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Validating viral marketing strategies in Twitter via Agent-based

Social Simulation
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8 Conclusion and future works
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This paper advances the state of the art in the use of Agent- ol 1y (ABSS) Jals. 30 (iten oslazerl o oy 3 05lital 55loiS5 allza
based social sim-ulation (ABSS) to design and validate viral ' o )
marketing strategies in Twitter. Although there are extensive S5 4255 483 (o B35S u53 93 uang bl slealiel i) 5
works in Twitter data analysis such as Russell’s Dooks 4 lalwyls 3525 il SleolsS b s ($la osla Lo 3 dije0 dise) 3 ol
(Russell, 2011a, 2011b), to the best of the authors’ knowledge,
this is the first research work where guidelines are given to
use Twitter data in an ABSS research. The method proposed — - 5213 525 2lse Salgidg 235 258 = prhre ABSS Buded Sy 32 st sla
contemplates among others: the agent-based model design,
modeling the marketing strategies, the data scraping and
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preprocessing, the exploratory data analysis, the mode]l Sl Wi colo (SLASTgle oals dlod 5 300 da ool il iy
construction, the vali-dation experiments, and the strategies Jgoiit il Oliolal g b3y

experiments.
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