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Abstract: Analyzing social media trends and network involves studying the data generated by users on 

different social media platforms. This data can include posts, comments, likes, shares, and more. By 

analyzing this data, we can identify patterns, trends, and relationships among users and their interactions. 

This information can be used to understand user behavior, preferences, and interests. It can also help 

identify emerging trends, influential users, and potential opportunities for businesses and marketers. 

Overall, analyzing social media trends and network provides valuable insights into the ever-changing 

landscape of social media and its impact on various aspects of our lives. 

As the digital world continues to evolve, the need for real-time trend identification and influencer 

recognition becomes increasingly vital. This project seeks to empower organizations with the tools and 

knowledge necessary to navigate the dynamic and influential realm of social media, unlocking 

opportunities, and staying ahead in an ever-changing landscape. 

 

Keywords: Social Media Analytics, Data Mining, Sentiment Analysis, Network Analysis. 

 

REFERENCES 

[1]. Boyd, D., & Ellison, N. B. (2007). “Social Network Sites: definition, history, and scholarship”. Journal of  

Computer-Mediated Communication, 13(1), 210-230. 

[2]. Pang, B., & Lee, L. (2008). “Opinion Mining and Sentiment Analysis”. 

[3]. De Choudhury, M., Counts, S., & Horvitz, E. (2013). “Social Media as a Measurement Tool of Depression in 

Populations”. Proceedings of the 5th Annual ACM Web Science Conference, 47-56. 

[4]. Sitaram Asur, Bernardo A. Huberman. “Trending Twitter: A First Look at Emerging Topics”. 

[5]. Axel Bruns, Jean Burgess, and Stephen E. Neely. “Finding and Assessing Social Media Information Sources 

in the Context of Journalism”. 

[6]. Wasserman, S., & Faust, K. (1994). "Social Network Analysis: Methods and Applications." Cambridge 

University Press.  

[7]. Hutto, C. J., & Gilbert, E. (2014). "VADER: A Parsimonious Rule-based Model for Sentiment Analysis of 

Social Media Text." Eighth International Conference on Weblogs and Social Media (ICWSM-14). 

[8]. Coviello, L., Sohn, Y., Kramer, A. D., Marlow, C., Franceschetti, M., Christakis, N. A., & Fowler, J. H. 

(2014). "Detecting emotional contagion in massive social networks." PLoS ONE, 9(3), e90315. 

[9]. Thelwall, M., Buckley, K., Paltoglou, G., Cai, D., & Kappas, A. (2010). “Sentiment strength detection in 

short informal text”. Journal of the American Society for Information Science and Technology, 61(12), 2544-

2558. 

[10]. Gruzd, A., Wellman, B., &Takhteyev, Y. (2011). “Imagining Twitter as an Imagined Community”. 

American Behavioral Scientist, 55(10), 1294-1318. 

[11]. Matthew Ganis. “Social Media Analytics: Techniques and Insights for extracting Business Value from Social 

Media”. 

[12]. Woods and Scott. “The Impact of Social Media on Mental Health Among Young Adults”: 

 


