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Users’s dilemma

May | be missing
something?

Content producters
May | be missing my
audience?




IS essential for information

To find about jobs [Gr74], innovation [CKM57]
“It pays to know / It hurts to be unaware.”

When looking for good content, most of the
time is wasted, but some gems are priceless

This process is more efficient
And curating is at least informally

In this talk, we focus on dissemination
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ABSTRACT

The diffusion of information on online social and information
networks has been a popular topic of study in recent years,
but attention has typically focused on speed of dissemina-
tion and recall (i.e. the fraction of users getting a piece of
information). In this paper, we study the complementary

lions of users every day. There are many hypotheses as to
the source of their popularity, and one popular hypothesis
relates to the effectiveness of these networks as information
dissemination mechanisms (10, 28]. In particular, a funda-
mental question about effectiveness is one of personalization:
given the large number of users, one would expect them to
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Abstract. Social networks offer users new means of accessing information, es-
sentially relying on “social filtering”, i.e. propagation and filtering of information
by social contacts. The sheer amount of data flowing in these networks, combined







10 |
Looking for filtering

Intermediaries URLSs Poste«

Twitter

Bin Laden Death Twitter

Occupy Wall Twitter
Street

Steve Jobs Death  Twitter
iPhone 5 Launch Twitter

iPhone 5 Launch Facebook

All Spinn3r blogs  Spinn3r

Obama Spinn3r
Facebook Spinn3r
Euro Spinn3r
Mubarak Spinn3r




Median URL posted popularity -@- ‘ F i Ite ri n g IaW”

Median URL received popularity - @

Not an artefact of
replacement

exposure

User Activity (# URLs posted)




Can we find more evidence of precision?
Using click (Twitter data grant, more partners)
Does selectivity correlate with success?

Current models somewhat at odds

Discrete topics + continuous popularity range
Are there more general models

Can crowd-curation be improved?
In principle (no friction etc.), already efficient.
With incentive? With new mechanism?










Audience
Strategy

Greedy

Satisficing

Satisficing w/
blogger ability

Pure Strategy
Equilibrium?

Price of
Anarchy




A - TV oy et Jep ety EYN TS st pepie %y W Cery et e e ey
Pgp— i (vowia & Matha P we

Pt (i B (M g Mok prpvsty [l bypeitena ) Pahgr Jogeie B Wl g s e

ey o
a3

Told Pt My

s
...."ooo
.lQ'l."O."’..‘QIO.".

L
ooal.:'oo-.'ou-.',

LAAme A OO0y

Caame 'S4 Q00w

Vorwoli®i p gy

" " " . " o ves

A e Aty (4 povy A et ) Fowwed wan oSty L8 ponds i chie wtl e antelly (4 poviy s At st )

() TW Bin Laden (b) ¥B iPhone5 (¢) Blog All

'
Tl

HEE TR P TIN
[ |

L L e R ]

L ST
seatilipt e

Menie,
o ‘e

phd s Ll ST
LT e

b LA . 3 N R N A T TR LA I TS
‘




T T T R T
l Whisker of plot y-axis distribution ——3 A

INACTIVE { ‘
2 | month || - “
Shp |

VERY

)
RV
9
O
> 1000
=
=
> M
=
f —
o
>
o
o
o
—
ne
-

-
o

1 100
User Activity Level (Avg Tweets/Day)




10,000 |

URL Popularity (# Bitly clicks)
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Previous work:
Intermediaries play key role
In information dissemination.

We provided theoretical and

empirical justification for
iIntermediaries as information
filters.

Come see my poster!

Results not shown: Role of
filtering on success of
intermediary




