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Recognition of Online Opinion Leaders Based on Supernetwork Analysis
Ma Ning Liu Yijun
Institute of Policy and Management CAS 100190 Beijing
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Abstract Opinion leaders on the internet play an important role in promoting the formation of online public opinion, which
can influence the direction of public opinion. In this paper, we use supernetwork analysis to recognize the opinion leaders of on-
line communities. First, we set up the social network, the topic network and the keyword network according to the components
and relationships of online public opinion, and built the supernetwork model. Then, we proposed some attribute indexes of su-
pernetwork which can be used to recognize the opinion leaders, such as clustering coefficient, vertex hyperdegree, hyperedge
density, vertex-vertex distance. Finally, we used a case study to demonstrate the theoretical significance and practical value of
this method .
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