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As the recession hits us the pundits are busy prophesying what the downturn means for 
marketing and digital in particular. Marketers themselves are focused increasingly on direct 
response activities, as Christmas sales look dismal. But it is at this very time, that marketers 
need to retool their departments and organize for the future. Just as the downturn has turned 
innovation into a necessity from being the luxury it once was so too must the innovative thinking 
be applied to how marketing departments are organized. 
 
Today a typical marketer’s existing cost structure is probably already untenable, his core 
customers are aren’t as loyal as they once were and his products aren’t flying off the shelves as 
they did six months ago. How can the marketer respond to these worrying circumstances? What 
does it mean to restructure a marketing department? We believe the answer is by organizing 
the marketing department to truly take advantage of social influence marketing. 

A Marketing Imperative for the Recession 

Back in January 2008 we developed a hypothesis that the way people are influencing each 
other online across the social web in small groups through peer pressure, reciprocity and flattery 
is giving rise to a whole new form of marketing that we called Social Influence Marketing. We 
defined it as marketing to the network of peers that surround and influence the customer across 
the social platforms and on brand websites. It was also about taking the brand social and 
making it ownable by customers. 2008 has proven that what started as a hypothesis is today 
very much a reality and with the recession a new imperative too. 
 
We believe that Social Influence Marketing is the third dimension of marketing and as 
fundamental as direct response and brand marketing. It does not replace the first two but 
complements them. Marketers can’t ignore social influence marketing anymore. Customers are 
turning away from traditional forms of advertising and are depending on their peers online in the 
form of friends, colleagues and anonymous experts for guidance when making brand affinity 
and purchasing decisions. Marketers must embrace that. 

Operationalising Social Influence Marketing 

You need a stronger message, better reach and frequency and crisper desired states for your 
various marketing efforts. How do you get all of that? There could never have been a greater 
need. Here’s how social influence marketing can help you today. 
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1. Stop marketing just to your brand advocates. They’re not always the most influential. 
It’s the other audiences that often have the most trusted voices. Know who is influencing 
your customers online are market to them with messages that resonate. 

2. Get a grip on the different kinds of influencers. Establish the differences between 
key influencers, social influencers and peer influencers. Account for all of them in 
creating marketing programs and develop clear value exchanges that correspond to 
each audience. 

3. Blur the lines between sales and marketing. Digital is bringing these together. 
Embrace that change. The journey from awareness to purchase can be short or 
convoluted. Work closely with sales to understand this and how influence plays a role. 

4. Make the social graph work for you. The dream of the portable social graph is finally 
becoming a reality. Talk to your agency today about innovate ways of leveraging your 
customers’ social graphs to amplify your own marketing efforts. Your customers maybe 
willing to help you market your brand. 

5. Organize your marketing department for Social Influence Marketing. It is no use 
being a believer in the theory alone. Put your money where your mouth is and organize 
your department into brand, direct response and social influence marketing. That’s the 
only way to make it work effectively for you. 

 
The last economic downturn in 2000 forced marketers to think harder about their marketing 
programs. The net result – marketers embraced digital like they never had before because it 
was more measurable and impactful. Digital entered the mainstream and moved away from 
being a niche activity.  
 
Similarly, this recession is bringing social influence marketing to the forefront.  The brands that 
cut through the noise around the social media and think strategically about social influence 
marketing by organizing their marketing departments differently, allocating meaningful dollars to 
this domain, and applying it in a measurable, holistic and influence driven fashion will be the 
ones that successfully weather this recession. 
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