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introduction to face and headbox
Face
Face brings together brands and consumers to co-create insights, 
ideas and advocacy. We believe that the customer is always right 
so they should stay involved in every stage of the innovation and 
marketing process.  We help clients like Google, Orange, Pepsico,  
RBS and Unilever to profile consumers, generate insights, develop  
new products, create UGC advertising & content and spread  
word of mouth.

Headbox
Face has developed Headbox, an on-line collaboration community, 
to enable brands to work with their most influential and creative 
consumers across all major categories. Consumers aged 11 to 35 years 
old are profiled when they join and are given both an influence and 
creativity score. Brands then collaborate with consumers in project 
teams and each member of a team can share their ideas, opinions 
and creativity with other team members (including brand owners) 
to complete project tasks using a range of community tools. These 
include on-line focus groups, on-line and mobile surveys, multimedia 
diaries and virtual creative studios.

Job Muscroft 
Managing Director, Face
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ForewOrd
“Ubiquitous connectivity” whereby “the individual 
becomes the agent of everything. Moving, frictionless 
from one community to another; consuming freely, from a 
wide universe of sources; publishing, from each individual 
to any number and any size of audience. This is the 
consumer of the age we live in” James Murdoch told us 
at the Marketing Society’s 2008 Annual Dinner. 

He reminded us that 3-4 years ago we saw the internet 
as just another way of talking to millions of people by 
doing pretty much what we had always done. He also 
reminded us (although he didn’t need to) that this view 
of the internet was and still is wrong. Doing business well 
in the new empowered world means understanding that 
the relationship brands have with their customers has 
changed fundamentally. It is not a question of scale but a 
completely different way of existing. 

And the reason for this is simple. Customers today have 
changed. They are more empowered. They have a 
greater belief in their own voice and their own creativity 
and self expression. As a result they have much more 
control in their brand relationships than they did 5 years 
ago, seeing themselves less as passive respondents and 
more as active stakeholders. 

The arrival of this new breed of customer “the empowered 
consumer” means that the old way of talking to them – 
the 30 second spot, the great poster, the PR stunt – “the 

conventional tools of commercial sloganeering” as 
Murdoch refers to them is no longer enough. Their desire 
to be listened to and involved more directly in what a 
brand does and says means now more than ever there is 
great opportunity to market with consumers rather than 
at them.

But to market WITH consumers effectively brands need 
to do more to understand who their empowered 
consumers are – who are their key customers who are 
not just passionate about the brand but carry influence 
for it amongst their peers?; how far are these consumers 
prepared to go in their levels of brand engagement and 
how far are brands prepared to go to involve them in a 
more meaningful and deeper relationship? If brands are 
prepared to invest in understanding the answers to these 
questions they will find it much easier to spread positive 
word of mouth about what it is they are doing. 

With the Headbox influencer index study we have 
pulled together our own thoughts to help brands with 
a methodology to answering these questions and so 
embark on this important journey.

Andrew Needham 
Founding Partner, Face
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Methodology 

Jan 2008 on-line survey of 500 Headbox members aged  
16-25 yrs nationally representative.

February 2008 interviews with 20 Headbox members  
16-25 yrs selected from original survey sample.
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Word of mouth categories 
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we believe that the influence of individuals varies by category,  
no one is an influencer across all categories!

when profiling we focus on five key categories where there  
are high levels of word of mouth activity (based on findings  
from Tech Tribe 2007 Report)

•	 personal care/grooming 

•	 mobile phone 

•	 technology 

•	 music 

•	 fashion
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so how do we work out who  
is an influencer?
Every member of headbox is given an influencer score  
this is calculated in the following way:

a core influencer score is given based on their personality  

type, behaviour and size of social network 

they are then given a score for that category based  

on how involved & passionate they are in each category

we then multiply the two together to give an overall  

 influencer score for each category
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what % of influencers do we  
consider to be truly influential?
we believe that everyone has the power to influence  
but that some people are more influential than others

so when we are looking to work with Headbox  
influencers we take the top 15% to be key influencers  
in each category

the following pages give an indication of who the top 15% of  

influencers are, what they do, and what makes them different...
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influencers by lifestage

influence increases after leaving education –  
more of our top 15% of influencers have stopped  
studying than are at school or university

% of each group found in top 15% of Headboxer Influencers
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school

university

working or not in full 
time education

13

16

20
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influencers by gender

Core Influencers are more likely to be Female than Male

% of headbox influencers 

male

female

14

19
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influencers & optimisim

influencers are more likely to be optimists

% strongly agreeing with the statement

total headbox

i am an optimist

top 15%  influencers

21

47
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influencer inputs

influencers have a variety of different inputs in terms  
of people and passions

% strongly agreeing with the statement 

Like to meet and  
talk to different  

types of people 

have lots of 
different passions 

and interest

71

68

29

30

total headbox top 15% influencers
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influencer proactivity

influencers are proactive, taking a lead in their social groups

% strongly agreeing with the statement 
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I am head of a group 
on facebook

i have strong opinions 
about things

i like organising events 
and nights out

28

60

60

63

35

19

total headbox top 15% influencers
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influencer outputs

influencers have the tools and the inclination to spread the word

% strongly agreeing with the statement 

i have over 300 friends 
on my social network

i like starting  
conversations with 
people i don’t know

i have many different 
networks of friends

14

38

10

40

22

51

total headbox top 15% influencers
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influencer social network

Influencers have reach and real influence on social networks

head of more than three groups on facebook 
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total headbox

total 15% influencers 24

12

Top 15% of influencers are twice as likely to be head of more than 
three groups on facebook.

Mobile influencers are nearly three times as likely to be head of more 
than three groups on Facebook (35%)

Fashion influencers head the trend in having more than 100 people 
in their main Facebook group (35%)
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Influencers spread word of mouth

influencers do talk to other people about brands and services

% strongly agreeing with the statement 

friends see me  
as a good source  

of information

i like giving  
advice about  

products/services

when asked for opinion 
i will always share

Tend to talk to  
friends about  

products/services

total headbox top 15% influencers

57

59

69

20

24

30

31
11
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areas of influence vary by gender

music influencers are not differentiated by sex or life-stage  
but by the fact that they are cumulatively more likely to be  
influencers in all other categories.
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female

male

12

fashion grooming

technology mobile
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music influencers

Music Influencers are more likely to be Tech, Fashion or Personal  

grooming influencers than any other influencer. The converse,  

however is not true. Implying that a music influencer is both  

eclectic and a powerful influencer.

38% of Music influencers have over 300 friends in their main  

social network, 68% have over 180 friends

“�for finding new music I look at Idiomag –  

personalized online music magazine.  LastFM,  

MySpace – helps to find out who support acts are.

“ �Going to 4 festivals this summer – Great Escape, V,  

Latitude & Reading – New band tents are great for finding.

“�My friends ask me who bands are and what I think  

of the
m befo

re the
y buy/d

ownlo
ad mus

ic.” (Araba)
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fashion influencers

Fashion influencers are more than twice as likely to be  

female than male 17% v 7%

They are 60% more likely not to be in full time education  

or to be working 10% v 16%

“A lot of my friends borrow my clothes.

“�When I am shopping I do get stopped by strangers  

and asked where I get certain items of clothing from.

“ �I check out celebrity websites to keep up  

to date on the latest trends (and gossip!).

“ �Tip – Either you show your legs or your  

chest, never EVER both!!!”(Frances)
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tech influencers

Tech influencers were most likely to also be  

Mobile influencers 89% 

They are about 35% more likely to be male than  

female 19% v 14%

Tech influence increases with age, but is roughly  

the same for university students and those in work  

or not in full time education.

“�I use iGoogle to get RSS news feeds  

about technology onto my homepage.

“�Tend to broadcast my views rather  

than speak when spoken to. Everybody  

around me knows what the new  

gadgets I want are.

“�Use Google Reader to share websites  

and news with family and friends.” (Archi)
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mobile influencers

Mobile influencers are the least likely to be influencers  

in other categories

93% of mobile influencers strongly agree that their  

friends see them as a good source of information  

about brands and products

“�I am in a group of friends who take an interest  

in mobile phones; they are all experts,  

they trade tips and it is main topic  

of conversation.

“�enjoy reading review & comparison  

sites, and refers other people  

to trustedreviews.com as it is  

informative and reliable.”(Adam)
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personal care influencers

Personal care influencers are nearly twice as likely to be  

female than male 16% v 9%

They are as likely to be at school or university 12%  

but slightly more likely to be working or not in full time  

education 15%

They are more likely than any other group to be a  

captain of a sports team 23%

“�I’m always on the look out for new things –  

Cosmo is a great way to discover new products.

“�I think I have a massive say on what my friends decide  

to  use as we all get ready together and are the first  

people to see each other. Its like a ritual. ” (Jodie)



the influencer index as a profiling  
and research tool
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There is nothing new in trying to identify and work with opinion formers, 
leaders and influencers. Brands and their agencies have been doing 
it for decades.

What is different now is that in the modern world of “ubiquitous connectivity” 
where the reach of the individual goes further and the power of the 
network is stronger – working with the most connected, the most influential 
“empowered consumers” is more important than it has ever been. We think 
that we are pretty good at identifying influencers, but the development of 
the Influencer Index is only the start of a journey for us and our clients.  

We believe that the real challenge that lies ahead is not just in identifying 
influencers, but also in working out the best ways to work with them and 
harness their power. This does mean at the very least involving them 
throughout the entire marketing process – to listen, collaborate and co-
create with them in order to innovate and accelerate word of mouth. But 
we don’t want to leave things there. Increasingly we are looking to work with 
our most forward thinking clients – Unilever, Orange, Pepsico and Google 
– to overlay models of brand affinity with our influencer index in order to 
allow companies to work with the sweet spot of consumers that are both 
influential and truly committed to their brand. Working with this group of 
people means even more targeted recruitment and profiling and it means 
being more committed to the process of bringing these key consumers into 
the heart of your organisation. The journey might not always be easy but 
the benefits it can bring can have the greatest influence of all – on the 
bottom line.

Philip McNaughton

Use the Influencer Index to discover what opinion 
formers think of your brand 

Discover the targeted groups with whom seeding &  
co-creation activity will be most efficient 

Overlay with brand affinity data to identify your most 
passionate & influential fans 

Invite your fans to co-create with you and naturally 
spread word of mouth 

For more information about the influencer index and 
how it can help you target and work with influencers 
contact andrew needham, job muscroft or Philip 
mcnaughton on 020 78746599



7 Milford Place 
London W1T 5BG

tel: 020 7874 6599 
www.facegroup.co.uk

For further details please contact:-

Andrew Needham, Founding Partner, Face 
email: andrew@facegroup.co.uk 
tel: 07815 198 991

Job Muscroft, Managing Director, Face 
email: job@facegroup.co.uk 
tel: 07973 118 705
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