
What is your opinion worth?
A study of how to measure the influence of digital personas

Topics
The first step in identifying influence is to find out what area of 
interest an individual interacts within. This task narrows the 
field to a more manageable size for detailed analysis. Given 
that 90% of all data created has been doneso in the past two 
years alone, this problem is a compounding one. Chunking data 
into individual topics doesn’t mean that there aren’t overlapping 
correlations but it provides the first focus. In this project we chose 
the following three categories for further analysis:

Sports, Photography, Cooking

In the case of these three categories, there are instances where they could 
all overlap with one another. On their own, however, they are quite different.
This allows for an investigation to uncover the most popular subtopics and
whether or not their overlaps will show up in a meaningful way.

Analysis
After establishing a set of three sample topics, the next steps 
in the process can be outlined as follows:
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RESULTS
Using a defined metric for domain-specific impact factor in 
conjunction with predictive modelling, we are able to visualize 
some interesting trends of influence among Twitter users. Not 
only can these findings assist in integrating social media into an 
effective marketing model, they can potentially outline a more 
direct return on investment.

The first steps are shown to the right. Findings outline some 
interesting trends and topics for further analysis. We ran a 
number of statistics on the graph based on the data collected, 
including Average Degree, Average Weight Degree, Modularity and 
PageRank. Modularity is an interesting measure which helps us 
identify communities in our graph, even within the data being 
collected using the same keyword.
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People look to social media for brand promotions
Direct marketing with coupons, promotions, and discounts via 

social media has opened a two-way conversation between 
companies and their customers. 
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Users count on social media when making a purchase
As connected devices become a way of life for many, digital 

communities are more relied upon. People look to social media to 
gather opinions from trusted sources. Understanding who has the 
greatest pull in these communities becomes extremely valuable. 
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Total U.S. Internet time spent on social networking sites
When over a quarter of the time spent on the internet is on social 

networking sites, advertising dollars compete for space at a premium. 
Targeting users with greater influence among communities of interest 

allows for a much greater return on investment. 
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Problem
Or perhaps better phrased: Opportunity. Finding a repeatedly 
successful marketing strategy for social media has been 
elusive. Determining a reliable way to gauge return on 
investment has been even harder. This project presents findings 
to understand social influence in the digital world.

Social influence in the physical world can be correlated with 
intangible attributes like charisma, attraction, and charm. In 
translation to a digital context, the concept of influence is still 
very much connected to these types of human elements, but 
their impact becomes measurable. The value in determining how 
much impact an individual has on a specific topic of interest is 
becoming clearer as more companies depend on digital 
communities for product awareness.

Keyword definitions
Within each topic, there are a huge number of 
keywords that need to be correlated with the 
higher level category.

Algorithm development
An algorithm was created to gather the impact 
ranking ofindividual twitter accounts. Among 
others, primary weight contributors include the 
number of followers, retweets, and outbound links.

Instance in the Cloud
Amazon’s EC2 service was used to host a 
virtual machine dedicated for research use. 

Data downloading
a python script was configured to download 
datain parallel from twitter for 21 
consecutive days.

Database configuration
Two relational tables in mysql were 
created, one for tweets and another for 
follower metrics.

Metric Comparison
relationship visualizations were generated 
using Gephi. initial word cloud explorations 
created using wordle.
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Topic snapshot
From a snapshot in time, the most 
common mentions within the topic of 
‘sports’ was of racing. 

using ‘racing’ as an example, a keyword 
we adopted to fetch data for Topic 
‘sports’ to generate the relationship 
graph.  Several communities are forms. 
For each community, we got the top 
influence based on our impact factor 
ranking algorithm in the time period we 
collected our data.

top influencers
In the relationship graph, each color represents a 
distinct modularity class. The Twitter accounts 
displayed as larger nodes has a higher impact factor 
than others within the community they belong to. When 
we dive into the profiles which represent each cluster, 
we found traits can differentiate those communities, 
such as context, region, language and so on. The top 
three influencers are:

screen name: Chevy Camaro (a community of car racing)
https://twitter.com/ChevyCamaroFC

screen name: djsjeffer (a real racing sport community)
https://twitter.com/djsjeffer

screen name: Solcii_Racing (a Spanish spoken community)
https://twitter.com/Solcii_Racing

According to our results, top topic-related influencer 
are not necessarily those who are presumed as the most 
well known celebrities especially when narrowed down
to a specific topic.
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