
Bringing customers into the boardroom 

STARCOUNT 



GLOBAL DATA 

194 markets 

50 BILLION CONNECTIONS  

Stars: e.g. brands, events, programs, films, media, 

influencers 

 

DETECTOR 

The clever bit 

MOTIVATIONAL 

SEGMENTATIONS 
Passions, interests, 

aspirations & connections 

INDICATORS + 

INFLUENCES 
Trends, triggers, 

lifestages & temporal 

influence 

What we do; an audience first approach 

300K STARS 
GLOBALLY 

1 BILLLION 
INDIVIDUALS 



+ The new influencer ecosystem: 
a unique perspective on the role that 
passions play in determining behaviour and 
how best to influence key audiences 
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Larger overall reach 

Less influential reach 

+ 56% of UK Automotive 

fans make up just 10% of 

Jeremy Clarkson’s UK 

audience 

+ Just 3% of UK 

Automotive fans make 

up 74% of Jonny 

Smith’s UK audience 

+ 2.0m UK followers + 16k UK followers 

Absolute versus relevant reach 

Smaller overall reach 

More efficient relevant reach 



Using our motivational segmentation, we 
understand the passions, aspirations, 
inspirations and trends behind real 
people. 

Automotive motivational segmentation 

Automotive 

on TV 

32,163 

Petrolheads 

28,390 

Cars as 

Technology 

20,009 

Mainstream 

Cars 

34,727 

Luxury 

Cars 

40,191 

Motorsports 

149,098 

Top Gear 

Celebrities 

87,003 

Cars for 

the Family 

22,732 

Automotive in the UK 

414,313 
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Popularity Rank Importance Rank

Popular versus important influencers 

Jeremy is popular but his importance as an influencer varies by segment 



The new influencer ecosystem: how 
best to influence key audiences 



Brands have the strongest influence on these segments 
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Top 100 Most Important Stars by Type 

Brand Destinations Events Influencer Media Organisation Product Website
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Influencers have the strongest influence on these segments 



Media brands have the strongest influence on these segments 
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Fashion segment analysis 
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Brands have the strongest influence on these segments 
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Media brands have the strongest influence on these segments 



+ The influencer ecosystem is complex 

+ The most relevant influencer is based on relationships 
   with communities, not just listening or sentiment 

+ Passions and motivations are key in understanding 
   context and the source of influence 

+ Individual Influencers aren’t for everyone; know when 
media brands are more appropriate 

+ Spend marketing budget in the most relevant places 


