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Prediction on Propagation Efficiency of Viral Marketing Based on Social Network

YU Li, YANG Xiaoping, CHEN Mingyuan
(School of Information, Renmin University of China,Beijing,China 100872)

Abstract Viral marketing model which is a newly network marketing one with the development of Web2. 0 and social
network, has been employed by lots of companies in the recent years. However,is it really effective and fruitful and how
many clients were successfully marketed during a fixed period of time? Probability statistical analysis and social network
analysis have been adopted in this essay to make the preliminary research of the propagation speeded of the model and
the answer to the question: “Given a directed graph G(V,E), for a initial active set S;, what is the number of the
average influenced users Es (1) after the time (?” has been explored. Finally,an example is shown to illustrate proposed
method. The research of this essay plays an important role as the reference value in applying the viral marketing model
for the companies.

Key words Viral Marketing, Network Marketing, Web 2, 0, Propagation Efficiency, Social Commerce
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