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ABSTRACT 
Social media mining is the process of representing, analyzing, and extracting actionable patterns from social media data. Social 
media mining introduces basic concepts and principal algorithms suitable for investigating massive social media data; it discusses 
theories and methodologies from different disciplines such as computer science, data mining, machine learning, social network 
analysis, network science, sociology, ethnography, statistics, optimization, and mathematics. It encompasses the tools to formally 
represent, measure, model, and mine meaningful patterns from large-scale social media data. 
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INTRODUCTION 

 

Social search: 

Social search is a behaviour of retrieving and searching on a social searching engine that mainly searches 

user-generated content such as news, videos and images related search queries on social media like Face book, 

Twitter, Instagram and Flickr. It is an enhanced version of web search that combines traditional algorithms. The 

idea behind social search is that instead of a machine deciding which pages should be returned for a specific 

query based upon an impersonal algorithm, results that are based on the human network of the searcher might be 

more relevant to that specific user's needs. 

Social search may not be demonstrably better than algorithm-driven search. In the algorithmic ranking 

model that search engines used in the past, significance of a site is determined after analyzing the text and 

content on the page and link structure of the document. In contrast, search results with social search highlight 

content that was created or touched by other users who are in the Social Graph of the person conducting a 

search. It is a personalized search technology with online community filtering to produce highly personalized 

results. Social search takes many forms, ranging from simple shared bookmarks or tagging of content with 

descriptive labels to more complicated approaches that combine human intelligence with computer algorithms. 

Depending on the feature-set of a particular search engine, these results may then be saved and added to 

community search results, further improving the relevance of results for future searches of that keyword. The 

principle behind social search is that human network oriented results would be more meaningful and relevant for 

the user, instead of computer algorithms deciding the results for specific queries.  

 

Benefits of social search: 

The retrieved results would be more relevant to the user and the needs because the results are culled from 

the content streams of human beings in your social groups. 

Negligible spamming occurs through social search, as it is more based on personal feedback. 

https://en.wikipedia.org/wiki/Social_media
https://en.wikipedia.org/wiki/Computer_science
https://en.wikipedia.org/wiki/Machine_learning
https://en.wikipedia.org/wiki/Social_network_analysis
https://en.wikipedia.org/wiki/Social_network_analysis
https://en.wikipedia.org/wiki/Network_science
https://en.wikipedia.org/wiki/Sociology
https://en.wikipedia.org/wiki/Ethnography
https://en.wikipedia.org/wiki/Statistics
https://en.wikipedia.org/wiki/Social_media
https://en.wikipedia.org/wiki/Facebook
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 Social search also provides results which are current and up-to-date with even recent changes because 

there is a constant feedback loop involved. 

 

Negatives of social search: 

 Users directly add results to a social engine. Therefore, users can be abused by the results with search 

spam without proper control. 

 The long search terms are not very suited for social search due to low possibility to fill in all the 

searches with content users provide or fill in. 

 

 
I. Related Work: 

 This paper discussed the benefits and issues in Social Search. Apart from this the application of web 

mining techniques and general process for social networks analysis has been discussed. The paper also 

highlights the difficulties in selecting data samples, finding communities and Patterns in Social networks and 

analyzing overlapping communities. 

 This paper showed a systematical data mining approach to mine intellectual knowledge from social 

data. 

 This paper explains how Social networking site helps a company and its brand to convey messages to 

massive amount of people very easily. 

 

Social search engine: 

A social search engine is an enhanced version of a search engine that combines traditional algorithm – 

driven technology with online community filtering to produce highly personalized results. A few social search 

engines depend only on online communities. Depending on the feature-set of a particular search engine, these 

results may then be saved and added to community search results, further improving the relevance of results for 

future searches of that keyword. 

A few social search engines depend only on online communities. Depending on the feature-set of a 

particular search engine, these results may then be saved and added to community search results, further 

improving the relevance of results for future searches of that keyword. 

Social search engines are considered a part of Web 2.0 because they use the collective filtering of online 

communities to elevate particularly interesting or relevant content using tagging. These descriptive tags add to 

the meta data embedded in Web pages, theoretically improving the results for particular keywords over time. A 

user will generally see suggested tags for a particular search term, indicating tags that have previously been 

added. 

Potential drawbacks to social search lie in its open structure, as is the case with other tagged databases. As 

these are trust-based networks, unintentional or malicious misuse of tags in this context can lead to imprecise 

search results. 

Several different versions of social engines have been launched, including Google Coop, Eurekster, 

Sproose, Rollyo, Anoox and Yahoo's MyWeb2.0. 

 

Trust (emotion): 

In a social context, trust has several connotations. Definitions of trust typically refer to a situation 

characterized by the following aspects: One party (trustor) is willing to rely on the actions of another party 

(trustee); the situation is directed to the future. In addition, the trustor (voluntarily or forcedly) abandons control 

over the actions performed by the trustee. As a consequence, the trustor is uncertain about the outcome of the 

other's actions; they can only develop and evaluate expectations. The uncertainty involves the risk of failure or 

harm to the trustor if the trustee will not behave as desired. Vladimir Ilych Lenin expressed this idea with the 

sentence "Trust is good, control is better". 
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Trust can be attributed to relationships between people. It can be demonstrated that humans have a natural 

disposition to trust and to judge trustworthiness that can be traced to the neurobiological structure and activity of 

a human brain. Some studies indicate that trust can be altered e.g. by the application of oxytocin. 

Conceptually, trust is also attributable to relationships within and between social groups (history, families, 

friends, communities, organisations, companies, nations, etc.). It is a popular approach to frame the dynamics of 

inter-group and intra-group interactions in terms of trust. 

When it comes to the relationship between people and technology, the attribution of trust is a matter of 

dispute. The intentional stance demonstrates that trust can be validly attributed to human relationships with 

complex technologies. However, rational reflection leads to the rejection of an ability to trust technological 

artefacts. 

One of the key current challenges in the social sciences is to re-think how the rapid progress of technology 

has impacted constructs such as trust. This is specifically true for information technology that dramatically alters 

causation in social systems. 

In the social sciences, the subtleties of trust are a subject of ongoing research. In sociology and psychology 

the degree to which one party trusts another is a measure of belief in the honesty, fairness, or benevolence of 

another party. The term "confidence" is more appropriate for a belief in the competence of the other party. 

Based on the most recent research, a failure in trust may be forgiven more easily if it is interpreted as a failure of 

competence rather than a lack of benevolence or honesty. In economics trust is often conceptualized as 

reliability in transactions. In all cases trust is a heuristic decision rule, allowing the human to deal with 

complexities that would require unrealistic effort in rational reasoning. 

 

The social identity approach: 

The social identity approach explains trust in strangers as a function of group-based stereotypes or in-group 

favouring behaviours based on salient group memberships. With regard to in-groupfavouritism, people generally 

think well of strangers but expect better treatment from in-group members in comparison to out-group members. 

This greater expectation then translates into a higher propensity to trust an in-group rather than out-group 

member. It has been pointed out that it is only advantageous to form such expectations of an in-group stranger if 

they too know the group membership of the recipient. 

There is considerable empirical activity related to the social identity approach. Allocator studies have 

frequently been employed to understand group-based trust in strangers. They may be operational as unilateral or 

bilateral relationships of exchange. General social categories such as university affiliation, course majors, and 

even ad-hoc groups have been used to distinguish between in-group and out-group members. In unilateral 

studies of trust, the participant would be asked to choose between envelopes containing money that was 

previously allocated by an in-group or out-group member. They would have had no prior or future opportunities 

for interaction, simulating Brewer’s notion that group membership was sufficient in bringing about group-based 

trust and hence cooperation. Participants could expect an amount ranging from nothing to the maximum value 

an allocator could give out. In bilateral studies of trust have employed an investment game devised by Berg and 

colleagues where individuals could choose to give a portion or none of their money to another.Any amount 

given would be tripled and the receiver would then decide on whether they would return the favour by giving 

money back to the sender. Trusting behaviour on the part of the sender and the eventual trustworthiness of the 

receiver was exemplified through the giving of money. 

The above empirical research has demonstrated that when group membership is made salient and known to 

both parties, trust is granted more readily to in-group members than out-group members. This occurred even 

when the in-group stereotype was comparatively less positive than an out-group’s (e.g. psychology versus 

nursing majors), in the absence of personal identity cues, and when participants had the option of a sure sum of 

money (i.e. in essence opting out of the need to trust a stranger). In contrast, when only the recipient was made 

aware of group membership trust becomes reliant upon group stereotypes.The group with the more positive 

stereotype was trusted (e.g. one’s university affiliation over another), even over that of the in-group (e.g. nursing 

over psychology majors). Another reason for in-group favouring behaviours in trust could be attributed to the 

need to maintain in-group positive distinctiveness, particularly in the presence of social identity threat.It should 

also be noted that trust in out-group strangers increased when personal cues to identity were revealed. 

The trust is not about what we wish for, rather it is in the consistency of the data of our habits. As a result, 

there is no risk or betrayal because the data now exists as collective knowledge. 

 

Economics: 

Trust in economics is treated as an explanation for a difference between actual human behaviour and the 

one that can be explained by the individual desire to maximize one's utility. In economic terms, trust can provide 

an explanation of a difference between Nash equilibrium and the observed equilibrium. Such an approach can be 

applied to individuals and well as societies. 
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Trust is also seen as an economic lubricant, reducing the cost of transactions between parties, enabling new 

forms of cooperation and generally furthering business activities; employment and prosperity. This observation 

created a significant interest in considering trust as a form of social capital and has led research into closer 

understanding of the process of creation and distribution of such capital. It has been claimed that higher level of 

social trust is positively correlated with economic development. Even though the original concept of 'high trust' 

and 'low trust' societies may not necessarily hold, it has been widely accepted and demonstrated that social trust 

benefits the economy and that a low level of trust inhibits economic growth. 

Economics is also interested in quantifying trust, usually in monetary terms. The level of correlation 

between increase in profit margin or decrease in transactional cost can be used as indicators of economic value 

of trust. 

The popularisation of e-commerce opened the discussion of trust in economy to new challenges while at the 

same time elevating the importance of trust, and desire to understand customer decision to trust. For example, 

inter-personal relationship between the buyer and the seller has been dis-intermediated by the technology, and 

had to be improved upon. Alternatively, web sites could be made to convince the buyer to trust the seller, 

regardless of seller's actual trustworthiness. Reputation-based systems improved on trust assessment by allowing 

to capture the collective perception of trustworthiness, generating significant interest in various models of 

reputation. 

 

Conclusion: 

Valuable information is hidden in vast amounts of Social media data, presenting sample opportunities social 

media mining to discover actionable knowledge that is otherwise difficult to find. Social media data are vast, 

noisy, distributed, unstructured and dynamic which poses novel challenges for data mining.  

In this paper we offer a brief introduction to mining social media, use illustrative examples to show that 

burgeoning social media mining is spearheading the social media research, and demonstrate its invaluable 

contributions to real-world applications. 
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