inside Influence, which explores what it takes to find your own voice, 
and then use it to drive conversation, an idea, an industry, or a Nation.
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