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Introduction
Seth Grimes ɀ

Principal Consultant, Alta Plana Corporation.

Contributing Editor, 4ÅÃÈ7ÅÂȭÓIntelligentEnterprise.com.

Channel Expertȟ 4ÅÃÈ4ÁÒÇÅÔȭÓ  BeyeNETWORK.com.

Instructor, The Data Warehousing Institute, tdwi.org.

Founding Chair:

Smart Content, smartcontentconference.com.

Sentiment Analysis Symposium.

Text Analytics Summit.
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Processes
Analysis and Optimization imply ɀ

1. Setting goals, objectives.

2. Doing something.

3. Determining metrics and creating indicators.

4. Measuring and reporting.

5. Modelling.

6. Solving & applying.

Our premises are:

Å !Î ÏÒÇÁÎÉÚÁÔÉÏÎȭÓ ÓÏÃÉÁÌ ÐÒÅÓÅÎÃÅ shouldbe optimized: 
ÔÈÅÒÅȭÓ ÂÕÓÉÎÅÓÓ ÂÅÎÅÆÉÔȢ

Å It canÂÅ ÏÐÔÉÍÉÚÅÄ ÁÎÄ ÔÈÅÒÅȭÓ ÐÏÓÉÔÉÖÅ 2/) ÉÎ ÔÈÅ ÄÏÉÎÇȢ
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Modeling

http://www.tropicalisland.de/NYC_New_York_Brooklyn_

Bridge_from_World_Trade_Center_b.jpg

x(t) = t
y(t) = ½ a (et/a + e-t/a)

= acosh(t/a)

http://en.wikipedia.org/wiki/Seven_Bridges_of_K%C3%B6nigsberg

http://en.wikipedia.org/wiki/Image:Konigsberg_bridges.png
http://en.wikipedia.org/wiki/Image:7_bridges.svg
http://en.wikipedia.org/wiki/Image:Konigsburg_graph.svg
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Solving
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Processes & Reality
The social-media analytics state-of-the-art ɀ

1. Setting goals, objectives.

2. Doing something.

3. Determining metrics and creating indicators.

4. Measuring and reporting.

Modelling, model solving & application: TBD.

3ÏÃÉÁÌ ÍÅÄÉÁ ÕÓÅ ÓÔÁÒÔÓ ÐÅÒÓÏÎÁÌȟ ÓÏ ÌÅÔȭÓ ÌÏÏË ÁÔ ÍÉÎÅȢȢȢ 
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A start at modeling
If you like this stuff, check out Technobabble2.0, 

https://technobabble2dot0.wordpress.com/

Ranks an individual according to four weightings: 

1. Popularity (i.e. How many people follow you) 

2. Influence (i.e. What you say is interesting, relevant and 
many people listen) 

3. Engaged (i.e. You actively participate within your 
community) 

4. Trusted (i.e. People believe what you say) 
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Social Media
Reduces to:

1. People

2. Connections

3. Messages

Additional factors:

Å Temporality

Å Location

Aside: 

How do we most often get at information?

How do we make this information analytically tractable?
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Value in Text
)ÔȭÓ Á ÔÒÕÉÓÍ ÔÈÁÔ ΪΡϷ ÏÆ ÅÎÔÅÒÐÒÉÓÅ-relevant information 
ÏÒÉÇÉÎÁÔÅÓ ÉÎ ȰÕÎÓÔÒÕÃÔÕÒÅÄȱ ÆÏÒÍȡ

E-mail and messages.

Web pages, news & blog articles, forum postings, and other 
social media.

Contact-center notes and transcripts.

Surveys, feedback forms, warranty claims.

Scientific literature, books, legal documents.

...

Two additional premises:

ÅThe established Web has become part of the Social Web.

Å%ÎÔÅÒÐÒÉÓÅ ÉÎÔÅÒÅÓÔÓ ÁÎÄ ÁÓÓÅÔÓ ÃÒÏÓÓ ÔÈÅ ȰÆÉÒÅ×ÁÌÌȱ ÁÎÄ ÓÏ 
should analyses.
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Unstructured Sources
Sources may mix fact, sentiment, and more ɀ

When you walk in the foyer of the hotel it seems quite inviting 
but the room was very basis and smelt very badly of stale 
cigarette smoke, it would have been nice to be asked if we 
wanted a non smoking room, I know the room was very cheap 
but I found this very off putting to have to sleep with the 
smell, and it was to cold to leave the window open. 

Overall I would never sell/buy a Motorola V3 unless it is 
demanded. My life would be way better without this phone 
being around (I am being 100% serious) Motorola should pay 
me directly for all the problems I have had with these phones. 
:-(
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Unstructured Sources
Sources contain/provide metadata:


