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Paper Conclusion 

ÁSocial Network that Matters: Twitter under Microscope 

ÁEveryone’s an Influencer: Quantifying Influence on Twitter 

ÁEarthquake Shakes Twitter Users:  

     Real-time Event Detection by Social Sensors 



Twitter’s Potentials (I) 

Retrieved from:  http://xkcd.com/556/ 



Twitter’s Potentials (II) 

ÁPower law? Two-way Communication! 

ÁEvent Detection 

ÁBusiness & Marketing Strategies 

ÁPolitical Behavior and Public Opinion 



Event Detection 

ÁProperties of the events which are visible by twitter 

ÁDifferent kinds of events can be detected 

ÁDiscussions on the detection model of this article 

ÁFuture works have interactions with semantic analysis 

 



Measure of Influence (I) 

Á If ( super node == most influential ) { 

 return true ; 

      } 

      else{ 

 return false; 

      } 

What is the return value here? J 



Measure of Influence (II) 

ÁDifferent measures of ranking of most influential users 

 1. number of followers; 

 2. number of retweets; 

 3. number of mentions (i.e. @)  

 

ÁFuture influence prediction is important 



Business & Marketing Strategies 

ÁChoose the target influencer is crucial  

ÁSimple but plausible cost functions are used here 
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ÁOptimal tradeoffs in marketing strategies depending on α 



Other Discussions 

Á Information diffusion in twitter 

ÁContent dependent or independent? 



Thank You J 


