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Abstract. Activatingcommuiities on the Interretis catchingattentiors of website’s
designerdbecase the activity affectsthe growth of comnmunities. In this paper as
a trigger of activation, we aim at mining and charaterizing opinion leadersfrom
threadedbnline discussionn the Interret. Thenwe try to understad the relatiors
betweeropinion leadersandtheir charateristicsby usingcorrespondece analysis.

1 Intr oduction

Communicatio placeson the Internet,suchas BBS andchatrooms,are usedfor the sale
of gatheringpeopleinto particularweb sites[2]. The aim of settingsuchplacesis to make
communiieswherepeoplesharethecommoncontext [1] by actvaiing theinteractionamong
people.However, it is not alwayseasyto activatein fact becausef the lack of triggersof
topics.In otherwords,we might control the activation of a communty if we could throw
fascinatingopicsinto thecommuniy. Herewe focuson “opinion leader”[4] who aresensi-
tive to thetrendandhaving a greatinfluenceon peoples’decisionmaking.We believe that
opinionleaderscanprovide fascinatingopicswhichtriggertheactivation of thecommurity.
In this paper we aim at mining andcharacterizingpinion leaderdrom threadecdnline dis-
cussionon the Internet. Then, we try to understandhe relationsbetweenopinion leaders
andtheir characteristic®y usingcorrespondencanalysis.

2 InfluenceDiffusion Model

InfluenceDiffusion Model (IDM) is a methodfor discovering influentialcommentspeople,
andtermsfrom threadednlinediscussias,suchasBBS [3]. Oneof thefeaturesof threaded
online discussionsgs that communicabns betweenpeopleare done by exchangingcom-
ments.Thefirstassumptin of IDM is thattherelationsof commentscalledcomment-bain,
shaw theflow of influence.For example,if commentC), repliesto comment’,, it is consid-
eredthatC), is affectedby C,,.. Similarly, if personY” repliesto acommentbf personX, Y is
consideredo be affectedby X. In thesecasesthe influencediffusesfrom C, to C,, / from
X toY. In thisway, theinfluencediffusesthroughot the comment-chainsAnotherfeature
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of threadedonline discussbnsis that commentsare written by naturallanguagecomposed
of terms.The secondassumptiorof IDM is that peoples ideais expressedand propagated
by the mediumof terms.Basedon theseassumptias, the processof diffusing influenceis
definedasfollow.

Definition 1. In text-basedcommunicationinfluencediffusesalong the comment-bains by
mediumof terms,i.e., wordsor phrases.

Accordingto Definition 1, the influenceis definedby the degreeof termspropagatig
throughoutthe comment-chaing~or example,If C,, repliesto C,, theinfluenceof C,, onto
Cy, iz, is definedas

= (1)

wherew, andw, arethesetof termsin C, andC, respectiely, and|w| denoteshe countof
w. In addition,if C', repliesto C, theinfluenceof C, ontoC, throughC), i, ., is definedas
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wherew, arethetermsin (..

It is consideredhatthe morea commeniaffectsothercommens, the morethe influence
increasesAnd the samecanbe appliedto theinfluenceof people/conceptd.heinfluenceof
asubject(includinga commentpersonor aterm)thencomesto be measurable.

Definition 2. Theinfluenceof a subject(a commentpersonor a term) to the community
is measued by the sumof influencediffused from the subjectto all other membes of the
community

Applying Definition 2 to C,, theinfluence(hereafter, let us skip “to othermemberof
thecommunty”) is measuredy the sumof influencediffusedfrom C,, i.e., i, , + i, . if the
communty hasthreememberse, y andz.

3 Mining Opinion Leaders

In IDM, the influenceof a personX is definedasthe sumof influenceof X's commens.
Herewe applyIDM to Yahoo!Japas BBS discussingaboutthe clothingof UNIQLO.com?.
Thetop 5 peoplein theorderof valuesof diffusinginfluence(D x) arelistedin Tablel.

Tablel: Thetop 5 peope in theorderof diffusing influerce.
Ranking]| MemberlD | Dx

1 M11 36.00
2 MDO2 3.98
3 MD04 3.30
4 MD10 2.9%
5 M21 2.84
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Let meintroduceeachpeoplein Tablel. Thetop-rankpeople M)11, wasa personthat
postedcomment?#1 whichis no doubtthe mostinfluentialcommentbecauset is the begin-
ning of thecomment-chaing the BBS. The second-ranipeople M)02, andthefourth-rank
people,M10, werethe stafs of UNIQLO (MD02 is maleandM10 is female).They fre-
guently offered the hot informationaboutnew clothing, hot-sellng clothing or adviceson
dressing.The third-rank people,M)04, posedcommentswhich often raisedargumentve
topics. The fifth-rank people,M)21 who had beenan UNIQLO enthusiastor four years,
hadbeenalsooffering muchinformationfrom customers point of view. All of themactively
offeredinfluentialcommentghatcatchparticipants’interestandcausedonstructve discus-
sions.Thereforewe believe thatthey weresuitabe for opinion leaders.

4 Characterizing Opinion Leaders

The characteristicef opinionleadersaredifferentfrom eachother For example,onemight
have a greatinfluenceon the color of fleece,andanothemight have on the style of fleece.
Here we regard ones influential termsas his/her characteristicsThe influential termsfor
eachopinionleaderdn Tablel arelistedin Table2.

Table2: Opinion leadersandtheir charactastics (influertial terms).

MemberiD || Characteristics(Influential Terms)
MD11 UNIQLO, cardgan,jam, ad\ce, snealer, scarf,return,weatr fleece fashiorable,jacket...
MD02 UNIQLO, weatr fitting, fleece advice,shapesleere, sweaterdesign,color, catalogue..

MDO4 touch jeans pants,color, UNIQLO, return clerk,fitting, cheap size,shapefleece skirt ...
MD10 cute,fleece coverall, slipper UNIQLO, beige,T-shirt, beige,demin size,pink, color ...
MD21 fleece spring,slipper, color, cheapfull zipper winter, walk, the Intemet,UNIQLO, bag...

5 CorresponcnceAnalysis

For understandingherelationsbetweerpopinion leadersandtheir characteristicsjye employ
correspondencanalysig6] to visualze therelationsasa two-dimentionalpositioring map.
We skip the detailsof correspondencanalysisbecausat is beyondthe scopeof the paper
Figurel shavsthepositoningmapfor thedatain Table2. By seeing~igurel, we canclearly
understandhe characteristicef opinionleadersandtheir termsasfollows:

e MD02 andMD04 have similar characteristicsyvhich arepri ce, j eans, cat al ogue,
T-shirt,basi c, etc.

e MD21 hasthe characteristicswhicharespri ng, wi nter,the | nternet, week-
end, etc.

e MD10 hasthe characteristicswhich arebei ge, col or, pi nk, cheap, etc. Note that
MD10 is in the positonamongMd02, MD04, andM)021.

e MD11 hasthecharacteristicayhicharej acket ,scar f, car di gan, etc.

e MDO2, MD04, MDO10 and MD011 have commoncharacteristicsywhich arer et ur n,
advi ce,favorite,etc.

¢ All theopinionleadershave commoncharacteristicajhichareUNI QLO, f | eece, etc.
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Figurel: Positionirg mapof opinion leadersaandtheir charateristicterms.For easeof understading, modeate

numker of termsareshown.

6 Conclusions

The resultsmentonedin this paperhelp us understandhe opinion leadersandtheir char
acteristics.As the future stratey for activating a communiy, for example,we planto let
a opinionleaderwhosecharacteristicarerelatedto the community’s currenttopic provide
sometopicsfor activating the commuiity if thecommuniy becomestagnant.
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