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Understanding influence power of opinion leaders in e-commerce

networks: An opinion dynamics theory perspective
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3. Conclusions

This paper considered a social network with multiple opinion leader subgroups. It
established a very general bounded confidence-based opinion dynamics model for
opinion leaders and followers, when the opinion leader subgroups
possessed different tar get opinions. We then utilized a computer simulation technique to
investigate the relationship between the pro- portion of opinion leaders, confidence levels of
opinion followers, and degrees of trust of opinion followers toward the opin- ion leaders.
The results provided a quantitative analysis for the collective decision-making of a social
group in e-commerce networks. In summary, through the comparative analysis of the three
factors, the degrees of trust of opinion followers to- ward opinion leaders have a more
important effect on the influence power of opinion leaders. Thus, in order to maximize the
propagation effect in e-commerce, enhancing opinion leaders’ credibility is a crucial
precondition.
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