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IntroducNon

Social	
  Capital	
  -­‐	
  leverage	
  our	
  online	
  social	
  networks

Develop	
  framework	
  that	
  quanNfies	
  the	
  value

Allows	
  for	
  theories	
  to	
  be	
  tested

This	
  paper	
  focuses	
  on	
  the	
  following	
  (in	
  Twi&er):

“Bonding	
  is	
  more	
  likely	
  to	
  occur	
  than	
  bridging”	
  -­‐	
  Lin	
  01

“Closure	
  is	
  the	
  most	
  obvious	
  force”	
  -­‐	
  Burt	
  05

Homophily	
  principle:	
  “Birds	
  of	
  a	
  feather	
  flock	
  together”

Smith-­‐Lovin	
  87	
   “Similarity	
  begets	
  friendship”



MoNvaNon

-­‐-­‐-­‐	
  ESN	
  	
  	
  -­‐-­‐•friendship•web links•following•etc.



MoNvaNon

-­‐-­‐-­‐	
  ESN	
  	
  	
  	
  -­‐-­‐-­‐	
  IAN-­‐-­‐

•commonality

•similarity

•share attributes



MoNvaNon

-­‐-­‐-­‐	
  ESN	
  	
  	
  	
  -­‐-­‐-­‐	
  IAN-­‐-­‐

new person



MoNvaNon

-­‐-­‐-­‐	
  ESN	
  	
  	
  	
  -­‐-­‐-­‐	
  IAN-­‐-­‐

How does knowing more 
about the new user help?



Twi&er	
  Basics	
  -­‐	
  Profile

my tweets
(reverse chronological order)

stats >

profile description >

link >



Twi&er	
  Basics	
  -­‐	
  Home

tweets
(by those I follow)



Hypothesis

U"lizing	
  a	
  following	
  strategy	
  mo"vated	
  by	
  a	
  desire	
  to	
  
maximize	
  poten"al	
  bonding	
  social	
  capital	
  produces	
  
higher	
  returns	
  (or	
  social	
  success)	
  than	
  u"lizing	
  other	
  

strategies.



Experimental	
  Setup

Let	
  A	
  be	
  the	
  set	
  of	
  new	
  Twi&er	
  accounts	
  (|A|=9)

Assign	
  each	
  a	
  following	
  strategy

Each	
  behave	
  idenNcally	
  (except	
  for	
  their	
  following	
  strategy)

Let	
  U	
  be	
  the	
  set	
  of	
  sampled	
  Twi&er	
  users	
  to	
  follow	
  (|U|=5000)

tweeted	
  “data	
  mining”	
  or	
  “social	
  networks”	
  in	
  Sept.	
  ’09

Compare	
  stats	
  for	
  each	
  strategy;	
  all	
  accounts	
  in	
  A

Test	
  if	
  strategy	
  A	
  (max.	
  pot.	
  bonding)	
  results	
  in	
  higher	
  returns



Experimental	
  Setup	
  -­‐	
  Strategies

(A)	
  max.	
  potenNal	
  bonding

(B)	
  max.	
  potenNal	
  bridging

(C)	
  median	
  affiniNes

(D)	
  random

(E)	
  min.	
  following/ers	
  diff.	
  

(F)	
  max.	
  following/ers	
  diff.	
  

(G)	
  median	
  num.	
  followers

(H)	
  min.	
  num.	
  followers



Experimental	
  Setup	
  -­‐	
  SelecNon

Pool of 5000

U	
  :

A	
  :

Begin Selection...



Experimental	
  Setup	
  -­‐	
  SelecNon

Stop When Each Account 
is Following 500 Users

U	
  :

A	
  :



Experimental	
  Setup	
  -­‐	
  Tracking

...



Experimental	
  Results



Results:	
  	
  Followback-­‐to-­‐Following



Results	
  -­‐	
  Clicks	
  &	
  MenNons



Results	
  -­‐	
  Clicks	
  vs.	
  Followers



Results	
  -­‐	
  Follow-­‐backs	
  Retained



Conclusions

New	
  users	
  that	
  requested	
  to	
  follow	
  others	
  having	
  
similar	
  profile	
  descripNons	
  (i.e.,	
  maximize	
  potenNal	
  
bonding)	
  significantly	
  increased	
  the	
  number	
  of	
  follow-­‐
backs

This	
  empirical	
  evidence	
  confirms	
  the	
  prevalent	
  
sociological	
  beliefs

This	
  research	
  assists	
  new	
  users	
  to	
  determine	
  who	
  to	
  
connect	
  to	
  in	
  order	
  to	
  grow	
  their	
  network



QuesNons	
  &	
  Comments

Email	
  or	
  Call	
  me:
Ma#	
  Smith

smi#y@byu.edu
	
  (801)	
  788-­‐4920

Connect:

Ask	
  me	
  now:

?

Web: h#p://m.smithworx.com
Blog: h#p://dmine.blogspot.com

Facebook: h#p://facebook.com/smithworx
LinkedIn: h#p://linkedin.com/in/smi#y
Twi#er: h#p://twi#er.com/smithworx
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