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Do Influencers’ Social Network Position Matter?

Toward Understanding New Consumer’s Roles in the Diffusion Process

January 2011
Master of Arts in Business and Commerce Course

Keio University Graduate School of Business and Commerce

Kei Ishizuka

[Abstract]

The aims of this study are: (1) To examine communication and adoption process of new
consumers: consumers who try to be connected with friends via internet and/or mobile phone (2) To
examine whether position in the social network affect these processes. I proposed hypotheses that
four consumer characteristics (opinion leadership, early adopterness, active consumerness, and
slightly-otakuness) and two social network indexes (brokerage and boundary-spanner).promote
adoption of products and sending WOM/eWOM. A questionnaire survey on adoption and
communication on recent ten hit products was conducted to “mixi” users: the largest social
networking service in Japan. Information on their online friendship was also crawled to calculate
social network indexes. I confirmed that early adopterness has positive correlation with adoption of
Nintendo-DS, Yasashi-Osu (mild vinegar by Mizkan), and SNS-Games. It also has positive
correlation with sending WOM on iPhone, iPad, SNS-Games and Twitter, and sending eWOM on
Nintendo-DS and Twitter. I conclude that early adopters actually adopt the hit products early and
spread information on them via face-to-face and over the Internet. I also examined relationships
among consumer characteristics and social network indexes. I found that opinion leadership
positively correlates with boundary spannerness, and slightly-otakuness positively correlates with
degree centrality. I conclude that to understand adoption and communication process of products,

both of consumer characteristics and social network indexes must be taken into account.

[Keywords]
Social Network Analysis, Broker, Boundary Spanner, Opinion Leader, Early Adopter, Active
Consumer, Slightly-Otaku
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