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Social Media – It’s all about the Users

� Millions of users 
are visiting social media sites daily

� Users get actively involved
– Contribute content
– Form online connections
– Join online communities
– Annotate with tags, comments, ratings

� Social media sites principally depend
on their users to create a lively and enjoyable
environment



IBM Haifa Research Lab

© 2005 IBM Corporation� © 2009  IBM Corporation

Information Overload 

� Social Media sites continue to 
proliferate and their content 
keeps growing

� Harder for the user to select 
the sites and the content

� Harder for sites to attract new
users and retain existing ones
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Personalized Recommendations and Social Media

� Adapt the content based on the 
individual user’s characteristics

� Origin in taste related domains / 
eCommerce

– Movies, books, restaurants

� Social media and recommender 
systems can mutually boost ech other

– Social media indroduces new types of 
public data that can be exploited by 
recommender systems

– Recommender systems can play key 
role in the success of a social media site
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Recommender Technologies in a Nutshell

� Content-Based (CB)

– Recommend items that are similar to one the user has 
liked in the past

� Collaborative Filtering (CF)

– Recommend items based on users who are found to 
have similar prefernces to the user

� Hybrid

– Combining the two methods

� Explicit ratings vs. Implicit indicators
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Personalized Recommendations – a few Examples  

� StumblueUpon – personalized web page 
recommendation based on past ratings, 
ratings of friends and similar users, and 
selected topics

� InSuggest – personalized recommendations 
for images in Flickr and bookmarks 

� OutBrain – personalized blog 
recommendations for leading blogging 
services

� YouTube personalized homepage
– Based on past views and favorites

– Reported to increase number of homepage 
visitors and subscribers

� Digg personalized recommendations
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Social Media @ IBM

� Dogear – introduced enterprise social 
bookmarking 
– 743,239 bookmarks with 1,943,464 tags by 

17,390 users 

� Fringe – introduced enterprise people 
tagging

� 2-3 enterprise SNSs (Buisness vs. Social like 
Facebook vs. LinkedIn)

� Blogs, wikis, communities, file sharing, 
activities
– 16,337 blogs, 144,263 blog entries, with 69,947 

users 

� Feed reading, media library, forums, BlueTwit

� Product: Lotus Connections – Social 
Software for Businesses
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Social Networks & Discovery (SaND) –
Aggregating Social Media
� Traditional information discovery 

methods are based on content: 
documents, terms, and the 
relationships between them

� In the Web 2.0 Era, people come into 
play as they create documents and 
tags in many forms 

� New aggregation features, such as 
social search, recommendations, 
personalization, and social graphs 
should take advantage of this newly 
formed ecosystem

� SaND – an aggregation platform for 
information discovery and analysis
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� Faceted search-based unified index that models
relationships between people, documents, and tags

� Flexible configuration of sources, relationships, 
and their weights
– Different relationship types per source can be defined

� Coherent and comprehensive 
public REST APIs
– Retrieve any people-document-tag

relationship based on various parameters

� Pluggable sources
– Java-based and XML-based mechanisms
– Already used by a few early adopters 

(e.g., Chili)

� Access control that completely sustains the privacy level of the original 
data sources

A few Facts about SaND
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SaND Social Search UI
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People Recommendation (IUI ’09)
� “ Do you know?” with detailed explanations

– Can go to the actual item (e.g., wiki)

� Richer and more transparent than “ People you May 
Know” in Facebook and LinkedIn

� Research over the Fringe site

� Dramatic effect on number of invitations sent,
connections created, and users involved

� Explanations found to be highly effective, even 
when users know the suggested person

� Challenges

– Removal from widget

– Usage over time
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Increasing Engagement through Early Recommender Intervention (RecSys ’09)

� Challenge of adoption and 
engagement of new social software 
users

� Research over Beehive enterprise 
SNS, using SaND for people 
recommendations

� Combined people and content-
creation recommendations have 
significant effect in increasing overall 
contributions and page views

– Short and long term effects

� People recommendations (sorted by 
overall activity) have high effect in 
increasing retention rate
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Recommendation of Social Software Items based on Social Relations (RecSys ’09)

� Platform: Lotus Connections (v2)

� Social network-based recommendations 
of social software items: blogs, 
bookmarks, communities

� Survey and live system

� Key distinction:
– Familiarity: co-authorship, org chat, direct 

connection or tagging, etc.
– Similarity: co-usage of tags, co-

bookmarking, co-membership, co-
commenting

� Recommendations based on familiar
people are better than ones based on 
similar people

� Highly transparent explanations increase 
interest in recommended items
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Personalized Social Search (CIKM ’09)

� Personalized document results 

� SaND search as research platform

� Survey and bookmark-based evaluation

� Social network-based personalization significantly outperforms 
non-personalized social search

� SN-based strategies outperform topic-based strategy

� Discrepancies between 
bookmark-based evaluation
and survey evaluation
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Summary

� Social media applications are ubiquitous

� Recommender systems can boost social media applications

� Information aggregation is essential

� Content and people recommendations

� Transparent explanations (using public data)

� Future Challenges
– User feedback
– Richer user profiles: demographic, behavioral information
– Privacy
– Scale
– Text analysis, sentiment analysis


