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1. Introduction 

1.1 Purpose 

The purpose of this report is to elaborate on the qualities of the Policy Gadget concept – 

introduced within the PADGETS project – from its various angles and define the design 

parameters of the PADGETS system.  

With regard to the conceptual part, the report provides the definition of the “padget” (policy 

gadget) concept, describing what it is and what its connection to the domain of social media 

and policy making is. Furthermore, it analyzes the padget basic composing elements, it 

outlines basic usability scenarios from different user perspectives and finally delineates the 

nature of the policy gadget in the social media landscape in relation to established concepts 

in the web such as applications (gadgets) and content. 

With regard to its design, the report presents a systematic requirements analysis 

specification for the PADGETS system – that is the web environment that will be built to 

make use of the padget concept. Apart from the requirements analysis the report goes into 

detail and defines specifically the methodologies adopted by the project to enable the two 

main system characteristics, that is the capabilities to publish and retrieve content 

seamlessly across social media platforms and its capacity for decision support.  

 

1.2 Deliverable Objective in Relation to the Project Goal 

WP2 conducts an extensive, yet inclusive, volume of work for the implementation of the 

PADGETS project. Its function is to describe all the necessary concepts and their elements 

and following that to provide the design for the PADGETS system that will drive its further 

implementation. WP2 builds upon the amount of knowledge from the Social Media analysis 

conducted within WP1 and creates the background to address specific challenges of the 

project, such as: 

- What is the nature that a policy gadget assumes across the different social media 

platforms (like Facebook, Twitter, Youtube, etc) and web environments (like iGoogle 

padget, widgets on webpages, mobile web apps, etc).  

- How policy makers and social media end users perceive policy gadgets across social 

media platforms and web environments. 

- How publishing content (policy messages) across social media platforms is achieved. 

- How the published content is related to underlying activities that happen since its 

being published as well as to further content (end user input) that is provided in 

response. 

- What kind of information is retrieved from social media platforms and how this is 

processed in order to enable the system decision support capabilities. 
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Overall, WP2 constitutes the most important milestone in the project course before going 

into its implementation phase in WP3. The handover between the two WPs will be realized 

through the system design (also included in the present report) translating all conceptual 

and methodological analysis into bullet point specific requirements. 

 

1.3 Methodological Approach 

The methodological approach that was adopted in order to create this deliverable is a step-

wise model according to which the knowledge created in previous stages drives the activities 

and the work done in the following ones. 

- In the beginning the tasks of this WP build upon the knowledge of the social media 

platform characteristics and the thorough analysis of their APIs that has been 

produced in the two deliverables of WP1. Further down the WP’s course, the 

different tasks (concept definitions, content interrelation, decision support, design) 

elaborate this knowledge, in a self-inclusive way where possible, for the different 

aspects of the project.   

- Primarily we proceed with the specification of the policy gadget concept, the 

analysis of its initial characteristics and the delineation of usage scenarios from 

different user perspectives. This is supported by sourcing information from end 

users and policy makers using structured tools (focus groups and questionnaires) as 

well as web2.0 oriented tools such as the deployment of a Q&A site for policy 

making over social media. 

- Using input from the concept definition activities, we proceed with the 

requirements analysis specification. For this task formal methods of software 

engineering are followed, namely we define User Actors and Roles, Use Cases and 

detailed Requirements specifications. 

- The requirements analysis activities are enhanced by two major activities that define 

important methodological foundations for the PADGETS systems. The task on 

defining the methodology for publishing and retrieving information across social 

media and the task on defining the methodology for Decision Support. 

- Finally, a design specification of the system’s Front-End and Back-End aspects is 

produced. The front-end part comprises the web-based dashboard that the policy 

maker is accessing to setup and deploy policy gadgets and the corresponding 

platform specific (mobile) application. The back-end part comprises the binding 

technology for enabling the communication with the social media platforms.  
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Figure 1-1: Methodological approach for creating the report 

 

1.4 Structure of the Document 

The present report is structured as follows: 

• Chapter 2 contains the conceptualisation description for the entire project. 

Specifically, it defines the PADGETS concept, it presents its value proposition, it 

analyses its value proposition with relation to existing practices in the web and 

finally gives specific usage scenarios from the policy makers and end users 

perspectives. 

• Chapter 3 presents the Use Cases Analysis and Software Requirements specifications 

for the PADGETS system. It describes the applied methodological approach, 

introduces the different system actors, the different use cases and finally the overall 

list with requirements from the software. 

• Chapter 4 describes the PADGETS methodological approach for decision support. It 

presents an overview of the existing landscape in decision support methodologies 

and introduces the basic modules of the PADGETS decision support model. It also 

analyses the core technologies and reusable components available in the areas of 

text mining and simulation tools. 

• Chapter 5 describes the PADGETS methodological approach for relating to 

underlying content and activities in social media. It presents an overview of different 

approaches existing today for publishing and interrelating content over the web and 
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analyses in depth the custom-made PADGETS approach for publishing and tracking 

content seamlessly across social media platforms. 

• Chapter 6 presents the system design in terms of front-end components (PADGETS 

web environment) and back-end components (service binding engine for 

communicating to other platforms).  Further specification of the PADGTES system 

design (detailed design specification) is contained within Deliverable 3.1 - PADGETS 

Platform Architecture. 

• Chapter 7 summarizes the most salient outcomes contained in the report. 

• Chapter 8 contains the references to bibliography for the whole deliverable. 

Several Annexes are included at the end of the report, providing additional information and 

consolidated addendums on issues described within the main body, acting as a reference 

source for the next phases of the project.  The Annexes are: 

• Annex A: System Dynamics software packages 

• Annex B: List of Agent-Based modelling and simulation platforms 

• Annex C: Social Platforms API elements 

• Annex D: Activity Streams 

• Annex E: Key Word Search API methods 

• Annex F: Additional Platforms API’s 

• Annex G: PADGETS Dictionary of Key Terms 

• Annex H: Finalists eGovernment Awards 2009 

• Annex I: Social Media Analytics 
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2. Defining the Padget Concept 

The aim of the present chapter is to provide a clear definition along a number of dimensions 

for the neologism “padget” (policy gadget) introduced by the project. This introductory 

section provides a brief overview of some important socioeconomic trends that may useful 

for the reader to better contextualize the concept of policy gadgets in a wider framework. 

The next section contains a description of the padget concept and main components, while 

the rest of the chapter discusses its value proposition in the context of the policy cycle, its 

novelty versus the state of the art and a number of usage scenarios illustrated from both a 

padget initiator (typically a policy maker) and an end-user perspective. Finally, in order to 

facilitate the reader in the comprehension of the concepts presented, a dictionary 

containing a definition of the key terms used has been inserted in section Annex G: PADGETS 

Dictionary of Key Terms. 

According to Dunleavy and Margetts[1], social and technological drivers generated by 

Web2.0 applications and social media have already lead to dramatic socio-cultural 

developments. The most commonly discussed social developments include peer production 

[2], the “democratization of innovation” [3], “crowdsourcing” [4], “wikinomics” [5], 

“cognitive surplus” [6]and a range of network effects [7]. 

These developments put pressure on Government organizations to innovate in their dealings 

with citizens, introducing new competition for “nodality” in social and informational 

networks[8], [9] and offering the potential for “co-production” and even ”co-creation” of 

Government services. Such potential should be welcome to policy-makers looking for public 

service cuts and could lead to new interest in Digital Era Governance type models. 

Furthermore, these social developments have brought with them new organizational forms, 

through the capacity of the Internet and its users to “organize without organizations” [10]. A 

widespread “deformalization” of organizations could generate a governmental response 

along Digital Era Governance lines. Quasi-organizations from Facebook groups and multi-

authored blogs to discussion sites and peer-produced resources (like Wikipedia) are all 

extremely difficult to categorize according to conventional organizational theory.  

As a result, Government officials and policy-makers are often unsettled or confused by the 

need to respond to these “informal” organizational developments. 

The PADGETS project as a whole constitutes a valid response to the vagueness that still 

surrounds such topics, providing governmental actors with ICT tools with the capability to 

analyze unstructured (and sometimes inadvertent) society’s input and, from them, forecast 

the possible impact of policies in light of emerging “vox populi”.  

In such scenario, a widespread need for more effective and efficient participatory tools has 

been further confirmed by the results presented in section 3. As a matter of fact, the 

availability of workable participatory tools represents a prerequisite for Good Governance. A 

practice that, according to the United Nations should be characterized as being 

participatory, consensus oriented, accountable, transparent, responsive, effective and 
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efficient, equitable and inclusive - thereby following the rule of law [11].  Along the same 

lines, the European Commission identified five path-breaking principles for Good 

Governance, namely openness, participation, responsiveness, effectiveness and coherence 

[12] [13].Thus, the creation of innovative policy intelligence tools such as “policy gadgets” 

also intends to provide a contribution towards the diffusion of Good Governance practices 

across all levels of government in Europe. 

 

2.1 Concept 

What is thus a padget?  In essence, a padget may be defined as a resource (application or 

content) created by a policy stakeholder typically instantiating within a social media 

platform. The padget provides interactivity with individuals acting in their own interest or in 

representation of interest groups and keeps track of content and user activities eventually 

associated with it. 

 

 

 

From the policy maker’s perspective a padget can take the shape of a micro application that 

he/she can setup easily and without explicit technical knowledge in a web environment (the 

PADGETS web editor).  A padget allows him to concentrate in it a policy message, through 

various content types, and disseminate it uniformly across his social media channels, thus 

avoiding a considerable degree of fragmentation. In addition, a padget allows him/her to 

keep track of and analyze users’ reactions and feedbacks to his/her policy message. 

From the end-user perspective, a padget is represented as connected content (title, post, 

links, images, video) generated by another user (the padget initiator) and expressing a 

certain policy. End-users can access these information easily within their social media 

platform of choice  (i.e. in Facebook, Twitter, Youtube, blogs) and react to it using the 

standard activities provided by the corresponding platform. Therefore they can chose to 

express their opinion or perform several other allowed activities (for example sharing, 

endorsing, commenting, disapproving) seamlessly without having to access any external 

environment or tool. Additionally, end-users can also come across a padget over a web 

application environment, i.e. website widgets, native applications for iGoogle or a mobile 

application for iPhone or Android phones. In this case a padget is a web micro application 

that conveys to them the policy message of the policy maker and provides them with 

specific functionalities for reacting to it (i.e. questionnaire, poll functionalities). 

 

A padget is a resource (application or content), typically instantiating within a social 

media platform, created by a policy stakeholder, providing interactivity with the 

citizens 
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A padget is composed of four main components as illustrated in Figure 2-1 : 

• A message, that is a policy in any of its stages and forms, i.e. a draft legal document 

under formulation, a law in its final stage, an EU directive under implementation, draft 

policy guideline, a political article or even a campaign video. The policy message is put 

together with a modular structure (using different content types) in order to account for 

the heterogeneity present among end-users in terms of time availability, interest in 

details and preference for content consumption. Typically the policy message could be 

structured in three parts: a short and “catchy” policy statement, a brief policy 

description and a set of more extensive documentation that may be attached to the 

message in different forms (text or multimedia). 

• A set of interaction services, that allows users to interact with the policy gadget (find it, 

access its content, comment its content, share it etc.). These interfaces may be provided 

by either the underlying social media platforms in which the Padget Campaign is 

launched or by the padget itself when it takes the form of a micro application (i.e. in the 

case of the iGoogle gadget).  

• The social context, that is the framework describing the social activity and content 

relating with the policy gadget in each individual social media platform where the policy 

gadget is present. This component allows the policy gadget to be a “context-aware” 

volume of relevant user activities and user generated content that exists in the 

underlying social media and platforms with which the Padget Campaign will come across 

at some point in its life-cycle. These data represent the user interaction with the policy 

message that the padget carries, for example the number of comments made by the 

users, the content of the comments themselves, the number of favourable 

endorsements, etc.  

• The decision services, which are offered by the two modules. The PADGETS analytics, 

processing textual and demographic data gathered through Padget Campaigns to extract 

the opinions expressed about the policy message. The PADGETS simulation model, 

analyzing and projecting into the future the diffusion process of the policy message in 

terms of awareness, interest and acceptance. The decision services component is 

responsible for the generation of the information outputs to be presented to the padget 

initiator (usually a policy maker). 
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Figure 2-1: Padget main components 

 

Finally, policy gadgets are created, distributed, monitored and withdrawn through a 

software application that, from now on, will be referred to as the PADGETS platform. 

2.2 Value Proposition in the Policy Cycle 

The PADGETS platform represents a bridge across governments’ institutional boundaries 

allowing them to establish a bidirectional communication flow between policy makers and 

society. The value generated by such tool unfolds along a number of dimensions, is 

perspective dependent and may vary among the different phases of the policy making cycle. 

Nevertheless, in its essence it may be conceived as a reduction in the distance between 

policy making and society’s needs, both in terms of time and tools required. In other words, 

the use of policy gadgets allows to better inform the policy decision process, by providing a 

clear and dynamic vision of the different stakeholders’ opinions and priorities. By giving 

policy makers a privileged channel for “hearing society’s voice”, directly where society 

chooses to express its opinion, a padget enables an innovative way to gather, evaluate and 

decide upon society’s input. 

 

 

 

An interactive and society-driven policy making style is pursued in a multi-sided scenario, 

where multiple classes of actors are called upon: the scene entails at least a policy maker 

Policy gadgets shorten the distance between policy making 

and stakeholders’ needs by providing a clear and dynamic 

view of people’s opinions and priorities 
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and a group of stakeholders whose opinion is supposed to feed a decision process based on 

social engagement. 

In the government perspective, the active inclusion of external stakeholders into the 

decision process, at different phases of the decision lifecycle, will lead organizations to reap 

the benefits stemming from collective intelligence. Since “it has become impossible to 

restrict knowledge and its movement to castes of specialists” [1] crowd’s wisdom 

contributes significantly to advance and refine in-house policy intelligence as well as to 

enhance the legitimacy of a given decision thanks to a wider involvement of stakeholders in 

the process. 

In the stakeholder perspective, a fruitful exchange between public agencies and a wide 

range of stakeholders allows “vox populi” to cross the organizational perimeter of 

governmental institutions. A participative decision model may smooth the way to a 

stakeholder-centric and socially-rooted decision making, which is supposed to increase the 

degree of preference accorded by folks to decisions/policies elaborated by organizations. 

 

 

In light of the intertwined perspectives previously mentioned, the value proposition may be 

summarized in a few words with the catchphrase “multi-sided, multi-benefit” (Figure 2-2).In 

other words, the action of the Padget platform generates both direct and indirect positive 

externalities for the different classes of actors engaged in the process (thus multi-sided) as 

well as different types of benefits for each actor class: convenient and frictionless 

participation and more socially-rooted policies for stakeholders; fresh, useful and low cost 

inputs for policy makers (thus multi-benefit).   

 

Figure 2-2: The participatory process based on the Padgets platform creates value for all the involved actors. 

 

 

A multi-sided, multi-benefit value proposition 
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What value proposition do policy gadgets offer to the different phases of a policy cycle? In 

order to answer this question it is necessary to introduce the concept of padget campaign. A 

Padget Campaign represents a set of activities and content over social media covering the 

creation, distribution, interaction, monitoring and termination of one (or more) padget for a 

specific goal. The creation of a padget campaign entails a number of pre-conditions typically 

having to do with the creation or enhancement of the padget initiator presence in the 

targeted social media platforms. This represents a vital requirement due to the viral nature 

of the communication occurring over social media and networking platforms. As a matter of 

fact, the effective and rapid diffusion of a message over such media, depends on the 

existence of a community strictly linked with the originator of the message. 

 

 

 

Padget Campaigns may be launched during one or more phases of the policy making cycle: 

agenda setting, policy analysis, policy formulation, policy implementation, and policy 

monitoring and evaluation.  The purpose, function and, as a consequence, value proposition 

of each padget campaign may vary according to the stage of the policy cycle in which the 

campaign is launched. 

Table 2-1shows the different roles and value propositions that Padget Campaigns may play 

during the entire policy cycle. In the process of agenda setting, Padget Campaigns may be 

used as an important tool for the elicitation of needs and priorities thus allowing to increase 

the convergence between government actions and people’s expectations. During the policy 

analysis phase, Padget Campaigns may be employed to gather stakeholders’ opinions on the 

most salient aspects regarding the debated issue or on possible solutions to implement. 

Stage in policy-making cycle [2] Padget Campaign Value Proposition 

Agenda-Setting Needs and priorities elicitation 

Analysis Opinions gathering  

Formulation Acceptance estimation 

Implementation Awareness and interest assessment 

Evaluation Impact perception evaluation 

Table 2-1:Padget campaign value propositions in the policy cycle. 

 

 

A Padget Campaign is a set of activities covering creation, 

distribution, interaction, monitoring and termination of one or 

more padgets for a specific goal 
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In the process of policy formulation, Padget Campaigns may represent a tool for estimating 

the acceptance of the chosen course of action as well as for collecting useful feedbacks to 

improve and refine the initial formulation. During the policy implementation phase, Padget 

Campaigns may be employed as a fast and highly interactive probing instrument allowing 

the policy maker to test whether the implementation strategies adopted are producing the 

desired level of awareness and interest among the target stakeholders groups. Finally, in the 

policy evaluation phase Padget Campaigns may be used as an assessment and accountability 

tool to evaluate the impact perception generated by the policy action implemented, thus 

generating valuable learning processes for the policy maker.  

Finally, it may be useful to clarify that Padget Campaigns are currently envisaged as mainly a 

consultation tool. Policy makers may therefore decide to opt for alternatives not fully in line 

with the consultation results. Nevertheless, the enhanced level of openness and 

transparency introduced by the usage of Padget Campaigns will require them to provide 

more convincing arguments towards the choice of a course of action divergent from 

stakeholders’ opinion. 

A further definition of key PADGETS concept is included in Annex G: PADGETS Dictionary of 

Key Terms. 

 

2.3 Novelty with Respect to Existing Practices 

In the following subsection, the innovativeness of the padget platform is explained. In 

particular, its novelty is discussed against a number of practices having to do with the use of 

social computing and decision support systems in the public sector.  

 

2.3.1.1 Novelty in relation to current use of social computing by Public 

Administrations 

The initiatives competing for the eGovernment Awards 2009 in the “Citizen Empowerment” 

category may be considered a good sample to understand where Europe stands in terms of 

online engagement. By looking at the list of finalists [see synoptic table in 16] there is little 

or no presence of structured social media usage. In addition the initiatives, despite declaring 

themselves “citizen/stakeholder-centric”, are all based on the premise that citizens have to 

visit official governmental websites. The development of a real citizen-centric attitude – 

instead–requires policy makers to make the first step towards citizens rather than expecting 

them to move their content production activity onto the «official” spaces created for ad hoc 

participation [1]. For this reason padgets, by relying on existing social media, represent a 

good opportunity to offer convenient and frictionless participation. 

The mapping exercise conducted in D1.1 on the existing social media applications for policy 

making has identified a list of 21 instances. If we exclude three exceptions found in UK, all 

the other experimentations are being carried out in the USA. It is hence possible to state 

that the usage of Social Media Platforms (SMP) & Social Networking Platforms (SNP) by EU 
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policy making institutions is currently still in its infancy. Where present, it is often limited to 

a broadcasting practice aimed at generating a one-way communication promoting an 

institutional image. This is probably due to the fact that governmental institutions often 

tend to perceive these platforms as new tools to conduct traditional activities, therefore not 

taking full advantage of the natural interactive nature of such media. 

The main novelties introduced by PADGETS platform may be summarized as follows: a 

relaxation of current constraints in terms of size, frequency and quality of participation, and 

an integrated management of multiple SMP & SNP channels. A brief explanation of such 

aspects is provided below. 

 

 

 

To exemplify, let’s imagine that in order to improve the policy making process an increase in 

the number of subjects participating to the process is needed. If focus groups, small samples 

of stakeholders and mediated participation through representatives are not enough in 

guaranteeing a qualitative and quantitative improvement in participation, which is the cost 

(in terms of time and money) of increasing samples, groups of discussion, etc.? Or imagine 

that, because of the several public policies managed by a given governmental authority, 

stakeholders should be asked to participate with a very high frequency: how could schedules 

be arranged and how many resources should be devoted to compensate stakeholders for 

the loss of time? Finally, imagine that the feedback asked to stakeholders cannot be framed 

in a questionnaire but it asks them a more proactive effort. How expensive is the collection 

of such a high quality information in terms of time and money both for stakeholders and 

policy makers? 

The PADGETS platform allows to overcome such limitations, allowing the implementation of 

participatory approaches to policy making in a simple, resource-saving and quick way. Firstly, 

all the different stakeholders are free to participate to any policy process they are interested 

in, at the time they prefer, with the effort in participation they are willing to spend, and 

above all using their tool (social media platform) of choice with which they are already 

accustomed to and spend time on. In other words, the platform represents a tool for 

convenient and frictionless participation. From the opposite perspective, policy makers can 

continuously access the information about stakeholders’ opinion that is to say that they can 

not only access such an information whenever they want but also that such an information is 

always updated at the time of collection. Moreover, policy makers can continuously interact 

with the broader public allowing to quickly modify and adapt the policy issues under 

discussion. 

 

A relaxation of current constraints in terms of size, 

frequency and quality of participation 
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The presence of a web dashboard dedicated to the padget initiators decreases the 

complexity and heterogeneity that comes naturally with managing different social media 

platforms, each of which exhibits peculiarities in terms of aims, interfaces, functionalities, 

target audience, content type and degree of content sharing. By implementing such cross-

channel approach, all phases of the interaction, ranging from policy statement definition to 

result dissemination, are covered by a module able to launch policy campaigns and 

distribute appropriate messages across multiple channels. Furthermore, the user-

friendliness of GUI is crafted with an eye to institutional users with a modest literacy in the 

IT sphere: the social media dashboard will allow policy makers to graphically create and, 

subsequently, nimbly manage web applications that will be deployed in the environment of 

underlying knowledge in Web 2.0 media. 

 

2.3.1.2 Novelty in relation to current use of Decision Support Systems in Public 

Administrations 

“Decision support systems are gaining recognition in the public sector, which seeks solutions 

to various problems in a number of diverse areas. Lately, due to the redirection of politics 

towards public engagement and cooperation in decision making processes, the number of 

solutions in the area of e-democracy has been increasing. Support systems and cooperation 

in decision making are, however, still used mainly in narrow professional circles and have 

not found their way to political decision makers or to the public” [2].“The challenge of 

successful implementation of a decision support system in the public sector, with 

engagement over the whole spectrum of decision making, is still unmet” [3]. 

The development of the PADGETS platform represents a step towards the creation of 

decision support systems able to foster and account for society’s inputs in a dynamic 

fashion. The main novelties introduced by the PADGETS platform have to do with: the 

creation of an “open” decision support system bringing together simulation models and SMP 

& SNP, and a better exploitation of the data stemming from the interaction on social media. 

A brief explanation of such aspects is provided below. 

 

 

The creation of “open” decision support systems bringing 

together simulation models and SMP and SNP 

 

Integrated management of multiple platforms 
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As it emerged from the review conducted within the CROSSROAD project, the use of ICT 

tools for decision support has traditionally been a “closed door” activity usually carried out 

with static external inputs in the form of codified or unstructured data coming from different 

sources (e.g. statistical offices). Such approach has a number of important limitations: the 

lack of a direct connection with the external reality on which the policy decision has to 

impact, an inherent delay present in the policy response due to the lead time to collect and 

process the relevant data necessary for the analysis. To exemplify with a metaphor, such 

process could be compared to driving a car by only looking at the rear view mirror (an 

indirect and delayed input) rather than through the windscreen. The innovation brought by 

PADGETS consists in opening up the decision support process by integrating it with the 

activity carried out over SMP and SNP. This allows to establish a direct link between the 

decision process and the external world as well as to reason on fresh and relevant 

information. This, once the necessary organizational processes are in place, should 

contribute to produce a much more responsive and effective style of decision making in 

government. 

 

 

 

Analyses and simulations using underlying content and user activities, accumulated in social 

media and web 2.0 tools have a lot to offer in the direction of a more responsive, socially 

rooted and citizen-oriented policy making. In this respect, the padget decision support 

component provides a number of innovative functionalities that generate useful knowledge 

to be used to inform the decision making process. In particular, it allows to: generate 

snapshots on the levels of awareness, interest and acceptance of a given policy within SMP 

and SNP, highlight the presence of some of the possible biases present in such estimations 

(i.e. age, gender, etc..), create possible scenarios of how such levels of awareness, interest 

and acceptance may vary over time (i.e. next 12 months) and, finally, single out relevant 

opinions emerging from the interaction of the end-users with the policy message. 

 

2.4 PADGETS contribution to addressing classical Policy 

Making Challenges 

2.4.1 Public Policy Challenges and PADGETS 

According to Dunleavy and Margetts [1], in recent years there have been steepening 

changes in societal trajectories made possible by so-called “Web 2.0” developments towards 

social networking and very rich forms of media-handling, along with a raft of other rapid and 

A better exploitation of data stemming from interaction 

with the public on social media 



         D2.1 Padget Design and Decision Model 

 

Page 31 of 625 

extensive technological and societal changes - all increasing the centrality of on-line 

processes. Much of the population have changed how they conduct their social, economic 

and political lives, with strong ramifications for how they interact with Government in on-

line environments. 

As a result, also policy making has been drastically influenced by an extensive on-line 

engagement, which paved the way for a stakeholder-centric and socially-rooted decision 

making. Padgets project moves in this direction: in fact, from a policy maker’s perspective, a 

Padget Campaign is an excellent means for informing the policy making process in any of its 

phase. Stakeholders’ needs, intentions and suggestions can in fact be observed through the 

information exchange established between policy makers and stakeholders. 

The public policies that can gain advantage from the use of the PADGETS platform virtually 

cover all the fields of public intervention. However, it is possible to categorize some critical 

issues in contemporary policy making which could be specifically addressed by Padget 

Campaigns. They are criticalities that are often overlapping and emerging together and at 

the same time in policy making, thus they should be intended as generic categories with 

loose but relevant distinctions. As categories will be discussed, it will be made clear how 

each one is strongly linked to all the others and how PADGETS can answer each category of 

problems because it tackles all. 

The following image (Figure 2-3) synthesizes the identified categories of problems, which are 

described below by firstly explaining the problem and when it happens, then by making it 

clear through an example and, finally, by providing an intuition on the solutions provided by 

PADGETS. 
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Figure 2-3: Classes of relevant policy issues addressed by Padget Campaigns. 

 

The first category of policy issues that may be addressed by Padgets Campaigns concerns 

deliberation. In daily activities, in fact, policy makers often face an information gap towards 

the choice of priorities in problems and of solutions to problems. In particular this happens 

when there is a lack of coordination among policy makers operating on the field or when 

(more often) the political agenda, “Bible” of the public decision maker, is focused on other 

issues and set on other deadlines.  

As a matter of fact, agenda setting is a crucial stage in the policy process for any political 

system, as pointed out by Richardson [2]. By definition, no policy can be made if the issue to 

which it is addressed cannot first be placed onto the active agenda of a governmental 

institution. Having a new issue considered is not in general an easy task and almost always 

requires substantial political mobilization and often a good bit of luck as well. Therefore, 

agenda-setting is an initial crucial “veto point” [3] in the policy process at which political and 

administrative leaders can exercise their power, either to have a policy intervention 

considered, or to prevent anything from happening that would diminish the well-being of 

the constituent group.  

An eloquent example of the problems that may arise in the phase of agenda setting can be 

made considering policies for road safety. If the political debate and the mass media are 

focusing on the process of reaching the EU target on national casualties reduction and a 

local policy maker has for a limited period the availability of resources to make a policy in 

this field, the choice of which policy to implement is difficult because social priorities seem 

to be already answered and virtually any kind of intervention seem to generate a benefit for 

society. 

In that case Padgets Campaigns may help policy makers in getting suggestions from the 

public about priorities that have been unconsciously left apart by other policy makers in the 

field and find directions to fulfil stakeholders’ needs, through the clear identification of 

issues to tackle and the suggestions on how to implement effective policies. 

Getting back to the mentioned example about road safety, the Padgets platform could allow 

the policy maker to hold several discussions, within a limited time frame, about various 

measures that could constitute a part of her/his future road safety policy. By sourcing user 

inputs and different social activities against the different measure proposition, it would be 

possible to understand that besides the reduction of road casualties, strong interest of the 

public is also on pedestrians’ safety and that a largely shared opinion in the target 

community is the need of increasing space between car lanes and pedestrians pathways. 

The second category worth being considered is related to the issues of policy coordination. 

Public agencies operating throughout  the globe are frequently scolded for their failures to 

cooperate with one another. Supporters and critics alike bemoan the inefficiencies, 

redundancies, and gaps that seem to result from the independent operations of agencies 

with related missions [4]. The aforesaid problem of coordination is particularly well-known 
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and common also in the policy making sphere. Its significance is well summarised by a 

description provided by Bardach [5], defining coordination among Government agencies as 

an “unnatural act committed by non consenting adults”. It is due to common problems of 

complex organizations such as the public administration, but also to the unique multi-level 

organization of public authorities. The problem increases in relevance as the number of 

actors enlarges and the sharing of responsibilities rises. The problem of coordination, in the 

case of public policies is even more compelling if a broader perspective is taken towards the 

actors involved by policies. In fact, the problem does not only involve the different policy 

makers operating on the same policy field but also the stakeholders touched by policies in 

the considered field. In fact, it is very common that the success of a policy requires an active 

participation by stakeholders, but such an active role requires coordination in terms of 

commitment, shared goals and choices. 

An example of this problem can be seen in the field of the transition toward more 

sustainable energy sources in private transportation means. Due to the extension of road 

networks and to the needs for private mobility the issue must be taken from an aggregated 

national or European perspective. Due to the need to manage important changes on the 

widespread energy distribution infrastructure, local policy makers must act consistently.  

Imagine of being a policy maker working on this policy field in a lower level government such 

as a municipality. It is intuitive how your policies must be coordinated with the European, 

national and regional ones, and that they must be coordinated to the ones of the 

neighbouring jurisdictions. Moreover you should coordinate your policies with the behaviour 

of citizens in general, but also of actors in the energy distribution sector, for instance with 

investments decided autonomously by owners of petrol stations in your area. 

Although the solution of coordination issues does not represent the main target of Padget 

Campaigns, it is felt that their output may also be used to facilitate the creation of a fruitful 

dialogue among policy makers at local, regional and national level, thus reducing the 

information asymmetry on taken choices and future intentions. This can be supported 

through the system by recommending through the system database relevant published 

Padgets Campaigns and their results. This could be enabled by having the system 

contextually annotate each Padget Campaign and after its completion provide the policy 

makers the capacity to publicize – in a privacy preserving manner for all stakeholders – its 

results. Ideas and agendas can be discussed and common intentions and plans can emerge. 

The third category is about diffusion processes in society. Reasoning at a high level, much 

social scientific inquiry seeks to specify the conditions and mechanisms underpinning the 

flow of social practices among actors within some larger system. Sociology, rural sociology, 

anthropology, geography, economics and communication studies all have rich traditions of 

diffusion research. Virtually everything seems to diffuse: rumours, prescriptions practices, 

boiled drinking water, totems, hybrid corn, job classification systems, organization 

structures, church attendance, national sovereignty. Whether viewed as a hindrance to 

structural-functional analysis, the deposited trace of social structure, or a fundamental 

source of social control and change, diffusion appears critical [6], even if it seems self-
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evident that diffusion is importantly shaped and accelerated by enabling factors (e.g. 

cultural similarities among actors) which are progressively becoming landmark cornerstone 

in “catalyzing” spreading processes. 

Descending again into the world of public policy, similarly to what just said, the success of a 

policy often involves changes in behaviour of stakeholders. Such changes can be reached 

through modifications in the incentives of stakeholders or through the change in 

stakeholders’ commitment due to the sharing of goals and knowledge about the unintended 

consequences of their behaviour. 

An example of this kind of criticality can be made thinking about “green” innovation in firms. 

For instance, new technological advances allow to reduce the carbon emissions in a specific 

process of metal transformation that is largely present in the economic activities present in 

the area where the policy maker has jurisdiction. The innovation is socially desirable also 

because it allows an increase in firms productivity but it is highly expensive also because 

requires changes in the firms productive organization. 

Being a policy maker interested in supporting the spreading of such an innovation, and 

knowing that although at disposal, until now firms have not yet adopted for such innovation, 

the use of Padgets can be crucial in allowing the creation of a broad awareness and 

understanding about which are the obstacles in innovation spreading and how to overcome 

such obstacles with an effective policy. 

For instance a Padget Campaign disseminating information about green innovation forms a 

neutral standpoint from the policy maker. Additionally, monitoring the public reactions 

could allow him/her to observe that only a small part of the public and firms in his/her area 

is aware of the policy and almost none is aware of the positive impacts on productivity. 

In such a way the policy maker could tune his policy making activities to work on better 

informing firms of the positive consequences of the mentioned innovation and in providing 

local firms with public credit guarantees. The result will be a diffusion of adoptions of the 

new technology. 

The last two categories concern the common practice in contemporary public policies of 

replicating good practices. Policy replication (sometimes known in the literature as “policy 

transfer”) entails a process in which governments study each other’s different methods, 

gauge the success of various policy alternatives and mimic best practices employed 

elsewhere, with successful policies transferred deliberately and willingly [7].  

The scope of “policy transfer” is extremely broad, making it difficult to disentangle from a 

wide range of other concepts of policy-making [8]. Dolowitz and Marsh [9] draw on a range 

of authors who examine the spread of policies and learning processes; for other surveys see 

[10] and [11]. Dolowitz and Marsh [9] state that “policy transfer, emulation and lesson 

drawing all refer to a process in which knowledge about policies, administrative 

arrangements, institutions etc. in one time and/or place is used in the development of 

policies, administrative arrangements and institutions in another time and/or place”. In 

more recent work, they place more emphasis on transfer between political systems than 
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over time within a system, suggesting that “policy transfer [refers] to the process by which 

knowledge of policies, administrative arrangements, institutions and ideas in one political 

system (past or present) is used in the development of policies, administrative 

arrangements, institutions and ideas in another political system” [12] [13]. The processes of 

“policy transfer” include “voluntary” adoption, attempting to subsume Rose’s “lesson 

drawing” [14], and “coercive transfer”, where a Government or supranational institution 

encourages or even forces a Government to adopt a policy. A very broad range of objects of 

transfer is suggested, including policy goals, structure and content, policy instruments or 

administrative techniques, institutions, ideology, ideas, attitudes and concepts and negative 

lessons [9]. In later work this list is presented as “programmes, policies, institutions etc.” 

[12]. To sum up, “policy transfer” attempts to subsume concepts about the alteration of 

domestic policy by external influences and “convergence” of policy in different countries 

[15] [16]. Such ideas of a country drawing on other jurisdictions’ laws and experiences have 

been explored for a long time [17]. 

Reasoning in a concrete way, the replication of good practices in public policies answers the 

need of learning-by-doing and of finding effective solutions to complex problems avoiding 

expensive and often impossible social experimentations. Furthermore, the exploitation of 

good practices reduces the cost and the risk of failure of public policies. However, the 

replication of good practices often finds several obstacles on its path, capable of leading the 

replication and the policy fail. In particular, the problems risen by replicating good practices 

concern transferability and scalability. 

Good practices, as said, are successful policies which can be copied and extended and 

constitute a very relevant practice in daily activities of policy makers. The replication of a 

policy is never “perfect”: even if the same policy is replicated in the same area and in the 

same manner, in the meanwhile the targeted society may have changed. 

Thus, it is worth considering problems arisen by the different context in terms of changes in 

structure (i.e., the same area in two different times or two different areas) and in size (i.e., a 

policy applied to a larger scale or sometime vice versa). 

In this case an example can be made on the field of the deployment of online public services. 

Imagine of having at disposal the positive experience of a policy for supporting the 

deployment of online public services in a rural small area. Now the challenge is to extend 

those services in other areas: the problems can arise from the fact that the other target 

areas are mainly urban (i.e., a transferability problem) and bigger (i.e., a scalability problem). 

A collection of historical examples in the same vein could be easily found in literature: 

Witte’s account of railway regulation [18], the development of off-line public services [19], 

the transfer of institutions in post-colonial states [20] [21] and British-US cross-national 

transfer of policies [22]. Furthermore, the spread of policies across space has been explored 

in the diffusion literature [23][24], sociological organization literature about the spread of 

similar forms of organization across different bodies [25] and the cybernetics literature 

about control in complex environments [26]. 
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Leaving aside the ”memorabilia” and thinking at nowadays urgent matters afflicting policy 

makers currently in charge, Padgets can notably help in identifying new critical issues and 

solutions which were untouched by the good practice because it was originally applied in a 

different context. 

 

2.4.2 Policy Making Roles and PADGETS 

In light of the vision underlying PADGETS, an interactive and society-driven policy making 

style is pursued in a multi-sided scenario, where multiple classes of actors are called upon: 

the scene entails at least the policy maker and a group of stakeholders whose opinion is 

supposed to feed a fully-fledged decision process based on social engagement. 

Before giving way to concrete use scenarios contextualized in different “loci” (see section 

2.5), it is necessary to define high level categories of actors who are involved in Padget 

Campaigns: in so doing, a list of archetypes arises, including both classes of policy makers 

and classes of stakeholders who interact with the governmental side by means of policy 

gadgets. 

The outcome of the afore-mentioned process is a twofold taxonomy pertaining to policy 

makers roles and to a variety of stakeholder roles. A taxonomy is essentially a hierarchical 

tree structure which models a domain from abstract to specific. Clearly, usage of taxonomies 

at this stage of the study is not driven by a formal approach oriented to organize concepts by 

means of complex and comprehensive supertype-subtype relationships; conversely, 

taxonomies are used here to represent simple parent-child relationships in order to dispel 

the haze that blurs the social interaction among institutional boundaries. 

The policy maker role could substantially be analyzed under two intertwined perspectives, a 

vertical dimension and a horizontal dimension (Figure 2-4). 

The policy maker position along the vertical dimension delineates the hierarchical role 

played in the governmental organization under examination. Hierarchical positions within 

governmental bodies may be classified in the following way:  

• Strategic roles, which entail long term decision making and long range planning. 

Determination of guidelines and policy principles leads to activities characterized by 

high responsibility. 

• Tactical roles, which entail medium term decision making guided by the pursuit of 

flexibility and agility. Programming activities involve combining available resources, 

looking at obstacles and reviewing alternatives in order to guarantee the 

implementation of strategic plans. 

• Operational roles, which encompass short term decision making, short range 

planning and day to day administration. Duties connected to these roles pertain to 

the actual execution of strategic plans centred on down-to-earth reasoning. 
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The positioning alongside the horizontal dimension reflects the responsibility area occupied 

by the policy maker within the administrative division that s/he oversees. The complexity 

underlying an accomplished padget adoption calls for a multidisciplinary integration of 

contributions coming from various areas of expertise. Reasoning at a high level, key 

responsibility areas may be described as follows: 

• ICT domain, related to the technological sphere; interests in this area are related to 

the feasibility and sustainability of Padget Campaigns with a close focus on matters 

lying in the Information and Communications Technology field.  

• Economic-organizational domain, related not only to economic and financial 

dimensions of padgets implementation, but also to changes occurring in the 

governmental bodies structure as a consequence of the launch of participative 

initiatives.  

• Institutional communication domain, which relies on public relations capacities 

resident in public institutions; action in this field aims at strengthening citizens’ trust 

in governmental bodies and stimulating active participation of the public in decision-

making processes occurring within the Public Administration world.  

• Vertical application domain, i.e. the domain that is directly influenced by a padget 

consultation; interests in this sphere encompass the successfulness of the initiative 

whose awareness, interest and support are investigated by means of padget 

campaigns. 

 

 

Figure 2-4: Different perspectives of the policy maker role. 
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Persons belonging to afore-mentioned domains and positions, despite being actors relevant 

to Padget platform implementation and usage, cover heterogeneous functions during 

campaign lifecycle. Moreover, not all of them, although being included in Padget as a socio-

technical system, are allowed to access Padget as a technical computer-based system. 

In light of such intricacy, taking into account policy makers’ responsibilities, three prominent 

roles have been identified hitherto in order to itemize Padget actors (Figure 2-5): 

• Padget governmental enablers, who after gauging the feasibility of the initiatives 

under examination support the deployment of Padget Campaigns, making it possible 

to achieve a fully-fledged interactive and society-driven policy making. 

• Padget policy owners, i.e. persons with the power to influence or determine policies 

and practices at an international, national, regional, or local level in a well-defined 

domain; they are responsible for policy shaping, defining principles of public actions 

and, at the same time, evaluating which aspects are worthy of being discussed in a 

participative way.     

• Padget Campaign managers, who directly operate on the governmental side in order 

to enhance social interaction and stimulate opinion elicitation; in addiction, their 

duties, where necessary, could regard moderation of open discussions and real-time 

system settings.  

Policy makers who are allowed to access the technical computer-based system could be 

classified as “system actors” and, thus, they are categorized coherently with section 3.4.1. 
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Figure 2-5:Matching between policy makers’ roles and policy makers’ responsibility. 

 

The contextualization of such roles in different use scenarios (Table 2-2) leads to the 

definition of policy maker roles visualized in Figure 2-6, Figure 2-7 and Figure 2-8. 
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# Use 

scenario 

Field of application Locus Geographical scale 

#1 e-ID debate Greece National 

#2 Telemedicine Piedmont (Italy) Regional 

#3 Immigration debate Slovenia National 

Table 2-2: Use scenarios in a nutshell. 

 

 

Figure 2-6: Contextualization of the policy maker role in Greek e-ID initiative (use scenario #1). 
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Figure 2-7: Contextualization of the policy maker role in Piedmont telemedicine initiative (use scenario #2). 

 

 

Figure 2-8: Contextualization of the policy maker role in Slovenian immigration debate initiative (use scenario 

#3). 
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2.4.3 Taxonomy of Stakeholders Groups 

The plethora of heterogeneous stakeholders potentially involved in Padget Campaigns could 

be categorized taking into account their belonging to three main classes of macroeconomic 

actors (Figure 2-9): 

• Citizens, i.e. simple individuals or persons who are members of social (e.g. school 

students and teachers, university students and lecturers, commuters of a specific 

railroad) or administrative (e.g. individuals living in a certain municipality, province, 

region) communities involved in initiatives evaluated by the Padget Campaign.  

• Organizational actors, i.e. members of social arrangements which pursue collective 

goals and have a boundary separating them from their environment (e.g. 

corporations, charities, non-profit groups, cooperatives, political parties, trade 

unions). These, individuals take action on behalf of their organization in order to 

promote its credo and to support initiatives that are aligned with organizational 

mission and values. 

• Public servants, i.e.  public sector employees working for a Government department 

or agency that is directly involved in a certain Padget Campaign; civil servants can 

provide a valuable contribution that is based on their everyday experience on the 

field and, besides, on their domain knowledge acquired over time. 

A further categorization could be applied considering the position assumed towards the 

initiatives evaluated through Padget Campaigns: stakeholders could appear direct (entities 

directly affected by the initiatives or inextricably connected to their effects) or indirect (e.g. 

people who are connected to direct stakeholder by means of a number of relationships, 

mere supporters or opponents, opinion leaders). 
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Figure 2-9: Stakeholders potentially involved in Padget Campaigns. 

 

The contextualization of such roles in different use scenarios (Table 2-2) leads to the 

definition of end user groups presented in Table 2-3. 

 

# Use 

scenario 

Field of application End user group Class of actors 

#1 E-ID 

Citizens Citizens 

Civil servants in the field 

(potentially) 

Public servants 

#2 Telemedicine 
Citizens Citizens 

Physicians Public servants 

#3 
Immigration 

debate 

Citizens Citizens 

Non-governmental 

organizations 

Organizational actors 

Table 2-3: End user groups in a nutshell. 

 

For instance, a comprehensive visualization of stakeholder’s roles (both direct and indirect) 

arising in Piedmont blueprint (use scenario #2)  is provided in Figure 2-10, Figure 2-11 and 

Figure 2-12. 
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Figure 2-10:Stakeholders involved in the Piedmont telemedicine initiative (use scenario #2). 

 

 

 

Figure 2-11: Who are the citizens? Contextualization in Piedmont telemedicine initiative (use scenario #2). 
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Figure 2-12:Who are the physicians? Contextualization in Piedmont telemedicine initiative (use scenario #2). 

 

In use scenarios such as the Piedmont one, in which different types of end users coexist, 

some results stemming from Padgets Campaigns could be contextualized taking advantage 

of data related to specific user profiles involved in the participatory initiative. Of course, 

data interpretation by means of end user’s categories differs significantly from data 

aggregation/disaggregation conducted through traditional stratification variables (i.e. 

gender and age). Main reasons underlying this assertion are succinctly summarized inTable 

2-4 in which an illustration of the different uses of stratification variables and end user’s 

categories by the DSC is presented. 

 

 Stratification variables End user’s categories 

Re-sampling Yes, since policy target parameters 

(e.g. real socio-demographic 

distributions) are set by the Padget 

Initiator. 

No, since their actual 

distribution is unknown to the 

Padget Initiator and, 

consequently, to the DSC 

system. 

Simulation Yes, since the scenario building 

procedures model their existence 

and mutual interrelations.  

No, because the scenario 

building procedures run without 

involving them. 

Supported 

indicators 

Awareness, Interest, Acceptance, 

since data concurring to indicator 

evaluation are associated to users 

whose demographic features are 

included into their personal SM 

Acceptance, because questions 

pertaining to end users’ 

category belonging have their 

locus in the Padget additional 

section. 

Physicians

Health care 
professionals

Doctors

Health 
officers
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profile.  

Usage Always, since assessing socio-

demographic variables as 

determinants would sound wise in 

all use scenarios.  

Sometimes, if required by 

peculiarities characterizing the 

scenario. 

 

Table 2-4: Uses of stratification variables and end user’s categories by DSC. 

 

Owing to the diversity that has been pinpointed, the DSC (see section Error! Reference 

source not found.) uses massively stratification variables for itemization of basic indicators 

(Awareness, Interest, Acceptance) and for sophisticated computation, such as raw data re-

sampling and scenario simulation of phenomena evolution in the near future. Conversely, 

end user’s categories are involved only in a small subset of analytical procedures envisaged 

by Padget DSC. 

Finally, once stakeholders access Padget as a technical computer-based system, they are 

classified as “system actors”: consequently, they belong to the category «Simple User”, 

regardless their roles and duties, coherently with section 3.4.1. 

 

2.5 Use Scenarios 

2.5.1 Policy Maker Perspective 

This section contains three use case scenarios contextualized for the three different 

countries in which distinct project pilots could be conducted. The scenarios are presented 

from both the Padget initiator and the end-users perspective and are intended to describe 

potential real life examples of Padget Campaigns. 

All the scenarios have been composed based on the input and in close cooperation with the 

three user partners (public policy organisations) of the PADGETS consortium: 

• The ICT Observatory in Greece 

• The Piedmont Region in Italy 

• The Centre for eGovernance Development in Slovenia and the Western Balkans 

region 

 

2.5.2 Description of use case #1 (e-ID) 

Mike is a policy maker. In order to modernize government and enhance on-line services use, 

he is preparing a policy. The policy includes the introduction of an electronic identity card for 

citizens in Greece. He wants to listen citizen’s opinions and concerns, particularly about 

personal data privacy and security. He wants citizen to have access to structured tools (e.g. 
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questionnaires & polls). In addition, he has collected cases of EU countries having introduced 

or planning to introduce citizen eID, citizen surveys, concerns and barriers and lessons 

learned, in order to establish the policy direction. 

In order to create the necessary awareness about his policy and collect feedback directly 

from citizens he creates a padget for his policy. He is linking to it all the relevant content he 

has collected and he launches a Padget Campaign by publishing his padget across his social 

media accounts. Citizens come in contact with his message and start to interact with it. Mike 

receives these interactions and the generated input, responds to them, and starts to shape 

an opinion about how citizens perceive his policy. 

 

 

Figure 2-13: Politician’s view of the e-ID Padget. 

 

Use Case #1: Flow 

1. Mike is Setting Up a Policy Gadget to communicate his policy message. He is using 

the padget web editor interface in order to put together his message. He is creating 

a title for his policy message and following he selects from a number of categories 

(which are presented automatically to him) in order to classify his message in one 

or more policy domains. 

 

 



  

 

 

 

 

 

 

 

Figure 

 

2. Successively he Elaborates

and also attach several types of supporting material such as images, ppts, links to 

articles and even video

       D2.1 Padget Design and Decision Model

Figure 2-14: Setting up phase in the e-ID Padget. 

Elaborates his policy: he creates an article outlining the main points 

and also attach several types of supporting material such as images, ppts, links to 

articles and even videos. 
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he creates an article outlining the main points 

and also attach several types of supporting material such as images, ppts, links to 



  

 

Figure 

 

3. After finishing setting up the content of his Policy Gadget, Mike is presented with a 

number of suitable (based on the different content types present in his message) 

Social Media Channels

platforms from his available accounts, namely his personal blog in Blogger (it will 

allow him to elaborate his policy through full articles), his twitter account (that will 

help him have regula

account (to try and foster a community around several aspects of his policy).

 

Figure 2-16: Social Media Channel selection phase in the e
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Figure 2-15: Policy elaboration phase in the e-ID Padget. 

After finishing setting up the content of his Policy Gadget, Mike is presented with a 

number of suitable (based on the different content types present in his message) 

Social Media Channels to publish his message. He is choosing three (3) social media 

platforms from his available accounts, namely his personal blog in Blogger (it will 

allow him to elaborate his policy through full articles), his twitter account (that will 

help him have regular communication through short messages) and his Facebook 

account (to try and foster a community around several aspects of his policy).

: Social Media Channel selection phase in the e-ID Padget. 
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After finishing setting up the content of his Policy Gadget, Mike is presented with a 

number of suitable (based on the different content types present in his message) 

to publish his message. He is choosing three (3) social media 

platforms from his available accounts, namely his personal blog in Blogger (it will 

allow him to elaborate his policy through full articles), his twitter account (that will 

r communication through short messages) and his Facebook 

account (to try and foster a community around several aspects of his policy). 
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Mike is presented with a preview of his message that is tailored to each social media 

platform. This is his Policy Gadget. 

 

 

Figure 2-17: Multi-platform preview in the e-ID Padget. 

 

4. He decides to go on with it and Publishes his message across the different channels. 

5. After the interaction with citizens, the policy maker can receive Feedbacks in terms 

of the four indicators of DSS outputs (see Figure 2-18). 
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Figure 2-18: DSS outputs in the e-ID Padget. 

 (percentages used are indicative, for illustrative purposes only) 
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2.5.3 Description of use case #2 (telemedicine) 

The use case focuses on a participatory initiative aimed at enhancing the quality of socially-

rooted and citizen-oriented policy making. In particular, the policy topic concerns the 

implementation of a telemedicine initiative in a scenario different from the native one, 

transferring the experience of a limited area (VCO, Verbano-Cusio-Ossola) to the entire 

Piedmont Region. 

 

 

Figure 2-19: Telemedicine from small case to full scale (use case #2). 

 

This project could represents one of the most challenging telemedicine experiences in Italy, 

representing a virtuous example of partnerships between administrations, private sector 

entities and non-profit sector. 

The assessment of the model is crucial for further diffusion of telemedicine initiatives in the 

Piedmont Regional Health Service. 

 

 

 

Piedmont 

Region 

VCO 
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Description of VCO best practice 

Aim 

The service aimed at spreading innovation and use of ICT tools for the enhancement of the services quality and 

continuity of care for residents in the VCO. 

Locus 

The primal telemedicine project in Piedmont Region was supported by the Local Health Authority (LHA) of 

Verbano-Cusio-Ossola (VCO). The VCO LHA serves a population of about 172.000 persons in a mountainous area 

in the north west of Italy; more than 23% of the population is over 65 years old. 

Implementation 

The VCO LHA designed an innovative telemedicine service for 4 different target patients affected by heart failure 

disease, diabetes, chronic pulmonary occlusive disease (COPD) and cancer. 

Each category of target patient follows a personalized protocol defined by the VCO LHA specialists according to 

the disease conditions: patients are equipped by devices able to track, store and send data to a server in a secure 

repository; for each disease, the medical staff of VCO LHA has defined the number and the frequency of the 

measurements to be carried out. 

The project enrolled about 300 patients in three years. 

Enabling technologies 

The technology is based on an innovative web-based application integrated with the informative system of the 

local health unit (LHU), a kit of medical devices for remote home care and a module for IP video communication.  

Strategic vision 

• Testing an innovative model of services based on a strong integration between hospital and territory. 

• Improving the takeover, the continuity of care and the safety of patients in non-acute conditions. 

• Increasing appropriateness of emergency services and outpatient care. 

Operational vision 

• Limiting the use of specialist outpatient services. 

• Reducing calls to emergency services. 

• Reducing repeated visits to hospitals. 

• Improving patients’ quality of life. 

Lessons learnt 

Patients’ perspective. Telemedicine would allow an enhanced monitoring of the disease together with improved 

quality of life, delivering care in their home and making increasing use of person’s capacity to self care. 

Technological perspective. ICT technologies are the right tool to prevent patients’ isolation, connecting them 

with the network of LHA specialists, general practitioners and all the other professionals involved in the health 

system (e.g. nursing staff, volunteers, family members). 

Organizational perspective. Standard processes coupled with personalized care path for each patient (according 

to his/her diseases) contribute noticeably to maintain wellbeing, deliver effective care to those with chronic 

conditions and support the most vulnerable members of society. 

In brief... 

This project could be rated among one of the most challenging telemedicine experiences in the Italy, 

representing a virtuous example of partnerships between administrations, private sector entities and non-profit 

sector. 

The assessment of the model is crucial for further diffusion of telemedicine initiatives in the Piedmont Regional 

Health Service. 
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The regional policy maker has to deal with the following issue:“Is it worth to extend the VCO 

(Verbano-Cusio-Ossola) initiative to the entire Piedmont Region?”. 

He decides to canvas the opinions of the involved stakeholders (citizens and physicians) 

through a padget campaign. 

 

 

Figure 2-20: Politician’s view of the telemedicine Padget. 

 

Use Case #2: Flow 

 

1. Using the PADGETS system web editor, the policy maker is Setting up a Policy 

Gadget to spread the telemedicine policy message. 
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Figure 2-21: Setting up phase in the telemedicine Padget. 

 

2. The policy maker Elaborates the policy: he fills in the policy statement section, 

providing a short description of the initiative, and adding URL links, videos and 

images (coming from social media platforms) to give further details about the policy 

to both citizens and physicians. 

 

 

Figure 2-22: Policy elaboration phase in the telemedicine Padget. 

 

3. The policy maker selects the Social Media Channels to disseminate the padget. 

Since he has a lot of multimedia material he chooses to link the padgets to platforms 

Policy title
Telemedicine: Transfer of VCO experience to the 

entire Piedmont Region

Telemedicine
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that are suitable for publishing this kind of content, specifically Facebook, Youtube, 

Flickr and the municipalities blog. 

 

 

Figure 2-23: Social Media Channel selection phase in the telemedicine Padget. 

 

4. Using the PADGETS system web editor, the policy maker Publishes the policy 

statement on the social media selected at the previous step. 

 

 

Figure 2-24: Multi-platform preview in the telemedicine Padget. 



  

 

Figure 2

 

5. After the interaction 

policy maker (or a moderator, a consultant, a communication o

of policy maker staff that has the necessary authority) can comment the posts of the 

community members, giving in this way a continuous 

This can be done either through the PADGETS system web editor or using d

the social media platform web interface or any other 3

information to social media. All the occur

Padget Campaign by

feedback either in the PADGETS system web editor or using any other tool he 

prefers to access his social media accounts.
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2-25: Facebook mock-up in the telemedicine Padget. 

After the interaction with stakeholders (see the next section for further details), the 

policy maker (or a moderator, a consultant, a communication officer or any member 

of policy maker staff that has the necessary authority) can comment the posts of the 

community members, giving in this way a continuous Feedbacks 

This can be done either through the PADGETS system web editor or using d

the social media platform web interface or any other 3rd party tool for posting 

information to social media. All the occurring content is automatically related to the 

Campaign by the new created padget. The policy maker can view citizen 

back either in the PADGETS system web editor or using any other tool he 

prefers to access his social media accounts. 
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Figure 2-26: Feedback reception in the telemedicine Padget. 

 

The outputs of the decision support tool to policy maker could be expressed in 

terms of the four indicators of DSS outputs (Figure 2-27): awareness, interest, 

acceptance and opinion. These results are delivered to the policy maker, who is able 

to elaborate a better informed choice according to the evidence delivered. 

In the Piedmont scenario, in which different types of end users coexist, some results 

coming from Padgets campaigns may be contextualized (if required) taking 

advantage of data referable to specific user profiles involved in the participatory 

initiative (Figure 2-28). 
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Figure 2-27: DSS outputs in the telemedicine Padget. 

(percentages used are indicative, for illustrative purposes only) 

 

57% of Piedmont citizens 

has read on Facebook about 

the telemedicine initiative.

Only 2%

of

over-65

is aware

of

the

initiative.

Awareness

45% of people aware of the 

policy has contributed to 

Padget propagation and 

pressed “Like it!”.

Most of them are female.

Interest

74% of citizens agrees with the 

introduction of telemedicine in 

the entire Piedmont region.

Only 2% of the population 

strongly disagree with the 

initiative.

Acceptance

2%
5%

19%

30%

38%

6%

0

0.05

0.1

0.15

0.2

0.25

0.3

0.35

0.4

32% of citizens commented on the padget.

Most frequent words in comments are:

computer skills and useful.

It is likely that Piedmont population finds the initiative very 

interesting and valuable, but is afraid of not having 

sufficient IT skills to manage it actively.

Opinion

55%

24%

76%
45%

not contributed to Padget propagation M F

2%

98%

over65 aware

over65 not aware

Forecasting of future trends

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

0 2 4 6 8 10 12 14 16

%
 o

f 
p

o
p

u
la

ti
o

n

time

awareness

interest

acceptance

TODAY

FORECASTING
(output of simulation)



         D2.1 Padget Design and Decision Model 

 

Page 60 of 625 

 

Figure 2-28: DSS outputs divided for end users’ categories in the telemedicine Padget. 
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The following figure (Figure 2-29) represents a pictorial view of the overall process 

from the policy maker’s point of view. 

 

 

Figure 2-29: Policy maker’s view of the “telemedicine” padget. 

 

2.5.4 Description of use case #3 (immigration debate) 

A member of European Parliament (MEP) (Tanja), who is also a member of Committee on 

Civil Liberties, Justice and Home Affairs (LIBE Committee), wants to discuss immigration 

issues with Slovenian citizens. Legal immigration and integration of third-country nationals 

are part of an important debate today across the European Union. Most Member States are 

now experiencing migratory phenomena and are confronted with integration challenges. 

Some countries, including the new Member States, have only recently been faced with 

immigration. Others have dealt with immigration and integration challenges for decades but 

not always with satisfactory results, and they are consequently revising their policies. 

Reflecting the different histories, traditions and institutional arrangements, there are a wide 

variety of approaches being taken to find solutions to the problems which need to be 

tackled. The EU is developing common approaches for integration and is promoting the 

exchange of best practices. Financial assistance is essential in this context. Especially in the 

times of financial crisis this is an issue to debate with EU citizens. 

 

Policy statement:

Telemedicine: transfer of VCO experience to the entire Piedmont Region

Short description:

The VCO telemedicine project has been supported by the Local Health Authority of Verbano-

Cusio-Ossola (VCO), a mountainous area in Piedmont Region.

It is an innovative telemedicine service for 4 different target patients, affected by:

1. heart failure disease;

2. diabetes;

3. chronic pulmonary occlusive disease;

4. cancer.

The patient is equipped by devices able to track, store and send personal data to a medical 

staff; each category of target patient follows a personalized protocol defined by the VCO 

specialists according to the disease conditions.

This project represents one of the most challenging telemedicine experiences in Italy.

The assessment of the model is crucial for further diffusion of

telemedicine initiatives in Piedmont Regional Health Service.

For further details:

Link: Official site

Video: http://www.youtube.com/telemedicine

Images:

The PM could enclose URL 

links,  pictures and video files.

………
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Figure 2-30: Politician’s view of the immigration debate Padget. 

 

Use Case #3: Flow 

1. Tanja (a MEP) wants to discuss and gather opinions regarding immigration policy 

with Slovenian citizens, non-governmental organizations representatives of civil 

initiatives and interested public. It is in the MEP’s interest that the issue is discussed 

also in the media since by that the message could reach wider audience. She uses 

the PADGETS web editor to pose a question: “Immigration in the European Union: 

problem or solution?” by Setting Up a corresponding Padget Campaign. Additionally, 

she attaches to her padget the Immigration Rights Draft Resolution. 

 

PADGETS

Response

Collector

Policy title
To prohibit smoking at train stations and bus stops 

and to gather feedback on the policy

e-ID

Policy titleTo prohibit  smoking at  t rain stations and bus stops 

and to gather feedback on the policy

immigration 

debate 

padget

padget Initiator space

Social Media space



         D2.1 Padget Design and Decision Model 

 

Page 63 of 625 

 

Figure 2-31: Setting up phase in the immigration debate Padget. 

 

2. Subsequently, she Elaborates her policy statement, outlining prominent points and 

attaching several types of supporting material. 
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Figure 2-32: Policy elaboration phase in the immigration debate Padget. 

 

3. Tanja puts together her message on Padgets Front End and chooses through which 

Social Media Channels she wants her message to be streamed. 

 

 

Figure 2-33: Social Media Channels selection phase in the immigration debate Padget. 

 

 

Figure 2-34: Multi-platform preview in the immigration debate Padget. 
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4. The PADGETS web editor on the backend breaks down her message into the 

different composing elements and creates different snapshots that are suitable for 

the selected channels – i.e. a short description 140 characters long for twitter, a 

longer description for a Facebook status update along with a link to the Immigration 

Rights Draft Resolution, etc. Each snapshot is Published to the corresponding “fit for 

purpose” platform 

5. Tanja does not wish to engage in long discussions, she is just interested in getting 

the citizens’ “first response” to her questions. Citizens’ Feedbacks are collected  and 

related to Tanja’s Padget Campaign. This can be very useful for Tanja who will have 

to vote, discuss and give proposals about the issue at the Committee and at the 

Plenary Sessions of the European parliament. Through Padget Campaign wider 

public can become increasingly involved in the policy making process and become 

policy initiators.  

Through the Padgets decision model Tanja is provided with the Padget Campaign 

independent social indicators, i.e. with information on the trends on individuals 

awareness, interest, opinions, suggestions, etc.  

� # of individuals reached by the padget 

� # of individuals that viewed the padget 

� # of like / dislike 

� # of interactions (comments) 

� Data relating to traffic in the padgets-related ‘pages’ (e.g. # of 

downloads of the document attached, # of unique visitors, origins, 

platforms, etc) 

� Non-processed qualitative information (e.g. text) 

� Generic ‘buzz’ measurements 

� Time dimension on the above 

Possibly (on own apps): gender, age grouping, # of connections 

Through Padgets analytics Tanja gets Padgets report which helps her in further 

debates at the Committee.  

 

→     →     

Figure 2-35: Opinion flow in the immigration debate Padget. 



  

 

 

Figure 2-36: 

 

After the interaction with citizens, the policy maker obtains campaign metrics in 

terms of the four indicators of DSS outputs
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: Policy maker’s view of the immigration debate Padget. 

After the interaction with citizens, the policy maker obtains campaign metrics in 

indicators of DSS outputs (Figure 2-37). 
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After the interaction with citizens, the policy maker obtains campaign metrics in 
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Figure 2-37: DSS outputs the immigration debate Padget. 

(percentages used are indicative, for illustrative purposes only) 
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2.5.5 End User Perspective 

2.5.6 Description of use case #1 (e-ID) 

James is university student who is convinced about the positive impact of online service 

delivery but he is also concerned about the management of his online identity. So he has a 

lot of interest in e-ID policies. James is not extremely active into politics, like the majority of 

people his age does not belong to any party, he does not follow political debates in the news 

and certainly does not bother to use online fora and various other “tell me what you think 

about this” tools. He knows that Mike has been a politician that in the past has shown to be 

fairly active in issues around new technologies and education. For this reason James has 

chosen to join Mike’s Social Accounts (i.e. Facebook page, Twitter account, blog, YouTube 

Channel), mostly to get updated about the policy issues “here and there”. One afternoon 

accessing one of this accounts James comes across one of Mikes messages. He decides to 

respond to it. 

 

 

Figure 2-38: End User’s view of the e-ID Padget. 

 

Use Case #1: Flow 

Stakeholder’s Awareness 

Citizens receive a notification by the social media selected by the policy maker, for example 

on twitter. One day, James sees a message from twitter about the citizen e-ID card policy 

proposed by the policy maker (Mike), so he wants to check more details. 
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Figure 

 

Social interaction 

James can find information of the proposed eID policy on Facebook and in an article in 

Mike’s blog. James adds a comment on the article and interacts with Facebook  (“likes” and 

“comments” on the policy post). The comment is that “I support this policy str

control of personal data is paramount. The European Commission is currently analy

over 160 responses to the public consultation

Directive. I can tell you that most responses call for stron

protection legislation across the Union”.

 

Figure 2-40: 

 

Then James also re-tweets the Mike’s Twitter message with his 
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Figure 2-39: Twitter notification in the e-ID Padget. 

James can find information of the proposed eID policy on Facebook and in an article in 

Mike’s blog. James adds a comment on the article and interacts with Facebook  (“likes” and 

“comments” on the policy post). The comment is that “I support this policy str

control of personal data is paramount. The European Commission is currently analy

public consultation on the reform of the General Data Protection 

Directive. I can tell you that most responses call for stronger and more consistent data 

protection legislation across the Union”. 

: Responses to the public consultation in the e-ID Padget. 

tweets the Mike’s Twitter message with his opinion. 

MIKE Introduce eID citizen cards to facilitate on-line Services 

provided by Government and the Private Sector 

http://www.blogger.com/ 
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James can find information of the proposed eID policy on Facebook and in an article in 

Mike’s blog. James adds a comment on the article and interacts with Facebook  (“likes” and 

“comments” on the policy post). The comment is that “I support this policy strongly but user 

control of personal data is paramount. The European Commission is currently analyzing the 

on the reform of the General Data Protection 

ger and more consistent data 

 

line Services 

provided by Government and the Private Sector  



  

 

Figure 2-41

 

Through an accompanying message of Mike’s in Twitter James is prompted to participate in 

an opinion poll or online questionnaire 

beliefs, concerns), e.g. that has just been created in Mike’s blog.

 

Q1 

Do you support the 

introduction of an 

eID card for the 

Greek citizens 

Information provision  

Q2 Indicate what information you provide on Internet 

 Name / surname  

 Age  

 Nationality  

 ID number  

 Postal address  

 Things I do  

 Tastes / Opinions  

 
People I meet regularly, my friends / Membership of 

associations  

 Places where I usually go 

 Photos of me  

 Medical information (social security number, …) 

 Bank information (bank card number, account number, …) 

 Judicial information (criminal record, …) 

 Biometric information (fingerprint, iris…) 

Trust in mediators personal data handling 

Q3 

Overall, how much do you trust the following 

people to handle your personal information 
safely?  

       D2.1 Padget Design and Decision Model

41: Spreading of the policy message in the e-ID Padget. 

Through an accompanying message of Mike’s in Twitter James is prompted to participate in 

an opinion poll or online questionnaire concerning Personal Data Management (habits, 

beliefs, concerns), e.g. that has just been created in Mike’s blog. 

Strongly 

disagree 

Moderately 

disagree 

Slightly 

disagree 

Slightly 

agree 

Moderately 

agree

Indicate what information you provide on Internet  Yes  

1  

1  

1  

1  

1  

1  

1  

People I meet regularly, my friends / Membership of 
1  

Places where I usually go  1  

1  

Medical information (social security number, …)  1  

Bank information (bank card number, account number, …)  1  

Judicial information (criminal record, …)  1  

Biometric information (fingerprint, iris…)  1  

personal data handling  

Overall, how much do you trust the following 

people to handle your personal information 

Very 

much 
trust  

To  
Not trust 

at all 
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Through an accompanying message of Mike’s in Twitter James is prompted to participate in 

concerning Personal Data Management (habits, 

Moderately 

agree 

Strongly 

agree 

No  
Don’t 
know  

2  3  

2  3  

2  3  

2  3  

2  3  

2  3  

2  3  

2  3  

2  3  

2  3  

2  3  

2  3  

2  3  

2  3  

Not trust 

at all  

Don’t 

know  
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2301  A friend, member of family  1   5  6  

2302  The local council  1   5  6  

2303  The national government  1   5  6  

2304  The European Union  1   5  6  

2305  A well-known company  1   5  6  

2306  A company I am familiar with  1   5  6  

2307  An unknown company  1   5  6  

2308  A non-profit association  1   5  6  

Table 2-5: On-line questionnaire concerning Personal Data Management in the e-ID Padget. 

 

James also comments on other posts by the community members, giving also a rating to 

each comment. 

Up to date results are provided to James. 

 

 

Figure 2-42: Visualization of up to date results in the e-ID Padget. 

 

2.5.7 Description of use case #2 (telemedicine) 

The communities of physicians in the municipality are very interested in Piedmont Region 

health policies. Very often the Region has undertaken several initiatives in the domain and 

has held many public debates for sourcing their opinions. Therefore most of them have 

subscribed tithe municipality’s blog, Facebook page and Youtube channel in order to receive 

notifications about any content that could be of interest totem. Additionally several citizens 

have joined the municipality’s social media channels during the last 6-months. 

 

Thank you for your participation!

How many people think the same as you?

4%
10%
15%

27%25%
19%

0%

5%

10%

15%

20%

25%

30%
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Figure 2-43: End User’s view of the telemedicine Padget. 

 

Use Case #2: Flow 

Stakeholder’s Awareness 

Citizens and physicians receive a notification by the social media selected by the policy 

maker. 

 

Figure 2-44: Example of social media notification in the telemedicine Padget. 

Social interaction 

PADGETS

Response

Collector

Policy title
To prohibit smoking at train stations and bus stops 

and to gather feedback on the policy

e-ID

Policy titleTo prohibit smoking at  t rain stat ions and bus stops 

and to gather feedback on the policy

padget Initiator space

Telemedicine 

Policy

telemedicine 

padget

Social Media space



  

 

End users can participate to the opinion poll that has been setup in the municipality

They can easily be directed there either from F

the Youtube video. 

 

Figure 2

 

Subsequently, up to date results are given

Figure 2-46: Visualization of 
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End users can participate to the opinion poll that has been setup in the municipality

e directed there either from Facebook or even through a link embedded in 

2-45: On-line opinion poll in the telemedicine Padget. 

p to date results are given. 

: Visualization of up to date results in the telemedicine Padget
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End users can participate to the opinion poll that has been setup in the municipality’s Blog. 

acebook or even through a link embedded in 

 

 

Padget. 
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After the participation to the poll, stakeholders can comment the posts of the community 

members, giving also a rating to each comment. 

 

 

Figure 2-47: Post commenting through social media platforms in the telemedicine Padget. 

 

Figure 2-48 and Figure 2-49represent a pictorial view of the overall process from the end 

users’ perspective. 

 

Figure 2-48: Citizens’ view of the telemedicine Padget. 
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Figure 2-49: Physicians’ view of the telemedicine Padget. 

  

Result 

dissemination
9

Physicians

Cons
ultati

on

Polling

Up to date results

Social interaction 6

Stakeholder’s 

awareness
5

Comments + rating

Post-polling 

interaction
7

Community opinions

Result consultation

Consultation

Social media platforms

SM Content platforms

Social networks

External resources

Institutional portals

Collaborative 

knowledge repository
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2.5.8 Description of use case #3 (immigration debate) 

Peter is one among the numerous citizens who is interested in the intense debate that has 

recently called on the Slovenian public. 

 

Figure 2-50: End User’s view of the immigration debate Padget. 

 

Use Case #3: Flow 

Stakeholder’s Awareness 

Peter, as a Padgets end user, comes across a notification from Tanja (Padget Initiator).Now 

he has a chance to state his opinion regarding the statement and, furthermore, to express 

his liking of the Immigration Rights draft resolution.  

PADGETS

Response

Collector

Policy title
To prohibit smoking at train stations and bus stops 

and to gather feedback on the policy

e-ID

Policy titleTo prohibit smoking at train stat ions and bus stops 

and to gather feedback on the policy

immigration 

debate 

padget

padget Initiator space

Immigration 

Policy

Social Media space
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Figure 2-51: Example of social media notification in the immigration debate Padget. 

 

Social interaction 

Peter expresses his level of acceptance regarding the Immigration Rights Draft Resolution 

and writes his comments on the Draft Resolution through Padgets Front End. 

 

 

Figure 2-52: On-line opinion poll in the immigration debate Padget. 

 

Another Padgets End User, Slovenian civil initiative organization (NGO), comes across the 

immigration debate occurring on Twitter and gives its opinion and proposal to the Slovenian 

MEP.   
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Figure 2-53: Widespread social interaction through Twitter in the immigration debate Padget. 

 

Another Slovenian NGO, the Institute for e-Participation (INePA), acting as Padget End User, 

comes across the debate through Blogger. It runs Citizens forum on European debates and 

facilitates the discussion about immigration on their forum.  

 

 

Figure 2-54: Widespread social interaction through Blogger in the immigration debate Padget. 

 

Fruitful discussion takes place and Padget End Users appreciably grow: journalists become 

interested in opinions of the individuals and the NGOs publish the MEPs proposal which 

spreads to the wider public.  
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Figure 2-55: Overview of the policy message diffusion in the immigration debate Padget. 

 

The audience is motivated to discuss the issue inasmuch the topic is part of their daily lives. 

Some use Facebook channels, Twitter, Blogger, and even Youtube for video messages. 

Slovenian citizens even become more interested in the European issues: this fact assumes a 

paramount importance since current interest for EU issues in Slovenia is extremely low (the 

turnout on European elections in 2009 has not exceeded 20%).  
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3. Use Cases and Requirements 

3.1 Introduction 

One of the critical success factors in the development of a high quality software application 

is the deep understanding of the users’ real requirements, as opposed to their perceived 

requirements. This is where many projects fail; they do not correctly specify what the 

system should do. 

User Requirements Capture is the process by which user desires, needs and expectations are 

gathered in order to establish what the users will actually use the application for. Essentially, 

User Requirements Analysis is about refining the application so that it meets customer 

needs, as opposed to simply meeting their specification. 

User Requirements Capture can therefore be difficult because: 

• The developers are not the users. 

• Inadequate requirements information may be collected from users. 

• Each individual type of user may have their individual requirements, but cannot 

define the overall system requirements. 

• Users do not know what the particular system can and cannot do. 

• Too many “nice-to-have’s” that wouldn’t actually be used. 

Once identified, the user requirements effectively lay the foundation for developers, testers, 

and implementers to begin determining the functionality, responsiveness, and 

interoperability required for that system.  

Unfortunately, many people consider gathering user requirements as a waste of time. 

However, the strategy is crucial to a project’s success for developers and project managers 

to obtain accurate user requirements as well as increase the level of end-user involvement 

in the project. 

 

3.2 Methodological Approach 

3.2.1 Expectations 

A fundamental challenge for the technology-oriented enterprises is to meet customers’ 

and/or users’ expectations, when developing applications and services. Due to the strong 

competition that they face nowadays, a successive approach should be the design of 

applications on the basis of the achieved quality. In this direction, requirement analysis is 

the foundation of a user-centred approach, creating applications that appeal and meet user 

needs at the closest level. User requirements analysis provides precise descriptions of the 
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content, functionality and quality demanded by prospective users. For the identification of 

user needs the user perspective must be assumed and result in: 

� Functional requirements (What  the users want the system to do) 

The goals that users want to reach and the tasks they intend to perform with the new 

software must be determined. By recognizing the Functional Requirements, we understand 

the tasks that involve the abstraction of ‘why’ the user performs certain activities, what his 

constraints and preferences are, and how the user would make trade-offs between different 

software applications. The important point to note is that WHAT is wanted is specified, and 

not HOW it will be delivered. 

� Non-functional requirements (The restrictions on the types of solutions that will 

meet the functional requirements) 

Specification of non-functional requirements includes the categorization of the users, the 

description of user characteristics such as prior knowledge and experiences, the possible 

special needs of each category, subjective preferences, and the description of the users’ 

environment, in which the product or service will be used. Legal issues, intellectual property 

rights, security and privacy requirements are also an issue. 

The end-user requirements are expected to inform the types of data extraction, the 

necessary features and functionality of the VW environments and associated infrastructure 

requirements to support the desired observable results, the sample size for relevance, 

duration of the deployment, etc. These will be compared against the prototype platforms in 

terms of suitability in order to enhance/ extend if necessary.   

 

3.2.2 Methods for capturing user requirements 

Methods such as observation, interview, document analysis, focus group and analysis, 

checklists or questionnaires can be used for the elicitation of user requirements. Scenarios 

and Use Cases have also become a popular technique for task analysis. 

Different requirements analysis methods can be applied in parallel to complement each 

other in order to yield more effective results. 

For carrying out the process of requirements identification and analysis a variety of tools 

were used in a complementary way. These tools are listed together with their benefits and 

drawbacks in the following table. Apart from the last one, which is mainly used in 

commercial products, all the other means for User Requirements Capture can be used in 

parallel in the PADGETS context. The details of implementing a User Survey and Focus 

Groups methods are described in the next sections. 
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METHOD/ 

TECHNIQUE 
DESCRIPTION BENEFIT DRAWBACK 

Scenarios 

/Use cases / 

Personas 

Detailed realistic examples of 

how users may carry out their 

tasks in a specified context with 

the future platform 

Personas can bring user 

needs to life 

Scenarios may raise 

expectations too much.   

Personas may over 

simplify the population 

User Surveys 

A set of written questions to a 

sample population of users. 

Surveys can help determine 

needs, current work practices and 

attitudes to the new system ideas 

Relatively quick method 

of determining 

preferences of large user 

groups. It also allows 

statistical analysis 

This method may not 

capture in depth 

comments and may not 

permit follow-up 

Focus Groups 

This technique brings together a 

cross-section of users in 

discussion group format. A useful 

method for requirements 

elicitation  

Allows rapid abstinence 

of  a wide variety of user 

views 

Recruitment effort to 

assemble groups. 

Dominant participants 

may influence group 

disproportionately 

Interviewing 

A series of fixed questions with 

scope for the end user to expand 

on his response 

Interviews allow quick 

elicitation of ideas & 

concepts 

Negotiate 

access/possible 

different opinions from 

different users 

Existing 

Systems / 

Competitor 

Analysis 

Comparison of expected product 

with existing systems 

Effective in identifying 

current problems, 

possible new features 

and acceptance criteria 

This method may lead 

to including too many 

new functions or make 

system too similar to a 

competitor's 

Table 3-1: User requirements analysis tools employed. 

 

3.2.3 Effectiveness of user requirements analysis 

The effectiveness of user requirements analysis in the beginning of a development project 

depends to a large extent on the type of project. 

Collecting user requirements for potential consumer products requires much effort, and the 

risk to fail is still very high. As long as consumers have no idea of the innovative product or 

service, it will be very difficult for them to state their needs. Creativity of designers is 

required for the transfer of user requirements into innovative consumer products. 

For the development of professional applications, precise user requirements analysis and 

specification is essential. Professionals often are available to perform the tasks under 

investigation. 

Task analysis is obligatory for the development of safety critical applications. A characteristic 

of safety critical work domains is that tasks and procedures are precisely defined before new 

support tools are built. This is a good precondition for the specification of functional and 

non-functional requirements. 
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User requirements analysis is an error prone part of the development process and errors not 

detected at this stage may lead to expensive system failures later. For this reason, user 

requirements should be verified as soon as design solutions and prototypes are available. 

 

3.3 End Users’ Survey 

3.3.1 The Approach 

As described above, the End Users’ survey is a fundamental phase of the project to gain 

valuable information from Users in a distributed environment as the PADGETS Project.  

Through Users’ feedback, PADGETS Partners will be able to understand ‘how’ and ‘where’ to 

address the main requirements of the PADGETS Platform.  

PADGETS End users’ survey main objective is the requirements’ gathering that includes a 

communication plan in order to involve the targeted end-users in the process. In this phase, 

different tools and methods have been used with the aim to collect all the relevant data 

provided by the PADGETS end-user. The following figure shows at the glance the PADGETS 

Requirement analysis process.  
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Figure 3-1: Padgets Requirements analysis process.
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PADGETS approach can be divided in ex-ante and ex-post analysis. 

 

3.3.2 Ex-ante analysis 

The purpose of the ex-ante analysis is to collect feedback from the potential PADGETS end 

users’ in order to extract the PADGETS Platform requirements. 

A number of methods have been used in order to gather the end-user requirements such as: 

1. User Scenarios: Provision of relevant use case scenarios (stories) provided by the 

Users’ Organizations. 

2. User Surveys: Data collection through the use of online questionnaire. 

3. Focus Groups: With the participation of End-users’ Organisations and Technical 

experts in discussion group format. 

4. Interviews:  Data collection through the use of a semi-structured questionnaire for 

interviewing representatives from seven selected European Public Bodies. 

Apart from the above methods, others tools have been also used to gather information from 

the PADGETS end-users as: 

• Dedicated groups on the main Social Media (Facebook, Twitters, etc…) 

• Dedicated threads of discussions on the PADGETS website 

• Dedicated threads of discussions on the main website and blogs of the PADGETS  

• Teleconference to review findings and outcomes.  

Focus group and Interviews (based on semi-structured questionnaires) 

The first phase of our survey had as main objective to see the current status of the user 

organizations in terms of policy making processes and lifecycle. For this purpose a semi-

structured questionnaire has been designed in order to guideline the discussions with the 

selected end users. The expected outcome of these discussions / interviews was to identify 

information on the standard policy making processes and related users’ needs. 

In this process, going beyond the PADGETS user partners, seven European Public Bodies 

participated, namely: 

• Greek Information Society Observatory, GR (PADGETS user partner) 
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• Piedmont Region, IT (PADGETS user partner) 

• Centre for eGovernance Development for South East Europe (CeGD), SI (PADGETS user 

partner) 

• World Heritage Coordination  - City of Regensburg, DE 

• North Lincolnshire Council, UK 

• IT Inkubator Ostbayern GmbH, DE 

• City of Regensburg, DE 

On-Line Survey (based on On-line Technical Questionnaires) 

The outcomes of the first phase of the survey has been used as input for the second round, 

focusing this time on ’how’ to extract requirements through the use of more specific and 

technical oriented questions. The on-line questionnaire for the end-users was designed using 

Google Forms as part of the Google docs technology. At the end of the survey, we received 60 

(sixty) distinct answers, a significant sample for our analysis. The detailed analysis of the 

PADGETS Requirements Survey is presented in the following sections.  

 

3.3.3 Ex-post analysis 

The purpose of the ex-post analysis will be to collect feedback from the end-users in order to 

modify and track change requests to the PADGETS Platform functionalities. 

 

3.3.4 Analysis & Results 

3.3.5 Analysis & results from the Semi-Structured Questionnaires used 

during the Focus Group and Interviews 

 

Question 1 - Which are the main public policies (local or central) you are responsible? 

 

Figure 3-2: Overview on policy makers’ levels of responsibility. 



         D2.1 Padget Design and Decision Model 

 

Page 87 of 625 

 

As you can see the participants are heterogeneous and they cover different areas and several 

public policies (E-Inclusion, Digital Agenda, World Heritage Management Plan, etc…). Following 

the answers of the participants about the main public policies they are responsible for: 

 

Table 3-2: Overview on policy makers’ areas of responsibility. 

 

Question 2 - Which are the main stakeholder groups affected by these public policies? 

Greek Information 

Society 

Observatory

OBS is supporting Government led ICT initiatives in 

the areas of eGovernment, private sector ICT 

innovation and eInclusion. The main policy we are 

currently involved in is the "Introduction and adoption 

of the citizen eID card" at national level planned for 

2011. Other areas include the redesign of 

government services as well as policies against 

bureaucracy and corruption.

World Heritage 

Coordination City 

of Regensburg

World Heritage Management Plan

North Lincolnshire 

Council

Responses to the digital agenda ranging from 

business investment through the implementation of 

broadband networks, internally looking for digital 

solutions to improve the efficency of front line service 

delivery and to assist in policies around telehealth.

Regione Piemonte The Region manages policies on almost every 

possible issue except those that are unique 

responsibility of the Italian national government (e.g., 

national defense).

The structure that directly participates to Padgets is 

the regional department about Innovation, Universities 

and Research and in particular the office managing 

European projects in the ICT sector.

Centre for 

eGovernance 

Development for 

South East Europe 

Assisting in the formulation and implementation of 

regional policies in the region of South East Europe 

(SEE).

IT Inkubator 

Ostbayern GmbH

Management of the local IT Cluster

Improvement of the environment for new and small IT 

companies

City of Regensburg We are responsible for all sectors related to local self 

administration according to the German principle of 

subsidiarity and as a town constituting a district in 

its own right we furthermore act as lower public 

authority.
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As you can see the participants interact per their role with several categories of stakeholders: 

mainly End User, public bodies and private companies. Following the answers of the 

participants about the main stakeholders affected by their public policies: 

 

Table 3-3: Main stakeholder groups affected by public policies. 

 

Greek Information 

Society 

Observatory

Mainly citizens who will be the holders of such an eID 

card, the government service providers and civil 

servants responsible for the adoption and operation of 

the eID card and its infrastructure and also private 

sector actors (service providers such as banks and 

retail) because it is desirable that they are involved for 

increased take-up and use. Also specific citizen 

groups may be affected due to their role (such as 

medical doctors, accountants and lawyers). 

World Heritage 

Coordination City 

of Regensburg

Department for the Preservation of Monuments

Planning Department

Department of Urban Development

Local Building Authority

Department for the Environment

Department for Urban Development Assistance Funds

Department for Economics

Press Office

World Heritage Management Office

Tourist Office Regensburg

Chamber of Industry and Commerce

City Marketing Regensburg

Action Group Old Town

World Heritage Development Association Regensburg

Bavarian Regional Office for the Preservation of 

Monuments

The Bavarian Ministry of Economics (Managing 

Authority)

Board of Building and Public Works (Bavarian State 

Ministry of the Interior)

Citizens of Regensburg

North Lincolnshire 

Council

Businesses, local residents, parish councils

Regione Piemonte For both the region as a whole and our office, any 

person and firm present in the region is affected by 

regional (our) policies.

Centre for 

eGovernance 

Development for 

South East Europe 

(CeGD)

- governments of the region of South East Europe 

(SEE)

- private companies in the area of IKT in the region of 

SEE

- indirectly: civil society and wider public

IT Inkubator 

Ostbayern GmbH

IT-companies, universities

City of Regensburg citizens
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Question #3 -4 -5” To what extent do you have discussions/consultations with 

representatives of the above stakeholder groups on these policies? in which stages of the 

policy-making lifecycle? and also how? 

As you can see in the histograms below the participants declaring to have extent consultations 

with stakeholder representative in different stages and mainly through traditional invitations 

evidencing a poor use of the electronic channels as Internet consultations. 

 

 

Figure 3-3: Overview on the degree of discussion and consultation. 

 

 

Figure 3-4: Overview on stages of policy making lifecycle. 

 

 

Figure 3-5: Overview on modalities of discussion and consultation. 
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Question #6:  Which are the main obstacles for this? 

Survey highlights as main obstacles to the participation of the stakeholders in the policy 

making lifecycle are the lack of time and resources, lack of interest of the stakeholders, lack of 

trust to public organisations and arguments technical in their nature.  

 

Table 3-4: Overview on obstacles to the participation in policy making. 

 

Question #7 -  How important do you think it is to have discussions/consultations with 

representatives of the above stakeholder groups on these policies? 

As we can see in the histogram depicted below for all the end-user it is very important to 

enlarge and improve the involvement of the stakeholder groups. 

 

Greek Information 

Society 

Observatory

Reduced openness in the process, i.e.

- Participation of all relevant stakeholders is not always assured.

- There is disproportionate lobbying power between organized (e.g professional 

associations, civil servant unions) and not organized entities (e.g. citizens).

World Heritage 

Coordination City 

time and ressources available

North Lincolnshire 

Council

Lack of interest from the residents of North Lincs and also the nature of digital policy 

is technical and hard to understand

Regione Piemonte It is a time consuming activity, both for policy makers and stakeholders, for obvious 

reasons but also because of localization (some stakeholders are 100 km far from the 

offices of the regional government)

Centre for 

eGovernance 

Development for 

South East Europe 

(CeGD)

- In the region of South East Europe (SEE) people sometimes do not believe in 

policies and strategies recommended because many such documents drafted by 

foreign consultants were adopted without achieving of any tangible results. 

- There is lack of informal cooperation channels in the region of SEE.

IT Inkubator 

Ostbayern GmbH

lack of time
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Figure 3-6: Overview on discussions/consultations importance. 

 

Question #8  -  What is the final outcome you would expect to get from these 

discussions/consultations with representatives of the above stakeholder groups, that would 

assist you in designing/implementing better policies? 

 

 

Table 3-5: Overview on expected outcomes of discussions/consultations. 

 

Greek Information 

Society 

Observatory

Reaching agreement and consensus on the various policy design 

parameters that would ensure successful policy implementation 

as well as support and take-up by the affected stakeholder 

groups.

World Heritage 

Coordination City 

of Regensburg

An Integrated World Heritage Management Plan that all 

Stakeholders are supporting

North Lincolnshire 

Council

Backing and support and to help shape how policies and 

projects will impact on local communities

Regione Piemonte Improvements both in designing and implementing policies. In 

designing because of the better information stakeholders have 

about the world. In implementing because they participate to 

policies, they are not “others”.

Centre for 

eGovernance 

Development for 

South East Europe 

(CeGD)

Country based approach - the contries themselves should 

provide information on their needs and preferences. Policy 

making procedure should be more transparent and cooperation 

with all relevant stakeholders should be intensified in order to 

achieve more balanced and useful policies.

IT Inkubator 

Ostbayern GmbH

become informed about the needs

City of Regensburg to reach a broad consensus for decision making
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Question #-9 -10  11  -  To what extent do you have wider discussions/consultations with the 

wider public affected by these policies? In which stages of the policy-making lifecycle? And 

also how? 

 

Figure 3-7: Overview on wider discussions and consultations. 

 

 

 

Figure 3-8: Overview on stages and modalities of wider discussions and consultations. 

 

Question #12  - Which are the main obstacles for this? 

Survey highlights as main obstacles to the participation of the stakeholders in the policy 

making lifecycle are again the lack of time and resources and tools not appropriated.  
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Table 3-6: Overview on obstacles to a wider participation in policy making. 

 

Question #13 - To what extent would be useful a software tool that would publish a political 

message or public policy under formulation to several appropriate web 2.0 social media, and 

then collect and process users’ ratings, comments and other interactions? 

End-users answers point out a certain interest towards the Web 2.0 instruments. 

 

 

Figure 3-9: Overview on the usefulness of a 2.0 software tool. 

Greek Information 

Society 

Observatory

1.  Citizen participation and its quality. Only digitally literate citizen can participate in 

online policy deliberation and only those who have access. Also the quality of 

comments - suggestions may vary from acute and relevant to totally irrelevant.

2. Appropriate decision-making models, analytical and forecasting tools are needed to 

properly understand, interpret and visualise the information

- There is no easy but systematic way for information management and analysis so that 

we may monitor behavior (e.g. deliberation trends)

- It is difficult to integrate large amounts of heterogeneous data (comments, proposals, 

reports, etc) into our decision-making processes. There are no such models available.

World Heritage 

Coordination City 

of Regensburg

time an ressources

understanding that individual interests can not always be followed

North Lincolnshire 

Council

Again apathy

Regione Piemonte Besides the electoral mechanism and the public political debate on local mass media 

(and the mechanisms selected in the preceding questions), there are not other means 

at disposal to reach (all) citizens and to ask them their opinions.

Centre for 

eGovernance 

Development for 

South East Europe 

(CeGD)

There is no tool for interactive two-way communication between wider public and CeGD. 

There is lack of motivation of civil society for participation in the decision- making 

process.

IT Inkubator 

Ostbayern GmbH

lack of time
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Question #14  - What social indicators would you like to know for the involved End User 

during policy planning or implementation? 

 

Table 3-7: Overview on desirable social indicators for end users’ involvement. 

 

Question #15 - What other means (ICT-based or not) you think would contribute to successful 

policy planning and implementation for your organisation?  

Greek Information 

Society 

Observatory

Attitudes and behavioral intentions have been shown to be reliable predictors of behavior across a wide range of domains and 

provide efficient means of assessing behavioral outcomes. Measuring intention to adopt a new technology (e.g. the citizen card 

eID application) can thus be seen as an effective way to evaluate the potential successfulness of the launch of the service.

To this end, we initially propose the following social indicators:

 - Perceived usefulness and perceived ease of use (from Technology Acceptance Model) 

 

- Perceived benefits such as economic gain, time saving and overall convenience 

- Perceived compatibility, i.e. ‘the degree to which an the introduction of eID is seen to be compatible with existing values, 

beliefs, experiences and needs of the citizens’. (from Diffusion of Innovation theory) 

 

- Perceived risks - specific risks linked to the adoption of eID should be measured in order to address the specific perceptions 

of people. For eID, financial, safety and psychological risks are most often discussed. For example, financial risks include third 

party accessing to personal details of users. 

 

- Perceived trust - the decision to adopt new eID systems requires citizen trust in the organization providing the service (vis 

personal data) and in the technology through which electronic transactions will be executed. 

 
World Heritage 

Coordination City 

of Regensburg

main issues interested

voting possibility which objectives and actions are most important

motivation for participation

North Lincolnshire 

Council

% of those who like dislike. As a percentage of the popluation broken down  by age gender rural/urban

Regione Piemonte Everything is useful! But in general, it would be perfect to have the possibility to ask citizens any specific question that 

becomes relevant at any time of the policy process. In fact, sometimes and for some policies, it is more useful to have 

information about citizens’ concerns, in other cases new ideas are needed… it depends on the policy and on the context.

Centre for 

eGovernance 

Development for 

South East Europe 

(CeGD)

- identifying main issues that concern the affected stakeholders

- receiving feedback on policy proposals

- receiving policy recommendations

City of Regensburg age, gender, social status, educational background, involvment in political groups 
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Table 3-8: Overview on further desirable means. 

 

Focus Groups and Interviews - Final considerations 

Results of the traditional survey highlight the difficulties of the PADGETS Initiators to   involve 

the stakeholders in the policy-making lifecycle. Also it is quite evident as the support of the 

new technologies (Web 2.0, etc…) can help the PADGETS Initiators in extend their messages to 

the End User and public bodies empowering the democratic participation. It can be useful in 

particular in this moment of economic global crisis where there is a strong lack of resources as 

appears clear in the end-users answers. 

 

3.3.6 On-Line Technical Questionnaire – Analysis and results 

Results are based on a sample of 60 participants. 

Greek Information 

Society 

Observatory

Through the Government's OpenGov initiative, legal and policy document consultation over the 

internet is provided for with the following characterisctics: 

- Minimum 10 days period prescribed for comments

- Legal-ready docs are provided online

- Paragraph by paragraph commenting is allowed for

- Comments are subject to approval

- Rating by non-reg users (plus/minus) is possible

- Name/email: Required - link: optional

- No threading of comments

- RSS for topics & comments

- Content subject to CC license 3.0

In addition citizens as well as public and private sector organisations and NGOs are invited to 

submit ideas on egovernment in the context of an online forum. The submitted ideas are rated by 

the members of the forum and also evaluated by scientific committee. The shortlist is presented in 

public event and high ranking ideas are communicated and proposed to the relevant authorities.

World Heritage 

Coordination City 

of Regensburg

To set up an EASY TO USE community tool

North Lincolnshire 

Council

better skills and training

Regione Piemonte Besides the contextual macro problems of regional governments in Italy, it would be interesting to 

build a more frequent interaction with other European regions. In fact, besides the chances given 

by European projects, the daily interaction is only with Italian (and geographically close) regions.

Furthermore, there is a sound need to find tools (perhaps ICT-based) to better interact with other 

levels of the administration. As an example, consider that for each regional public policy we have to 

deal with two upper level governments (the EU and the Italian competent Ministries) and two lower 

level governments (Provinces and Municipalities). Thus it is right to focus on stakeholders and 

citizens, but also policy makers are many, they interact, they try to coordinate and often overlap.

Centre for 

eGovernance 

Development for 

South East Europe 

(CeGD)

Organization of informal and formal regional gatherings with participation of wider public in a way of 

ICT based regional forums.
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Question #1 – What functionality should future tools provide for policy making over social 

media? 

Survey highlights as main features perceived as important for future policy making tools are 

feedback analysis and interaction capabilities. 

 

 

 

Figure 3-10: Overview on desirable functionalities. 

 

Question #2– What are useful indicators for a policy making campaign over social media? 

About Useful indicators stakeholders considering “Volume of People reacting” the most 

important one indicator for a policy making campaign over social media. 

 

 

Figure 3-11: Overview on desirable social indicators for policy making campaigns over social media. 

 

Question #3– Where is the value in having policy making over social media? 

As expected the real value in having policy making over social media is “Get Input from End 

User”. 
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Figure 3-12: Overview on perceived value of policy making campaigns over social media. 

 

Question #4– How important do you think it is to have age, sex and instruction level of 

people reached in policy making? 

It is interesting to see as the citizen data are considered as very important information to 

characterize the people reached in policy making over the web.  

 

 

Figure 3-13: Overview on importance of variables used to characterize the reached audience. 

 

Question #5– What kind of content would you prefer to publish in policy message? 

Even if digital natives and web End User are more and more used to manage multimedia 

content we can see as text remains the most important medium to transfer messages over the 

web. 
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Figure 3-14: Overview on preferred contents for policy message publishing. 

 

On-line Technical Questionnaire - Final considerations 

Results of the technical questionnaire highlight some interesting indicators as the importance 

that the end-users give to the feedback analysis, the key role of the End User, the relevance of 

the “text” messages. As you can see in the use case analysis provided in the document all this 

information are taken into consideration as macro-requirements for the design of the 

PADGETS platform. 

3.4 PADGETS Platform Use Case Analysis 

3.4.1 The Actors 

In order to identify the main ‘Actors’ relevant to the PADGETS platform, different user types 

are represented in this section as actors. An actor is anyone who exchanges data with the 

platform. An actor can be an internal or external user.  

The basic actors (user categories) of the platform are presented as follows: 

 

Actors Role Description 

 

End User 

The “Citizen” is the end user that will be able to access and 

read information by accessing his own social media accounts 

as in Facebook and Twitter, video sharing platforms as in 

Youtube, politicians and press blogs and even surveys, polls, 

and discussions. In each one of the corresponding platforms 

where the “Citizen” will be accessing the policy content he 

will be using the platform’s provided capabilities for 

interacting and contributing his opinion. 

Citizen
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Actors Role Description 

 

PADGETS 

Initiator 

The “Decision Maker” is the initiator of the Policy Gadget in 

the PADGETS web editor (or Dashboard) providing all 

relevant information and content for initiating the padget 

Campaign as well as receiving feedback accumulated by the 

system. 

 

PADGETS 

Supporter 

The “Consultant” is an external user of the system providing 

consultation to the decision-maker relevant to the use of the 

PADGETS platform and the related (owned by the Decision 

Maker) padget Campaigns.  

He/she will be able to work on the decision-making tools by 

implementing the PADGETS methodological approach and 

software tools and evaluate the opinion of the target users. 

 

 

 

 

System 

Supporter 

The “System Administrator” is any authorized person who 

monitors the system from the technical point of view, 

ensure its proper operation and handles users and roles and 

statistics. The platform as a system that needs to be 

maintained and monitored shall have a person or 

organization which will be responsible for the overall 

administration of the system, user management (rights, 

permissions, accounts) and solving problems. The system 

administrator is also responsible for the overall operation of 

the platform and especially for the ways the content is 

provided to the users and can be made available through 

different communication channels in an easy and effective 

way.   
Table 3-9: Key actors of the Padgets platform. 

 

3.4.2 Overview of PADGETS Use Cases 

A description of the use-case view of the software architecture is provided in this section. It 

mainly describes the set of the use cases that represent some significant, central functionality. 

It also describes the set of use cases that have a substantial architectural coverage or that 

stress or illustrate a specific, delicate point of the architecture. 

The Use Cases of the PADGETS platform and related applications are listed below.  

 

3.4.3 Main Use Cases per Actor for Native Applications 

 

Decision Maker
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End User 

 

Figure 3-15: End User Use Case Diagram  

 

• Download App (UC 01) 

- Find app in Android market / iGadget Directory. 

- Install app on device / Add gadget to iGoogle page. 

• Browse Latest Padgets (UC 02) 
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- View a list of all the Padgets. 

- Sort by date, subject, decision maker. 

- Search. 

• Browse Followed Padgets (UC 03) 

- View a list of the padgets that the user follows in app and other SM. 

• Login (UC 04) 

User has to login in order to be able to follow Padgets and get notifications    

-  Google account. 

-  Facebook connect. 

-  OpenId. 

-  Twitter account. 

• Get Notifications (UC 05)  

- Receive notification about followed padgets 

o New comment. 

o New material. 

o Other. 

• Interact with Padget (UC 06) 

- The user will be able to perform a set of actions depending on how the padget has 

been built. 

• Follow Padget (UC 07) 

- Requires Login. 

- View it in a separate tab (followed padgets). 

- Receive notifications. 

• Share Padget (UC 08) 

- Share the padget to SM. 

• Leave Comment (UC 09) 

- Write a free text comment in response to the statement of the padget or to 

another comment. 

• Like/Dislike (UC 10) 

- One click functionality to express approval /disapproval of the padget statement . 

• Take Survey (UC 11) 

- Answer to a set of questions. 
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- Demographic info may be asked in a survey. 

• Vote in Poll (UC 12) 

- Select one answer from a predefined set of options. 

• View Results (UC 13) 

- Aggregated results of surveys and polls. 
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Padgets Initiator /  Consultant 

 

Figure 3-16: Padgets Initiator/Consultant Use Case Diagram(native applications). 
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• Download App (UC 14) 

- Find app in Android market / iGadget Directory. 

- Install app on device / Add gadget to iGoogle page. 

• Create Account (UC 15) 

- The PADGETS Initiator will have to create an account in order to be able to 

create/manage his padgets. A consultant will assist him to setup the account and 

demonstrate the padgets functionalities. 

• Provide Credentials for SM (UC 16) 

- The PM has to provide her credentials for the various SM platforms that she wants 

to publish her padgets to. 

• Create Account in SM (UC 17) 

- The PM might have to create new accounts in SM in case he doesn’t already have. 

• Browse ‘My Padgets’ (UC 18) 

- A list view of all the padgets that the PM has initiated will be available. 

• View Results (UC 19) 

- A dashboard of the PM’s padgets will provide results about the published padgets. 

• View Likes (UC 20) 

- The Likes/Dislikes to a published padget. 

• View Comments (UC 21) 

- The list of comments for a published padget. 

• Respond to comments (UC 22) 

- The PM will be able to send a respond to a comment made to one of her padgets. 

• View installations (UC 23) 

- The number of installations of the padget, that can serve as an indicator of the 

infiltration of the padget. 

• View Padgets Analysis (UC 24) 

- This is a general use case containing all other information that Padgets will 

provide. 

• Create Padget (UC 25) 

- The creation of the padget will be an easy process of graphically adding the pieces 

of a padget together. 

• Provide title (UC 26) 

- The title of the padget is the first and maybe more important part of the padget. 

• Provide message (UC 27) 
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- The message is also an obligatory field that must be provided. 

• Select category (UC 28) 

- The category of the policy message must be defined in order to help 

categorization and search functionality of the system 

• Add photo (UC 29) 

- A photo can be attached to the padget taken by a photo gallery or at the same 

moment if the padget is instantiated via a mobile device.  

• Add video (UC 30) 

- A video can be also part of a padget in a similar way with the photo.  

• Add document (UC 31) 

- Documents supporting the message of the padget will be allowed. 

• Add poll (UC 32) 

-  A poll can be associated with a padget in order to get people’s opinion on an 

issue. 

• Add survey (UC 33) 

- A survey can be attached to a Padget providing an extra tool to gather 

information. 

• Select SM Platforms (UC 34) 

- The Decision Maker can select any of the supported SM platforms to publish his 

padget. 

• Preview Padget (UC 35) 

- The Decision Maker will be able to see how the padget will look like in the selected 

SM platforms before publishing it. 

• Publish Padget (UC 36) 

- The padget is published to the selected SM platforms. 

• Discontinue Padget (UC 37) 

- The Decision Maker will be able to stop a padget from being monitored by the 

system. 
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System Administrator  

 

Figure 3-17: System Administrator Use Case Diagram (native applications). 

 

• Handle Application Parameters/ Item Metadata (UC 38) 

- Handle Countries (View, Add / Modify, Search, Delete). 

- Handle Cities (Add / Modify Cities, Search, Delete). 

- Handle Languages (View, Add / Modify, Search, Delete). 

• Handle Subjects & Keywords (Application Parameters) (UC 39) 

- Insert / Modify subjects. 

- Save Subjects & Keywords. 

- Delete Subjects & Keywords. 

- Print List of Subjects & Keywords. 

- Assign tags and keyword into subjects. 

- Link subjects based on similarity. 

• Handle Roles (Security & Permissions) (UC 40) 

- Create New Role. 

- Modify existing Roles. 
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- Assign permissions to roles. 

- Remove Role. 

- Print User Role (Users, Permissions). 

• Handle Users (UC 41) 

- Assign roles to users. 

- Add New / Modify Existing User (User Role, Security Level, Login ID, Password, 

Personal Information). 

- Save New / Modified User Data. 

- Search Users (Fill various criteria and search). 

- Store Search Criteria (for future use). 

- Remove User. 

- Print Preview / Print List of Users. 

• Run Statistics (Traffic Statistics) (UC 42) 

- Run & Preview Report. 

- Print Report. 

- Save Report. 

- Platform activity statistics 

o Generate statistics for a poll/survey. 

o Generate statistics regarding the visibility of a section. 

o Most active issues. 

• Handle questionnaires/opinion polls (UC 43) 

- Publish new evaluation questionnaire to the portal. 

- Generate reports regarding the results of a poll/survey. 

- Post feedback from relevant organizations in the platform. 

• Application Setup (UC 44) 

- Handle General options. 

- Handle Repository (Path of Repository). 

  



  

 

3.4.4 Main Use Cases per Actor for Web Application

Padgets Initiator and Consultant

Figure 3-18: Padgets 

       D2.1 Padget Design and Decision Model

Main Use Cases per Actor for Web Application 

Padgets Initiator and Consultant 

Padgets Initiator Use Case Diagram (web applications). 
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• Create Account (UC 45) 

- The PADGETS Initiator will have to create an account in order to be able to 

create/manage his padgets. A consultant will assist him to setup the account and 

demonstrate the padgets functionalities. 

• Provide Credentials for SM (UC 46) 

- The PM has to provide his credentials for the various SM platforms that he wants 

to publish his padgets to. 

• Create Account in SM (UC 47) 

- The PM might have to create new accounts in SM in case he doesn’t already have. 

• Search (UC 48) 

- A search page permit to filter padgets that the PM has instantiated. 

- A list view of the padgets that the PM has initiated will be available. 

• View Results (UC 49) 

- A dashboard of the PM’s padgets will provide results about the published padgets. 

• View Likes (UC 50) 

- The Likes/Dislikes to a published padget. 

• View Comments (UC 51) 

- The list of comments for a published padget. 

• Respond to comments (UC 52) 

- The PM will be able to send a respond to a comment made to one of her padgets. 

• View Analysis (UC 53) 

- This is a general use case containing all other information that Padgets will 

provide. 

• Create Padget (UC 54) 

- The creation of the padget will be an easy process of graphically adding the pieces 

of a padget together. 

• Provide title (UC 55) 

- The title of the padget is the first and maybe more important part of the padget. 

• Provide message (UC 56) 

- The message is also an obligatory field that must be provided. 

• Select categories (UC 57) 

- The padget can be associated to many relevant categories. 

• Bind SM (UC 58) 

- The PM will be able to bind message to many different SM platforms. 
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• Preview padgets in SM (UC 59) 

- The PM will be able to preview the message in each SM platforms. 

• Add image/video/audio (UC 60) 

- An image/video/audio can be attached to the padget taken by a gallery or a web 

page. 

• Add link (UC 61) 

- A link can be inserted in a padget typing it or selecting page from internet. 

• Add poll/survey (UC 62) 

-  A poll/survey can be associated with a padget in order to get people’s opinion on 

an issue. 

 

3.4.5 Main Use Cases per Actor for Decision Model service. 

The following section describes a significant set of use cases that represent prominent 

functionalities provided by the Padget DSC, which relies on information coming from the 

Padget Initiator (or, alternatively, from someone acting on behalf of him, such as the Padget 

Consultant), from SMP, SNP and from the Padget itself.  

Since the DSC component is made up of two interlaced modules1 which are transparent to the 

governmental user, the DSC is treated as a unique entity encompassing features of both 

modules, as it is perceived by end users’ eyes: this implies that use cases are built up without 

decoupling functionality provided by the first module from functionalities made available by 

the second one. 

  

                                                   

1The above-mentioned modules are PADGETS Analytics (which conducts statistical 
transformation and data mining operations) and PADGETS Simulation Model (which projects 
into the near future the diffusion process of the policy message in terms of awareness, interest 
and acceptance). 
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Padgets Initiator and Consultant 
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Figure 3-19: Padgets Initiator and Consultant Use Case Diagram(Decision Model service). 

 

 

• Define Policy Target Parameters (UC 63) 

- Settlement of parameters which are necessary in light of data analysis, 

stratification and re-sampling. 

• Set Target Classes Definitions (UC 64) 

- Setting of the number of classes to be used in the stratification of sample data and 

subsequent specification of socio-demographic features pertaining to each class. 

• Set Target Classes Value (UC 65) 

- Input of static data referring to socio-demographic variables of actual End User 

(stakeholders) affected by the public policy under examination. 

• Examine Padget Campaign Results (UC 66) 

- View of outcomes stemming from Padget consultation and subsequent data 

elaboration. 

• Get Awareness Actual Distributions (UC 67) 

- Request for indicators and metrics related to the mere passive reception of the 

policy message in Social Media environments evaluated over the main categories 

of stakeholders identifiable according to socio-demographic specified variables 

(raw data). 

• Get Interest Actual Distributions (UC 68) 

- Request for indicators and metrics related to the proactive spreading of the policy 

message in Social Media domain evaluated over the main categories of 

stakeholders identifiable according to socio-demographic specified variables. 

• Get Acceptance Actual Distributions (UC 69) 

- Request for indicators and metrics related to data collected inside Padget2 

evaluated over the main categories of stakeholders identifiable according to socio-

demographic specified variables. 

• Get Awareness Re-sampled Distributions (UC 70) 

- Request for indicators and metrics related to the mere passive reception of the 

policy message in Social Media environments evaluated through a data projection 

into the real world (raw data re-sampling). 

• Get Awareness Re-sampled Distributions (UC 71) 

                                                   

2 Data collection occurring inside Padget encompasses not only the evaluation of the degree of 
agreement with respect to policy statement, but also additional questions concerning aspects 
such as preferences, obstacles and barriers, hopes and fears, prioritization of agenda items, 
etc. 
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- Request for indicators and metrics related to the mere passive reception of the 

policy message in Social Media environments evaluated through a data projection 

into the real world (raw data re-sampling). 

• Get Interest Re-sampled Distributions (UC 72) 

- Request for indicators and metrics related to the proactive spreading of the policy 

message in Social Media domain evaluated through a data projection into the real 

world. 

• Get Acceptance Re-sampled Distributions (UC 73) 

- Request for indicators and metrics related to data collected inside Padget 

evaluated through a data projection into the real world. 

• Get Awareness Simulated Distributions (UC 74) 

- Request for scenario information related to the mere passive reception of the 

policy message in Social Media environments evaluated through simulation of 

phenomena evolution in the near future. 

• Get Interest Simulated Distributions (UC 75) 

- Request for scenario information related to the proactive spreading of the policy 

message in Social Media domain evaluated through simulation of phenomena 

evolution in the near future. 

• Get Acceptance Simulated Distributions (UC 76) 

- Request for scenario information related to themes debated in Padget 

consultation evaluated through simulation of phenomena evolution in the near 

future. 

• Get Text Mining Results (UC 77) 

- Request for results of public opinion analysis which are performed through 

automated processing of opinions, sentiments and emotions found, expressed and 

implied in text (e.g. pattern recognition, subjectivity classification, and sentence-

level sentiment classification). 

 

3.4.6 List of PADGETS Use Cases 

Table 3-10summarises the different flows of the system by providing a narrative per main 

action and actor together with the corresponding high level use cases.  

 

UC Code Actor/Role(s) Narrative 
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UC Code Actor/Role(s) Narrative 

UC14 

UC15 

UC45 

PADGET Initiator 

Pre-Conditions: Download the application  

Flow: The policy-maker registers himself with the system 

providing Username, Password, contact details, etc. and accepts 

the system’s Terms of Use. 

Post-Conditions: The Policy Maker can login to the system 

assuming the role of PADGET Initiator. 

UC16 

UC17 

UC46 

UC47 

 

PADGET Initiator 

Pre-Conditions: The Policy Maker is already registered with the 

system 

Flow: The Policy Maker logs into the system. The policy maker 

uses his Social Media accounts, by selecting the corresponding 

platform (i.e. Facebook, Twitter, Youtube, etc.) and provides his 

login credentials (i.e. Username/Password)  

Post-Conditions: The system can access the Policy Maker’s Social 

Media Accounts when he is logged in. 

UC25 

UC26 

UC27 

UC28 

UC29 

UC30 

UC31 

UC32 

UC33 

UC54 

UC55 

UC56 

UC57 

UC60 

UC61 

UC62 

PADGET Initiator 

Pre-Conditions: The Policy Maker is already registered with the 

system 

Flow: The Policy Maker logs into the system. The policy-maker 

creates a PADGET for his policy. He categorises his PADGET 

according to the policy it contains. He creates a (short) title. 

Optionally, he creates an analysis for his policy, or he attaches a 

doc or a link to an external site/blog or a link to a Youtube Video 

or a link to Flickr Photo-stream. 

If the Policy Maker selects a Native application (the mobile app.) 

he will be able to add Polls and Surveys 

Post-Conditions: Through the system, the Initiator will be able to 

monitor the new ‘padget’ and the related content in the various 

SM platforms where this is published.  

UC34 

UC35 

UC36 

UC58 

UC59 

 

PADGET Initiator  

Consultant  

Pre-Conditions: The Policy Maker is already registered in the 

system and he has created a new ‘padget’. 

Flow: The Policy Maker selects the targeted Social Media and/or 

native applications in order to publish his new ‘padget.  

The system ‘breaks-down’ the relevant padget content into 

different content-parts that fit the requirements of each target 

platform. The system creates a preview of what part of the 

message will be published in the corresponding social media. The 

system publishes each content part to the targeted platform.  

Post-Conditions: The system can monitor all interactions with the 

several ‘padget’ content-parts on the various social media 

platforms where these are published. 
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UC Code Actor/Role(s) Narrative 

UC1 

UC2 

UC3 

UC4 

UC5 

UC6 

UC7 

UC8 

UC9 

UC10  

UC11 

UC12 

UC13 

UC22 

UC52 

Citizen 

 

Decision Maker 

Pre-Conditions: n/a 

Flow: A Citizen – that follows any of the Policy Maker’s Social 

Media accounts where the padget is published – comes across a 

specific padget content-part in a particular platform. This could 

be a status update in the Policy Maker’s Facebook page, a tweet 

in his Twitter account, a post in his Blog, a video in his Youtube 

channel, etc. The Citizen decides to interact and offer his opinion 

on the fraction of the policy message he comes across. For that 

end he is using any of the available interaction capabilities 

provided by the platform where he comes across the content-

part of the padget. For example this could be “liking” a post or 

“commenting” on it in the Policy Maker’s Facebook Page, “re-

tweeting” or “re-plying” at it in Twitter, “commenting” or 

“rating” a video in the Youtube channel, etc. 

The Policy Maker is notified when a Citizen interacts with his 

padget. This can happen by all different kinds of notifications 

provided natively by the social media platforms and dedicated 

client apps that he might be using. The Policy Maker decides to 

respond to it. This can happen also by all kinds of different tools 

available today to interact with social media platforms. 

Post-Conditions: The system can track all (Citizen and Policy 

Maker) interactions with the several padget content-parts from 

the various social media platforms.  

UC18 

UC19 

UC20 

UC21 

UC23 

UC24 

UC48 

UC49 

UC50 

UC51 

UC53 

 

Pre-Conditions: The Policy Maker is already registered. He has 

created a padget. He has published this padget. 

Flow: The Policy Maker logs into the system. He reviews the 

‘padgets’ that he has published and which are currently 

monitored by the system. He selects a particular padget. He is 

able to get an aggregated view of all citizens’ interactions with 

the particular his ‘padgets’ – i.e. “comments” from Facebook, 

“comments” from Blog post, “comments” in Youtube, results 

from the mobile app etc.  

Post-Conditions: n/a  



         D2.1 Padget Design and Decision Model 

 

Page 116 of 625 

UC Code Actor/Role(s) Narrative 

UC63 

UC64 

UC65 

UC66 

UC67 

UC68 

UC69 

UC70 

UC71 

UC72 

UC73 

UC74 

UC75 

UC76 

UC77 

 

Pre-Conditions: The Policy Maker is already registered. He has 

created a padget. He has published this padget. 

Flow: The Policy Maker logs into the system. He reviews the 

‘padgets’ that he has published and which are currently 

monitored by the system. He selects a particular padget. He is 

able to get an aggregated view of all citizens’ interactions 

through the services provided by the PADGETS Decision Model 

Service 

Post-Conditions: n/a 

UC18 

UC37 
 

Pre-Conditions: The Policy Maker is already registered. He has 

created a padget. He has published this padget. 

Flow: The Policy Maker logs into the system. The Policy Maker 

logs into the system. He reviews the ‘padgets’ that he has 

published. He selects a particular padget. He discontinues the 

padget. 

Post-Conditions: The system stops keeping track of any kind of 

citizen interaction with the particular padget. The system 

discontinues also the corresponding iGoogle Gadget if one exists. 

UC38 

UC39 

UC40 

UC41 

UC42 

UC44 

System 

Administrator 

Pre-Conditions: To have administration rights 

Flow: The System administrator will ensure the systems proper 

operation. He will handle roles, users, run statistics etc.  

Post-Conditions: n/a  

Table 3-10: Use Case narratives. 
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3.5 PADGETS Platform System Requirements 

3.5.1 Functional Requirements 

Code UR 01 Importance High 

Title Download app 

Description The application must be available for downloading in the android 

market (and iGoogle Directory) 

Table 3-11: UR 01 specification. 

Table 3-12: UR 02 specification. 

Table 3-13: UR 03 specification. 

Table 3-14: UR 04 specification. 

Code UR 02 Importance High 

Title Browse Latest PADGETS 

Description The user must be able to view a list of all the Padgets, Short by Date, 

subject, category, PADGETS initiator. The user should be also 

possible to search.  

Code UR 03 Importance High 

Title Browse Followed PADGETS 

Description The user must be able to view the list of the Padgets that follows in 

app and other SM 

Code UR 04 Importance High 

Title Login  

Description The user must login in order to follow Padgets and get notifications 

using his/her Google account; Facebook connect, Twitter account, 

OpenId 
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Table 3-15: UR 05 specification. 

Table 3-16: UR 06 specification. 

Table 3-17: UR 08 specification. 

Table 3-18: UR 09 specification. 

Code UR 05 Importance High 

Title Get Notification 

Description The registered user will be able to receive notifications about New 

Padgets; New Content, New Material etc.  

Code UR 06 Importance High 

Title Share Padget 

Description The registered user will be able to share the Padget to SM.  

Code UR 08 Importance High 

Title Leave Comment 

Description The registered user will be able to write a free text comment in 

response to the main statement and/or to another comment  

Code UR 09 Importance High 

Title Like / Dislike 

Description The registered user will be able to express his agreement 

/disagreement through the like/dislike functionality  

Code UR 10 Importance High 

Title Participate in a Survey and/ or vote in a Poll 
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Table 3-19: UR 10 specification. 

.Table 3-20: UR 11 specification 

 

Code UR 12 Importance High 

Title Create account 

Description The PADGETS Initiator will have to create an account in order to be 

able to create/manage his padgets. A consultant will assist him to 

setup the account and demonstrate the padgets functionalities. 

Table 3-21: UR 12 specification. 

 

Code UR 013 Importance High 

Title Provide Credentials for Social Media platforms 

Description The PADGETS Initiator will be able to provide credentials for the SM 

platforms supported by PADGETS. These will be asked only once and 

will be stored under the PADGETS Initiator’s PADGETS account. 

Table 3-22: UR 13 specification. 

 

Code UR 14 Importance High 

Title Browse a list of own padgets 

Description The end user will be able to answer a set of questions from 

predefined set of options 

Code UR 11 Importance High 

Title View Results 

Description The end user will be able to see the aggregated results of the surveys 

and polls through graphical representations 
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Description A list of the padgets created by the particular PADGETS Initiator has 

to be available when he/she logs on the PADGETS system.  

Table 3-23: UR 14 specification. 

 

Code UR 15 Importance High 

Title View Results of a padget 

Description A dashboard must be available to display the results about a padget 

Table 3-24: UR 15 specification. 

 

Code UR 16 Importance High 

Title View Likes 

Description The ‘likes’ given to a padget must be displayed 

Table 3-25: UR 16 specification. 

 

Code UR 17 Importance High 

Title View comments 

Description The comments written to a padget must be displayed 

Table 3-26: UR 17 specification. 

 

Code UR 18 Importance Medium 

Title Respond to Comments 

Description The PADGETS Initiator has to be able to send a response to 

comments through the PADGETS system 

Table 3-27: UR 18 specification. 
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Code UR 19 Importance High 

Title View instalments 

Description The instalments of a padget should be displayed so as to provide a 

measurement of the infiltration of the padget.  

Table 3-28: UR 19 specification. 

 

Code UR 20 Importance High 

Title View PADGETS analysis 

Description The results coming from the PADGETS decision making models and 

other kind of analysis must be displayed in the dashboard for every 

padget. 

Table 3-29: UR 20 specification. 

 

Code UR 21 Importance High 

Title Create a padget 

Description The PADGETS Initiator has to be presented with the capability of 

creating a padget using at least a title and a policy message. To every 

padget the User can assign one (or more) policy categories that 

describe its content. 

For a padget he/she has created the User CAN provide an analysis of 

the policy in textual form 

Table 3-30: UR 21 specification. 

 

Code UR 22 Importance Medium 

Title Add supportive material and multimedia 
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Description A created padget will be able to get enhanced with multimedia 

content (photos, videos) as well as documents that support and 

inform about the presented policy message 

Table 3-31: UR 22 specification. 

 

Code UR 23 Importance Medium 

Title Create a poll 

Description A quick poll must be available to be included in a padget. People’s 

opinion about a specific issue can be gathered through such a tool. 

Table 3-32: UR 23 specification. 

Code UR 24 Importance High 

Title Create a survey 

Description An extended questionnaire relevant to the policy message of a 

padget will be offered as additional option. The PADGETS Initiator 

will be able to attach it to a padget so as to get more analytical 

information of people’s mind in a structured way.   

Table 3-33: UR 24 specification. 

 

Code UR 25 Importance High 

Title Create new policy 

Description The user must be able to compose new policy messages with specific 

title and content (typically text). 

Table 3-34: UR 25 specification. 

Code UR 26 Importance Medium 

Title Select categories 

Description A policy message can be associated to a list of categories that 

represent the main area of interest. 
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Table 3-35: UR 26 specification. 

Table 3-36: UR 27 specification. 

Table 3-37: UR 28 specification. 

Table 3-38: UR 29 specification. 

Code UR 27 Importance High 

Title Insert multimedia 

Description Each message must be supported by different multimedia 

attachment: link, image, video and audio. 

Code UR 28 Importance High 

Title Bind social media 

Description The system shall permit to bind and cross-publish 

message to multiple social media platform. For each social 

media, should be a different preview that shows the 

message content in the realistic platform interface. 

Code UR 29 Importance High 

Title Monitoring and interaction 

Description The user must be able to monitor and interact with all 

discussions generated by the messages (feedback and 

comment). The system must present an interface that 

offers the same functionalities of the native social media 

platform. 

Code UR 30 Importance High 

Title Report and analysis 

Description For each published policy messages, the user must be able to 

analyze the feedback/comment in terms of the four indicators of 
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Table 3-39: UR 30 specification. 

Table 3-40: UR 31 specification. 

 

 

3.5.2 Non-Functional Requirements 

The following sections describe aspects that characterize the platform and affect the system 

technical design. It refers to various parameters of the system (known as non-functional 

requirements) that must be also met, apart from the user requirements, in order to enable 

PADGETS to provide the appropriate technology means to support the participation of End 

User in the political decision making process. It must be noticed that the factors mentioned 

below refer to the part of the system controlled by PADGETS members. In other words, no 

guarantee will be provided for content lying in external sources or for possible problems at the 

end users’ side (e.g. network connection). 

 

3.5.2.1 Scalability 

The PADGETS system will be able to scale and expand in order to handle more traffic (i.e. large 

number of user requests). Moreover, it will effectively deal with increases in the volume of the 

stored items. A dramatic increase in the number of users or content will have minimal impact 

on the system’s performance.  

3.5.2.2 Portability 

The desktop client modules will run on simple web browsers on any operation system and 

since services are available over the Internet there are no specific requirements regarding 

portability. The mobile client will only run on Android devices running Android OS 2.2 or later.  

 

3.5.2.3 Availability 

DSS outputs: awareness, interest, acceptance and opinion 

Code UR 31 Importance Medium 

Title Search policy 

Description The user must be able to view/edit/publish all created messages 

searching it by different criteria: status (published, editing), title, 

categories, bound social media platform and created date. 
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The system’s availability is considered in terms of running time for the whole platform but also 

per component. PADGETS system will ensure that authorized users have always access to data 

and associated assets with over 99% reliability. This requirement will be fulfilled through 

stability in the presence of failures and through error handling in a sensible way. This 

requirement concerns all systems, tools and services in the architecture. Although the 

PADGETS system will be delivered in a form of a prototype and not a complete product, all 

necessary provisions will be taken, so that it will be possible for the prototype to evolve in a 

high availability production system.  

 

3.5.2.4 Performance 

This requirement has to do with QoS characteristics, such as bandwidth availability for data 

transmissions (download / upload a file). It also concerns to the response time required for 

performing operations offered by the PADGETS platform and the subsequent delay imposed to 

the end users. PADGETS platform will ensure acceptable values for these factors for the time 

periods where the system is fully available.  Although the PADGETS platform will be delivered 

as a prototype, all necessary provisions will be taken, so that it will be possible for the 

prototype to evolve into a production system of good performance. 

 

3.5.2.5 Security and Privacy  

The security requirements relate to safeguarding the accuracy and completeness of data and 

processing methods and the prevention of unauthorized entities to access and modify services 

and data. The web centric nature and the distribution level of the PADGETS platform make the 

access control necessary and possibly complicated. Access to most of the system provided 

services will be limited to authorized users, by creating and enforcing the proper access 

control policies. Without such policies an unscrupulous user could easily access and corrupt 

data. 

Data integrity is another crucial factor in service and content provisioning; thus, secure storage 

and transfer of data between the PADGETS platform components and the client side will be 

ensured through the appropriate encryption methods. It is a task of PADGETS to analyze, 

customize and apply suitable authenticity verification controls. 

Authentication is a necessary functional feature of the security framework, as long as 

authorization to data and service access is required. The combination of username and 

password will be used for any access to PADGETS data and services. 

The complete specification of security and privacy issues pertaining to the overall PADGETS 

architecture and operation is contained in PADGETS Deliverable 2.2: Privacy and Security 

Specification. 
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3.5.2.6 Maintenance 

Administration, maintenance and technical support for the PADGETS platform will be provided 

at least during the project lifetime. Appropriate, authorized people will be selected among the 

consortium and will provide any operation maintenance features either on site or by remote 

access. 

Moreover, if a service or component version has been upgraded, the old version of the service 

/ component must be available for some time in order for the IT personnel to upgrade the 

software to use the new version. Finally, ease of deployment will ensure simple update of any 

module without significant impact on the general system.  

3.5.2.7 User Interface 

PADGETS will provide a user friendly and attractive interface to its users for accessing the 

content provided, but also for using the PADGETS services/ applications. The interface will be 

also adapted to match the users’ means (such as web browser, mobile device, gadget etc.) of 

accessing the PADGET applications.  

Further specification of PADGETS applications user interface is contained in the PADGETS 

Deliverable 3.1: PADGETS Platform Architecture.  
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4. Padgets Decision Support Component 

4.1 Scope and purpose 

Based on the analysis of users’ requirements the decision support component of PADGETS 

platform has been designed. In this chapter a description of it is provided, together with a 

review of the core technologies it is based on. The objective of the decision support 

component is to process the data retrieved from various social media and Padgets concerning 

various types of users’ interaction with the policy messages we have published, and produce 

useful decision support information for policy maker. This information, as explained in more 

detail later in session Error! Reference source not found., will assist the policy maker to 

understand the level of awareness and interest of the citizens about the public policy under 

discussion, the opinion of citizens about it in general (e.g. positive, neutral or negative), the 

elements of the public policy which are commented, liked or disliked by the citizens, and also 

their suggestions. 

The architecture of the decision support component in order to satisfy users’ requirements 

will consist of three layers, which are shown in the following figure.   
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Figure 4-1: Padgets Decision Support Component Functionality 

 

The first layer will retrieve and process the ‘raw analytics’ which are provided by the analytics 

engines that nearly all social media have and make available to their users, either directly 

through a user interface, or through appropriate methods of their application programming 

interfaces (APIs). From the investigation we performed of the existing capabilities offered by 

the 10 social media we have selected to use in this project for analytics provision, as described 

in more detail in session 4.2.1, it has been concluded that a rich variety of such raw analytics 

can be provided, and there is continuously evolution and new development in this direction. 

The second layer will provide more advanced ‘Padget analytics’ focusing the textual input (e.g. 

blog postings, opinions, comments, etc.) of the users of the targeted social media and the 

padgets. It will retrieve from the social media (using their APIs) and the padgets the full texts 

of users’ postings, comments and the opinions on the policy messages we have published. 

These texts will be processed using methods of opinion mining, in order to identify the general 

sentiments on these policy messages (classifying them as positive, neutral or negative), and 

also the particular issues raised and the relevant sentiments (positive, neutral or negative). 

From a review of existing opinion mining methods and tools we performed, as described in 

more detail in4.2.2, there has been significant progress and useful developments in this area, 

which can be exploited in this project. 

Finally the third layer will provide prediction of the future evolution of social awareness about 

the policy under discussion, interest in it and acceptance by the society, and also of significant 

socioeconomic variables as a result of this policy, or even different policy options. For this 

purpose simulation modelling will be performed, taking as input various ‘social indicators’ 

produced by the other two layers, and producing as output the future evolution of important 

variables for the policy maker. A review of the existing simulation modelling paradigms and 

tools has been made, as described in more detail in 4.2.3, which has shown that Systems 

Dynamics can be very useful for the above purposes. 

In this chapter, a review is provided of the core technologies on which the decision support 

module of PADGETS will be based: Social Media Platform Analytics (in 4.2.1), Opinion Mining 

(in 4.2.2) and Modelling & Simulation (in 4.2.3). 

Finally, core design principles for the Decision Support Component are presented in Section 

4.3. 
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4.2 Review of core technologies 

4.2.1 Social Media Platform Analytics 

4.2.1.1 Overview 

Social media become increasingly important as means of publicity and advertising (direct or 

indirect) for firms, so it is necessary to be able to measure their effectiveness from this 

perspective. For this reason for firms it is important to know some analytics, in order to 

measure the popularity e.g. of their blogs, or videos published in YouTube, or photos 

published in Flickr, etc., and to make it easy for them to make the required improvements.  So 

we examined in detail for the 10 social media on which we will focus in this project the 

analytics production capabilities which are provided either by the social media itself  to its 

users (through a user-interface or the API) or by third – parties. We found out that in many 

cases the third – party analytics tools are much better than the internally developed by the 

social media. Also, some of the social media didn’t develop satisfactory, or even didn’t develop 

at all, user – interface analytics capabilities, however all of them developed API methods for 

retrieving analytics or content (e.g. users’ interactions with the content we have published) 

from which analytics can be easily calculated. In the following paragraphs we are going to 

present our findings briefly for each one of the social media, followed by a more detailed Table 

containing for each of these 10 social media the analytics production capabilities (through a 

user-interface, third – party software or API).  

4.2.1.2 Available UI, third party and API-based analytics 

Blogger recently created a new tab titled “Stats” in which one can see interesting information, 

such as how many people saw a specified post, blog’s views (per day, week, month, generally), 

where blog visitors come from and also how they found the blog. Generally, Blogger provides 

very useful analytics for its users (i.e. blog owners) with no effort, once they are “installed” in a 

blog from the beginning. Of course plenty of third – party tools have been created for 

providing more specialized analytics for a blog. Some of them are specialized in some blog’s 

properties/features, some other tools give to their users a generally glance of their blog. 

Picasa is owned by Google, and for this reason they have not developed internally analytics 

through a user interface, but they promote the use of Google Analytics (GA) for this purpose, 

with extended details about GA’s installation, use and utility. In general after our extended 

search we couldn’t find third – party tools which can retrieve Picasa’s data and calculate 

analytics from them. Also, Picasa has developed a small but good enough variety of API 

methods for retrieving content from which analytics can be calculated.  

YouTube on the contrary, although it is owned by Google too, has its own analytics tool which 

is called YouTubeInsight. YouTubeInsights provides many analytics about the videos a user has 

uploaded, e.g. number of views (in general, or during a user-defined time interval), the age of 
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viewers, in which parts of the world it is most popular in, people are discovering the video, etc. 

YouTubeInsigts is very easy to understand and start using it. Also there are many API methods 

developed from YouTube, which are helping in extracting important information on any video 

we have uploaded.  

Twitter is highly popular micro-blogging site, it is only recently that Twitter understood the 

necessity to create its own analytics which will be ready for use in the first months of 2011 

(providing statistics of user's followers, following, and daily tweets, and information about 

which tweets are most successful, which tweets caused people to unfollow). But many other 

companies, which realize Twitter’s power, made a great variety of third-party tools which can 

give plenty of Twitter-related analytics with minimal effort and cost. Also, Twitter has a good 

API providing useful analytics. 

As for Facebook there is a variety of analytics tools, which have been developed to cover the 

growing needs of analytics/statistics for the companies and persons who use it. Facebook two 

years ago take a major role at US presidential elections of 2008, resulted in an unexpected 

increase of its popularity for political and marketing purposes, so many third parties invest a 

lot in creating good analytics tools for Facebook (some of them are free, and some other 

under payment). That is difficult for these third – party companies because of Facebook’s 

complexity and privacy rules of it. At the same time as Facebook is realizing its power it is 

trying harder and harder to develop better analytics (having to do for instance with daily new 

fans, daily active fans, daily post views, daily post feedback, page views, interactions and 

comments, number of likes, comments and wall posts per day, number of daily post views, 

daily post feedback, daily shares, feedback per share, reshare rate in addition to the number 

of likes, unsubscribes, etc.).  

Delicious have not developed neither its own completed analytics tool, although the 

dissatisfaction of its users for this is clearly expressed in Delicious forum, nor notable API 

methods for retrieving content. However, some third – party analytics tools have been 

created. In general Delicious didn’t give so much attention about statistics because of his 

purpose, however there exist some tools for this that can be helpful. 

Flickr has developed its own stats but they are only available to pro-account holders under 

payment (providing statistics such as daily activity, views of photos, most popular photos, how 

people found user's pictures, etc.). Of course because it is one of the most popular photo and 

video sharing networks many third-parties have created analytic tools for it. Also Flickr 

developers created many different and worthy API methods for retrieving various kinds of 

analytics (e.g. number of views, comments and favourites on a photo or photoset for a given 

date or time interval). 

Ustream has developed an analytics tool with limited capabilities, which however allows users 

to see some metrics concerning shows, recorded and highlighted videos, Crowd members, and 

events which are all Ustream’s activities. There are no third - party analytics tools for it. 
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However, there is a satisfactory API which can provide some interesting information for each 

video, such as views, comments, etc. 

LinkedIn has not created a separate analytics tools, but provides significant and helpful 

analytics through its user profiling (many perspectives on professional brand on LinkedIn, so 

that the user can understand and react to his/her audience, can measure influence, etc.) and 

its network Statistics page (offering a variety of information about network including estimates 

on size as well as regional and industry groupings). Also for these purpose have been created 

an APIs. It is remarkable that there are no third – party tools for this purpose. 

Digg’s owners have not created internal tools for statistics/analytics, however have been 

created many significant third – party tools. However, there is a satisfactory API that allows us 

to retrieve many interesting analytics information (e.g. get the details of all comments, or 

focusing on the ones belonging to popular stories, retrieve comments replying to a comment, 

etc.). 

In Table 4-1 we present for each of these 10 social media initially the analytics provided 

through a user interface in the second column.  In the third column we present third – party 

tools which provide analytics (usually more than their own tools). In the fourth column we 

provide the API methods which are useful for retrieving relevant information. 
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Social media User Interface Analytics Third - Party Tools API methods 

Blogger 

Analytics in real time  

 

Pageviews in different 

time like today, previous 

week, all time history 

 

Traffic in different time 

like Last week, last 

month, 

 

Information about 

audience such as 

browser, operating 

system and country 

Google Analytics (GA): web traffic, sends 

automatics alerts if there is significant change in 

his data patterns, customization according to 

user's needs.  

SiteMeter: counters - give user the right picture 

of the web traffic, data about readers, real time 

website tracking. Who all are visiting his site, 

where they had come from, how they had found 

him, what all interests them and much more.            

StatCounter: configurable hit counter, a real time 

detailed web statistics.               

MyBlogLog: track of outgoing links, blog traffic, 

can add top links to increase traffic.  

Feedburner: how many people are subscribing to 

your RSS feed,  what articles are they clicking 

inside your RSS feed. 

Retrieving all blog posts:  

To retrieve the user's posts. 

Retrieving a blog post again: If a user want to retrieve 

a post that he has retrieved before. 

Retrieving posts using query parameters: Lets user 

request a set of entries that match specified criteria.                           

Retrieving all comments for a post: User can retrieve 

the comments for a particular post 

Retrieving all blog comments: User can get the 

comments from all posts. 

Picasa 

Not available  GA: Track number of visitors to user's photos Request list of photos from album: To get a feed 

listing all of the photos in an album.     

Request photos recently uploaded: It is also possible 

to retrieve the photos associated with a user, but 

without specifying any particular album.  

Request photos by community search: With the API, 

someone can search photos uploaded by other users, 

as long as they are in a public album. Retrieving a 

photo again: If a user wants to retrieve a photo that 

he has retrieved before.                                               

Listing comments by user: The following request 

returns a feed of the 10 most recent comments.                             

Listing comments by photo: User can also retrieve all 

of the comments associated with a particular photo. 
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Social media User Interface Analytics Third - Party Tools API methods 

YouTube 

Video views, videos 

popularity,  

 

Time it takes for a video 

to become popular,  

 

Demographics,  

 

How people are finding 

their YouTube content,  

 

How engaged a user’s 

viewers are with their 

‘Community’ Insight 

feature,  

 

Information about 

subscribers - which 

countries viewers are 

subscribing from, how 

many people subscribed 

or unsubscribed during 

a specific time period –  

 

Find out the most 

subscribers by visiting 

personal YouTube 

channels 

GA: Is only available on brand channels. How do 

visitors find my brand channel, how loyal are my 

viewers: how often do they come back to user's 

channel, how much time do people spend on my 

channel, where are users located and what 

languages do they speak. 

Standard video feeds: Retrieve standard YouTube 

feeds Retrieving region-specific standard video feeds: 

Retrieve region-specific standard feeds by inserting a 

region IDRetrieving category-specific standard video 

feeds: Retrieve category-specific standard feeds by 

appending an underscore and a category name Videos 

uploaded by a specific user: Retrieve a feed 

containing all of the videos uploaded by a specific user 

Related videos: Retrieve a list of videos that are 

related to another video. Browsing with categories 

and keywords: Retrieve a feed of all of the videos that 

are in a particular category or that are associated with 

a particular keyword Searching for videos: Retrieve a 

list of videos matching a user-specified search term. 

Retrieving information about a single video: Retrieve 

information about a single video Retrieving 

information about the currently logged-in user's 

videos: Retrieve the most up-to-date information for a 

video uploaded by the currently logged-in user 

Retrieving comments for a video: Retrieve or append 

the list of comments for the video Retrieving a user's 

profile: A user profile contains information about a 

user, such as the user's hobbies, occupation, or 

favourite books, music and movies. 
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Social media User Interface Analytics Third - Party Tools API methods 

Twitter 

Twitter Analytics: 

Expected Analytics 

about: information 

about which tweets are 

most successful, which 

tweets caused people to 

unfollow, and who the 

most influential users 

are that reply and 

retweet their messages  

 

TwitterCounter: 

statistics of user's 

followers, following, and 

daily tweets, he could 

compare growth of 

multiple twitter 

accounts or compare 

them with his 

competitor’s expansion 

Twitalyzer: measure influence, popularity, 

velocity and generosity. 

Klout: influence metrics.  

TweetStats: how many tweets per hour, day and 

month, as well as user looks at his tweet timeline 

and reply statistics, user can track his level of 

interaction and look at areas that need 

improvement.  

TweetMeme: Hottest Links on Twitter - Displays 

popular topics on Twitter and those people 

talking about that topic.  

TweetEffect: Gain / Lose followers.  

Twitter Grader: measure power and reach on 

twitter.  

TwitterPsych: Create psychological profile.  

Twitter Analyzer: Number of readers that have 

been exposed to user's message, his tweet habits, 

who is retweeting his updates, twitter follow 

statistics, growth rates, conversations being made 

about him, the size of his audience and his 

followers' demographics.  

TweetMetrics: Hidden network of Twitter 

contacts that are really relevant for user, stats 

about his Twitter account.  

Twoolr: Lists his account growth, content posted  

and community, tracks how he uses Twitter, 

words he uses most in his tweets, how he interact 

with his followers and how they interact with 

him.  

Tweeple Twak: How many followers he has and 

how many he has lost.Cligs: Real-time and 

detailed web analytics for each shortened url he 

uses. 

search: This method returns tweets that match a 

specified query. statuses/firehose: Returns all public 

statuses. statuses/home_timeline: Returns the 20 

most recent statuses, including retweets if they exist, 

posted by the authenticating user and the user's they 

follow. statuses/public_timeline: Returns the 20 most 

recent statuses, including retweets if they exist, from 

non-protected users. The public timeline is cached for 

60 seconds. statuses/retweets_of_me:Returns the 20 

most recent tweets of the authenticated user that 

have been retweeted by others. 

statuses/retweeted_to_me:Returns the 20 most 

recent retweets posted by users the authenticating 

user follow. statuses/retweeted_by_me: 

Returns the 20 most recent retweets posted by the 

authenticating user. statuses/retweet: Returns all 

retweets. statuses/mentions: Returns the 20 most 

recent mentions (status containing @username) for 

the authenticating user. statuses/retweets/:id: 

Returns up to 100 of the first retweets of a given 

tweet. 
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Social media User Interface Analytics Third - Party Tools API methods 

Facebook 

Pages: Daily new fans, 

daily active fans, daily 

post views, daily post 

feedback, page views, 

Interactions and 

Comments (number of 

likes, comments and 

wall posts per day, 

number of daily post 

views, daily post 

feedback, daily shares, 

feedback per share, 

reshare rate in addition 

to the number of likes, 

comments and 

unsubscribes), Post 

Analytics, Demographics 

(gender, age, country, 

city and language) 

Applications: Daily 

active users, daily new 

users, total installed 

users by number and by 

percentage change, 

daily Unique Logged-in 

Widget Viewers, total 

installed users, 

Demographics (age and 

gender), Permissions, 

Daily Content Shared via 

Application, including 

Publish Story, Update 

Status, Post Share and 

Post Photos, graph of 

Requests, including 

Requests Accept, 

Requests Ignore and 

Requests Skip, Referral 

Traffic to Application. 

Coremetrics: Measures  the role Facebook plays 

in influencing subsequent website visits, 

behaviors, and conversions.  

Omniture: Demographics,   traffic metrics such as 

page views, referrals, and time spent on a page. 

Unica: how do key influencers use the application 

vs. the average user, Demographics, e.g. how do 

people at various age ranges use the application, 

Geographic location, e.g. how to users from 

different parts of the country or world prefer to 

use the application, Relationships or affiliations, 

e.g. how to married folks vs. bachelors differ in 

their preferences for using the application. 

Webtrends: views, visits, bounce rates and time 

on site for Facebook shares, ads, apps and custom 

tabs. Kontagent: is great for getting visualizations 

and filtering. Statistics about traffic , virality, 

engagement, retention, revenue and user 

demographic data. Comprehensive tracking and 

measurement analytics to help them maximize 

ROI for their marketing investments.  

GA: traffic tool.  Unique Visitors,  Visits,  Page 

Views,  Referring Source. 

MixPanel: event tracking.  

KissMetrics: funnels tool. 

photos.get: Returns all visible photos according to the 

filters specified. links.get:Returns all links the user has 

posted on their profile. notes.get:Returns a list of all 

of the visible notes written by the specified user 

notifications.get:Returns information on outstanding 

Facebook notifications for current session 

userstream.getComments:This method returns all 

comments associated with a post in a user's stream. 

streamcomments.get:Returns all comments for a 

given XID posted through fb:comments or the 

Comments Box (which is created with the 

fb:comments (XFBML) tag).admin.getMetrics: Returns 

values for the application metrics displayed on the 

Usage and HTTP Request tabs of the application's 

Insights page. User can view the metrics in 1-day, 7-

day, and 30-day increments over a given date range, 

which cannot exceed 30 days. This way, user can 

review metrics for all of the 1-day, 7-day, and 30-day 

periods that end within the given date range. 

admin.getRestrictionInfo:Returns the demographic 

restrictions for the application. links.getStats: Returns 

information about one or more Facebook Share 

implementations. 
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Social media User Interface Analytics Third - Party Tools API methods 

Delicious 

Delicious Search: search 

the context of the page 

he is on (looking for a 

specific user's 

bookmarks, search 

others’ bookmarks. If 

user is looking at a 

specific tag, he can 

search only items with 

that tag.), search a user 

network's bookmarks. 

Linkrolls: show user's 

latest bookmarks. 

Tagometer Badge: show 

user's tags and how 

many saves he has 

made to each.  

Tagrolls: show off user's 

various tags and allow 

people to explore them. 

Del.icio.us URL: Url's 

history 

del.icio.us network explorer: View the 

relationships between people on 

del.icio.us.Delicious Soup: Play with the 

relationships between user’s tags. Analyze his 

bookmarks by visualizing tag relations in the form 

of soup blobs. extisp.icio.us: View user’s tag 

cloud in different ways. Cloudalicious:View a 

graph of the tagging history of a URL. Yummy Tag 

Buffet: View a dynamic timeline of user’s 

bookmarks and tags. del.icio.us direc.tor: Allows 

user to view his bookmark tags in a hierarchy and 

then sort them by name, tags or time created. 

Bookmarks Insuggest: Analyzes user’s online 

bookmarks and recommend other bookmarks 

that matches his taste. del.icio.us subscriptions 

network: Browse the network of del.icio.us users 

as defined by their inbox subscription lists. 

No API Methods 
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Social media User Interface Analytics Third - Party Tools API methods 

Flickr 

Daily activity, views of 

photos,  most popular 

photographs, how 

people found user's 

pictures 

Top Galaxy: provides an exceptional visual 

experience when searching for images.  

Flickr Ralated Tag Browser: Offers the ability to 

surf Flickr's keywords or tags.  

Picishare: Provides a good alternative to using 

standard digital image search tools. Basic 

searches: with a specific keyword or tag in the 

search box, another feature allows sorting of 

digital pictures found by the search engine by 

relevance, interesting, date taken, or date posted 

with up to 100 items per page.  

LiteFlickr: Shows most interesting items uploaded 

on Flickr for the current day. A search box permits 

a search for a specific keyword or tag.  

Multicolr Search Lab: Search through 10 million 

of Flickr’s most interesting and creative commons 

pictures based on color. 

flickr.photos.search: Return a list of photos matching 

some criteria. Only photos visible to the calling user 

will be returned. To return private or semi-private 

photos, the caller must be authenticated with 'read' 

permissions, and have permission to view the photos. 

flickr.people.getPhotos: Return photos from the given 

user's photostream. flickr.photos.getInfo: Get 

information about a photo. 

flickr.photos.people.getList: Get a list of people in a 

given photo. flickr.activity.userComments: Returns a 

list of recent activity on photos commented on by the 

calling user. flickr.photos.comments.getList: Returns 

the comments for a photo. 

flickr.photos.comments.getRecentForContacts: 

Return the list of photos belonging to user’s contacts 

that have been commented on recently. 

flickr.photosets.comments.getList: Returns the 

comments for a photoset. 

flickr.stats.getCollectionStats: Get the number of 

views on a collection for a given date.  

flickr.stats.getPhotosetStats: Get the number of views 

on a photoset for a given date. 

flickr.stats.getPhotoStats: Get the number of views, 

comments and favorites on a photo for a given 

date.flickr.stats.getPhotostreamStats: Get the 

number of views on a user's photostream for a given 

date. flickr.stats.getPopularPhotos: List the photos 

with the most views, comments or favorites. 

flickr.stats.getTotalViews:Get the overall view counts 

for an account. 
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Social media User Interface Analytics Third - Party Tools API methods 

Ustream 

Are about user’s shows 

(number of unique 

viewers, viewer hours), 

recorded and 

highlighted videos, 

Crowd members, and 

events. 

Not available  listAllChannels: This command returns all the channels 

belonging to a particular user. listAllVideos: 

This command returns all the videos belonging to the 

user specified in the UID provided. 

ChannelgetComments: 

This command returns any comments for the user 

profile specified by the UID. VideogetComments: 

This call returns any comments for this video as an 

array of comment arrays. getMostViewers:User can 

use the Stream Subject to get information about live 

shows — the newest, most recently started, and the 

show with the most viewers. He can also return shows 

randomly, useful if he wants to present a constantly 

changing sample of live broadcasts. 

popular:API based search engine: Ustream.TV built a 

powerful, new search engine for developers to use in 

exploring and accessing Ustream.TV content. It gives 

them far more visibility into Ustream’s content than 

they might expect from the typical content site. 

Specifically, the API-based search engine gives 

developers broad and deep visibility into Channel, 

User and Video records. 

LinkedIn 

Profile Stats: 

professional brand 

management on 

LinkedIn  

Who's viewed my 

profile: provides a list of 

the people who have 

recently viewed user’s 

Profile.  

Network statistics:The 

Not available  Getting More Comments and Likes on a Specific 

Network Update: By default, a network update 

containing more than 5 comments will only return to 

the specific user the most recent five. 
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Social media User Interface Analytics Third - Party Tools API methods 

Network Statistics page 

offers a variety of 

information about his 

network including 

estimates on size as well 

as regional and industry 

groupings. 

Viewers of this profile 

also viewed… :This 

service shows user in his 

profile who else 

professionals he 

probably knows. 

Digg 

Not available Internal 

Developed tools.  

 

Two widgets which 

retrieve content in a 

way: Digg Widget: 

Display the latest Digg 

news on user’s site with 

this widget. Allows for 

custom formatting and 

automatically updates 

on the fly. 

Digg Top Stories: The 

hottest stories hitting 

the Digg database 

Social Blade: Story URL and title, Total Diggs,  

Diggs given by friends, Number of comments at 

the time the story went hot, Diggs per hour. 

Di66.net: top words in titles, top words in 

descriptions, timeline of Digg’s stats, top users 

stats and top front page sources. 

digg.getAll: Get the details of all diggs on stories, 

narrow down results with specific 

arguments.comment.getAll: 

Get the details of all comments, narrow down results 

with specific arguments. comment.getPopular:Get 

comments belonging to popular stories. 

comment.getReplies:Retrieve comments replying to a 

comment. dialogg.getComments: 

Get all the comments/questions for a specific Digg 

Dialogg. digg.getPopular: Get all diggs on popular 

stories. friend.getCommented: Stories commented by 

given user friends, sorted most recent digg first. 

story.getComments: 

Retrieve comments for a story. story.getDiggs: 

Retrieve diggs for a given story. story.getPopular: Get 

popular stories matching specific arguments. 

user.getComments: Retrieve comments for a given 

user username. 
Table 4-1: Available Social Media Platform analytics 
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4.2.1.3 Conclusions on Social Media Platform Analytics 

 

From the above analysis it can be concluded that for these 10 social media there are in general 

significant capabilities for analytics provision (either through a user interface, or through APIs, or 

through third party tools).  

In PADGETS we are going to focus on the use of their APIs for retrieving either useful for our purposes 

analytics, or other content that can be used for analytics’ calculation. However, the analytics provided 

through user interface or third party tools can give us useful ideas and directions for analytics 

calculations based on content retrieved from APIs.  In total the following principles will be implemented: 

• Extensively reuse available Social Media Platform user interface and cumulative API-based 

analytics for providing “raw” analytics to the PADGETS initiators / policy makers. 

• Combine the API-based analytics with opinion mining results (as described in the next section 

4.2.2) for providing advanced, PADGETS-specific, campaign-oriented and context-sensitive 

analytics to policy makers. 

An exhaustive list of available components and tools for Social Media Platform analytics is provided in 

Annex I: Social Media Analytics. 

 

4.2.2 Opinion Mining Methods and Tools 

4.2.2.1 Introduction 

In the new era of Web2.0 technologies and social networking users have taken a lead role in the 

generation of various types of content in the Web, with most of it being textual and having the form of 

opinions. So, though the initial focus was on factual information retrieval from the Web, the interest has 

now shifted towards a more subjective type of content, that of opinions. The concept of opinion is very 

broad, still most Internet specialists focus on opinion expressions that bear people’s positive, neutral or 

negative sentiments on various topics. This is quite useful, since in almost all important decisions of 

individuals and organizations both in the private and the public sector listening to others’ opinions is 

necessary. For this reason the analysis and study of opinions is originated from the first years of politics 

and business, and this recent appearance of user content in high volumes within the Web opens up 

huge opportunities in this direction. The Web has dramatically altered the way people express their 

emotions/opinions, since now they are offered the capability to post comments and reviews on 

merchant products and express their views on a plethora of issues in Internet forums, discussion groups, 

chat rooms, social networking groups and blogs. This user-generated content is a valuable source of 

commercial and political information. So nowadays when people want to buy a specific product, they do 

not limit themselves to friends’ or the salespersons’ opinions, and increasingly tend to read reviews 
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from other users who have bought the product and publish them in various social media on the World 

Wide Web. Similarly, when people are organizing their summer vacations they increasingly rely on a vast 

amount of travel information sites where users comment on the quality of hotels, restaurants, airline 

companies and travel destinations. Organizations could also benefit from this wealth of opinions existing 

in the Web, since they can obtain valuable insight on competitors’ products/services, on the perceptions 

of the public about their own products/services and on the impact of a recently launched advertising 

campaign, which helps them improve their products/services and marketing. 

However, the large amount of this information and its natural language form make it difficult to extract 

the useful elements, such as the general feeling/sentiment (e.g. positive, negative, or neutral) on the 

particular topic we are interested in (e.g. a product/service or a new policy proposal) and the specific 

issues raised about it by the users/visitors of these websites. Even with the evolution of the "Semantic 

Web", where content will be semantically annotated, mining the opinions of users’ in order to identify 

their general feelings/sentiments and the most important issues they raise is one of the most non-trivial 

and formidable tasks ever. For these reasons methods and tools have started being developed for 

supporting the above tasks, and this leads to the gradual development of the opinion mining research 

domain. Its initial motivation has been to enable firms to analyze online reviews and comments entered 

by users of their products in various review sites, blogs, forums, etc., in order to draw general 

conclusions as to whether users liked the product or not (sentiment analysis), and also more specific 

conclusions concerning features of the product that have been commented positively or negatively. In 

this project we are going to use such methods and tools in the public sector context, in order to draw 

general conclusions as to whether users liked or not a specific new policy proposal, and also more 

specific conclusions concerning issues of it that have been commented positively or negatively. So in this 

section we present a review of this opinion mining/sentiment analysis domain, which includes the 

following parts:      

I. The domain of opinion mining/sentiment analysis: An introduction on the problem studied which is 

essential for setting up the basic notions, objectives and core components.  

II. Sentiment and subjectivity hierarchical classification: It is the most popular research sub-domain 

which involves two main categorization tasks. The former deals with classifying an opinionated text as 

expressing a positive or negative opinion, while the latter focuses on classifying a sentence or a clause of 

the sentence as objective (a fact) or subjective (opinion), and for a subjective sentence or clause further 

classifying it as expressing a positive, negative or neutral opinion. The first topic is commonly known as 

sentiment classification or document-level sentiment classification. It aims to find the general sentiment 

of the author in an opinionated text. For example, given a news story review, it determines whether the 

reviewer is positive or negative about the story. The second topic deepens into individual sentences in 

order to determine whether a sentence expresses an opinion or not (often called subjectivity 

classification), and if so, whether the opinion is positive or negative (called sentence-level sentiment 

classification).  
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III. Feature-based sentiment analysis: According to this model, opinions are classified after having 

previously determined the objects and the particular features of them on which the aforementioned 

opinions have been expressed. An object can be a topic, service, individual, organization, event, product, 

etc. For instance, in a political news review sentence, it identifies political features/issues that have been 

commented on by the reviewer and determines whether the comments are positive or negative. For 

example, in the sentence, “The new salaries in education are very low for teachers” the comment is on 

the issue/feature “salaries” of the education system object and the opinion is negative. Many real-life 

applications require this level of detailed analysis because in order to make improvements one needs to 

know what particular components and/or features of the objects are liked and disliked by users in 

addition to their general perception. A significant number of papers in this sub-domain refer to feature-

based sentiment analysis as the process of measuring the “Aboutness” of an opinion, which is found to 

be closely related to term-frequency and document frequency metrics of the information retrieval 

domain. 

 

4.2.2.2 The domain of opinion mining/sentiment analysis 

According to [1], sentiment analysis or opinion mining is the computational processing of opinions, 

sentiments and emotions found, expressed and implied in text. Let us use the following example of a 

review that has been written on the new law of anti-smoking (we number each sentence for easy 

reference): 

“(1) I just read the new anti-smoking law. (2) I am very pleased with it. (3) The penalty for smokers is just 

right. (4) The fines for businesses that do not confront are reasonable, even though they say they are 

unfair. (5) However, my sister was mad about the fines. (6) She thinks the law is ridiculous and that it will 

never be applied.” 

What sort of knowledge worth being extracted exists in the aforementioned text?  

One of our first observations is that there are several opinions in this review. Sentences (2), (3) and (4) 

express positive opinions, while sentences (5) and (6) define negative meanings or emotions. 

Furthermore, we also notice that the opinions all have some targets or objects on which they are 

expressed. The opinion in sentence (2) is on the anti-smoking law as a whole, and the opinions in 

sentences (3) and (4) are specializing to the fines for smokers and businesses respectively. The opinion 

in sentence (6) is on the law itself, but the opinion/emotion in sentence (5) is on the fines. This is an 

important point. In an application, the user may be interested in opinions on certain targets or objects, 

but not on all. Finally, we may also pay attention to the sources or expressers of opinions. The holder of 

the opinions in sentences (1), (2), (3) and (4) is the author of the review (“I”), but in sentences (5) and (6) 

is his/her sister. Taking the example into consideration, we could define the sentiment analysis domain. 

In general, opinions can be expressed on anything, e.g., an item, a product, a service, an individual, an 

organization, an event, or a topic. We use the term object to denote the target entity that has been 

commented on. An object can have a set of attributes (or properties) and a set of characteristics (or 
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components). Each characteristic may have its set of attributes and its own sub-characteristics, and so 

on. Thus, an object can be hierarchically decomposed based on the part-of relation.  

Example 1: A particular brand of cellular phone is an object. It has a set of attributes, e.g., voice quality, 

size, and weight, and also a set of characteristics, e.g., battery, and screen. The battery component also 

has its set of attributes, e.g., battery life, and battery size.  

Based on this description, an object can be represented as a tree, hierarchy or taxonomy. The root of 

the tree is the object itself. Each non-root node is a component or sub-component of the object. Each 

link is a part-of relation. Each node is also associated with a set of attributes or properties. An opinion 

can be expressed on any node and any attribute of the node[2].  

Nevertheless, since a tree-like representation would be quite difficult to be analyzed researchers in this 

domain usually flatten the notion of the tree into a more shallow representation, where characteristics 

and attributes are considered as one entity, that of a feature. So let us consider an opinionated 

document d, which can be a review, a forum post or a blog that evaluates a set of objects. In the most 

general case d consists of a sequence of sentences d = 〈〈〈〈s1, s2, …,sm〉〉〉〉. Such sentences can express a 

positive or negative opinion on a feature of an object. It is possible that a sequence of sentences in a 

document expresses an opinion on an object or on a feature of the object. It is also possible that a single 

sentence expresses opinions on more than one feature, e.g., “The signal quality of this phone is good, 

but the battery duration is very short». Much of the current research focuses on sentences, i.e. it treats 

each sentence as the basic information unit [3]. 

Based on a statement, an opinion on an object or a feature of an object is a positive or negative view, 

attitude, emotion or appraisal on it from an opinion holder. Finally, the orientation of an opinion on a 

feature indicates whether the opinion is positive, negative or neutral. Opinion orientation is also known 

as sentiment orientation, polarity of an opinion, or semantic orientation. 

Having defined all core components of the opinion mining/sentiment analysis domain, we can give the 

following models/definitions: 

Model of an object: An object o is modelled with a finite set of features, F = {f1, f2,…, fn}, which includes 

the object itself as a special feature. Each feature fi ∈ F can be expressed with any one of a finite set of 

words or phrases Wi={wi1, wi2, …, wim}, which are synonyms of the feature, and indicated by any one of a 

finite set of feature indicators Ii = {ii1, ii2, …, iiq} of the feature.  

Model of an opinionated document: A general opinionated document d contains opinions on a set of 

objects {o1, o2,…,oq} from a set of opinion holders {h1, h2, …, hp}. The opinions on each object oj are 

expressed on a subset Fj of features of oj. 

 

4.2.2.3 Sentiment and subjectivity hierarchical classification 
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Sentiment classification is perhaps the most widely studied topic in this domain [4, 5, 8, 9, 10, 11, 12, 13, 

14]. It classifies an opinionated document as denoting a positive or negative opinion. The existing 

research assumes that the document is known to be opinionated. Naturally, the same sentiment 

classification can also be applied to individual sentences. The task of classifying a sentence as 

opinionated or not opinionated is called subjectivity classification. The resulting opinionated sentences 

are also classified as expressing positive or negative opinions, which is called the sentence-level 

sentiment classification. The main methods for document-level and sentence-level sentiment 

classification are outlined next. 

 

I. Document-Level Sentiment Classification 

Task: Given an opinionated document d which comments on an object o, determine the orientation oo 

of the opinion expressed on o. Existing research on sentiment classification makes the following 

assumption. 

Assumption: The opinionated document d (e.g., a political review) expresses opinions on a single object 

o and the opinions are from a single opinion holder h. This assumption holds for user reviews of issues 

and services. However, it may not hold for a forum and blog post, because in such a post the author may 

express opinions on multiple objects and compare those using comparative and superlative sentences.  

Most existing techniques for document-level sentiment classification are based on supervised learning, 

although there are also some unsupervised methods; they are both analyzed next.  

 

Supervised Learning techniques 

Sentiment classification is similar to but also different from classic topic-based text classification, which 

classifies documents into labelled topic classes, e.g., politics, sciences, sports, etc. In topic-based 

classification, topic related words are important. However, in sentiment classification, topic-related 

words are unimportant or slightly important, while it is opinion words denoting a positive or negative 

meaning that are really important, e.g., great, excellent, amazing, horrible, bad, worst, etc. Existing 

supervised learning methods can be readily applied to sentiment classification, e.g., naïve Bayesian 

classification, and Support Vector Machines (SVM), etc. [15] followed this approach to classify movie 

reviews into two classes, positive and negative. It was shown that using unigrams (a bag of individual 

words) as features in classification performed well with either naïve Bayesian or SVM classifiers. Neutral 

reviews were not considered in this work, which made the problem more straightforward (note that as 

features we mean here data attributes used in data mining and machine learning, and not the object 

features referred to in the introductory section).  

Subsequent papers used a large variety of features and techniques in learning. As most machine learning 

applications, the main task of sentiment classification is to find a suitable set of features. Some of the 
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basic features used in research and probably in practice are outlined below (for a more comprehensive 

survey look at the work of [1]).  

Terms and their frequency: These features are individual words or word n-grams and their frequency 

counts. In some cases, word positions may also be considered. The tf/idf weighting scheme from 

information retrieval may be applied too. These features are also commonly used in traditional topic-

based text classification. They have been quite effective in sentiment classification as well.  

Part of speech tags: It was observer by many early research studies that adjectives were important 

indicators of subjectivities and opinions. Thus, adjectives have been treated as special features.  

Opinion words and phrases: Opinion words are words that are commonly used to express positive or 

negative sentiments. For example, beautiful, wonderful, good, and amazing are positive opinion words, 

and bad, poor, and terrible are negative opinion words. Although many opinion words are adjectives and 

adverbs, nouns (e.g., rubbish, junk, and crap) as well as verbs (e.g., hate and like) can also often indicate 

sentiment. Apart from individual words, there are also opinion phrases and idioms, e.g., cost someone 

an arm and a leg. Opinion words and phrases are fundamental to sentiment analysis for obvious 

reasons.  

Syntactic dependency: Word dependencies generated from syntactic parsing or dependency trees are 

also applied by several researchers.  

Negation: Clearly negation words are important because their appearances often change the opinion 

orientation. For example, the sentence “I don’t like this camera” is negative.  

An interesting research direction that has been investigated is the domain adaptation which is very 

often of critical importance. It has been found that sentiment classification is highly sensitive to the 

domain from which the training data are extracted. A classifier trained using opinionated texts from one 

domain often performs poorly when it is applied or tested on opinionated texts from another domain. 

The reason is that words and even language constructs used in different domains for expressing 

opinions can be substantially different. To make matters worse, the same word in one domain may 

mean positive, but in another domain may mean negative. For example, as observed in [16], the word 

‘unpredictable’ may have a negative orientation in a car review (e.g., “unpredictable brakes”), but it 

could have a positive orientation in a movie review (e.g., “unpredictable scenario”). Thus, domain 

expertise is needed. Ontologies are very beneficial since they encode human domain knowledge in a 

machine readable format; however, most existing research has been sufficed to deal with incorporated 

labelled data from one domain and unlabeled data from the target domain and general opinion words 

as features for adaptation [8, 17, 18].  

 

Unsupervised Learning techniques 
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In these techniques weighted terms and phrases are the dominating indicators for sentiment 

classification. Using unsupervised learning algorithms that exploit some fixed syntactic phrases that are 

likely to express opinions, researchers have reached significant outcomes. As an example, the work of 

[16] presents such an algorithm that consists of three steps. 

Step 1: It extracts phrases containing adjectives or adverbs. The reason for doing this is that research 

has shown that adjectives and adverbs are good indicators of subjectivity and opinions. However, 

although an isolated adjective may indicate subjectivity, there may be an insufficient context to 

determine its opinion orientation. Therefore, the algorithm extracts two consecutive words, where one 

member of the pair is an adjective/adverb and the other is a context word. For example, in the 

sentence: this politician has some beautiful ideas, step1 would extract the phrase “beautiful ideas”. 

Step 2: The orientation of the extracted phrases using the point-wise mutual information (PMI) measure 

is calculated, according to the following equation: 
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where p(term1^term2) is the joint probability of the co-occurrence of the two terms. 

Step 3: Provided a review for classification, the algorithm computes the average orientation of all 

phrases in the review, and classifies the review as recommended if the average orientation is positive, 

not recommended otherwise. Also, many other unsupervised methods exist, such as the one proposed 

in [16] that utilizes an EM (Expectation Maximization) approach. 

 

II. Sentence-Level Subjectivity and Sentiment Classification  

In this section the level of granularity is increased to the sentence-level [35, 54, 55]. Given a sentence s, 

two sub-tasks are performed:  

A. Subjectivity classification: determine whether s is a subjective sentence or an objective sentence, 

B. Sentence-level sentiment classification: if s is subjective, determine whether it expresses a positive or 

negative opinion. 

The two sub-tasks of the sentence-level classification are very important because (1) it filters out those 

sentences which contain no opinion, and (2) upon verifying what objects and features of the objects are 

talked about in a sentence, this step helps to determine whether the opinions on the objects and their 

features are positive or negative. Most existing research studies address both problems, although some 

of them only focus on one. Both problems are classification problems. Thus, traditional supervised 

learning methods are again applicable. For example, one of the early works reported by Wiebe et al. [3] 

performed subjectivity classification using the naïve Bayesian classifier. Subsequent research also used 

other learning algorithms [19, 20, 21, 22]. 
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One of the main bottlenecks in applying supervised learning is the manual effort involved in annotating 

the very large number of training examples (i.e. labelling the available examples as either positive or 

negative). To reduce the manual effort a ‘bootstrapping’ approach to label training data automatically is 

reported in [20, 23] (bootstrapping is related to a form of re-sampling that aims to estimate the 

variability of a statistical property of interest). The algorithm works by first using two high precision 

classifiers (HP-Subj and HP-Obj) to automatically identify some subjective and objective sentences. The 

high-precision classifiers use lists of lexical items (either single words or n-grams, with the latter term 

denoting subsequences of n items from a given sequence, where items can be anything from letters to 

words) that are good subjectivity clues. HP-Subj classifies a sentence as subjective if it contains two or 

more strong subjective clues. HP-Obj classifies a sentence as objective if there are no strongly subjective 

clues. These classifiers will give very high precision but low recall (in information retrieval theory the 

‘precision’ metric represents the percentage of correctly classified data from the total number of 

returned classifications, while ‘recall’ refers to the percentage of correctly classified data from the total 

number of truly correct data). The extracted sentences are then added to the training data to learn 

patterns. The patterns (which form the subjectivity classifiers in the next iteration) are then used to 

automatically identify more subjective and objective sentences, which are then added to the training 

set, and the next iteration of the algorithm begins. The above process is shown in the Figure 4-2. 

 

Figure 4-2: The bootstrap method for sentence-level sentiment analysis. 

 

For pattern learning, a set of syntactic templates are provided to restrict the kinds of patterns to be 

learned. Since an automated template system tries to find frequent patterns within an opinion without 

paying any attention to its correct syntactic form, users “feed” the system with evaluated syntactic 

templates in order to reduce the complexity of the opinion mining system. Some example syntactic 

templates and example patterns are shown next: 
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Syntactic template example pattern  

<subj> passive-verb<subj> was satisfied  

<subj> active-verb<subj> complained  

active-verb<dobj>endorsed <dobj> 

noun aux <dobj>fact is <dobj> 

passive-verb prep <np>was worried about <np> 

With regard to techniques used for the aforementioned task, in [24], Yu and Hazivassiloglou mentioned 

a technique which classifies subjective sentences and also determines their opinion orientations. For 

subjective or opinion sentence identification, it applied supervised learning. Three learning methods 

were evaluated: sentence similarity, naïve Bayesian classification, and multiple naïve Bayesian 

classifiers. For sentiment classification of each identified subjective sentence, it used a similar method to 

the method in [16], but with many more seed words (rather than only two used in [16]), and the score 

function was the well-known log-likelihood ratio. The same issue is studied in [25] considering gradable 

adjectives. In [14], a semi-supervised learning method is applied, and in [26], the decision is made by 

simply summing up opinion words in a sentence. [27, 28, 29] build models to identify some specific 

types of opinions in reviews. A significant remark is that sentence-level classification is not suitable for 

compound sentences. Wilson et al. [6] pointed out that not only a single sentence may contain multiple 

opinions, but also both subjective and factual clauses. It is also important to identify the strength of 

opinions. A study of automatic sentiment classification was presented to classify clauses of every 

sentence by the strength of the opinions being expressed in individual clauses, down to four levels deep 

(neutral, low, medium, and high). The strength of neutral indicates the absence of opinion or 

subjectivity. Strength classification thus incorporates the task of classifying language as subjective versus 

objective. In a recent work, [30], the problem of sentence-level sentiment analysis is studied further 

using machine learning by considering contextual sentiment influencers such as negation (e.g., not and 

never) and contrary (e.g., nevertheless and however). A list of such influencers can be found in the work 

of [31]. 

 

III. Polar words 

As already mentioned in previous sections, specific words that bear a positive or negative meaning are 

employed in many sentiment analysis tasks. Such words are referred to as opinion words or polar words 

in the literature and they form the so-called opinion lexicon. Examples of positive polar words include 

“beautiful”, “good”, “amazing”, “astonishing”, etc., while negative polar words may include “poor”, 

“bad”, and “awful”. Apart from individual words, there are also opinion phrases and idioms, e.g., “the 

service cost me an arm and a leg”.  
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To accumulate or collect the polar word list, three main approaches have been studied: manual 

approach, dictionary-based approach, and corpus-based approach. The former, manual approach is very 

time-consuming [10, 32, 33, 34] and thus it is not usually used solely, but combined with automated 

approaches as the final check because automated methods make mistakes. Below, we discuss the two 

other automated approaches. 

Dictionary based approach: One of the simple techniques in this approach is based on bootstrapping 

using a small set of seed opinion words and an online dictionary such as WordNet [35]. The strategy is to 

first collect a small set of opinion words manually with known orientations, and then to grow this set by 

searching within the WordNet for their synonyms and antonyms. The newly found words are added to 

the seed list. The next iteration starts. The iterative process stops when no more new words are found. 

This approach is used in [36, 46]. After the iteration process is completed manual labelling can be carried 

out to remove and/or correct errors. Researchers have also used additional information (e.g., glosses) in 

WordNet and additional techniques (e.g., machine learning) to generate better lists [36, 37, 38, 39, 40]. 

The meaning of a gloss is referred to the definition of a notion, including example sentences. For 

example, a typical notion with gloss is: good, right, ripe - (most suitable or right for a particular purpose; 

"a good time to plant tomatoes"; "the right time to act"; "the time is ripe for great sociological 

changes"). So far, several opinion word lists have been generated [41, 42]. The dictionary based 

approach and the opinion words collected from it have a major shortcoming. The approach is unable to 

find opinion words with domain specific orientations, which is quite common. For example, for a 

speakerphone, if it is quiet, it is usually negative. However, for a car, if it is quiet, it is positive. The 

corpus-based approach described next can help deal with this problem. 

 

Corpus-based approach and sentiment consistency: The methods in the corpus-based approach rely on 

syntactic or co-occurrence patterns and also a seed list of opinion words to find other opinion words in a 

large corpus. One of the key ideas is the one proposed by Hazivassiloglou and McKeown [43]. The 

technique starts with a list of seed opinion adjective words, and uses them and a set of linguistic 

constraints or conventions on connectives to identify additional adjective opinion words and their 

orientations. One of the constraints is about conjunction (AND), which says that conjoined adjectives 

usually have the same orientation. For example, in the sentence, “This vehicle is beautiful and spacious,” 

if “beautiful” is known to be positive, it can be inferred that “spacious” is also positive. This is so because 

people usually express the same opinion on both sides of a conjunction. The following sentence is rather 

unusual: “This car is beautiful and difficult to drive”. If it is changed to “This car is beautiful but difficult 

to drive”, it becomes acceptable. Rules or constraints are also designed for other connectives, OR, BUT, 

EITHER-OR, and NEITHER-NOR. We call this idea sentiment consistency. Of course, in practice it is not 

always consistent. Learning using the log-linear model is applied to a large corpus to determine if two 

conjoined adjectives are of the same or different orientations. Same and different-orientation links 

between adjectives forms a graph. Finally, clustering is performed on the graph to produce two sets of 

words: positive and negative. In [44], Kanayama and Nasukawa expanded this approach by introducing 

the idea of intra-sentential (within a sentence) and inter-sentential (between neighbouring sentences) 
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sentiment consistency (called coherency in [44]). As we mentioned above, this approach has a major 

advantage that the dictionary-based approach does not have: it can help find domain specific opinion 

words and their orientations if a corpus from only the specific domain is used in the discovery process. 

 

4.2.2.4 Feature-based sentiment analysis 

Despite the fact that classifying opinionated texts at the document level or at the sentence level is useful 

in many cases, they do not provide the necessary detail needed for some other applications. A positive 

opinionated document on a particular object does not necessarily mean that the author has positive 

opinions on all aspects or features of the object. Likewise, a negative opinionated document does not 

mean that the author dislikes everything. In a typical opinionated passage, the author expresses 

opinions on both positive and negative aspects of the object, although the general sentiment on the 

object may be positive or negative. Document-level and sentence-level classification does not provide 

such information. To drill down such details, we need to go to the object feature level. Two mining tasks 

are defined in the feature-based sentiment analysis: 

• Identify object features that have been commented on, e.g. in the sentence “The interior quality 

of this car is amazing” the object feature is “interior quality”. 

• Determine whether the opinions on the features are positive, negative or neutral, e.g. in the 

above sentence the opinion on the feature “interior quality” is definitely positive. 

Feature-based sentiment analysis is often referred to as the “aboutness” of an opinion.  

 

I. Features extraction 

Its first task is to specify the topic or the feature of an object commented, which is essential in order to 

proceed to the second task of classifying its positive or negative meaning. The most known unsupervised 

method for finding explicit features such as nouns and noun phrases is presented below. It requires a 

large number of opinions and involves two steps: 

A. Finding frequent nouns and noun phrases. Nouns and noun phrases are straightforwardly 

identified by using a POS tagger. Their occurrence frequencies are counted, and only the 

frequent ones are kept. A frequency threshold can be decided manually. The reason for using 

this approach is that when people comment on object features, the vocabulary that they use 

usually converges, and most object features are nouns. Thus, those nouns that are frequently 

talked about are usually genuine and important features. Irrelevant contents in reviews are 

often diverse and thus infrequent, i.e., they are quite different in different reviews. Thus, those 

nouns that are infrequent are likely to be non-features or less important features. 
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B. Finding infrequent features by making use of opinion words. Opinion words are usually 

adjectives and adverbs that express positive or negative opinions. The idea is as follows: the 

same opinion word can be used to describe different object features. Opinion words that modify 

frequent features can also modify infrequent features, and thus can be used to extract 

infrequent features. For example, “picture” is found to be a frequent feature, and we have the 

sentence, “The pictures are absolutely amazing.” If we know that “amazing” is a positive opinion 

word, then “software” can also be extracted as a feature from the following sentence, “The 

software is amazing.” because the two sentences follow the same pattern and “software” in the 

sentence is also a noun.  

The precision of step 1 of the above algorithm was improved by Popescu and Etzioni in [45]. Their 

algorithm tries to remove those noun phrases that may not be object features. It evaluates each noun 

phrase by computing a pointwise mutual information (PMI) score between the phrase and meronymy 

discriminators associated with the object class, e.g., a scanner class. In WordNet, Y is a meronymy of X if 

Y is a part of X (wheel is a meronymy of car). The meronymy discriminators for the scanner class are, “of 

scanner”, “scanner has”, “scanner comes with”, etc., which are used to find components or parts of 

scanners by searching on the Web. The PMI measure is a simplified version of the measure in [16]: 
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where f is a candidate feature identified in step A and d is a discriminator. Web search is used to find the 

number of hits of individuals and also their co-occurrences. The idea of this approach is clear. If the PMI 

value of a candidate feature is too low it may not be a component of the object because f and d do not 

co-occur frequently. The algorithm also distinguishes components/parts from attributes/properties 

using WordNet’s is-a hierarchy (which enumerates different kinds of properties) and morphological cues 

(e.g., “-iness”, “-ity” suffixes). 

Other related works on feature extraction mainly use the ideas of topic modelling and clustering to 

capture topics/features in reviews [46, 47, 48]. For example, in [49], Mei et al. proposed a probabilistic 

model called topic-sentiment mixture to capture the mixture of features and sentiments simultaneously. 

One topic model and two sentiment models were defined based on language models to capture the 

probabilistic distribution of words in different topics/features with their associated opinion orientations. 

Su et al. [48] also proposed a clustering based method with mutual reinforcement to identify implicit 

features. 

After the extraction of object features, two additional issues need to be resolved: 

Group synonyms: It is common that people use different words or phrases to describe the same feature. 

For example, photo and picture refer to the same feature in digital camera opinions and reviews. 

Identifying and grouping synonyms is essential for applications. Although WordNet as well as other 

thesauri and dictionaries help to some extent, they are far from sufficient due to the fact that many 

synonyms are domain dependent. For example, picture and movie are synonyms in movie opinions, but 
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they are not synonyms in digital camera reviews as picture is more related to photo while movie refers 

to video. Carenini et al. [50] proposed a method based on several similarity metrics similar to those in 

information integration [51]. It requires the use of a taxonomy of features to be given for a particular 

domain. The algorithm merges each discovered feature to a feature node in the taxonomy. The 

similarity metrics are defined based on string similarity, synonyms and other distances measured using 

WordNet. Experiments based on digital camera and DVD opinions show interesting outcomes. 

Mapping to implicit features: Feature extraction may discover many feature indicators. Adjectives and 

adverbs are perhaps the most common type of feature indicators. From the linguistic aspect, it is known 

that many adjectives and adverbs modify or describe some specific attributes or properties of objects. 

This step maps such feature indicators to features. For example, the adjective heavy usually describes 

the weight of an object, and thus should be mapped to the weight feature. Beautiful is usually used to 

describe the appearance of an object, and thus should be mapped to the appearance feature. However, 

this needs to be done with care as the usage of many adjectives can be quite versatile. Their exact 

meaning may be domain/context dependent. For example, “heavy” in the sentence “The traffic is 

heavy” does not describe the weight of the traffic. One way to map indicator words to (implicit) features 

is to manually compile a list of such mappings during training data annotation, which can then be used 

in the same domain in the future. However, it is not clear whether this is an effective approach as little 

research has been done on it. 

 

II. Opinion Orientation Identification  

An important issue in feature-based sentiment analysis is how to identify the orientation of opinions 

expressed on an object feature in a sentence. Clearly, the sentence-level and clause-level sentiment 

classification methods discussed previously are also applicable here. That is, they can be applied to each 

sentence or clause which contains object features, and the features in it will take its opinion orientation. 

However, there is an additional lexicon-based approach to solving the problem [41]. This lexicon-based 

approach basically uses opinion words and phrases in a sentence to determine the orientation of the 

opinion. Apart from the opinion lexicon, negations and but-clauses in a sentence are also crucial and 

need to be handled. This approach includes the following four steps: 

A. Identify opinion words and phrases: Given a sentence that contains an object feature, this step 

identifies all opinion words and phrases. Each positive word is assigned the opinion score of +1, each 

negative word is assigned the opinion score of -1, and each context dependent word is assigned the 

opinion score of 0. Suppose for example that we are given the sentence “The picture quality of this 

camera is not great, but the battery life is long.” After this step, the sentence is turned into “The picture 

quality of this camera is not great [+1], but the battery life is long [0]” because “great” is a positive 

opinion word and “long” is context dependent. The object features are italicized. 

B. Handling negations: Negation words and phrases are used to revise the opinion scores obtained in 

the previous step based on some negation handling rules. After this step, the above sentence is turned 
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into “The picture quality of this camera is not great [-1], but the battery life is long [0]” due to the 

negation word “not”. We note that not every “not” means negation, e.g., “not only … but also”. Such 

non-negation phrases containing negation words need to be considered separately. 

C. But-clauses: In English, but means contrary, so a sentence containing but is handled by applying the 

following rule: the opinion orientation before but and after but are opposite to each other.  After this 

step, the above sentence is turned into “The picture quality of this camera is not great [-1], but the 

battery life is long [+1]” due to “but”. Apart from but, phrases such as “with the exception of”, “except 

that”, and “except for” behave similarly to but and are handled in the same way. As in the case of 

negation, not every but means contrary, e.g., “not only … but also”. Such non-but phrases containing 

“but” also need to be considered separately. 

D. Aggregating opinions: This final step applies an opinion aggregation function to the resulting opinion 

scores to determine the final orientation of the opinion on each object feature in the sentence. Let the 

sentence be s, which contains a set of object features {f1, …,fm} and a set of opinion words or phrases 

{op1, …, opn} with their opinion scores obtained from steps A, B and C. The opinion orientation on each 

feature fi in s is determined by the following opinion aggregation function: 
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where opj is an opinion word in s, d(opj, fi) is the ‘distance’ between feature fi and opinion word opj in s 

and opj.so is the orientation or the opinion score of opi. Distance is meant as a measure of similarity 

between two examples, usually estimated by either the Euclidean formula (which returns the absolute 

distance between two vectors) or the cosine similarity metric (which estimates the angle between two 

examples represented as vectors in a n-dimensional space). For example, given two opinion examples 

ex1:<good, camera, quality> and ex2<good, camera, battery>, the Euclidean distance is calculated by: 
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(strings have zero distance only if they match 100%, while they have distance equals to 1 in all other 

situations), while the cosine similarity distance is calculated by: 
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where freq denotes the term frequency of each word in the whole collection of opinions. 

The multiplicative inverse in the formula is used to give low weights to opinion words that are far away 

from feature fi. If the final score is positive, then the opinion on feature fi in s is positive. If the final 

score is negative, then the opinion on the feature is negative. It is neutral otherwise. This simple 

algorithm is useful but not sufficient in many cases. One major shortcoming is that opinion words and 

phrases do not cover all expressions that convey or imply opinions. 
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III. Ontology-based sentiment analysis: 

One of the most recent developments in feature-based sentiment analysis is the introduction of 

domain-specific knowledge using ontologies, a well-known formalism for representing knowledge in a 

both human and machine comprehensible manner. Using ontologies for web classification and 

document extraction was a successful technique that inspired researchers from the sentiment analysis 

domain to incorporate such knowledge in order to define a taxonomy (or hierarchy) of object features 

and then built sentiment analysis components on top of such taxonomies, helping users identify 

opinions on entities more easily. In most research and commercial systems that incorporate ontologies 

[52,53] the general system architecture comprises mainly of two main modules, an ontology-based 

extraction module and a sentiment analysis module. The ontology-based extraction module creates a 

domain ontology using a set of relevant texts from which terminology is extracted, which is then used to 

extend query and input strings for the mining tool. Opinion mining depends to a great extent on the 

identification of the sentimental terms in a corpus and their orientation. For constructing a set of 

positive and negative terms for this purpose the following steps will be taken:  

• Initially we find manually a set of seed positive and negative words (separate seed sets can be 

prepared for adjectives and adverbs, and also for verbs and nouns). 

• Then we can grow each of the seed sets by iteratively search for their synonyms and antonyms 

in lexical databases, e.g. WordNet or SentiWordNet , until no new words can be added to the 

set.  

• Finally we manually inspect the results to remove irrelevant words. 

 

4.2.2.5 Software tools for Sentiment Analysis 

There is a plethora of commercial and research software tools for the task of sentiment analysis, as 

inferred by extensive search in the Web and particular in programmer’s forums and blogs. In the 

commercial systems there is less ‘transparency’ (i.e. capabilities to get a deeper understanding of) the 

specification and explanation of the full process/algorithms followed in order to achieve sentiment 

analysis, while research tools are freely available with transparent code (allowing a better understanding 

of processes/algorithms); also support for other languages apart from English is very limited, so they can 

be error prone when directly adopted for other domains or other languages. The following paragraphs 

describe the main characteristics of some commercial and research solutions.  

 

I. Commercial tools 

 

Rapid Miner (http://www.rapid-i.com) 
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Rapid Miner is an open source platform for applying data mining techniques and tools. Its full version 

includes several text processing and text mining modules that help towards sentiment analysis at post 

level or at sentence level. Their proposed best practices for opinion mining include the following steps: 

• Connecting a web crawler to RapidMiner for incorporating new data. 

• Using its embedded text mining modules as preprocessing of textual data: tokenizing, tagging, 

term frequencies, document frequencies, TFIDF weights. 

• Machine Learning methods for text mining: Naive Bayes and Support Vector Machines. 

• Classifying web pages or blogs or discussion entries according to sentiments or opinions, based 

on the aforementioned Machine Learning methods. 

It also supports segmenting of texts into different opinions and prediction of sentiments and opinions 

from given text documents. Finally, they report of performing aggregation and statistics over 

sentiments, and more specifically evaluating the quality of aggregated sentiments using information 

retrieval metrics. 

 

OpenDover (http://opendover.nl) 

This specific tool is in a form of a web service, that utilizes a semantic-based methodology of domain 

ontologies. The creators of this web service mention a large variety of supported domains, including 

financial, law, politics, health, product, etc. Their ontological structure allows for returning of a 

significant knowledge base of opinion words, intensifiers and other domain-related features. 

Furthermore, they support automatic identification of context-dependent and context-independent 

opinion words. Nevertheless, they do not mention whether they support sentence-level sentiment 

analysis or feature-based sentiment analysis. 

 

i-Sieve (http://www.i-sieve.com) 

The i-sieve company has developed a homonym product for analyzing blogs and performing basic 

sentiment analysis on the post-level. Although they refer to patented methodologies without analyzing 

the details of their approach, they mention the use of ontologies in collaboration with intelligent web 

crawlers that gather related comments, rank their popularity in a similar manner that the famous 

PageRank of Google® does (they named this as “Buzz factor”). Their unsupervised technique is mostly 

applied for spotting comments at post time that relate to specific products/objects using wither positive 

of negative sentiment. Little or no knowledge exists as regards to whether i-sieve can spot sentences or 

features and estimate their polarity. Their creators claim that i-Sieve can retrieve on-line opinions on 

certain, predefined products or other objects and each retrieved opinion is assigned a polarity label. 
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According to their claim, we could assume that only post-level sentiment analysis is performed, 

however, more data from their point of view are needed. 

 

SAS® Sentiment Analysis (http://www.sas.com/text-analytics/sentiment-analysis) 

Based on the long experience of SAS in statistical modelling and rule-based natural language processing, 

their solution towards sentiment analysis includes features such as context of object feature 

identification, multi-language support and dynamic sentiment analysis. It pays particular attention to 

user-coded knowledge, in a form of rules, which define lexicons, regular expressions, part-of-speech 

tags, the distance or occurrence of concepts in relation to other words and other templates over polarity 

attributes. SAS reports high accuracy metrics that reach 90% in sentiment classification of product 

reviews. Although not clearly stated, their mechanisms for classification utilize boolean operators in 

collaboration with a naïve Bayesian classifier. 

 

ii. Research tools 

 

OpinionFinder (http://www.cs.pitt.edu/mpqa/opinionfinderrelease/) 

OpinionFinder is a tool that performs subjectivity analysis, automatically identifying when opinions, 

sentiments, speculations and other subjective elements are present in text. Specifically, OpinionFinder 

aims to identify subjective sentences and to mark various aspects of the subjectivity in these sentences, 

including the source (holder) of the subjectivity and words that are included in phrases expressing 

positive or negative sentiments. Its sentiment analysis module is a sub-system of a more general, 

subjectivity analysis framework, in which creators of the system try to find answers to opinion-related 

questions, such as the following: 

• Was the election in Iran regarded as fair? 

• Is support diminishing for the war in Iraq? 

With respect to technical implementation, OpinionFinder is a conglomeration of additional parsing 

modules that operate as follows: For general document processing, OpinionFinder first runs the 

Sundance partial parser to provide semantic class tags, identify named entities, and match extraction 

patterns that correspond to subjective. Next, OpenNLP1 1.1.0 is used to tokenize, sentence split and 

part-of-speech tag the data, and the Abney stemmer in SCOL version 1g is used to stem. In batch mode, 

OpinionFinder parses the data again, this time to obtain constituency parsetrees, which are then 

converted to dependency parse trees. 

 

LinkPipe (http://alias-i.com/lingpipe/demos/tutorial/read-me.html) 
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LinkPipe is an open source platform for text processing that incorporates a special sentiment analysis 

module, proposed and developed by Bo Pang and LillianLee, described in their work entitled ‘A 

Sentimental Education: Sentiment Analysis Using Subjectivity Summarization Based on Minimum Cuts’, 

ACL 2004. To determine sentiment polarity they propose a novel machine-learning method that applies 

text-categorization techniques to just the subjective portions of the document. Extracting these portions 

can be implemented using efficient techniques for finding minimum cuts in graphs; this greatly 

facilitates incorporation of cross-sentence contextual constraints. In other words, LinkPine incorporates 

methods for employing a subjectivity detector that determines whether each sentence is subjective or 

not at first stage. Discarding the objective ones creates an extract that should better represent a 

review's subjective content to a default polarity classifier. Additionally, they are able to perform cross-

sentence opinion mining, which is considered to be a really difficult process. Finally, they also utilize 

Naïve Bayes and Support Vector Machines as final classifiers. 

4.2.2.6 Conclusions on opinion mining tools 

From the literature review we conducted concerning opinion mining/sentiment analysis it has been 

concluded that some knowledge has been generated in this area, which consists of methods and tools 

for addressing mainly three problems: 

I. classification of an opinionated text as expressing as a whole a positive, negative or neutral 

opinion (document-level sentiment analysis), 

II. classification of each sentence of such a text as objective (a fact) or subjective (opinion), and 

then focus on the latter and classification of each of them as expressing a positive, negative or 

neutral opinion (sentence-level sentiment analysis), 

III. extraction, from a set of opinionated texts about the topic we are interested in, of the particular 

features/subtopics commented by the authors of  these texts, and for each of them 

identification of the orientation of the opinions expressed about it as positive, negative or 

neutral (feature-level sentiment analysis).     

The above methods and tools offer very useful capabilities for the PADGETS project. They enable us to 

analyze the textual feedback on a proposed public policy, which is provided by the users of the social 

media where we have published messages about this policy, and draw conclusions on: a) the general 

sentiments/feelings on this policy (whether they like it or not), b) the main particular issues of this policy 

raised and commented, and the sentiments/feelings on them. These conclusions can be combined with 

the ones from the analysis of users’ non-textual feedback (e.g. numbers of users who viewed, liked and 

disliked the message, ratings of it), so that a more complete picture on the attitudes on this proposed 

public policy can be formed.  

Also, we conclude that almost all existing methods and tools for the above purposes follow three 

common phases: text preprocessing, domain knowledge incorporation, feature extraction and finally, 

classification as positive, negative or neutral, using mostly Naïve Bayes and Support Vector Machines. 

Ontological approaches seem to be very attractive, since they increase classification efficiency, but 
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require initially much preparatory work. Taking into account that for the languages of the pilots to be 

performed in this project (Greek, Italian, Slovenian) there are not many standard text preprocessing 

tools and resources, emphasis needs to be put on finding and using for each language the available 

resources, such as lexicons, POS taggers, name entity recognizers, and tokenizers. With the exception of 

this, all other sentiment analysis modules do not show any particular peculiarities when applied to 

Greek, Italian or Slovenian. 

4.2.3 Modelling and Simulation Paradigms and Tools 

4.2.3.1 Introduction 

Modelling is defined as the construction of a simplified representation of a part of the real world, which 

includes only some of its elements, on which our study is focusing [71]. Therefore, for the same real 

world system we can construct various different models for different purposes, each of them including a 

different subset of system’s elements on which a particular study is focusing, and possibly having a 

different level of detail (e.g. we can construct many different models of an organization, private or 

public, which may focus on its processes, or on its organizational structure, or on its geographical 

distribution,  or on its information systems, etc.; similarly, we can construct many different models of a 

city, which focus on its streets, or on its electricity networks, or on its economic activity, etc.). We 

consider a model as an artificial world giving the user the unprecedented opportunity to intervene and 

attempt to make improvements to the performance of systems. As such it is a laboratory, safe from the 

risks of the real environment, for testing out hypotheses and making predictions [67].  

Modelling allows us to deal with the complexity of the real world in an effective incremental manner. A 

model may begin as a simple approach to the process and gradually be improved and perfected, as our 

understanding of the particular system or process we are dealing with is growing. This "gradual 

improvement" enables a good approximation of very complex problems. Modelling allows a better 

understanding of a complex system, a more substantial communication and dialogue about it among 

interested researchers and practitioners and also some ‘experimentation’ of possible improvements. 

This approach may be applied for purposes of forecasting, planning and decision making support in 

policy issues of great complexity, and also for education, if the access to the real system is costly or 

impossible. 

According to [63] modelling is a very useful tool for understanding complex systems, predicting their 

future behaviour and designing improvements of them that increase performance, especially when 

prototyping or experimenting with the real system is impossible or costly. It includes three steps: i) 

mapping of a real world system on a simplified model (process of abstraction), ii) the optimization of it 

and the analysis of its behaviour, and iii) mapping of the improvements if the model back to the real 

system. Step ii) (optimization and analysis) can be performed either through analytical solution, which 

results in an equation Υ=f(X) connecting output Y to input X, or, if this is not possible or quite difficult, 

though simulation. 
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Figure 4-3: Analytical (Static) and Simulation (Dynamic) Modelling (Source: [[63]]). 

 

Law and Kelton [72] define simulation as a method of using computer software to model the operation 

and evolution of “real world” processes, systems, or events. In particular, simulation involves creating a 

computational representation of the underlying logic and rules that define how the system changes (e.g. 

through differential equations, flow charts, state machines, cellular automata, etc.). These 

representations are then coded into software that is run repeatedly under varying conditions (e.g., 

different inputs, alternative assumptions, different structures), calculating the changes of system’s state 

over time (continuous or discrete) [66]. While other research methods aim to answer the questions 

“What happened, how and why” (trying to understand the past), simulation modelling aims mainly to 

answer the question “What if?” (i.e. what will happen if some particular changes of system structure or 

rules take place, trying to “move forward” into the future).   

Using the simulation approach involves initially determining the manner in which a real system works, as 

part of its model. Then simulation evolves in simulation time (continuous or discrete), which 

corresponds to real time; while the simulation time runs, the model determines whether there have 

been changes in system’s state and if so recalculates its values. If simulation modelling is valid, the 

simulation results should reflect the actual behaviour of the system. In this case it allows us to 

understand how a real world activity is performed under different conditions, testing different 

assumptions and minimizing the cost of execution of the real activity. The interaction with the model 

instead of the real system reduces the risk and uncertainty, so better- informed and timely decisions can 

be made. A very important advantage of simulation modelling is that it can be used even by people 

without extensive experience in the field: all modern simulation software packages include a graphical 

user interface allowing the representation (modelling) of the system/process the user is interested in, 

and also the graphical display of simulation results.  

 

4.2.3.2 Simulation Modelling Paradigms 



  

 

A classification of simulation modelling approaches proposed by Borshchev and Filippov [

Figure 4-4. It is based on the level of modelling detail/abstraction (we can have high abstraction/less 

details, medium abstraction/detail or low abstraction/more details) and on the way time is modelled (as 

continuous or discrete time).  
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In the following section the main simulation modelling paradigms and corresponding software tools are 

briefly reviewed and discussed. 

4.2.3.3 Discrete Event Modelling and Simulation

In Discrete Event models time is not viewed as continuous and does not advance in equidistant discrete 

steps, the main focus being on discrete times at which some events occur and change something of the 

state of the system, so practically time proceeds from event to event. They are used for modelling 
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systems characterized by a number of discrete variables (e.g. state of a service point: busy or free), and 

events that occur and change the values of these variables in a rule-oriented but stochastic manner [67]. 

Discrete Event simulation models are discrete, dynamic, and stochastic [72]. They are suitable for 

systems which can be defined by a set of discrete variables that at any given moment characterize the 

“state” of the system, and only change a finite number of times, at specific instances in time when some 

events occur. These variables are piecewise continuous, making discrete jumps at particular times and 

then remaining constant for other periods of time. Such models are usually stochastic, since their 

behaviour is determined by one or more random variables modelling various types of uncertainty 

existing in the real world. Also, they are dynamic, since their main output of interest is system behaviour 

and evolution over time. As mentioned above they are used for constructing models at a low or middle 

level of abstraction. 

The most widely used models of this category are the queuing models, which are used to model and 

optimize systems containing queues. A queue model consists of three types of objects: servers, 

customers waiting to be served by them and queues. It is stochastic, since the times of appearance of 

customers are random and follow a probability distribution, usually the Poisson distribution. Here, the 

primary purpose of the simulation is the prediction of the system’s output, for example the mean 

duration of customers waiting in a queue or the mean time needed by the police cars to reach their 

destination. The main focus is on the detection of bottlenecks in complex environments, and on the 

achievement of better system performance by altering the structure of its design. 

Discrete Event modelling is appropriate for both public and private sector, for solving problems 

concerning services, manufacturing, logistics, business processes, call centres, etc., [78]. There are many 

commercial tools that support this approach (e.g. Arena, Extend, SimProcess, FlexSim, etc.), which offer 

to capability of visualizing models in flowcharts. An example of using queuing models in healthcare 

organizations is shown in Figure 4-6. In this simple of model, customers (i.e. patients) form queues 

waiting for the service of hospital pharmacy, which involves only one phase. 

 

 

Figure 4-6: Patients waiting in queue at hospital pharmacy (Source: [78]). 

 

Similar is the Monte Carlo stochastic simulation approach, which is used for modelling systems with 

significant uncertainty in their inputs, for which we want to calculate the mean and the distribution of 

the output. Its basic idea is that for each input an appropriate random number generator (i.e. with the 
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appropriate probability distribution and relevant parameters) is set-up. These random number 

generators produce a first set of values, and based on them system output is calculated; this is then 

repeated for a very large number of times, which allows the calculation of the mean and the distribution 

of the output. The application areas of Monte Carlo simulation include engineering, 

telecommunications, finance and business, service management, etc. Goldsim is a widely used Monte 

Carlo simulation software solution for dynamically modelling complex systems in business, engineering 

and science. It provides a Monte Carlo simulation framework that utilizes a hybrid of several simulation 

approaches, combining an extension of system dynamics with some aspects of discrete event 

simulation. Other software packages for performing Monte Carlo simulation are Crystal Ball and @Risk. 

4.2.3.4 System Dynamics 

System Dynamics is an equation-based approach that represents real-world systems and processes in 

terms of stocks of individuals or resources (e.g. adopters of a new technology or government service), 

flows between these stocks and information that determines the values of these flows [58] [59]. It has 

been developed from the work of Jay W. Forrester, which has been first presented in his classic and 

highly influential book in titled ‘Industrial Dynamics’ [81]. It is a “top-down” modelling approach and 

examines how causal and feedback relationships among the elements of a system (i.e. system 

structure), and also various possible modifications of them, can influence the behaviour of it. A System 

Dynamics model is composed of stocks, which accumulate and dissipate over time, and flows, which 

determine the increase/decrease rates of these stocks. Therefore System Dynamics abstracts from 

single objects and events, and takes an aggregate higher level view with less detail, which allows 

concentrating on higher level policies. It is suitable for systems having numerous interdependent 

variables, whose rates of change interact with one another.  

What makes System Dynamics different from other approaches of studying complex systems is the use 

of feedback loops. The concept of feedback, which is at the core of System Dynamics modelling, refers 

to the situation of X affecting Y, and also Y in turn affecting X, perhaps through a chain of causes and 

effects. One cannot study the link between X and Y and, independently, the link between Y and X, in 

order to predict how the system will behave. The causal loops, formed in this way within the system, can 

be positive so that feedback is self-reinforcing and amplifying, or negative so that feedback is 

dampening. Only the study of the whole system as a feedback system will lead to correct results. 

System dynamics is a methodology for studying and managing complex feedback systems, such as the 

ones found in business and other social systems. System dynamics is a mature methodology for 

modelling complex processes, issues and problems both in the private and public sector, and then 

through simulation, estimating the evolution of critical variables and indicators, such as sales of a new 

product in the private sector, or pollution, poverty, unemployment, etc. in the public sector, in cases of 

applying various policy options. It is an effective technique for framing, understanding, and discussing 

difficult problems and policy options for addressing them. An example of using System Dynamics 

modelling to study the adoption of a new product entering the market is shown in Figure; it includes two 

stocks (potential adopters and adopters), one flow (new adopters) and several information flows. 
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Figure 4-7: Stock and flow diagram of new product adoption model (Source: [58]). 

 

The methodology of System Dynamics consists of the following steps: 

• identify and define the problem, 

• develop a dynamic hypothesis explaining the cause of the problem, 

• build a computer simulation model of the system at the root of the problem, 

• test the model by examining to what extent it reproduces the behaviour seen in the real world, 

• devise and test in the model alternative policies that alleviate the problem,  

• select the best solution, 

• implement this solution, 

• validate and revise the model. 

Usually as we proceed through these steps and increase our knowledge on the problem and the 

underlying system we have to go back and review and refine earlier steps, e.g. we may realize that the 

first problem identified may be only a symptom of a still greater problem, so there is a need to go back 

to the first step and modify problem definition. 

System Dynamics, although its initial application area was the analysis of industrial production problems, 

it has found wide application in several areas, such as: 

• corporate planning and policy design, 
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• public management and policy, 

• biological and medical modelling, 

• social sciences, 

• energy and the environment (ecological  systems). 

The literature review we conducted provides many examples of the use of System Dynamics for 

addressing various social phenomena and policy making problem. For instance, under the "Swiss Priority 

Programme Environment» (SPPE) of the Swiss National Science Foundation (SNSF) a research project 

focused has been implemented for improving the environment [79]. Through a model for solid waste 

management at local level ecological behaviour of citizens has been studied in order to identify and 

assess various public policies. A recent application of System Dynamics in the area electronic 

government aims to understand better the factors affecting developments and success in this area [74]. 

A System Dynamics model is developed based on a theory about how institutional, organizational and 

technological elements interact to produce different technological outcomes and enactments. This 

model is then used for four different networks of government and nongovernment organizations 

engaged in the creation of Internet portals and content in the areas of education, health, economy and 

government. It is concluded that differences in institutional arrangements and organizational factors 

resulted on different technology enactments. Various other examples of social simulation with System 

Dynamics have been identified in the areas of national security (military organization), adoption of 

automation technologies, changes in socio-political structure and energy, indicating the usefulness of 

this approach in analyzing public sector and social problems. There are many software packages 

available supporting the application of System Dynamics, such as Anylogic, Vensim and Stella. A 

comprehensive list of such software packages and their main characteristics is given in Annex A (section 

9). 

Finally, we should also mention the Dynamic Systems approach, which is regarded as the ‘ancestor’ of 

System Dynamics. The method uses block diagrams with feedback loops to model and design “physical” 

systems and its main application areas have been in the mechanical, electrical, chemical and other 

technical engineering disciplines. Dynamic System models consist of state variables (e.g. position and 

velocity of particular mechanical parts) and differential equations connecting these variables. A 

similarity with System Dynamics is that they are both conducting continuous time simulation. Their 

difference lies in the nature of their variables, which in Dynamic Systems are of lower level and have 

direct “physical” meaning (e.g. location, velocity, acceleration, pressure, concentration, etc.), so the 

mathematical models connecting them are of lower level (more detailed, modelling particular 

units/objects, instead of the higher level aggregate variables that characterize System Dynamics) and of 

higher complexity. There are graphical modelling languages, such as MATLAB Simulink and textual 

languages, for constructing and analyzing Dynamic System models. We do not intend to investigate 

further this approach, as it is mainly focused on low level modelling of technical systems, and not on 

higher level modelling of social systems, which is our main interest and focus in the PADGET project. 
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4.2.3.5 Cellular automata 

Cellular automata are discrete time models focusing on multiple actors, which are characterized by a 

rules-based and have local interactions in a physical space[56, 57, 70]. In particular, a cellular automaton 

is a collection of "colored" cells (i.e. which can have different colors, this denoting different states) on a 

grid of specified shape; each of them evolves through a number of discrete time steps depending on the 

states of neighbouring cells.  The grid can be in any finite number of dimensions, but one–dimensional 

or two– dimensional cellular automata are mainly used. The term “colour” refers to the state of each 

cell which is defined by a set of predefined rules. Usually each cell is binary (i.e. it can have two states, 

such as “on” or “off”), however cellular automata having a continuous range of possible values may also 

be considered. The internal rules of cells are applied iteratively for as many time steps as desired and 

may change the state of the cell.  In addition, the neighbourhood over which cells affect one another 

must also be specified. Transition rules, which are major components of the model, and possible states 

of each cell, are usually uniform for all cells, which make cellular automata homogenous systems. The 

approach of Cellular Automata relies on the division of the entire model into sub-models, in sense that 

different sets of cells are sub – models representing parts of the whole system. 

Cellular Automata were originally conceived by Ulam and von Neumann in the 1940s to provide a formal 

framework for investigating the behaviour of complex systems, which consist of numerous elements 

with extensive interactions among them. Since then, the theory of Cellular Automata has been proved 

immensely rich, with simple rules and structures being capable of producing and therefore explaining a 

great variety of unexpected behaviors. It can be applied in various disciplines (e.g. mathematics, physics, 

complexity science, biology, etc.) in order to model various kinds of natural and social processes. The 

simplest type of Cellular Automaton is a binary, nearest-neighbour, one-dimensional automaton. Such 

automata were called "elementary cellular automata" and have been found to have amazing properties. 

An illustration of a rule is shown below in Figure 4-8together with the evolution it produces after 15 

steps starting from a single black cell. 
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Figure 4-8: The simplest type of cellular automaton (Source: [79]). 

 

4.2.3.6 Agent-Based Modelling and Simulation [58, 59] 

The main concept of Agent-Based modelling and simulation is the construction of multiple agents 

(individual programs that simulate the behaviour and interaction of individual persons, firms, etc.), 

which are characterized by rules and intelligence, and the calculation-simulation of the interactions 

among them and finally the emerging from them system macro-behaviour [61, 62, 65, 75, 76, 77]. An 

agent can be defined as a self-contained program that can control its own actions based on how it 

perceives its operating environment and also its pre-determined behavioural pattern. The environment 

of an agent refers to its neighbouring agents, from which agents have the ability to learn by 

continuously monitoring it. An agent responds to local information produced by its contact with the 

other neighbouring agents. It has its own properties and follows specific decision-making rules, ranging 

from simple reactive rules to complex adaptive intelligence. The key feature for a component of a model 

to be considered as an agent is the ability of adaptation to its environment. In this context, Casti [64] 

argues that agents should contain both base-level rules for behaviour as well as a higher-level set of 

“rules to change the rules”, which enable them to adapt their behaviour over time based on the 

experience they gain. Basic characteristics of agents include that they are identifiable, situated in an 

environment, autonomous and self-directed and finally, they have goals to achieve. 

According to Epstein [68], Agent-Based models are characterized by five attributes: heterogeneity, 

autonomy, explicit space, local interactions and bounded rationality. ‘Heterogeneity’ refers to the fact 

that agents differ in their preferences or rules that determine their behaviour during simulation, which 

often produces unexpected effects on the macro level; this is used not only to simulate the existing 

differences among individuals (e.g. genetically, culturally, by social network, by preferences, etc.), and 

finally creates unique interactions between agents. The term ‘autonomy’ means that monitoring or 

enforcement of any order is not imposed from above (in a top-down manner), and the restrictions may 

be put only in rules that agents follow in the micro-level and not in collective macro-level, which is 

emerging from the individual rules and the interactions. Hence, the macro level evolution and change 

result from local interactions and from the micro-level to macro, and not vice versa. When an initial 

population of agents is released into an artificial environment in which, and with which, they interact, an 

‘artificial society’ of agents is formed. Artificial society refers to the fact that multi-agent systems try in 

general to create “micro- worlds” or “would-be worlds” in computational environment in order to 

investigate the mechanism, by which interactions and various behaviors of autonomous agents produce 

macro-level structures and self-organization [64]. This “artificial society” of an Agent-Based model takes 

place in a strictly ‘explicit space’, which is usually an n-dimensional cellular automaton. In addition, 

agents present social ability, interacting only with neighbouring agents and not with remote ones. This is 

described by Epstein [68] with the attribute of ‘local interactions’, which simulates the nature of human 

interactions that take place mainly in a defined geographic or cultural area. Finally, the term ‘bounded 

rationality’ has two components: bounded information and bounded computing capacity. In particular, 

agents follow simple rules based on local information, ignoring global information; furthermore, they do 
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not have infinite computational power, and this generates limitations as to the computations they can 

do. This bounded rationality of agents simulates the existence of limits in the rationality of individuals, 

which is subject to stress, time pressure, and emotive forces, as concluded by recent research in the 

domain of cognitive psychology. 

Agent-Based modelling and simulation can be applied in a wide range of complex social, economic and 

political phenomena. There are many good examples in the literature, such as an application of Agent-

Based modelling for studying humanitarian assistance policies executed by governments and NGOs that 

provide the health and safety to refugee communities [60]; in Figure 4-9we can a visualization of the 

general structure of this agent model emphasizing on the interaction of its component agents. 

 

 

Figure 4-9: Interacting agents in humanitarian assistance policies execution (Source: [60]). 

 

Another interesting example is the use of Agent-Based simulation modelling in order to investigate the 

relationship between age and technological diffusion, as part of an attempt to assess the impact of the 

aging on the diffusion processes of future technologies and in general on the innovation absorption 

capacity of socioeconomic systems [69].  A flowchart of this model is shown in Figure. 
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Figure 4-10: Flowchart of agent-based simulation for investigating the relationship between age and technological diffusion 

(Source: [69]). 

 

Agent-Based models are useful in relating the heterogeneous behaviour of agents with different 

information and decision rules with the macro behaviour of the overall system. This makes them often 

more significant in conditions of great uncertainty when forecasts are not possible and the classic 

methods of prospective analysis are less effective. 

The main Agent-Based simulation and modelling platforms and their main characteristics (language 

required to setup a model and to run a simulation, type of license required and primary domain for 
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which the toolkit is intended, URL) are summarized in Appendix B. We have focused on platforms that 

are specialized to model phenomena related to social sciences. 

 

4.2.3.7 Conclusions on Modelling & Simulation components 

 

In the previous sections we have reviewed the main paradigms of simulation modelling and their main 

characteristics; an overview of them is given in the following Table 4-2. 

Methodology Time Simulation Process Level 

Queuing models Discrete Dynamic Stochastic Micro-Meso 

Monte Carlo Discrete Dynamic Stochastic Micro 

System Dynamics Continuous Dynamic Deterministic Macro 

Dynamic Systems Continuous Dynamic Deterministic Micro 

Cellular Automata Discrete Dynamic Deterministic Meso-Macro 

Agent-based Discrete Dynamic Deterministic Meso-Macro 

Table 4-2: Overview of simulation modelling paradigms. 

Taking into account the objectives of the PADGET project, which include the use of high/macro level 

modelling of social systems and simulation for assessing the impacts of different public policy options, 

Systems Dynamics seems to be more appropriate, since: 

• public policy making requires high level views of complex social or economic systems in continuous 

time (focusing not on individual objects/units, but on aggregate variables),  

• such systems include various individual processes with ‘stocks’ (e.g. users and non-users of various 

services or new technologies, employed and unemployed citizens, citizen groups of various income 

levels, etc.) and ‘flows’ among them, which are influenced by public policies. A significant advantage 

of Systems Dynamics is that it focuses on understanding initially the basic structure of a system and 

then based on it understanding the behaviour it can produce (e.g. exponential growth or S-shared 

growth of the basic variable). Another advantage is that as mentioned above Systems Dynamics has 

been successfully used in the past for assessing the evolution of a number of critical variables for 

society, such as unemployment, economic development, taxation income, technologies penetration, 

pollution, poverty, etc. So it is not any more in an ‘experimental phase’, it has reached a maturity 

and knowledge and experience has been gathered in its use the above areas.  
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4.3 Decision Support Component design principles 

The PADGETS Decision Support Component (DSC) is the analytic engine elaborating the results of a 

Padget Campaign in order to extract useful information for the Padget Initiator. 

The DSC relies on information coming from the Padget Initiator, from SMP, SNP, from the Padget, and it 

is made by two main modules: the PADGETS Analytics (i.e., the possibility to conduct statistical 

transformation and data mining), and the PADGETS Simulation Model. 

While the Analytics module aims at grouping and synthesizing raw information and to solve possible 

problems of statistical nature under-representation in collected data, the Simulation Model aims at 

providing future scenarios of opinion change. 

In the following figure we can see the technical architecture of the decision support component. The 

‘Campaign setup’ module can send policy messages to various social media using their APIs; from them 

data on users’ interactions will be retrieved by the ‘Social Platform Analytics’ module (implementing the 

abovementioned first layer and retrieving the raw analytics produced by the social media) and by the 

‘Padget Analytics’ module (implementing the abovementioned second layer and retrieving users’ 

interaction in textual form). The ‘Simulation’ module (implementing the abovementioned third layer) 

will receive various types of indicators produced by the above layers, and using simulation modelling 

tools (e.g. VENSIM that supports System Dynamics modelling and simulation) will produce predictions of 

significant socioeconomic variables’ evolution. 

 

Figure 4-11: Technical architecture of Padgets Decision Support Component. 
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4.3.1 Aims and Inputs of the DSC 

The PADGETS DSC aims at supporting policy makers in finding the answers to the following five 

questions which are relevant during each phase of a public policy lifecycle (agenda setting, policy 

analysis, formulation, implementation, monitoring): 

• Are the citizens aware of the public policy? 

• Are the citizens interested in the public policy? 

• What the citizens think about the specific question concerning the public policy that the policy 

maker has specified in the Padget? 

• Which are the barriers to policy awareness and interest, and which are the barriers to changes 

in public opinion about the policy? 

• Which suggestions are coming from the citizens ? 

The DSC is based on a four-dimensional public policy “awareness-interest-acceptance-opinion” 

framework, which has been created by drawing and combining concepts and elements from theoretical 

frameworks developed in different research domains. In particular, we have used elements from:  

• Diffusion of Innovation Research: The research that has been conducted in this domain has 

concluded that the diffusion of an innovation is a process by which the innovation is 

communicated through certain channels over time among the members of a social system. 

Rogers (2003) [9] identifies five stages (steps) of this process: awareness, interest, evaluation, 

trial, and adoption. Taking into account that a new public policy is an innovation diffused in the 

society, it is quite useful to estimate the extent of citizens’ awareness about, interest in and also 

acceptance (which is the result of the last three of the above stages) of the public policy under 

discussion.  

• Traditional and Electronic Public Participation Research: OECD (2001) [7] drawing from this 

research identifies three levels objectives of the ‘traditional’ (off-line) public participation: 

information provision to the citizens, consultation with them (aiming to extract their opinions on 

the public policy under discussion) and active participation of them (aiming to allow the citizens 

to shape the public policy agenda and to propose actions and measures, i.e. again to provide 

opinions). In a subsequent report focusing on the electronically-supported public participation 

OECD (2004) [8] identifies three similar stages of online engagement: information, consultation 

and active engagement. This indicates that in addition to the provision of information to the 

citizens, so that their awareness on the public policy under discussion, it is also important to 

extract opinions from them, which can help to improve and enrich this public policy.   

• Public Policy Research: The concept of policy acceptance is a well recognized one in political 

science, as it allows us to understand the coherence between the proposed public action and 

the systems of values present in society. It is a necessary precondition for a successful 

implementation of the policy (e.g. see Sunshine and Tyler, 2003 [10]). The concept of 
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acceptance may be seen from a normative point of view (accepting new laws, as in the case of 

the Slovenian pilot on the regulation of immigration), or from an innovation point of view (as in 

the case of the Italian Pilot on telemedicine or the Greek on eID). For these reasons the EC 

finances research work on policy acceptance (e.g. Dialog Project (2006) [6]).  

In conclusion, through a process of interdisciplinary integration of concepts and elements we created 

this four-dimensional framework, which focuses on estimating public policy awareness, interest and 

acceptance and also extracting relevant opinions of citizens, and will be the foundation and basis of 

PADGETS DSC. 

The inputs of the DSS model come from 3 sources: 

• Social Media Platforms 

• the Padget 

• the Padget Initiator (the policy maker) 

Data coming from Social Media and the Padget can be unstructured (i.e., open text content) or 

structured (i.e., users’ actions and selections. Unstructured data are inputs of text mining activities 

which work inside the PADGETS Analytics. 

The PADGETS Analytics and Simulation Model, moreover, use structured data as follows (label keys for 

input identification are between square brackets). 

 

A. From Social Media: 

a. [Socio-demographic_individual] Socio-demographic variables of user (e.g., age, gender, 

etc…); 

b. [Network] User’s network data (e.g., number of friends, etc…); 

c. [ProactiveSM_comment] The fact of having written a text comment related to the 

Padget in the SM (whatever the content); 

d. [ProactiveSM_rating] The fact of having expressed a rating of the Padget, and if 

available the rating itself (e.g., the like button in Facebook and the like/dislike button on 

YouTube, etc…); 

e. [ProactiveSM_sharing] The fact of having shared the Padget with friends. 

B. From the Padget: 

a. [ProactivePadget_comment] The fact of having written a comment (inside the Padget); 

b. [Padget_choice] User’s choices in rating and selection scales. 
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C. From the Padget Initiator: 

a. [Socio-demographic_target] Socio-demographic variables of actual citizens 

(stakeholders) affected by the public policy. 

The inputs database contains two broad categories of data in terms of data organization: Padget 

Initiator data referring to the specific policy campaign and individual users data, coming from SM 

Platforms and Padget usage. 

The first category contains [Socio-demographic_target] that is to say the static data referring to the 

target area. 

Example: the target area is made by 15,234 males of age 

between 20 and 30, by 20,000 females over 65, etc.. 

The second category contains [all other inputs] organized according to the two dimensions of user and 

time: the user who acted and the time of action. 

4.3.2 DSC Outputs and Basic Indicators 

Based on the analysis performed on the policy lifecycle in Section 2, the Decision Support Components 

outputs are developed along three different concepts: 

• Awareness 

• Interest 

• Acceptance 

From a Padget End User perspective, each concept is a set containing the following ones, but not vice 

versa. Thus, a user interested in the policy must be also aware of the policy, but it might be false the 

opposite (i.e., an aware user can be not interested in the policy). 

The distinction between the concepts, although intuitive, is made clearer by Table 4-3,which represents 

the map between outputs and inputs, that is to say which inputs are used for each output. The rationale 

behind the table is that acceptance concerns the data collected inside the Padget, interest concerns all 

data generated by a proactive behaviour by users in Social Media, and finally awareness is a matter of 

an only passive reception in Social Media (i.e., without further spreading or commenting the Padget 

announcement in Social Media because of lack of interest). 
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  Output 

  Awareness Interest Acceptance 

Input 

[Socio-demographic_individual] X X X 

[Network] X X X 

[ProactiveSM_comment]  X  

[ProactiveSM_rating]  X  

[ProactiveSM_sharing]  X  

[ProactivePadget_comment]   X 

[Padget_choice]   X 

[Socio-demographic_target] X X X 

Table 4-3: Map between DSC inputs and outputs 

 

For each concept, there are three outputs: 

1. Socio-demographic variables of awareness/interest/acceptance diffusion; 

2. Awareness/Interest/Acceptance distribution; 

3. Awareness/Interest/Acceptance scenarios. 

The first output (Socio-demographic variables of awareness/interest/acceptance diffusion) is a 

distribution of awareness/interest/acceptance data over the main categories of stakeholders 

identifiable according to socio-demographic variables. It is computed by the Analytics module. 

Examples: the degree of policy awareness of males with age 

over 65;  

the interest raised by the policy in females younger than 18. 

The second output (Awareness/Interest/Acceptance distribution) is computed by the Analytics module 

too, and it projects the data obtained in SMP, SNP and Padget micro applications about policy 

awareness/interest/acceptance to the actual world. The output is made by both aggregate outcomes 

and outcomes distributed along socio-demographic variables. 

Examples: the degree of policy awareness of population;  
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the interest raised by the policy in the target population of 

males with age between 20 and 30. 

The third output (Awareness/Interest/Acceptance scenarios) estimates how policy 

awareness/interest/acceptance will change in the actual world in the near future. The output is made by 

both aggregate outcomes and outcomes distributed along socio-demographic variables. The scenarios 

are simulated by the Simulation Model. 

Examples: the degree of policy awareness of population in a 

three month time;  

the interest raised by the policy in a month time in the 

population of males with age between 20 and 30. 

 

4.3.3 Opinions Analysis 

From the literature review we conducted in the area of opinion mining/sentiment analysis  it is 

concluded that useful algorithms and methods have been developed enabling us to analyze the textual 

feedback on a proposed public policy, which is provided by the users of the social media where we have 

published messages about this policy, and draw conclusions on: 

a) the general sentiments/feelings on this policy (whether they like it or not), 

b) the main particular issues of this policy raised and commented, 

c) and also the sentiments/feelings on them. 

These conclusions can be combined with the ones from the analysis of users’ non-textual feedback (e.g. 

numbers of users who viewed, liked and disliked the message, ratings of it), so that a more complete 

picture on the attitudes on this proposed public policy can be formed . 

For achieving the above three objectives we are going to use the following classes of opinion 

mining/sentiment analysis methods and tools described in 4.2.2respectively (i.e. the following three 

points correspond to the above three objectives):  

I. available methods and tools for document-level sentiment analysis (allowing classification of an 

opinionated text as expressing as a whole a positive, negative or neutral opinion), and also 

available methods and tools for sentence-level sentiment analysis (allowing classification of 

each sentence of such a text as objective (a fact) or subjective (opinion), and then focus on the 

latter and classification of each of them as expressing a positive, negative or neutral opinion), 

II. available methods and tools for extraction, from a set of opinionated texts about the topic we 

are interested in, of the particular features/subtopics commented by the authors of  these texts,  
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III. available methods and tools that allow for each of them identification of the orientation of the 

opinions expressed about it as positive, negative or neutral (feature-level sentiment analysis).  

We are already examining and testing existing tools providing the above functionalities. 

 

4.3.4 Modelling and Simulation sub-component 

 

By combining the technical overview of the PADGETS Decision Support Component with the Inputs and 

Outputs of the DSC as presented in previous paragraphs, the detailed design of DSC is synthesized as in 

Figure 4-12. The figure also shows how the two DSC modules transform the inputs coming from three 

different sources in outputs useful for the Padget Initiator. 

 

 

Figure 4-12: The structure of Padgets Decision Support Model. 

 

In synthesis the Analytics modules manages the text mining on unstructured data and computes both 

the socio-demographic variables and the distribution of awareness/interest/acceptance. 

In fact, socio-demographic variables of awareness/interest/acceptance diffusion are obtained by simply 

grouping raw SM and Padget data according to socio-demographic variables. 
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Awareness/Interest/Acceptance distributions are calculated by re-sampling the raw data in order to 

increase the real world significance of obtained results. The just mentioned activities are conducted by 

the Analytics module and depend upon some mathematical functions. 

The re-sampling of data is required because of the possible under representation of specific groups of 

stakeholders in Social Media. While a growing number of contributions in the literature are supporting 

the thesis that the dynamics happening in Social Media, such as for instance personal choices, 

expression of opinions, etc..., are valid also in the real world3 and they do not need to be transformed, it 

is a contemporary sound empirical evidence the uneven distribution of Social Media users. In particular, 

the relevant literature has pointed out how the elements (e.g., age, ethnicity, income, etc...) 

determining the “digital confidence” of citizens are the ones along which digital inequality exists and 

under representation may be generated4. 

Thus, considering the aim of designing a DSC for any kind of Policy Context and that the stakeholders 

interested by the Policy Statement can belong to clusters of population which commonly suffer of under 

representation in Social Media, the problem of re-sampling Padget raw outcomes must be explicitly 

dealt with. 

The DSC is thus designed with a specific capability of managing such problems. When under 

representation is almost not present, socio-demographic variables of awareness/interest/acceptance 

and their distribution values (i.e., the re-sampled data) are almost the same. When uneven 

representation is present, distribution values of awareness/interest/acceptance inform the policy maker 

that there can be problem of reliability in the data collected in Social Media and suggest her plausible 

corrections of the distribution of awareness/interest/acceptance.  

It is worth debating a foreseeable “worst case” scenario for the activity of re-sampling: it is the case in 

which a crucial cluster of stakeholders is almost completely absent from Social Media, or at least its 

presence is not enough to guarantee to the re-sampling procedure the possibility to estimate 

statistically significant distributions, or the case in which the data gathered in the Padget Campaign is 

not enough to proceed in a statistically significant re-sampling (e.g., because privacy constraints in Social 

Media do not allow an effective clustering of subjects)5. In that case the DSC signals to the Padget 

Initiator the problem, but the DSC still computes distribution values with re-sampling because they are 

the most accurate estimates that can be made and even if not precise they still can be quite informative 

in suggesting the actual distribution of awareness/interest/acceptance in the population. 

The computation of awareness/interest/acceptance scenarios, finally, is made by the Simulation Model 

which however relies on some inputs provided by the Analytics module. 

                                                   

3
As examples of the mentioned trend in the literature consider [1] and [2]. 

4
For references see [3].  

5
 For a review of the typical problems found when re-sampling data collected over the Internet and the Social Media, please 

refer to [4].  
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Awareness/Interest/Acceptance scenarios, in fact, are the most complex outcome and they start from 

the re-sampling of raw data, that is to say from the awareness/interest/acceptance distributions. 

Then a procedure computes trends evolution (along the dimensions of output concepts – 

awareness/interest/acceptance – and of socio-demographic variables – age/gender/etc…). Finally a 

System Dynamics simulation is run in order to estimate the possible future outcomes and their 

probability of occurrence. 

Being the Simulation Model a System Dynamics one, there is the need for two main kind of modules6, 

stocks and flows. Thus the Simulation Model is based on the identification of relevant stocks according 

to socio-demographic variables, and flows according to the just mentioned trends of evolution. 

The simulation is thus focused on how different socio-demographic clusters of stakeholders change their 

level of awareness/interest/acceptance. The model considers the fact that such clusters are not 

independent and that several feedback loops and cascade effects can be at work. 

A final remark concerns the Simulation Model outcomes and their degree of probability of occurrence. 

The Simulation Model in fact contains several stochastic and uncertain elements because of two 

foreseeable reasons: i) data collection can be not “complete”, that is to say there will be several missing 

data (e.g., for users with stricter privacy settings); ii) not all the elements needed to build a complete 

Simulation Model are collectable, thus several plausible theoretical hypotheses need to be considered. 

Given the stochastic nature of the simulation and the uncertainty on some simulation parameters, the 

simulation will be run to explore all the possible outcomes of variations in parameters (including the 

random seed for stochastic processes). The resulting distribution of scenarios will be studied and 

presented to DSC end users. 

Example: we do not know the value of users’ average degree 

(number of friends) and its standard deviation. By running a 

parameters sweeping with the simulation we have discovered 

that an 20% awareness in the population in two months time is 

an outcome obtainable with several combinations of 

parameters, let’s say the double of the parameters space 

necessary to obtain a 15% awareness level. We now know that 

the 20% outcome has the double of probability of occurrence 

of a 15% level (assuming flat and uncorrelated probability in 

the parameters space). If we sweep the entire parameters 

space, we can specify both the forecasted outcome and its 

probability of occurrence, that is to say what we have called 

here the scenario. 

                                                   

6
 For a complete introduction to System Dynamics, to its concepts and terminology, please refer to [5]. 
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4.3.5 Effectiveness 
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To say it differently, end users obtain possible future levels of awareness/interest/acceptance and their 

Based on the above principles, an initial model in System Dynamics methodology, following the concepts 

of awareness, interest and acceptance is presented below: 

Figure 4-13: Generic PADGETS System Dynamics model 

The outputs of the DSC directly answer the first three policy makers’ questions out of the five we want 

ons are: are the people (stakeholders) aware of the public policy? are the people 

(stakeholders) interested in the public policy? and what the people (stakeholders) think about the 

specific question concerning the public policy that the policy maker has specified in the Padget?

detailed basic and elaborated data about the three concepts of awareness, interest and 

policy makers will obtain extensive answers to their questions, and

future trends in society towards the policy on focus. 

Q. Are the Greek people aware of the e-ID project?  

A. Now 26% of Greek males are aware of that, and they will 

become the 30% in a six months time (p = 0.89). 
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future levels of awareness/interest/acceptance and their 

Based on the above principles, an initial model in System Dynamics methodology, following the concepts 

 

The outputs of the DSC directly answer the first three policy makers’ questions out of the five we want 
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The remaining two policy makers’ questions we plan to answer (section 4.3.1) are: which are the 

barriers to policy awareness and interest, and which are the barriers to changes in public opinion about 

the policy? which suggestions are coming from the people (stakeholders)? 

In this case the answers to policy makers are provided by the DSC as a whole, that is to say by all the 

results coming from the Analytics and the Simulation Model, and in particular by the answers coming 

from both structured information and unstructured one as elaborated by activities such as text 

mining. 

Example: Q. Being the Polish not so much in favour of an 

European minimum wage, which are the barriers in changing 

their mind?  

A. The low level of acceptance of the policy is due to the 

negative opinion of young Polish males and their most 

frequent keywords in text mining are “decrease starting 

salaries” and “below poverty line”. Thus, it is probable that 

young Polish males think that the proposed minimum wage  (a 

fixed percentage of the average salary in Poland) is lower than 

their starting salaries, and they are scared that the new norm 

will decrease starting salaries below the level of poverty. 

To say it differently, the first three policy questions we considered as aims of the DSC are directly 

answered by singular groups of indicators provided by the DSC. For instance, if the policy maker is 

interested in evaluating the policy awareness in the population, the DSC provides a set of indicators 

related to awareness which describe the contemporary level of awareness and its near future trend. The 

measures given to policy makers are those explained before in section 4.3.3, that is to say, synthetically, 

a measure of results of the Padgets Campaign, its projection on the whole population and its trend in 

the near future. 

On the other side, the two remaining questions concerning emerging barriers and public suggestions are 

per se unforeseeable in their structure and content, and it thus becomes impossible to identify ex ante a 

structure to organize such information.  

Furthermore, the answer to such questions is partially fulfilled by the just cited indicators: for instance, 

considering the barriers to policy acceptance, the indicators can suggest that a specific combination of 

age classes and gender is where the level of acceptance is lowest and thus that there is where barriers 

are strongest. The policy makers can now focus on where the barriers clearly emerge, but she still does 

not know which are the barriers. Thus such information must be integrated with the one coming from 

text mining on unstructured fields, which studies contributions provided by Padget Users and organize 

such information along the same clusters along which indicators are presented. In such a way, getting 

back to the example, the policy maker can focus her attention to the text mining results of the cluster 
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with the lowest level of policy acceptance and she can understand the reason for such a low level of 

acceptance. 

In conclusion, the DSC answers the last two questions of policy makers’ interest (i.e., barriers and 

suggestions) by providing detailed information organized as numeric indicators and text contributions, 

allowing interested policy makers to understand barriers and suggestions of population clusters 

emerged as relevant because of their reaction to the Padget Campaign. 
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5. Linking to Underlying Content and Activities in Social Media 

In the scope of WP1 (in Deliverable 1.2 specifically) we documented in detail a number of Social Media 

Platforms that constitute potential target platforms for PADGETS system, in order to publish a policy 

message across them and track the Citizen feedback. In particular, the complete set of API methods of 

10 popular Social Media platforms (Facebook, Twitter, Youtube, Flickr, Blogger, etc.) have been 

documented and grouped in two categories; methods for publishing content and methods for tracking 

content.  

Nevertheless this work, thorough it may be, it did not describe how these methods will be used from the 

PADGETS perspective, meaning how these APIs are going to be utilized by the PADGETS system in order 

to realize its capabilities for publishing and tracking content across Social Media platforms. 

In this Section, we pick up from the previous work in Deliverable 1.2 and continue it further to match 

the needs of PADGETS project. Particularly, we present the methodological approach that will allow the 

PADGETS system to direct the different content types that put together a Policy to “fit for purpose” 

Social Media platforms to be published simultaneously in. Additionally tracking Citizen feedback and 

Citizen activities to the published policy content becomes seamless, since all Citizen engagement is 

linked to the initial published message independently of the underlying Social Media platform.  

This chapter is structured along two main parts; a) the study of existing approaches and good practices 

that move towards an interoperable social web b) how PADGETS System will use existing formats in the 

scope of an innovative approach for Publishing and Tracking content to/from multiple social accounts. 

5.1 Mapping of the Social Media Landscape 

Social Web is a constantly changing field. As soon as a new platform succeeds in attracting a notable 

number of users, it becomes a subject of discussion and interest for a variety of stakeholders, including 

businesses, policy makers and the actual users themselves. At the same time, an open platform can 

attract even more developers who will try to add extra value to it with their applications.  These factors 

contribute significantly in shaping the present landscape of constantly evolving platforms that try to 

import new features via their APIs, in order to bring more subscribers or keep their existing ones. The 

end result is continuously evolving or entirely new APIs, coming from existing or new Platforms. 

As a result, any effort to unify and interoperate the Social Web becomes even more challenging and 

demanding. In this section, existing approaches, good practices and initiatives in the area of Social 

Media are analyzed to assist the drafting of an open solution for Padgets, one that will be easily 

adaptable to any changes. 

5.1.1 Activity Streams 

Activity Streams is a recent data format that attempts to unify and describe Objects and Activities in 

Social Media in a common way. Despite its small life, it is a rather promising initiative from a working 

group that brings together people from Facebook, MySpace, Google, Microsoft etc. in an effort to create 
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new standards for Social Media. As an early indication of its potential, it has already been adopted by 

Facebook for describing its new Social Graph API.  

Activity Streams uses a unified way to describe activities in Social Media through abstract concepts such 

as “social objects”, making it easier to create a platform independent description of a Social Media 

platform from its APIs. For this reason, “ActivityStrea.ms” – adapted for PADGETS – can provide an ideal 

basis for describing content and activities of the underlying social media landscape in an abstract, 

platform-independent, way [1]. 

 

 

 

People over Social Media do not simply connect to each other. They connect through shared content (or 

in other words an object), which may be a photo, a comment, a video or a status update. This turns 

automatically such objects into Social Objects. 

Activity Streams[2] is a format for syndicating social activities around the web and provides a common 

language to describe social interactions. For example, if someone designs a new app for the first time, 

they have to think about how to manipulate the roles, rules, and tools to increase user interest, desire, 

or motivation and they might develop a series of rule-based rewards for completing certain tasks. 

Activity streams can help define these activities, rules, rewards, etc. 

The basic idea is to take existing streams of content, which represent all of the activities coming out of 

networks, repositories, and so on, and provide the metadata necessary to differentiate all the distinct 

activities coming from these different sources.  

The Activity Streams model presents an “actor- verb - object” tuple, with an optional “target” 

parameter, as shown below. 

 

Actorverb object [target] 

e.g.1 Chrisbought Planet Earth [at Amazon.com] 

e.g.2 Johnposted a comment [at Facebook] 

Figure 5-1: Social Activity Syntax (Subject - Verb - Object). 

 

 

Activity Streams is a data model for social objects 
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Activity Stream is a Data format that can describe every entity and activity on the Social Web. Thus, it 

can be used either as a basic schema and reference source in order to build a new Social Applications or 

as a way to communicate more easily with different platforms. 

According to the Activity Streams specification, an activity is a description of an action that was 

performed (the verb) with some social object (the object), at some instance in time, by an actor. An 

activity feed is a feed of such activities. An activity may also have a target, which is the object into which 

or to which the action was performed. It is expected that in many cases, consumers of activity feeds will 

use them to turn machine readable descriptions of activities into human-readable sentences such as 

"Joanne posted a Photo: 'My Cat'". However, the process for forming such sentences is not defined by 

the Activity Streams’ specification. 

Similarly to the philosophy of the Activity Streams, PADGETS System needs to communicate with 

different social media platforms simultaneously. This means that every time there will be a single object 

(e.g. a status) that will be published to and retrieved from many platforms. For this reason PADGETS 

System has to describe the social object, which will be pushed to/pulled from the web, with all the 

needed information and without missing any data. Moreover, PADGETS System has to be aware of all 

the methods, objects and activities that every platform supports. Thus, the methods of every API are 

connected and grouped with specific Objects and methods.  

Additionally, as the social web grows and evolves, new social applications emerge. As a result, PADGETS 

system must be scalable to adopt new platforms, or even to adopt new features from existing platforms 

(e.g. Facebook places, Twitter places). Using Activity Streams solves this problem to a great extent, as 

PADGETS System already knows how to present an object on its own UI, but also knows how to describe 

its attributes. The only additional effort is connecting the API methods must to the appropriate Object. 

Furthermore, with Activity Streams, PADGETS System can be aware of all the Activities that Citizens can 

perform upon a published message. Describing these Activities and connecting with the appropriate 

methods, makes it easier to collect the Citizen feedback and produce metrics. 

Last but not least, as the concept of Activity Streams becomes popular and reaches its maturity and 

stability, more and more API engines will be able to receive and send Activity Streams messages (Atom, 

JSON etc.) as their native capability. MySpace already has released such an API, and if we take into 

account that many partners represent companies like Google and Facebook, it is possible that more 

platforms will follow. When this happens, it will be easier to communicate with platforms, as an extra 

layer that transforms Activity Streams to the appropriate protocol will not be needed or it will be much 

simpler to implement. 

5.1.1.1 Activity Streams Schema (Verbs and Object Types) 

The Activity Streams community provides a Schema [3] to describe all the available Base Objects and 

Activities. It is a reference documentation that helps anyone who wants to read an Activity Streams 

message to parse the document and get the information they want. This Schema is not limited to these 

specific entities, as programmers may enhance its capabilities with more Objects and Activities. But all 
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these extended entities must be a specialization or a generalization of existing Objects or Activities. 

Thus, we can have an extended Activity Streams Schema, with our own namespace. 

Verbs and Objects are based on the “actor- verb - object” tuple, as described above. The Activity 

streams Schema documents the parameters needed to be included to every object and gives a short 

description for every entity. Specifically, all the required Verbs and object types are identified by URIs 

(verb and object identifiers) [4] though these URIs may not resolve to any useful resource. Other 

specifications may define further verb and object types with corresponding IRIs. Such specifications 

must define the meaning of these verb and object identifiers and should also describe how any 

additional properties of the verb or object type are to be encoded in an Atom entry. Verbs and object 

types may derive from other verbs and object types. The properties required by the parents will also be 

required by the derived types.  

For example, if there is a base object type “image” and a derived type of “photo”, all properties that are 

defined for “image” are also defined for “photo”. Consumers that do not support the “photo” object 

type may use their recognition of the “image” object type as a fallback when processing an object of 

type “photo”. 

5.1.1.1.1 Verb Types 

An Activity is a description of an action that was performed (the verb) with some social object (the 

object), by an actor at some instance in time. Verbs (Activity Verb) are represented using the “activity: 

verb” Extension Element.  

The Base Schema, as a main documentation for verbs, provides generic terms that all activity consumers 

should support. The other, more specific, sections that follow use specializations of this base vocabulary 

to provide additional terms that may only be useful in certain applications.  

In [Annex D: Activity Streams], there are all the supported Verbs grouped in the Base Schema and the 

Event Schema, with a description for every Verb and its URI in the Activity Streams namespace. 

 

5.1.1.1.2 Object Types 

An object construct is a thing, real or imaginary, which participates in an activity. It may be the entity 

performing the activity, or the entity on which the activity was performed. An Object in Activity Streams 

can be an Actor (atom: author), a Social Object (activity: object), a Target(activity: target) or any 

additional elements that can be used to represent objects. 

Below, there are all the supported Objects grouped in the Base Schema, the Event Schema and the 

Music Schema, with a description for every Object, its URI and its properties for the Activity Streams 

namespace. 

A table describing the Objects In Activity Streams follows. The fields of table are: 
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• Object: name of the Object with a reference to the Activity Streams Schema 

• Schema: Activity Streams have different Schemas for Objects, describing basic and extended 

functionalities too. 

• Description: The Platform characteristics realized as Objects for Activity Streams. 

• URI: URI referencing the documentation of the specific Object. (so that XML parsers will know 

how to read Object’s properties). 

• Properties and description of each Object. 

The table with Object types is available at [Annex D: Activity Streams]. 

5.1.1.2 Activity Context Elements 

This specification defines an initial set of activity context elements that can be used with all activity 

entries. These provide orthogonal context information that can apply to all activities. 

The table with the Activity Context Elements is available at Annex D: Activity Streams. 

 
Figure 5-2: A list of Social Activities, optionally combined with Social Context. 

 

5.1.1.3 Replies 

Most social applications have a concept of "comments", "replies" or "responses" to social Objects. In 

many cases these are simple text messages, but any Object can, in practice, be a reply. A text-only reply 

should be represented using the comment object type as described above. Replies of other types must 

carry the appropriate type and must not carry the comment object type. 

Replies, regardless of object type, should be represented using the “thr:in-reply-to” element defined by 

Atom Threading Extensions [5]. Publishers should also, if available, include metadata about the item 

being replied to using the mechanisms defined in [atomcommentmeta‑00] [6]. 
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The act of posting a reply is represented by the post Verb as with "top-level" Objects. 

 

 
Figure 5-3: List of Activity Objects, can also be used as replies. 

 

5.1.1.4 Activity Entries 

There are two options if someone wants to communicate with an external platform (Social Media 

Platform) using Activity Streams: 

a) The destination platform must have an API that listens to Activity Streams messages and can 

parse the content of the message. Only MySpace at the moment has created an ActivityStrea.ms 

based API, and still the documentation is in a Draft form (by 25th of October 2010) [7].  

b) Alternatively, an intermediate parser must be created, in order to read the incoming message 

accordingly to the ActivityStrea.ms Schema (xmlns) [8]. Then the message must be transformed 

to an appropriate form that the destination platform will understand (REST mainly). This 

approach is the most prevalent at the moment, as most platforms support RESTful APIs.  

Both approaches depend on the exposed APIs by every Social Platform. In an ideal world, everyone 

would “speak” and “listen” to Activity Streams. It is a protocol that encloses all the information needed 

for a typical Social Platform and it is extendable for any special Object or Activity. But as it is a rather 

new protocol, the second approach is currently the best option. 

At the moment, the Activity Streams community has incorporated the Schema in two formats; an ATOM 

[9] entry/feed and a  JSON [10]also. Below, the ATOM format is going to be used to describe and 

understand the ActivityStrea.ms format, as it is more human readable than JSON and its documentation 
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is more complete at the moment of this study. Yet JSON, or any other protocol described properly in the 

future, can be used to send Activity Streams data.  

The Atom Syndication Format is widely used to transmit various types of web content such as weblog 

posts, news headlines, as well as user activities within social sites. In the case of user activities, Atom 

lacks the ability to express much of the activity-specific metadata in a machine-parseable format. 

Activity Streams is an XML format designed to allow this additional activity metadata to be expressed 

within existing Atom entries and feeds. 

The XML Namespaces URI for the XML data format described in this specification is: 

http://activitystrea.ms/spec/1.0/. 

An Activity entry in ATOM is an entry element as described by the Atom specification that represents an 

activity. The actor of the activity entry is the author of the entry. The verbs and object of the activity are 

identified explicitly in the Activity entry as described in the following sections. An Atom entry is 

considered to be an activity entry if and only if it has at least one “activity: verb” child element and one 

or more “activity: object” child elements as described in the following sections. 

At the table below, we can see a typical Atom Activity Entry. As described in the beginning of this 

Section, an activity consists of an actor, a verb, and an object.  Generally, an entry can have the 

following tags [11]: 

• Time: A Date Construct that identifies the time at which the activity occurred. It is important to 

note that this is not necessarily the same as the time at which the activity was published. An 

Activity construct must have exactly one Time value.  

• Actor: An Object Construct that identifies the entity that performed the activity. An Activity 

construct must have exactly one actor.  

• Verb: An IRI reference that identifies the action of the activity. This value must be an absolute 

IRI, or a IRI relative to the base IRI of http://activitystrea.ms/schema/1.0/. An Activity construct 

must have exactly one verb.  

• Object: This Object Construct identifies the primary object of the activity. An Activity construct 

must have exactly one object.  

• Target: The target of an activity is an Object Construct that represents the object to which the 

activity was performed. The exact meaning of an activity's target is dependent on the verb of 

the activity, but will often be the object of the English preposition "to". For example, in the 

activity "John saved a movie to his wish list", the target of the activity is "wish list". The activity 

target must not be used to identify an indirect object that is not a target of the activity. An 

Activity construct may have a target but it must not have more than one.  
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• Title: An HTML representation of the natural language title for this activity. Consumers may use 

the value of this field, if set, as a fallback for when the provided verb is not recognized. An 

Activity Construct may have a title but it must not have more than one.  

• Summary: An HTML representation of the activity, including visual elements such as thumbnails. 

Consumers may use the value of this field to present the activity to a user, in lieu of constructing 

a representation from each of the activity's components. Publishers should include a summary 

for activities in order to provide a fallback for parsers that are not Activity Streams aware. An 

Activity Construct may have a summary but it must not have more than one. 

Moreover, an Objectconstruct[12] is a thing, real or imaginary, which participates in an activity. It may 

be the entity performing the activity, or the entity on which the activity is performed. In other words, 

the Actor, the Target and the Object are all different implementations of the Object Entity. An object 

consists of the logical components defined in the following bullets. Certain object types may further 

refine the meaning of these components, or they may define additional components. If an object type 

defines an additional component then it should also define the representation of that component in one 

or more serialization formats: 

• ID: The id of an object construct is an IRI that uniquely identifies the object. Note that the 

definition of "IRI" excludes relative references. An Object construct should have an ID value, and 

must not have more than one.  If an object construct does not have an ID value, consumers may 

use the Permalink URL as a weaker identifier, but must, in this case, allow for the fact that 

Permalink URL is not defined to be unique across all objects and be prepared to handle 

duplicates. 

 

• Name: This string value provides a human readable display name for the object, if the object has 

a name. An Object construct may have a name, but must not have more than one. 

 

• Summary: This string value provides a human readable description or summary of the Object. 

An Object construct may have a summary, but must not have more than one. 

 

• RepresentativeImage: This IRI reference identifies an image resource which provides a visual 

representation of the object, intended for human consumption. An Object construct may have a 

representative image, but must not have more than one. 

 

• PermalinkURL: This IRI reference identifies a resource which provides an HTML representation 

of the object. An Object construct may have a Permalink URL, but must not have more than one. 

 

• ObjectType: An IRI reference that identifies the type of object. This value must be an absolute 

IRI, or a IRI relative to the base IRI of http://activitystrea.ms/schema/1.0/. An Object construct 

may have a type, but must not have more than one. If no object type is present, the object has 

no specific type. Consumers should refer to such objects only by their names. For example, 
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when forming an activity sentence a consumer might say "Johan posted 'My Cat'" rather than 

"Johan posted a photo: 'My Cat'". 

Below we can see an example of an Atom Activity Entry (Figure 5-4). 

 

<entry> 

<id>tag:world:activity:1212121212121</id> 

<title>Rob liked Goldeberg's Deli</title> 

<author> 

<name>Rob Dolin</name> 

<id>tag:world:person:1212121212121</id> 

<link rel="alternate" type="text/html" href="http://robdolin.com" /> 

<poco:address> 

<poco:locality>Marina del Rey</poco:locality> 

<poco:region>CA</poco:region> 

<poco:postalCode>90292</poco:postalCode> 

<poco:country>US</poco:country> 

</poco:address> 

</author> 

<activity:object> 

<activity:object-type>http://activitystrea.ms/schema/1.0/place</object-

type> 

<id>tag:world:place:1212121212121</id> 

<title>Goldberg's Deli</title> 

<link rel="alternate" type="text/html" href="http://www.deli.com" /> 

<geo:point>33.9777 -118.4351</geo:point> 

<poco:address> 

<poco:streetAddress>14016 Bora Bora Way</poco:streetAddress> 

<poco:locality>Marina del Rey</poco:locality> 

<poco:region>CA</poco:region> 

<poco:postalCode>90292</poco:postalCode> 

<poco:country>US</poco:country> 

</poco:address> 

</activity:object> 

<geo:point>33.9777 -119.4351</geo:point> 

<activity:verb>http://activitystrea.ms/schema/1.0/like</activity:verb> 

</entry> 

Figure 5-4: A typical activity entry. 

 

Next, we are going to identify and describe every tag of an Atom entry, providing the specific XML part 

with the information: 

1. Activity Title, Summary and Detail: In an activity entry, the “atom: title”, “atom: summary” and 

“atom: content” elements must contain a human-readable description of the activity. This text will be 

used by general Atom processors that do not understand this extension. This text may also be used by 

feed processors that do not recognize the verb. Any other non-activity elements may be used in an 

activity entry to affect a desired handling by non-activity processors. 
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Feed producers may use information from outside sources to choose a suitable language to use for the 

activity description. For example, a feed producer responding to an HTTP request might use the HTTP 

Accept-Language header or a user preference otherwise determined to select a language. Feed 

producers should use “xml:lang” to identify the language used. 

Following, there is an example that demonstrates the use of “atom : title” and “atom :content” to 

provide fallback content for feed processors that do not support activity extensions (Figure 5-5). An 

activity stream application might render this entry into the sentence "Geraldine posted a photo titled 

'My Cat' in Geraldine's Photos", with the photo title and the source feed title presented as links. 

 

<entry> 

<id>tag:photopanic.example.com,2008:activity01</id> 

<title>Geraldine posted a Photo on PhotoPanic</title> 

<published>2008-11-02T15:29:00Z</published> 

<link rel="alternate" type="text/html" 

     href="http://example.com/geraldine/activities/1" /> 

<activity:verb> 

 http://activitystrea.ms/schema/1.0/post 

</activity:verb> 

<activity:object> 

 <id>tag:photopanic.example.com,2008:photo01</id> 

 <title>My Cat</title> 

 <published>2008-11-02T15:29:00Z</published> 

 <link rel="alternate" type="text/html" 

        href="http://example.com/geraldine/photos/1" /> 

 <activity:object-type> 

 tag:atomactivity.example.com,2008:photo 

 </activity:object-type> 

 <source> 

<title>Geraldine's Photos</title> 

<link rel="self" type="application/atom+xml" 

            href="http://example.com/geraldine/photofeed.xml" /> 

<link rel="alternate" type="text/html" 

            href="http://example.com/geraldine/" /> 

 </source> 

</activity:object> 

<content type="html"> 

&lt;p&gt;Geraldine posted a Photo on  

        PhotoPanic&lt;/p&gt; 

&lt;img src="/geraldine/photo1.jpg"&gt; 

</content> 

</entry> 

Figure 5-5: Example that demonstrates the use of “atom : title” and “atom : content”. 

 

2. Time of the Activity: The time at which an activity occurred is represented in the “atom : 

published” element within each activity entry. An activity entry must have exactly one “atom : 

published” element. The time stored herein is the time that the activity occurred, not the time that the 
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associated activity object was published. Feed processors may use this element to sort a list of activity 

entries into chronological order. 

 

<published>2008-11-02T15:29:00Z</published> 

Figure 5-6: Example that demonstrates the use of “atom : published”. 

 

3. Activity Link: An activity entry should include an “atom : link” element with a link relationship of 

"alternate", a type of "text/html" and a “href” attribute containing the URL of an HTML-based 

representation of this activity or the associated object. Though this link does not have any special 

significance in this specification, general Atom processors that do not support the activity extensions will 

often present such a link to the user. 

 

<link rel="alternate" type="text/html" href= "http://example.com/geraldine/activities/1" /> 

[…] 

<link rel="alternate" type="text/html" href="http://example.com/geraldine/photos/1" /> 

[…] 

<link rel="alternate" type="text/html" href="http://example.com/geraldine/" /> 
Figure 5-7: Example that demonstrates the use of “atom : link”. 

 

4. TheActor[13] of an activity is identified by the “atom : author” element of the activity entry. The 

Atom specification defines the “atom : author” element to identify the author of an entry, feed, or 

source feed. This specification extends the object model of “atom : author” to include the additional 

elements defined for “atom : object”. If an activity entry does not contain an “atom : author” element, a 

consumer should use the “atom : author” of the contained “atom : source” element or of the containing 

“atom : feed”.  

An Actor is an Object Construct that identifies the entity that performed the activity. An Activity 

construct must have exactly one actor. 

 

<author> 

<name>Rob Dolin</name> 

<id>tag:world:person:1212121212121</id> 

<link rel="alternate" type="text/html" href="http://robdolin.com" /> 

<poco:address> 

<poco:locality>Marina del Rey</poco:locality> 

<poco:region>CA</poco:region> 

<poco:postalCode>90292</poco:postalCode> 
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<poco:country>US</poco:country> 

</poco:address> 

</author> 

Figure 5-8: Example that demonstrates the use of “atom : author”. 

 

5. An Activity[14]is a description of an action that was performed (the verb) at some instant in 

time by some actor, with some social object (the object). An activity feed is a feed of such 

activities.Verbs (Activity Verb) are represented using the “activity: verb” Extension Element. All activity 

entries must have at least one “activity: verb” element. 

The content of the “activity: verb” element must be a verb identifier. The verb identifier within this 

element defines a verb for this activity. A given activity entry may have more than one “activity: verb” 

element, which indicates that there are several verbs describing this activity. Where multiple verbs are 

used, all verbs must be generalizations or specializations of one another. For example, the general verb 

"to experience" might be specialized by a verb "to listen to". If a derived verb is used, publishers should 

also include all of its ancestor types so that a consumer may use the most specific verb it understands. 

An activity feed processor should use the most specific verb it understands within each entry. If none of 

the activity's verbs are understood by the processor, the processor may use other information to infer 

the verb.Otherwise, the processor may use the content of the “atom : title”, ”atom : summary” and/or 

“atom : content” to obtain a human-readable description of the activity as a fallback. 

 

<activity:verb> 

http://activitystrea.ms/schema/1.0/like 

</activity:verb> 

Figure 5-9: Example that demonstrates the use of “activity: verb”. 

 

6. An activity must have an Object. An activity: object element represents the Object Construct. It 

is the Social Object that connects users in a Social Platform, and it is the reason that this Platform exists. 

It has the following components: 

• ID: The ID of the Object Construct is represented using the atom: id element. 

• Name: The name of the Object Construct is represented using the atom: title element. Consumers 

MUST convert the value into HTML if necessary. 

• Summary: The summary of the Object Construct is represented using the atom: summary 

element. Consumers MUST convert the value into HTML if necessary. 
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• Representative Image: The representative image of the Object Construct is represented by the 

first atom: link element whose rel attribute value is "preview" and whose type attribute value is 

an image media type. 

• Permalink URL: The permalink URL of the Object Construct is represented by the href attribute of 

an atom: link element, whose rel attribute value is "alternate" and whose type attribute value is 

"text/html". 

• Object Type: The object type URL of the Object Construct is represented by an activity: object-

type element. 

 

<activity:object> 

 <id>tag:photopanic.example.com,2008:photo01</id> 

 <title>My Cat</title> 

 <published>2008-11-02T15:29:00Z</published> 

 <link rel="alternate" type="text/html" 

        href="http://example.com/geraldine/photos/1" /> 

 <activity:object-type> 

 tag:atomactivity.example.com,2008:photo 

 </activity:object-type> 

 <source> 

<title>Geraldine's Photos</title> 

<link rel="self" type="application/atom+xml" 

            href="http://example.com/geraldine/photofeed.xml" /> 

<link rel="alternate" type="text/html" 

            href="http://example.com/geraldine/" /> 

 </source> 

</activity:object> 

 

Figure 5-10: Example that demonstrates the use of “activity: object”. 

 

7. An activity may also have a Target, which is the object into which or to which the action was 

done. Whether a target is allowed and the specific meaning of a target is defined by each verb.  

The target of an activity is an Object Construct that represents the object to which the activity was 

performed. The exact meaning of an activity's target is dependent on the verb of the activity, but will 

often be the object of the English preposition "to". For example, in the activity "John saved a movie to 

his wish list", the target of the activity is "wish list". The activity target mustnot be used to identify an 
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indirect object that is not a target of the activity. An Activity construct may have a target but it mustnot 

have more than one. 

An activity: target element represents the Object Construct that is the Target of an Activity Construct. 

The content model of an activity: target element includes the elements indicated in section 5.1.1, with 

the meanings defined in that section, as well as any extension elements defined by the Atom 

serializations of the object type listed for the object. 

 

<entry xmlns="http://www.w3.org/2005/Atom" 

xmlns:activity="http://activitystrea.ms/spec/1.0/"> 

<id>tag:photopanic.example.com,2009:/activity/4859/1643</id> 

<title>Geraldine posted a photo to the My Pets album.</title> 

<published>2010-06-21T00:28:35Z</published> 

<link rel="alternate" type="text/html" 

href="http://example.com/geraldine/activities/1643" /> 

<author> 

<name>Geraldine</name> 

<uri>http://example.com/geraldine</uri> 

<id>tag:photopanic.example.com,2009:person/4859</id> 

<activity:object-type>person</activity:object-type> 

<link rel="alternate" type="text/html" href="http://example.com/geraldine" /> 

</author> 

<activity:object> 

<id>tag:photopanic.example.com,2009:photo/1643</id> 

<title>My Cat</title> 

<link rel="alternate" type="text/html" href="/geraldine/photos/1643" /> 

<link rel="preview" type="image/jpeg" href="/geraldine/photos/1643/thumb.jpg" /> 

<link rel="enclosure" type="image/jpeg" href="/geraldine/photos/1643/full.jpg" /> 

<activity:object-type>photo</activity:object-type> 

</activity:object> 

<activity:target> 

<id>tag:photopanic.example.com,2009:photo-album/2519</id> 

<title>My Pets</title> 

<link rel="alternate" type="text/html" href="/geraldine/albums/pets" /> 

<activity:object-type>photo-album</activity:object-type> 

</activity:target> 

<content type="xhtml">...</content> 

</entry> 

 

Figure 5-11: Example that demonstrates the use of “activity: target”. 
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5.1.1.5 Summarizing  

Activity Streams is a XML namespace that can be used when one wants to describe a Social Platform in a 

platform independent way. The entities described in the documentation are capable to describe all the 

required information, independent to any Specific Platform. 

At the moment, Activity Strams it is not a common language that every Social Platform API is able to 

understand. But considering the composition of the working group (Six Apart, Google, MySpace, 

Facebook, Microsoft), the adaptation by significant companies (Facebook, MySpace, Windows Live, 

Google Buzz, BBC, Opera, TypePad, Gowalla, Gnip, Superfeedr, YIID etc.) and the implementation of an 

API from MySpace, Activity Streams is more than promising for an interoperable way to describe data in 

Social Web, despite the fact that it is still a Draft. It encloses the required information for the description 

of basic objects and activities, while it can easily extended by a Platform dedicated namespace. 

Quoting Chris Messina from Google [15], the benefits of the Activity Streams format can be summarized 

at: 

• Staying in touch across the web 

• An open, emergent ecosystem of activities 

• Filtering, search, automation & stats  

• Optimal, compelling, custom experiences 

• Coalescing, merging, de-duping. 

 

5.1.2 Shorten URL 

URL shortening is a technique on the World Wide Web according to which a URL may become 

substantially shorter in length. This involves using an HTTP Redirect on a domain name that is short to 

link to a website which has a long URL. Domain names are linked to IP addresses, however, in order to 

be human friendly, the Latin alphabet can be used. Sometimes this can lead to extremely long URLs [16].  

 

For example, the 

URLhttp://en.wikipedia.org/w/index.php?title=TinyURL&diff=283621022&oldid=283308287 

can be shortened to 

 http://tinyurl.com/mmw6lb 

Figure 5-12: Shorten URL example. 
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Initially, TinyURL and similar types of URL shortening services focused on simply providing a short 

representative URL to their users. Naturally, the competitive breadth for shortening URLs was rather 

short. Subsequent competition over this space intensified and extended to providing various other 

features, including custom short URLs (TinyURL, bit.ly), analysis of click-through statistics (bit.ly), 

advertisements (Adjix, Linkbee), preview pages (TinyURL, is.gd) and so on. 

There are several reasons to use URL shortening [17]: 

• They can help create short and easy to remember URLs: The most obvious benefit of having a 

shortened URL is that it'sshort. A typical example of a particularly long URL is a link to a location 

in Google Maps (Figure 5-13). 

 

 

Figure 5-13: A sample big URL that needs shortening. 

 

Such URLs are meant to be clicked on, as they are virtually impossible to pass around verbally or 

in writing. It might be justifiable if the URL is cut and pasted on documents, but sometimes 

certain applications will truncate parts of the URL while processing. This makes a long URL 

difficult to click on and even produces erroneous links.  

• They allow passing of links in character-limited services such as Twitter: Short links are of 

course crucial in character-limited message passing systems like Twitter, Identi.ca, and SMS. 

Passing long URLs is impossible without a URL shortening service. 

• They can be used to verbally pass URLs: Short URLs are also useful in cases of accessibility. For 

example, reading out the Google Maps link above is almost impossible, but reading out the 

“TinyURL” link (vanity or otherwise) is much easier in comparison. 

Many popular URL shortening services also provide some form of statistics and analytics on the usage of 

the links. This feature allows tracking short URLs to see how many clicks they received and what kind of 

patterns can be derived from them. Although the metrics are usually not advanced, they do provide a 

basic added value. 

On the other hand, URL shortening services have their fair share of criticisms as well. 

• They presentan opportunity to spammers for hiding original URLs: when a URL shortening 

service creates a short URL, it effectively hides the original link and this can be used by 

spammers or other abusers to redirect users to their sites. For example, users might feel that 
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the URL http://tinyurl.com/singapore-flyer goes to Google Map, but when they click on it, they 

might be redirected to that of a music video instead. 

• They could be unreliable if one is dependent on them for redirection: because most short URLs 

are not customized, it is quite difficult to see just from the URL if the link is genuine or not. Many 

prominent websites and applications have such concerns, including MySpace, Flickr, and even 

Microsoft Live Messenger, and have from one time or another banned or restricted usage of 

TinyURL because of this problem. To combat spammers and fraud, URL shortening services have 

come up with the idea of link previews, which allow users to preview a short URL before it 

redirects them to the long URL. For example, TinyURL will show the user the long URL on a 

preview page and requires the user to explicitly go to the long URL. 

• Possible undesirable or vulgar short URLs might be accidentally produced: a negative side 

effect of random or even customized short URLs is that undesirable, vulgar, or embarrassing 

short URLs can be created. For example, on TinyURL short URLs were predictable and it was 

exploited, such as embarrassing short URLs that were made to redirect to the White House 

websites of then U.S. Vice President Dick Cheney and Second Lady Lynne Cheney. 

A URL shortening service is based on HTTP, which has a built-in mechanism for redirection. In fact HTTP 

has a whole class of HTTP status codes to do this. HTTP status codes that start with 3 (such as 301, 302) 

tell the browser to go look for that resource in another location. This is used in the case where a web 

page has moved to another location or is no longer at the original location. The two most commonly 

used redirection status codes are 301 Move Permanently and 302 Found [18]. 

PADGETS is going to provide a Shortening URL Service. Although it is quite a simple technology based on 

HTTP, still it is necessary for platforms like Twitter where there are character limitations. More 

important, metrics collected through short URL services can help measure the success of spreading the 

policy message through the PADGETS system. For this reason,PADGETS has to create its own service, 

and not use a third party service, as it has to own the metrics in order to provide better Policy Making 

results.  Additionally, all drawbacks relative to spamming associated with shorten URL practiceare 

overpassed, as Policy Makers are signed in and their identity can be verified before using the PADGETS 

System.  
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5.1.3 Platforms of Interest to the PADGETS System 

Within Deliverable 1.2 we described a series of Social Media Platforms that constitute targets for the 

PADGETS System when it comes to publishing content and tracking Citizen feedback. Nevertheless, 

several aspect of the PADGETS system could benefit for existing supplementary platforms.Forplatforms 

that have a powerful Search API (Google Blog Search), or new Web2.0 Platforms with new supporting 

for multiple file types (Scribd). These platforms and their functionalities will be documented in this 

section. 

5.1.3.1 Google News Search API 

 

Figure 5-14: An instance of Google's News Search engine 

 

“PADGETS Shortener” must have the following main features: 

• Policy Makers can create a short URL that represents a long URL. 

• Policy Makers can provide a custom URL to represent the long URL. 

• Policy Makers are able to view various statistics involving the short 

URL, including the number of clicks and where the clicks come from, 

on a timeline 

o Daily number of visits. 

o Total number of visits from individual countries. 

• Citizens who visit the short URL will be redirected to the long URL. 

• Citizenscan preview a short URL to enable them to see what the 

long URL is. 

• Undesirable words are not allowed in the short URL. 
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The Google News Search API allows programmers to embed Google News Search in web pages and 

other web applications. The Google News Search JavaScript API [19] is a JavaScript library. For Flash, and 

other non-JavaScript environments, the API exposes a raw interface that returns JSON-encoded results 

that are easily processed by most languages and runtimes.  The Google News Search API JSON interface 

[20] can be used to write news query applications in any language that can handle a JSON-encoded 

result set with embedded status codes. Thus, we are going to describe the JSON interface, as it is 

independent to any specific language. 

The documentation of the API is available at [Google News Search API] Annex F. 
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5.1.3.2 Google Blog Search API 

 

 

Figure 5-15: An instance of Google's Blog Search engine 

 

The Google Blog Search API allows programmers to embed Google Blog Search in web pages and other 

web applications. The Google Blog Search JavaScript API [21] is a JavaScript library. For Flash, and other 

non-JavaScript environments, the API exposes a raw interface that returns JSON-encoded results that 

are easily processed by most languages and runtimes. The Google Blog Search API JSON interface[22] 

can be used to write blog query applications in any language that can handle a JSON-encoded result set 

with embedded status codes. 

The documentation of the API is available at [Google Blog Search API] Annex F. 

5.1.3.3 Scribd 

The demand of Policy Makers to publish documents with their policy messages creates for PADGETS the 

need of analyzing and using a new Platform. Scribd is a platform for publishing documents in many 

formats, and has anAPI that makes programming fairly easy. For that reason in the PADGETS System we 

will use Scribd to publish File Objects (pdf, ppt, doc etc.) as attachments to policy messages. 
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Figure 5-16: Scribd’s platform homepage. 

 

Scribd (http://www.scribd.com/) is a social reading and publishing company, a Web 2.0 based 

document-sharing website which allows users to post documents of various formats, and embed them 

into a web page using its iPaper format. They try to facilitate sharing and discovering entertaining, 

informative and original written content across the web and mobile devices.  Think of Scribd 

(pronounced “skribbed”) as a large book club - except that anyone can join the conversation on any 

topic imaginable. Scribd has converted over a billion pages of written works into web pages. In addition, 

most Scribd content is available to download or print, giving readers even more choices for reading and 

sharing. Scribd acts as a hub for all your written content - where someone can upload, organize and 

distribute their work on the web and mobile devices.  
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Figure 5-17: A book uploaded and publicly available on Scribd. 

 

Scribd supportsvarious file formats, and this is the main reason we preferred Scribd instead of Slideshare 

which is equally well known and handful, but supports only ppt/ppts: 

• Microsoft Excel (.xls, .xlsx) 

• Microsoft PowerPoint (.ppt, .pps, .pptx) 

• Microsoft Word (.doc, .docx) 

• OpenDocument formats (.odt, .odp, .ods) 

• OpenOffice.org XML formats (.sxw, .sxi, .sxc) 

• Plain text (.txt) 

• Portable Document Format (.pdf) 

• PostScript (.ps) 

• Rich Text Format (.rtf) 

Scribd offers a RESTful API (http://www.scribd.com/developers) with great functionality, but we will not 

analyze it in this document as it is great in size. Its documentation is quite structured and user-friendly, 

so it does not need further analyzing. In this documentation we will only use and therefore document 

only the needed methods to publish a File Object as a policy Message. 
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5.2 PADGETS Publishing and Tracking Approach 

PADGETS System has to face a great challenge during the time of its system design and implementation 

but mainly during its operation; it needs to interconnect with platforms that exhibit different 

characteristics, different technologies and, most importantly, platforms that have not reached yet 

stability and by design interoperability.  

Throughout our research in PADGETS project hitherto, we have witnessed changes in APIs (Facebook 

with Open Graph), changes in the way an application gains access to platform data (Twitter with OAuth), 

even user interface renovations (Twitter, Digg). But thankfully, we have seen a lot of efforts, either from 

platform developers or from third party developers (e.g. Google working groups), to create an Open and 

Interoperable Social Web. 

For all the reasons above, PADGETS System will adopt Open and Extendable protocols and formats, in 

order to communicate easily with the Social Web and be adaptable in any future changes. Thus, 

PADGETS project has adopted Activity Streams as the dominant data format, and is going to be built on 

the open XMPP architecture and will be connected with existing extensions, plugins and even servers in 

order to achieve the desired results. 

5.2.1 PADGETS Streams 

The PADGETS Streams approach uses Objects, Activities and their Properties from Activity Streams in 

order to help Policy Makers publish a message across multiple social media accounts and in the 

appropriate format, meaning that different the different content types that put together the policy 

message will be published to “fir for purpose” platforms. Activities Streams is the tool that helps us 

describe different Platforms in a common way, while we describe how a message has to transform to 

“fit” on different platforms. At the same time, every interaction is tracked and attached in every 

published stream, so that we create the concept of a discussion among Policy Makers and Citizens. 

“PADGETS Streams” Rationale: 

• The policy maker creates a message putting together different content types (text, images, 

video, links, files) which is automatically “disassembled” to different composing Social Objects 

(article, bookmark, Status Update, Photo etc.). The basic approach is to split the (policy) 

message into different components (links, images, description, tags, text) and have it published 

to the proper platforms. Towards this, this paragraph describes explicitly all the related Objects 

and the Activities that can take place from the policy maker’s point of view. We call it Padgets 

Streams, and we describe how the message is broken down to message parts and published in 

different platforms.  

• After the publication of the policy maker’s message, the Citizens interact with parts of the 

message in the different platforms using all the available types of Activities provided by the 

platforms (i.e. mark as Liked, comment, rate, share etc.). As PADGETS Streams describe all these 
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Activities that can take place, we can group the API methods which will be used to retrieve  

Citizens’ feedback and various social metrics (likes, views etc.). 

• As soon as the policy maker gets the feedback, a sort of a “Dialogue” starts. The policy maker 

should be able to answer at some key points, in order to enhance the message, clear doubts or 

answer to criticism, always maintaining a solid “stream” of discussion. These comments will 

“stick” onto the stream of the initial message, the one with which Citizens interacted. 

“PADGETS Streams” Approach: 

• Every Activity Object, as described in Activity Streams Section, is going to participate in a 

scenario where content is published across social media and Citizens’ interaction to it gets 

tracked. Every Object can be published to specific Platforms assuming specific content forms 

that the platform accepts.  In PADGETS Streams we describe how an Object can be published to 

different platforms, and how it should be transformed in order to fit into different Objects forms 

that can be accepted in each target platform. Finally, PADGETS Streams describe all the different 

(social) activities that users can perform on the published Object. These actions are either 

actions that can be retrieved through API methods or activities engaged by the Citizens on a 

Platform that cannot be tracked by an API Method (i.e. a Citizen can view an image in Facebook, 

but there is no API method that returns the number of views for a photo). 

• Social Media platforms public API methods, documented in Deliverable 1.2, will be grouped in 

this section, according to relevant PADGETS Streams . These API methods will cover two 

dimensions: 

o What API methods are needed to publish the specific objects. 

o What API methods are needed to collect the Social Activities generated by users. 

• API methods will be mentioned only in relation to the specific objects. For example, how the 

Policy Maker will respond on a blog comment will not be described in the Article Object that 

represents the blog post, but in the Comment Object representing the particular comment the 

Policy Maker responds to. 

• When an object is published to an account we have a “stream”. Using the Object’s ID, we will 

group all the Activities (including comments) that produced via interaction. 

• When an object is published to more than one platforms, we have term “group of streams”. 

• At the end we describe a technique in order to support cross platform “Discussion”. 

 

Note: examining how and when an API methods needs the publisher’s credentials (username, password, 

id etc.) or developer’s credentials (API key, secret key etc.) in order to be called is beyond the scope of this 
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study. All these parameters have been documented in Deliverable 1.2 during WP1 and will be part of the 

implementation solution.  

 

PADGETS System deals with a policy message, which has to be published to across several target 

platforms. For that reason, we describe how every Object will change form (e.g. from Article Object to 

Status Object) in order to fit to the publishing requirement of the different target platforms. Platform 

limitations (not supported objects or characters limitations) and every platform’s characteristics are 

taken into consideration. Thus, we define where every Object can be published and how it should be 

transformed automatically.  This way, a message initiator (the policy maker) has only to choose the final 

destination (platforms) and the PADGETS System will perform the necessary transformations and 

transactions. 

At the same time, since every Activity that can take place is known, we can describe the properties that 

have to be stored on the PADGETS System Database in order to retrieve the Citizens feedback. For 

example, an object ID (for the published object) in Facebook is capable to provide most of the Citizens’ 

Activities (likes, comments etc.). 

Combining these two, a new concept arises: “PADGETS Streams”. 

 

 

 

In the sections below, wedescribe flows of Objects and Activities for different types of policy messages. 

We include Object transformations that might be necessary in order to publish on Platforms that do not 

support a specific Object. In the associated figures for each section, the red area on the Figure 

corresponds to the part of the policy initiator, while the blue area corresponds to the Activities and 

feedback from the Citizens. A green arrow is used to signify that an Object is published without changes 

 

A PADGETS Stream is an Object published on an account, coupled with the 

Citizens’ Activities attached to it. This Stream has a unique ID that makes it 

easier to attach new feedback Activities and to present it on Front-End as 

connected Objects and in the form of a “Discussion”. Additionally, when 

several Streams derive from the same Object, we talk about a “PADGETS 

Streams Group”, with a unique group ID. In other words, different kinds of 

feedback from different platforms are now connected to each other, and 

thus it becomes easier to aggregate, present and finally evaluate Citizens’ 

opinion in relation to the initial message. 
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(object transformations) to a Platform. Otherwise, red thin arrows show the properties that can be 

passed to every platform. In the “Activities” section, there are activities that Citizens can perform upon 

an Object, (in contrast to the Activities performed by the policy message initiator). 

The Methods analyzed are grouped using the same abstractions. In the red area, we group the methods 

for publishing content (post, edit, delete) for every platform. We also relate the API properties to the 

Activity Streams properties, as the Object is initially described as an Activity Streams Object, and its 

value must be passed to the API method. The end-users’ Activities are displayed in the blue area.  

We associate methods to Activities, along with the properties that must be passed to get Citizens 

feedback. These properties are very important, as it is the minimum data that must be stored on the 

PADGETS System Database, after a Policy Maker has published an Object and the systems gets the API 

response (success & object ID/link, or ERROR messages).  

Finally, we have documented all the data returned for every retrieving method. All this information can 

be stored (except for cases where the target platform’s Terms of Use does not allow to do so) in order to 

present the feedback to policy makers, or process it with the Decision Support Component. 

 

Note: In this study we follow the guidelines of the “Activity Streams - Atom Activity Extension” is 

considered as guideline. Most specifically, the Activity Stream’s syntax (Actor-Verb-Object-Target-

Context) is extended with properties that every Element should, may or must include. Such properties are 

“id”, “uri”, “link”, “name” etc. This does not bind PADGETS’ implementation with the Atom extension, but 

no matter how Activity Streams may be expressed, they must follow the guidelines that the 

Atomdocumentation provides (MUST, MAY, SHOULD).Moreover, the Actor element is used as the  Author 

element in Atom specification with the same meaning. 

Thus, at the Tables with Activity Streams properties, there may exist properties like “Actor.id”, 

“Actor.uri”, “target.id” that refer to the tuple (Actor-Verb-Object-Target-Context) as described in Atom 

Activity Extension. 

Additionally, PADGETS will create an extension of Activity Streams to incorporate extra information 

needed for the functionality of PADGETS. When these properties are used for the PADGETS Streams, 

there is reference to the specific section. 

Finally, the action of “Update” is considered to be the Activity of posting a new Object to the old Object 

(e.g. Actor posts object: status to target: status), while the action of “Deleting” is considered to be the 

Activity of posting an empty Object to the target Object (e.g. Actor posts object: [empty] to target: 

status). 

 

5.2.1.1 Article Object 
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An Article Object and its properties, as described in Activity Streams, are used to push a policy Article to 

different platforms. A policy initiator can either create a new Article or use input from an external 

website, while the Padgets engine will to distribute it to the proper platforms in the proper form. 

In this case, a policy message always starts with an Article. The green arrow shows an Object published 

to external platforms with minor changes. In other words, the destination platform supports such 

Objects natively. 

Blogger:An Article object can be published directly to Blogger, with all its properties, and Blogger 

provides a permalink (instead of Blogger we can have any platform with the same behavior). An Article 

object can even be an external link, e.g. a website post, that the policy initiator feeds into the system. As 

soon as the initiator has described the Article Object to be used (Blogger or other entry), the permalink 

of this Object will be published to specific platforms. In the figure below, the red arrows indicate how 

these properties are sent to different platforms in order to fit the destination Object. 

Facebook: in Facebook there is little point to publishing a complete article as a status update, even if it is 

allowed by the platform. The closed nature of Facebook makes a posted item (such as an article) difficult 

to discover by audiences outside the platform. Meanwhile, since articles can be lengthy, it is not well 

suited for posting as a “status update”, and may aggravate end users when it shows up on their news 

feed. Facebook is mainly a Social Network, therefore the main object in this Platform is the “Person 

Object” and the connections between friends. In other words, a message in Facebook is meant only to 

inform a user’s network and is propagated only within that network.  For these reasons, a status update 

that includes the permalink, the article header and a short description with a thumbnail is enough. For 

developers the problem is even less complicated, since only a permalink is necessary. The Facebook API 

associates the rest of the information (header, description, thumbnail) automatically  

Twitter:Twitter has a limitation of 140 characters for every status update, which limits the number of 

alternatives. The “Title” of the Article, combined with the “Permalink” and a number of category tags, 

are sufficient to create a short policy message to support the original Article Object.  

Delicious:  Deliciousis a bookmarking engine. The Title, a Description (Summary), some category tags 

and, of course, the permalink are enough to publish a Bookmark on Delicious. 

Digg:Digg does not support uploading a permalink programmatically. This is done in order to avoid 

spamming from engines, thus their API does not support that functionality. If the policy initiator wants 

to use this platform, the link must be manually submitted to the Digg platform, while giving Padgets the 

ID of the Digg article in order to follow up on user Activities.When an Article has been posted, end users 

interact with the message via commonly used functionalities, similar to those by other platforms. For 

Activity Streams these interactions are called Social Activities.  

Blogger: For an Article Object, a user can only POST a COMMENT on the blog post. 
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The Citizen activities that can be applied up to the other objects (e.g. status object) – that is the Citizen 

activities that produce feedback –  are not analysed below; they are included in full detail in the 

relevant sections used to describe the corresponding Object (e.g. status object). 

 

 

Figure 5-18: An Article Object changes forms in order to fit to different destination Platforms, while end users interact with it 

with available Social Activities. 

 

Based on the figure above, and combining the work published on Deliverable 1.2, the following table 

shows all the Objects and Activities that every Platform supports via its API. Extending that work, the 

metrics (that every API method returns)  are also documented. These metrics will be used for the 

decision support model of PADGETS at a later stage. 

Blogger: Blogger returns the comments for every post, including the content of that comment, 

information about the author and the time this comment created by end-user. Every comment is also a 

Comment Object, with its own “permalink”, and can be used by the policy initiator to post a reply. 
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Article Object 
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Article Object 
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Dt -- 

Replace -- 
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Posts/delete 

[25] 

URL Permalink 

    

Digg:Bookmark ---------- --- --- ---------- --------- -------- ------- 

Table 5-1: Article Object, disassembled to fit in different platforms and tracked at each platform. 

 

5.2.1.2 Audio Object 

The policy initiator can either create a new Audio Object or give input from an external website, and 

PADGETS engine is going to distribute it to the proper platforms in the proper form. 

In this case, a policy message starts always with an Audio Article.  

Facebook: Facebook supports file attachments with every status update. Thus, an existing mp3 file can 

be uploaded with a Status update. Otherwise, an existing Audio Page URL will be used to pass the 

message to end-users. 

YouTube: An audio stream can be passed to YouTube, but only in a proper video format (e.g. MPEG4).In 

this case, along with a title and a text description, the Audio Object is transformed to a Video. 

Technically, however, this Video has an audio component only. 

Twitter: Twitter does not accept Audio Objects, but it can receive a URL of the recorded audio and its 

title in order to update the policy maker’s Status Object. 
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Figure 5-19: An Audio Object changes forms in order to fit to different destination Platforms, while end users interact with it 

with available Social Activities. 

 

An Audio Object must be transformed into a different object, so there are no Social Activities from end-

users. 
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https://graph.fa

cebook.com/US

ER_ID/feed 

uid Actor.id    

message Title  

Description 

Audio page 

URL 

--- Audio Stream 

--- Player applet 

--- category 

Delete Status 

Object[30] 

(Graph 

API)https://grap

h.facebook.com

postid Target.id 
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Audio Object 

Platform:  

Platform    

specific     

Objects 

Publishing  

‘’Objects’’ 

Methods 

API Properties Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

Activities 

Methods 

API  

Properties 

Retrieved 

Metrics 

/POST_ID 

Twitter: 

Status 

POST 

statuses/updat

e 

[31] 

status 

Audio page 

url 

   

title 

category 

In_reply_to_status_id Target.id 

lat --- 

long --- 

Place_id --- 

Display_coordinates --- 

Trim_user --- 

POST 

statuses/destro

y/:id 

[32] 

id Target.id 

User Actor.id 

Trim_user -- 

Include_entities -- 

Table 5-2: Audio Object, disassembled to fit in different platforms and tracked at each platform. 

 

5.2.1.3 Bookmark Object 

The policy initiator can create a new Bookmark Object from different Objects (e.g. Article, Video) as an 

input, in order to inform more end-users of the existence of another Policy message. In other words, a 

Bookmark is not a “primary” policy Object, as bookmarking is based on existing messages, but it can be a 

very useful, supportive object. 

In this case, a policy message transforms into a Bookmark Object in order to fit different platforms, 

which, in our case are Delicious and  Digg. 

Delicious: Delicious supports passing a Book mark object programmatically. Category tags are also very 

important in Delicious, as it is easier for end-users to find related bookmarks.Therefore, it makes sense 

to include this parameter.. 

Digg: The policy maker must pass the Target URL manually, as Digg does not support Bookmarking 

programmatically.  

When a Bookmark has been posted, end users interact with the message via functionalities common to 

most Platforms. For Activity Streams these interactions are called Social Activities. The relevant Social 

Activities for specific platforms are: 

Delicious: The end-user can only Save the bookmark to their profile. 

Digg: Even if Digg does not provide an API method for publishing new Bookmarks through its API (only 

manually), it allows end-users to POST a comment, to Save the current bookmark, to Digg (like) and Bury 
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(unlike) a website. This community of users that rate websites and bring them on top of the list, is the 

power of Digg and the reason we have chosen it, even if it does not allows us to push content via its API. 

 

 

Figure 5-20: A Bookmark Object changes forms in order to fit to different destination Platforms, while end users interact with 

it with available Social Activities. 

 

Using the abstraction above and the related output in Deliverable 1.2, it’s possible to relate, via APIs, the 

specific Objects and Activities with Social Media Platforms.Extending that work, the metrics- every API 

method returns- are documented also, metrics that will be used for the decision support model of 

PADGETS later. 

Delicious: Does not support feedback about the users who have saved the initial Object to their profile 

Digg: Comments and Likes (Diggs) on a story can be retrieved through Digg’s API. The Policy Initiator is 

allowed only to Digg a story programmatically, so as to increase the story’s (message’s) rank on the 

Platform. 

 

Bookmark Object 
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Platform: 

Platform 

specific 

objects 

Publishing 

‘’objects’’ 

methods 

API 

Properties 

Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

Activities 

Methods 

API 

Properties 

Retrieved 

Metrics 

Delicious: 

Bookmark 

Posts/add[3

3] 

url Target url 

sa
v

e
 

--- --- 

 --- Bookmark 

page url 

description title    

extended description 

thumbnail 

Target title 

tags category 

dt --- 

Replace --- 

Shared --- 

POST 

Posts/delete

[34] 

url Target url 

Digg:Bookm

ark 

GET 

story.digg 

[35] 

Story_id Target.id 

(p
o

st
)c

o
m

m
e

n
t GET 

Story.getco

mments  

[36] 

Story_id 

co
m

m
e

n
ts

 Comment_i

d 

  Cursor Date_creat

ed 

Sort Diggs 

Limit Down 

order Parent_id 

 Text 

 Thread_id 
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Bookmark Object 

Platform: 

Platform 

specific 

objects 

Publishing 

‘’objects’’ 

methods 

API 

Properties 

Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

Activities 

Methods 

API 

Properties 

Retrieved 

Metrics 

 up 

 User 

(element) 

Section 11 

[Annex C] 

D
ig

g
(M

a
rk

 a
s 

Li
k

e
d

)  

 

Story.getDig

gs   

[37] 

Story_id authorized 

cursor count 

limit cursor 

 data 

d
ig

g
s 

Date_creat

ed 

Digg_id 

Story_id 

User 

(element) 

Section 11 

[Annex C] 

method 

timestamp 

user 

version 

Story.getInf

o 

[38] 

story_ids/ 

ctitles/ 

links 

count 

timestamp 

cursor 
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Bookmark Object 

Platform: 

Platform 

specific 

objects 

Publishing 

‘’objects’’ 

methods 

API 

Properties 

Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

Activities 

Methods 

API 

Properties 

Retrieved 

Metrics 

version 

st
o

ri
e

s 

permalink 

description 

title 

url 

Story_id 

diggs 

Submitter 

(User 

element) 

Section 11 

[Annex C] 

comments 

dugg 

Topic{clean

_name,na

me} 

activity 

Date_creat

ed 

th
u

m
b

n
a

il
s 

large 

small 

mediu

m 

thum
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Bookmark Object 

Platform: 

Platform 

specific 

objects 

Publishing 

‘’objects’’ 

methods 

API 

Properties 

Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

Activities 

Methods 

API 

Properties 

Retrieved 

Metrics 

b 

authorized 

data 

method 

user 

S
a

v
e

 

--- --- --- 

B
u

ry
 

(U
n

li
k

e
) 

--- --- --- 

Table 5-3: Bookmark Object, disassembled to fit in different platforms and tracked at each platform. 

5.2.1.4  

5.2.1.5 Comment Object 

A comment object is not a primary type of a policy message, as it usually refers to an existing object. 

Nevertheless, a discussion could be triggered by a policy initiator’s comment, but this is not a common 

practice. Even if a Comment is not a primitive and independent object, it is one of the most important 

ones in a policy message. The fact that almost every platform supports commenting makes Comments a 

key object on policy making. 

In this case, the policy initiator starts with a comment that will be pushed to a platform.  This comment 

can be on a variety of objects, like Articles, Videos, Status etc. or even on another Comment Object, if 

supported by the SMP. The policy initiator can publish on the following SMP:  

Blogger: A policy initiator can publish a comment only to a blog post, with a subject and content. The 

initiator cannot comment on another comment programmatically, but the content of the comment can 

be a reply to a previous comment.  
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Facebook: An initial Comment can be posted to every object in Facebook (Image, Video, Status, Event 

etc.) if this functionality is not disabled by the owner of the initial Object. Here again, a comment is not 

addressable to another comment, only to the initial commendable object. 

YouTube: A comment here can be posted either to a Video or to another existing Comment object. 

LinkedIn: LinkedIn accepts a Comment Object directly, with a subject title, and on a Status Object. 

Ustream: A comment can be posted to a Video Object or to another Comment object. 

Picasa: a Comment Object can be posted to a Photo object. 

Flickr: a Comment Object can be posted to a Photo object or to another Comment. 

Twitter: a comment Object on Twitter must be change into a Status Object. This status will be on-reply-

to the initiate Status Object that is commented. 

Digg: a comment on a Bookmark can be posted on Digg. 

When a Comment has been posted, end users interact with the message via functionalities that every 

Platform offers. For Activity Streams these interactions are called Social Activities. The relevant Social 

Activities for specific platforms are: 

Blogger:  There are no activities on the comment object. An end-user can only post a new comment on 

the initiate Blog Post (Article Object).  

Facebook: A comment on Facebook can only be marked as “Liked” by end users. Comments do not 

address to other comments, only to a major object (status, photo, video etc.). 

YouTube: End users on YouTube can “Like” or “Unlike” comments of other users, but they can also 

respond directly to a comment with another comment. 

LinkedIn: An end user is not allowed to do further actions on a Comment object. 

Ustream: An end user can respond with a comment to another comment. 

Picasa:  No further activities are allowed on a Comment object, 

Flickr: An end user can post a Comment to another Comment as a reply. 

Digg: An end-user can Like/Unlike a comment and even respond with a new Comment. 
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Figure 5-21: A Comment Object pushed on different destination Platforms, while end users interact with it with available 

Social Activities. 

 

Based on the figure above, and combining the work published on Deliverable 1.2, the table below shows 

all Objects and Activities that every Platform supports via their APIs. Extending that work, the metrics- 

every API method returns- are documented also, metrics that will be used for the decision support 

model of PADGETS later. 

Blogger: a Policy Initiator can create and delete a new comment on a Blog. No further activities on a 

Posted Comment are allowed, as comments are only addressable to Blog posts. 

Facebook: Facebook’s API allows Policy Initiators to publish and delete a commentto various objects, 

called by their ID. End users’ responses to the published comment are not linked programmatically to 

the comment; the system must retrieve all comments from the object and then it should link them to 

the published comment. 

LinkedIn: Its API allows pushing a comment, nevertheless collecting feedback is extremely difficult, as 

LinkedIn returns feed from all user’s connections, not relative to the comment or the commendable 

object. 

YouTube: It allows both pushing comments to video and retrieving replies from end users. Policy 

initiators are able also to publish comments as reply to other comments. 
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Picasa: It allows pushing a comment, but feedback is related only to the commented object and not to 

the published comment. 

Flickr: It allows pushing a comment to photos, albums and photo-streams, but feedback is related only 

to the commented object and not to the published comment. 

Twitter:  A status-comment in reply to another status is available on Twitter. 

Digg: It allows pushing a comment to stories and feedback from end-users. 

Comment Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API 

Properties 

Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved Metrics 

Blogger: 

Comment 

Create and 

publish 

comments  

[39] 

BlogID Account.id 

[5.2.2] 

   

postID Target.id 

Title Subject 

content content 

--- permalink 

Delete comment 

[40] 

BlogID Account.id 

[5.2.2] 

postID Target.id 

commentID Object.id 

Facebook: 

comment 

Comments.add[4

1] 

Text Content 

R
e

le
v

a
n

t 
co

m
m

e
n

ts
 +

 l
ik

e
s 

GET Status 

Comments[42] 

(Graph API)  

https://graph.fa

cebook.com/ST

ATUS_ID/comm

ents 

*Gets all 

comments 

(including likes 

on comments) 

end tries to 

Status_ID 

co
m

m
e

n
ts

 Id 

Xid ---  From:{na

me,id} 

Object_id Target.id message 

Uid Actor.id Created_

time 

title Subject likes 

url Target.uri  

Publish_to_st

ream 

Yes 
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Comment Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API 

Properties 

Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved Metrics 

--- permalink must interrelate 

the content 

 

Comments.remov

e[43] 

Comment_id Object.id 

Xid/Object_id Target.id 

--- 

LinkedIn: 

comment 

Adding a 

comment to a 

network update 

[44] 

Network 

update key 

---  Get Network 

Updates 

API[45] 

*Gets all 

comments for 

network’s 

updates 

count 

(see LinkedIn: 

status object) 

comment Content 
start 

 

--- Subject 
after 

--- Permalink 
before 

YouTube: 

comment 

Add 

comment[46] 

 

Video_ID Target.id 

(p
o

st
)c

o
m

m
e

n
t Get comments 

[47] 

*Comments-

replies to a 

comment, are 

recognized from 

the link 

property 

Video_id 

e
n

tr
y

 Id 

Authenticatio

n_token 

--- Comment_id Published 

Developer_ke

y 

---  category 

(XML 

Request)cont

ent 

content Content 

Content_lengt

h 

--- Title 

Title Subject <link 

rel="http:/

/gdata.you

tube.com/

schemas/2

007#in-

reply-

to"type="a

pplication/

atom+xml"   

href="http:

//gdata.yo
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Comment Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API 

Properties 

Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved Metrics 

utube.com

/feeds/api

/videos/VI

DEO_ID/co

mments/C

OMMENT_

ID"/> 

--- permalink Author:{na

me, uri} 

Add comment 

reply 

[48] 

Video_id Target.URI 

(extract 

video_id) 

M
a

rk
 a

s 
li

k
e

d
 

---  

Comment_id Target.id 

Authenticatio

n_token 

--- 

Developer_ke

y 

--- 

M
a

rk
 a

s 
u

n
li

k
e

d
 

---  

(XML 

Request)cont

ent 

Content 

Content_lengt

h 

---    

Title Subject 

--- Permalink 

Picasa: 

comment 

Add comment 

[49] 

UserID Target.id  

 

Retrieve 

225comments

225[50] 

*Results should 

be interrelated 

UserID (see Picasa: 

Photo Object for 

the results) AlbumID Target.id  

photoID Target.id PhotoID 

Entry 

category 

category Start-index  

content content Max-results 
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Comment Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API 

Properties 

Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved Metrics 

--- Subject Fields 

--- Permalink Prettyprint 

Delete comment 

[51] 

UserID Target.uri kind 

AlbumID Target.uri   

PhotoID Target.id 

  

Flickr: 

comment 

Flickr.photos.com

m    

ents.addcommen

t  

[52] 

Photo_id Target.id 

(p
o

st
)c

o
m

m
e

n
t Flickr.photos.co

mments.getList 

[53] 

*gets all 

comments 

Photo_id See Flickr:Photo 

Object 

Comment_tex

t 

Content Min_comme

nt_date 

--- subject Max_comme

nt_date 

 

--- Permalink Flickr.photosets

.comments.getL

ist [54] 

*gets all 

comments 

Photoset_id Photoset_id 

Flickr.photos.com

ments.editcomm

ent  

[55] 

Comment_id Target.id  

co
m

m
e

n
t id 

Comment_tex

t 

Content  Author 

--- Subject  Authornam

e 

--- Permalink  Date_creat

e 

Flickr.photos.com

ments.deletecom

ment[56] 

Comment_id Target.id  permalink 

Flickr.photosets.c

omments.addco

mment  [57] 

Photoset_id Target.id  text 

Comment_tex

t 

Content     

--- Subject     

--- Permalink     
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Comment Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API 

Properties 

Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved Metrics 

Flickr.photosets.c

omments.editco

mment[58] 

Comment_id Target.id     

Comment_tex

t 

Content     

--- Subject     

--- Permalink     

Flickr.photosets.c

omments.deletec

omment[59] 

Comment_id Target.id     

Twitter: 

Status 

POST 

Statuses/update[

60] 

user Actor.id    

status Content 

In_reply_to_s

tatus_id 

[target] 

Lat --- 

Long --- 

Place_id --- 

Display_coord

inates 

--- 

Trim_user --- 

Include_entiti

es 

--- 

-- subject 

-- permalink 

POST 

Statuses/destroy

/:Id [61] 

user Actor.id 

id Target.id 

Trim_user -- 

Include_entiti -- 



         D2.1 Padget Design and Decision Model 

 

Page 228 of 625 

Comment Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API 

Properties 

Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved Metrics 

es 

Digg: 

comment 

GET 

Comment.post[6

2] 

Story_id Target.id 

D
ig

g
(l

ik
e

)+
(p

o
st

)c
o

m

m
e

n
 

GET 

Comment.getR

eplies[63] 

Comment_id Comment replies 

element[64] 

Section 11[Annex 

C] 

Comment_tex

t 

Content  

Comment_pa

rent 

---   

--- Subject  

--- permalink 

Table 5-4: Comment Object, disassembled to fit in different platforms and tracked at each platform. 

 

5.2.1.6 File Object 

A text or presentation file is not described as a basic object in Activity Streams. Nevertheless, it is a very 

important object on Policy Making. For that reason we have adopted Scribd as the basic platform where 

the file is uploaded. After upload, the policy initiator chooses where to publish the permalink of this file. 

In this case, the policy initiator starts with a file they want to upload to a platform.  This file is uploaded 

on Scribd, and its permalink is used to spread the message to other SMPs in another Object form. Thus, 

the policy initiator can publish on the following SMP:  

Scribd: A file is uploaded directly to Scribd Platform. 

Blogger: The title, description, tags and permalink of the Scribd file are used to create an Article Object 

and create a new blog post with the embedded file. 

Facebook: A status update, with the associated file URL, the title and a short description, takes place on 

Facebook. 

LinkedIn: LinkedIn accepts a Status Object, just like Facebook. 

Twitter: The title, the categories and the URL of the File are published on Twitter as a Status Object. 

After a File has been posted, end users interact with it via common functionalities that every Platform 

offers. The Activities for the Scribd platform are: 
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Scribd: An end user can view(play) the file, post a comment, share a file with its network, download the 

file, save to its folder for future use. 

 

 

Figure 5-22: A File Object pushed on different destination Platforms, while end users interact with it with available Social 

Activities. 

 

The correlations of Objects, activities and metrics with specific SMPs follow: 

Scribd: a Policy Initiator can push a File, either with uploading or with an external URL and can only 

retrieve the views of the File. 

Blogger: the file is pushed like an Article Object. 

Facebook:the file is pushed like a Status Object. 

LinkedIn: the file is pushed like a Status Object. 

Twitter:the file is pushed like a Status Object. 
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File Object 

Platform: 

Platform 

specific 

Objects 

Publishing 

‘’Objects’’ Methods 

API Properties Activity 

Streams 

Properties 

A
ct
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s Retrieving 

Activities 

Methods 

API 
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s 

Retrieved 

Metrics 

Scribd:File 

 

Docs.upload(viamu

lti-part POST) [65] 

--- Associated 

file url v
ie

w
 docs.getStats[

66] 
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file --- api_key  

Doc_type ---  

Access --- 

d
o

w
n
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a

d
 

--- --- --- 

Rev_id ---  

Paid_content --- 

Secure --- 

Download_and

_drm 

--- 

(s
a

v
e

)f
o
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e

r  --- -- -- 

My_user_id Actor.id  

POST 

Docs.uploadfromur

l [67] 

url Associated 

file url 

Doc_type --- 

(p
o

st
)c

o
m

m
e

n
t --- -- -- 

Access ---  

Rev_id --- 

Paid_content --- 

Secure --- 

sh
a

re
 --- -- -- 

Download_and

_drm 

---   

My_user_id Actor.id 

 

  

Docs.delete[68] Doc_id Target.id 

My_user_id Actor.id 
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File Object 

Platform: 

Platform 

specific 

Objects 

Publishing 

‘’Objects’’ Methods 

API Properties Activity 

Streams 

Properties 

A
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it
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s Retrieving 

Activities 

Methods 

API 

Propertie

s 

Retrieved 
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Docs.changeSettin

gs[69] 
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Tags 

Document 
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Section 11 
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Blogger:Articl

e 
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Blog_id Account.id    
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Content Associated 

file url 
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Update Post[71] Blog_id Account.id 

Post_id Target.id 

Title Title  
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file url 
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Category Tags 

Delete Post[72] Blog_id Account.id 

Post_id Target.id 

Facebook:Stat

us 

POST Status 

message[73](Graph 

API) 

https://graph.faceb

userID Actor.id    

message 

Associated 

file url 
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File Object 

Platform: 

Platform 

specific 

Objects 

Publishing 

‘’Objects’’ Methods 

API Properties Activity 

Streams 

Properties 

A
ct
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it

ie
s Retrieving 

Activities 

Methods 

API 

Propertie

s 

Retrieved 
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ook.com/USER_ID/f

eed 

Title 

Description 

Delete Status 

Object  

(Graph API) 

https://graph.faceb

ook.com/POST_ID 

post_id Target.id 

  

Linkedin:Statu

s 

PUT Setting 

Linkedin Status 

[74] 

Current-status Associated 

file url 

   

Title 

DELETE Clearing 

Linkedin Status  

[75] 

Current-

status(empty 

text) 

Target.id 

Twitter:Status POST 

Statuses/update 

[76] 

User Actor.id    

Status Associated 

file url 

Title 

Categories 

In_reply_to_sta

tus_id 

--- 

Lat --- 

Long --- 

Place_id --- 

Display_coordi
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--- 

Trim_user --- 

Include_entitie --- 
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File Object 

Platform: 

Platform 

specific 

Objects 

Publishing 

‘’Objects’’ Methods 

API Properties Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

Activities 

Methods 

API 

Propertie

s 

Retrieved 

Metrics 

s 

POST 

Statuses/destroy/:i

d[77] 

User Actor.id 

Id Target.id 

Trim_user -- 

Include_entitie

s 

-- 

Table 5-5: File Object, disassembled to fit in different platforms and tracked at each platform. 

 

5.2.1.7 Folder Object 

A Folder is only supportive to the File Object, and as it is described on Activity Streams, it is a collection 

of files.  

In this case, the policy initiator can organize existing Files to Folders:  

Scribd: Folders cannot be created programmatically (push Object directly). When a Folder has been 

posted, end users interact with it via functionalities that every Platform offers. For Activity Streams 

these interactions are called Social Activities. The relevant Social Activities for specific platforms are: 

Scribd: End users can share a folder or start following it. 
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Figure 5-23: A Folder Object pushed on different destination Platforms, while end users interact with it with available Social 

Activities. 

The correlations of Objects, activities and metrics with specific SMPs follow: 

Scribd: a Policy Initiator can only add some Files to a Folder. The End Users’ activities on the Folder are 

not visible through the API. 

Folder Object 

Platform: 

Platform 

specific 

objects 

Publishing ‘’Objects’’ 

Methods 

API Properties Activity 

Streams 

Properties 

A
ct

iv
it

ie
s 

Retrieving 

‘’Activities’’ Methods 

API 

Properties 

Retrieved 

Metrics 

Scribd:Folder Collections.addDoc[7

8] 

Doc_id Object.id 

sh
a

re
 

---   

Collection_id Target.id 

My_user_id Actor.id 

S
ta

rt
  f

o
ll

o
w

in
g

 

--- 

--- Title 

--- Folder page 

url 

--- Thumbnail   

Collections.removeD

oc[79] 

Doc_id Object.id 

Collection_id Target.id 

My_user_id Actor.id 

Table 5-6: Folder Object, disassembled to fit in different platforms and tracked at each platform. 
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5.2.1.8 Group Object 

A Group object cannot be created programmatically through APIs, the policy initiator has to create a 

group via SMPs’ user interfaces. However, a group is a very powerful way to disseminate a policy 

message, as group members are more likely to have common points of interest. Furthermore, a group 

can be used to analyze and evaluate the target group of a message.  

In this case, the policy initiator must own, participate in or create a group before being able to control it 

with API methods.  

When a Group has been posted, end users interact with other users on the same group, with 

functionalities that every Platform offers.The relevant Social Activities for specific platforms are: 

Facebook:An end user can post a comment on Group’s wall or share a Group comment with friends. End 

users can also post a Photo on Group’s album, invite another Person to join this Group or, if not already 

a member, the end user can Join that Group. 

LinkedIn: After end users Join a Group on LinkedIn, they can share this group with other people in their 

network, or they can post a comment on the group. 

 

 

Figure 5-24: A Group Object pushed on different destination Platforms, while end users interact with it with available Social 

Activities. 
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The correlations of Objects, activities and metrics with specific SMPs follow: 

Facebook: a Policy Initiator cannot create a Facebook Group programmatically. But they can get the 

members of a (visible) group and the comments (feed) the end users made on a group. 

LinkedIn: there are is no functionality so far. API support on LinkedIn Groups is being considered by 

LinkedIn. 
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Methods 
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ie
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P_ID/memb
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Grou_id name 

 id 

  

  

(p
o

st
) 

co
m

m
e

n
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+
p

h
o

to
 GET Group 

Feed 

[81](Graph 

API)https://g

raph.faceboo

k.com/GROU

P_ID/feed 

Grou_id Post element 

Section 11 [Annex 

C] 

  

  

  

  

Linkedin:Group ------    ----  

Table 5-7: Group Object, disassembled to fit in different platforms and tracked at each platform. 

 

5.2.1.9 List Object 

A List Object is currently located only on Twitter, and it is a list of users. It is used from users in order to 

group other Twitter users and receive Tweets in a separate stream. These Lists are usually publicly 

searchable and can be used to find users to follow and spread a policy message. 

In this case, the policy initiator can create programmatically a List of users: 
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Twitter: A policy initiator can create a List, add members (if the Policy Initiator owns the List) and even 

subscribe to a List of another user. 

When a List has been posted, end users interact with it, with functionalities that each Platform 

offers.The relevant Social Activities for specific platforms are: 

Twitter: End users can only start following a List (subscribe) in order to receive Tweet feed from them. 

 

 

Figure 5-25: A List Object pushed on different destination Platforms, while end users interact with it with available Social 

Activities. 

 

The correlations of Objects, activities and metrics with specific SMPs follow: 

Twitter: a Policy Initiator can push a Twitter List and push members on it, only if they own that List.They 

can view the subscribers (followers) of that List programmatically. 
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Twitter: 

User 

element 

Section 11 

[Annex C] 

user Actor.id user Twitter: 

User 

element 

name title cursor . 

. 

. 

mode --- 

 

  

 

description 

 

summary 

 

 

 

POST:user/lists

/: id[84](Update 

a Twitter List) 

id Target.id 

---- permalink 

user Actor.id 

name title 

mode --- 

description summary 

DELETE:user/lis

ts/: 

id[85](delete 

Twitter List) 

user Actor.id 

id Target.id 

POST:user/: 

list_id/ 

members[86](a

dd a member to 

the List) 

user Object.id(*) 

List_id -- 

Target.id 
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DELETE:user/:lis

t_id/ 

members[87] 

(Delete a 

member from 

the List) 

user Object.id(*) 

List_id -- 

Table 5-8: List Object, disassembled to fit in different platforms and tracked at each platform 

*The user who is added to a Twitter List, is a Person Object. Thus, this method is explained at Person Object. It is 

referenced here because a Twitter List has meaning when listing people, and not as an empty list. 

 

5.2.1.10 Note Object 

A Note Object is not a primitive type of a policy message, as it is mostly supportive to the user that 

creates these Notes. 

In this case, the policy initiator can programmatically create a Note: 

Facebook: A policy initiator can create and publish a Note on their profile. 

Flickr: A user can post a note on a photo, in order to explain a part of the photo. 

When a Note has been posted, end users interact with it, with functionalities that each Platform 

offers.The relevant Social Activities for specific platforms are: 

Facebook: End users can post comments or like a Note. 
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Figure 5-26: A Note Object pushed on different destination Platforms, while end users interact with it with available Social 

Activities. 

 

The correlations of Objects, activities and metrics with specific SMPs follow: 

Facebook: a Policy Initiator can push a Note. The initiator can also view both comments and likes on that 

Note through the API. 

Flickr: a Policy Initiator can push a Note, but cannot get any end users activities. 
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id 
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 name 

id 

message 

Created_time 

M
a

rk
 a

s 
li

k
e

d
 GET Note 

(Graph API) 

http://graph.

facebook.co

m/NOTE_ID/l

ikes 

Note_id 
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 name 

 

Flickr: Note Flickr.photos.not

es.add [89] 

Photo_id Target.id    

Note_x --- 

Note_y --- 

Note_w --- 

Note_h --- 

Note_text content 

--- permalink 

Flickr.photos.not

es.edit  [90] 

Photo_id Target.id 

Note_x --- 

Note_y --- 

Note_w --- 

Note_h --- 

Note_text content 

--- permalink 
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Flickr.photos.not

es.delete  [91] 

Note_id Target.id 

Table 5-9: Note Object, disassembled to fit in different platforms and tracked at each platform. 

 

5.2.1.11 Person Object 

A Person Object is one of the most important objects in social media, as it is each user with an account 

on the platform. For a policy message, a Person Object is dynamically its audience. 

Despite its importance, there is no SMP that allows the creation of a Person Object programmatically. 

The reason is that SMPs will normally try to avoid spamming and fake accounts from robot engines, 

something that would affect the end user experience. As a result, the policy initiator has to own an 

account on a SMP before using PADGETS, as PADGETS will not able to create accounts automatically. 

Despite the fact that Person Objects contain personal information, there is no real risk of privacy issues. 

The availability of personal information to other users is determined by the end user themselves and its 

use is governed by the platform’s privacy framework. Since the policy maker will also be a registered 

user, they have explicitly agreed to the privacy framework of each particular SMP and, since they have 

no privileged access, only the appropriate personal data for end users will be available to Padgets.In this 

case, the policy initiator cannot create another Person programmatically, only modify their profile. 

When a Person exists in a Platform, end users can interact with him/her, with various functionalities.The 

relevant Social Activities for specific platforms are: 

Facebook: End users can “Friend” a Person, can Share (suggest) that person with their network, they can 

tag them on a photo or post a comment to his/her profile.  All these activities are allowed unless the 

Person has disabled such Activities on his/her profile. 

Twitter: End users can start following a Person or save him/her to a List of Users. 

YouTube: End users are allowed to make friends or follow other Persons and post comments on their 

profile. 

Delicious: End Users on Delicious can only follow another Person (object). 

LinkedIn: End users can share a person, add that person to their network (make a friend) or save his/her 

profile in order to see it later. 

Flickr: End Users can make friend another Person or just start following. 

Picasa: End Users can start following other users. 
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All these Social Activities can be good metrics about the acceptance or the importance of a node 

(Person) in a Network. For example, a Twitter User (Person) with a lot of followers might be more 

important than a user with fewer connections. 

 

 

Figure 5-27: A Person Object on different Platforms, while end users interact with it with available Social Activities. 

 

The correlations of Objects, activities and metrics with specific SMPs are documented in the following 

sections. Additionally, for this particular Object, we document methods for retrieving information about 

the policy initiator’s network. 

 Generally, users’ profiles,which are visible to the policy initiator through the web interface of a SMP, are 

visible via an API call authorized by the logged in user . These data can be very useful for policy 

simulation and evaluation.  

Facebook: Policy Initiators can view the network of the Policy Maker (friend relationship in Facebook is 

bidirectional), the photos where they have been tagged and comments made on Policy Maker’s profile. 

There is also more information for each friend of the Policy Maker, as long as they are visible to the 

Policy Maker on Facebook. 
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Twitter: a Policy Initiator can make a friendship request on Twitter. The Policy Initiator can also view the 

followers of a Policy Maker and the lists where Policy Maker’s account is saved. Also suggestions and 

profile information are available for public profiles. 

YouTube: a Policy Initiator can view only their contacts, and public information about YouTube users. 

The initiator cannot get the comments published on their profile. 

Delicious: There is no information programmatically for the followers of the Policy Maker’s account. 

LinkedIn: Only data for Policy Maker’s connections can be retrieved. 

Flickr: Profile info for the contacts can be retrieved. 
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Table 5-10: Person Object, disassembled to fit in different platforms and tracked at each platform. 

 

5.2.1.12 Photo Object 
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Photo Objects are a critical type of publishable Object, along with its (occasional) Location Context. 

In this case, the policy initiator can create a Photo in many Platforms: 

Flickr: A policy initiator can upload a photo directly to Flickr. 

Picasa: A policy initiator can upload a photo directly to Picasa. 

Facebook: A policy initiator can upload a photo directly to Facebook. Additionally, a URL of a photo can 

be posted to Facebook and it will change into a photo. 

Twitter: Twitter accepts only a URL of an image. This image can be on an external Platform, like Flickr or 

Picasa, or with a Twitter collaborative platform, like TwitPic. 

The relevant Social Activities for specific platforms are: 

Flickr: End Users , after they view (play) a photo, can mark a photo as favorite, post a comment or a note 

(e.g. explaining the content of a photo), tag a photo, save it or share with friends. 

Picasa: End Users,after they view (play) a photo, can mark a photo as favorite, post a comment, tag a 

photo, save it or share with friends. 

Facebook: End Users,after they view (play) a photo, can mark a photo as favorite, post a comment, tag a 

photo, save it or share with friends. 
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Figure 5-28: A Photo Object pushed on different destination Platforms, while end users interact with it with available Social 

Activities. 

 

The correlations of Objects, activities and metrics with specific SMPs follow: 

Flickr: a Policy Initiator can push a Photo on Flickr and has also access to Photo views, comments and 

favourites on the photo. 

Picasa: a Policy Initiator can push a Photo on Picasa and has also access to Comments. 

Facebook: a Policy Initiator can push a Photo on Facebook and has also access to ever activity except for 

the “Share” Activity. 

TwitPic/Twitter: a Policy Initiator can push a Photo on TwitPic, and a Status update to Twitter. 
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Image page URL 

categories 

In_reply_to_st

atus_id 

(Target.id) 

Lat --- 

Long --- 

Place_id --- 

Display_coordi
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--- 

Trim_user --- 

Include_entiti

es 

--- 

POST 

Statuses/destroy

/:id[120] 

Id Target.id 

Trim_user -- 

Include_entiti

es 

-- 

TwitPic: 

Photo 

uploadAndPost 

[121] 

Media ---    

Username Actor.id 

Password --- 

message Title 

description 
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--- Image page url 

--- Larger image 

--- Location 

--- thumbnail 
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Photo Object 

Platform:Pl

atform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API Properties Activity Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

Activities 

Methods 

API 

Properties 

Retrieved 

Metrics 

Upload 

Photo[122] 

Media --- 

Username Actror.id 

Password --- 

--- Title 

--- Description 

--- location 

--- Image page url 

--- Larger image 

--- categories 

--- thumbnail 
Table 5-11: Photo Object, disassembled to fit in different platforms and tracked at each platform. 

5.2.1.13  Photo Album Object 

A Note Object is not a primitive type of a policy message, as it is mostly supportive to the user that 

creates these Notes.  In this case, the policy initiator can create programmatically a Note: 

Facebook: Policy initiators can create and publish a Note on their profile. 

 

Figure 5-29: A Photo Album Object pushed on different destination Platforms, while end users interact with it with available 

Social Activities. 
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The correlations of Objects, activities and metrics with specific SMPs follow: 

Flickr: Policy Initiators can push gallery and photosets on Flickr, while they can get comments from the 

photo album they had created. 

Picasa: a Policy Initiator can push a Photo Album on Picasa and cannot access any other activities. 

Facebook: a Policy Initiator can push a Photo Album on Facebook and has also access to comments on 

the photo album. 

Twitter: a Policy Initiator can push a URL of a photo album as a Status Update. 
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m
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o_id 
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p
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o
to
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Pages 
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Page 

Pages 
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Page 
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--- categories Flickr.photo
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[125] 

Photoset_id Photoset_id[126] 

flickr.galleries.

editMeta[127] 
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m

m
e

n
t Id 

Title Title Author 

--- Thumbnail Authorna

me 

description Location Date_cre
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Photo Album Object 
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API 
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editPhotos 
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Thumbnail 
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flickr.photoset
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Title Title 

description Location 

--- Album page url 
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Thumbnail 
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flickr.photoset

s.addPhoto 

[131] 

Photoset_id Target.id 

Photo_id Object.id 

flickr.photoset

s.delete[132] 

Photoset_id Target.id 

POST 

flickr.photoset

s.editMeta 

[133] 

Photoset_id Target.id 

Title Title 

--- Categories 

-- Thumbnail 

description Location 
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Photo Album Object 
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API 
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Photo_ids Object.id 
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s.reorderphoto
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Photoset_id Target.id 
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s.remove 

Photos [136] 
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Create 
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Photo Album Object 
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s Retrieving 
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API 
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on 
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s 
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Media:keywo
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Facebook:Pho

to Album 
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OFILE_ID/albu
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name title 

  
   

  
   

  P
o
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m

m
e

n
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Comments 

(Graph API) 
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m/ALBUM_I

D/comments 

Album_ID id 

description Categories  from, 

-- Thumbnail message  

-- Album page url created_time  

location location GET Album 

Photos 

(Graph API) 

Album_ID Photo element 

Section 11 

[Annex C] privacy --  
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Photo Album Object 

Platform: 

Platform 

specific object 

Publishing 
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Methods 
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Activity Stream 
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ie
s Retrieving 
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Retrieved 
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Album[141] 
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BUM_ID/photo

s 
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m/ALBUM_I

D/photos 

 

file Object.link 

caption -- 

(p
o

st
)s
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s ---  

DELETE 

Album[142] 

(Graph API) 

http://graph.fa

cebook.com/AL

BUM_ID 

album_id Target.id 

  

S
h

a
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 ---  

Twitter:Status POST 

Statuses/Upda

te[143] 

Status title   

Album page url 

Categories 

In_reply_to_s

tatus_id 

(Object.in-

reply-to) 

Lat --- 

Long --- 

Place_id --- 

Display_coord
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--- 

Trim_user --- 
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es 

--- 
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Statuses/destr

oy/:id [144] 

id Target.id 

Trim_user -- 

Include_entities -- 
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Table 5-12: Photo Album Object, disassembled to fit in different platforms and tracked at each platform. 

 

5.2.1.14 Place Object 

For Twitter a Place is considered to be the actual physical area where a status message is created.For 

Facebook, it is a location where users can check-in.  

In this case, the policy initiator can create a Place Object programmatically only on Twitter: 

Twitter: A policy initiator can create and publish a Place Object. 

When a Place Object has been posted, end users interact with it.The relevant Social Activities for specific 

platforms are: 

Facebook: Users can check-in to a Place from their mobile phone if they are in a close distance. 

Twitter: End users can only use a Place to incorporate location context to their tweets. 

 

 

Figure 5-30: A Place Object changes forms in order to fit to different destination Platforms, while end users interact with it 

with available Social Activities. 

 

The correlations of Objects, activities and metrics with specific SMPs follow: 
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Facebook: a Policy Initiator cannot push a Place object on Facebook and can only check-in to an existing 

Place.The policy Initiator can get also the check-ins from a specific Place.  

Twitter: a Policy Initiator can push a Place on Twitter, but cannot get any information about tweets 

posted from this place. 

 

Place Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API Properties Activity 

Streams 

Properties 

A
ct

iv
it

ie
s 

Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved 

metrics 

Facebook: 

Place 

POST 

Checkin[145] 

(Graph API) 

https://graph.

facebook.com

/[user 

id]/checkins 

Place_id Object.id 

Jo
in

 (
C

h
e

ck
In

) 

GET Checkin 

(Graph API) 

https://graph.faceb

ook.com/[page 

id]/checkins 

Page_id/ 

user_id 

Id 

Latitude Geographic 

coordinates 

 From 

longitude Tags 

--- name Place 

userid me Message 

 application 

created_time 

Twitter: Place POST 

geo/place[14

6] 

Name name    

token --- 

Contained_with

in 

Geographic 

coordinates 

Lat 

Long 

Attribute:street

_address 

callback --- 

Table 5-13: Place Object, disassembled to fit in different platforms and tracked at each platform 
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5.2.1.15 Playlist Object 

A playlist is a sequence of related media. In this case, the policy initiator can create a Playlist Object on 

YouTube and then distribute it to Twitter and Facebook as Status update: 

YouTube: A policy initiator can push a Playlist on YouTube, and edit the Videos included. 

Facebook: A policy initiator can post the URL of the Playlist as a Status update or a link post. 

Twitter: A policy initiator can post the URL of the Playlist with some information about the link. 

When a Playlist Object has been posted, end users interact with is and the relevant Social Activities for 

specific platforms are: 

YouTube: End users can only save the Playlists as their playlists. 

 

 

Figure 5-31: A Playlist Object changes forms in order to fit to different destination Platforms, while end users interact with it 

with available Social Activities. 
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The correlations of Objects, activities and metrics with specific SMPs follow: 

Facebook: a Policy Initiator can push a Playlist on Facebook only as a URL on a status update or a link 

post. 

Twitter: a Policy Initiator can push a Playlist on Facebook only as a URL on a status update. 

YouTube: a Policy Initiator can push a Playlist Object but cannot view how many end users have saved 

that playlist. 

 

Playlist Object 

Platform: 

Platform 

Specific 

Object 

Publishing ‘’Objects’’ 

Methods 

API Properties Activity Streams 

Properties 

A
ct

iv
it

ie
s 

Retrieving 

‘’Activities’’ 

Methods 

API 

Properti

es 

Retrieved 

Metrics 

Facebook: 

Status 

POST Status Message 

(Graph API) [147] 

https://graph.faceboo

k.com/USER_ID/feed 

User_id Actor.id    

message Playlist page url 

Title 

Delete Status Object  

(Graph API) 

https://graph.faceboo

k.com/POST_ID 

Post_id Target.id 

Facebook: 

Link 

Link  

(Open Graph API) 

[148] 

https://graph.faceboo

k.com/USER_ID/feed 

Link Playlist page url    

Picture --- 

Name Title 

Caption Thumbnail 

description --- 

Twitter:Statu

s 

POST 

Statuses/update 

[149] 

Status Title    

Playlist page url 

In_reply_to_statu

s_id 

(Object.in-reply-

to) 

lat --- 

long --- 
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Playlist Object 

Platform: 

Platform 

Specific 

Object 

Publishing ‘’Objects’’ 

Methods 

API Properties Activity Streams 

Properties 

A
ct

iv
it

ie
s 

Retrieving 

‘’Activities’’ 

Methods 

API 

Properti

es 

Retrieved 

Metrics 

Place_id --- 

Display_coordinat

es 

--- 

Trim_user --- 

Include_entities --- 

POST 

Statuses/destroy/:id 

[150] 

Id Target.id    

Trim_user --- 

Include_entities -- 

YouTube:Play

list 

Adding a playlist 

[151] 

Title title 
   

   
 s

a
v

e
 --- --- 

--- summary --- 

Developer_key ---   

Content_length --- 

--- Playlist page url 

--- thumbnail 

Privacy status --- 

Add video to 

playlist[152] 

Playlist_id Target_id 

Video_id Object_id 

Developer_key --- 

Content_length --- 

Updating a playlist 

[153] 

User_id Actor.id 

Playlist_id Target.id 

title Title 

summary --- 

Privacy status --- 



         D2.1 Padget Design and Decision Model 

 

Page 265 of 625 

Playlist Object 

Platform: 

Platform 

Specific 

Object 

Publishing ‘’Objects’’ 

Methods 

API Properties Activity Streams 

Properties 

A
ct

iv
it

ie
s 

Retrieving 

‘’Activities’’ 

Methods 

API 

Properti

es 

Retrieved 

Metrics 

Developer_key --- 

Content_length --- 

--- Playlist page url 

--- Thumbnail 

Edit Playlist [154] Playlist_id Target.id 

Playlist_entry_id Object.id 

Yt:position --- 

Developer_key --- 

Content_length --- 

Delete video from 

Playlist[155] 

Playlist_id Target_id 

Playlist_entry_id  Object.id 

Developer_key --- 

Content_length --- 

Delete a Playlist  

[156] 

User_id Actor.id 

Playlist_id Target.id 

Table 5-14: Playlist Object, disassembled to fit in different platforms and tracked at each platform. 
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5.2.1.16 Product Object 

There is no Object recognized as Product on the analyzed platforms. 

 

 

Figure 5-32: No Object recognized as Product on the analyzed platforms. 
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Table 5-15: No Object recognized as Product on the analyzed platforms. 
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5.2.1.17 Review Object 

There is no Object recognized as Review on the analyzed platforms. 

 

 

Figure 5-33: No Object recognized as Review on the analyzed platforms. 
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Table 5-16: No Object recognized as Review on the analyzed platforms. 
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5.2.1.18 Service Object 

There is no Service recognized as Product on the analyzed platforms. 

 

Figure 5-34: No Service recognized as Product on the analyzed platforms. 
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Platform:platf
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Publishing 
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metrics 

    

 

   

Table 5-17: No Service recognized as Product on the analyzed platforms. 
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5.2.1.19 Status Object 

The policy initiator can create a new status in order to express an opinion or sentiment. Facebook, 

Twitter and LinkedIn support a status Object. Blogger usually express a complete position, available for 

future reading, thus there is no meaning on publishing a short status post at Blogger. 

Facebook: a status object can be published on Facebook.  

Twitter:a Status Object can be published onTwitter, with the limitation of 140 characters for every 

status update. Twitter can also incorporate the location context of the status update. 

LinkedIn:a Status Object can be published onLinkedIn.  

When a Status object has been posted, Citizens interact with it with the following Social Activities: 

Facebook: End users can post a comment to a Status, mark it as Liked or Share a status on their own 

profile. 

Twitter:End users can mark as favourite another tweet, retweet it - and make it visible on their 

followers’ feed- and post a status as a reply. 

LinkedIn:End users can mark a status as liked and post a comment. 

The activities engaged on the other objects are not shown below. They are included in the section used 

to describe the specific Object (e.g. status object). 

 

Figure 5-35: A Status Object pushed on different destination Platforms, while end users interact with it with available Social 

Activities. 
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Using the abstraction above and the related output in Deliverable 1.2, it’s possible to relate, via APIs, the 

specific Objects and Activities with Social Media Platforms.The correlations of Objects, activities and 

metrics with specific SMPs follow: 

Facebook: a Policy Initiator can push a status on Facebook and can also get end users’ comments and 

likes, but there is not direct method to get shared statuses. The only potential solution could be 

collecting user’s friends feed, and then compare every friends new status to the pushed status. 

Twitter:a Policy Initiator can push a status on Twitter as a primary status or in reply to another status 

with the appropriate parameter. The initiator has access to the retweets of a message (shared 

messages) and to the replies (retrieve latest mentions and check the in-reply-to-parameter). The 

initiator cannot view the favourites on the tweets, only the favourites of a User. Another approach 

would be to get end users’ favourites and search for the initial message, but this solution would need to 

store network’s feed. 

LinkedIn:a Policy Initiator can push a Status object on LinkedIn. However, tracking end user feedback is 

extremely difficult, since the only available method returns the feed of the latest connection. A 

comment can be tracked if it is not out of the limit of the connections’ feed. 
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a
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a
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 Get Network 

Updates API[162] 
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count Timestamp[163] 

                                                   

7 The rest of the returned parameters are a status element. This returned ID must be compared 
programmatically to the initial post ID, in order to find out if this mention-message is in reply to the original 
message or just a mention. 
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Status Object 
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Table 5-18: Status Object, disassembled to fit in different platforms and tracked at each platform. 

5.2.1.20 Video Object 

The policy initiator can upload a new Video, or use an existing one to transmit a policy message. 

In the following platforms, a Policy Initiator can upload a Video Object directly: 

YouTube: is the primary target platform to release a Video message. It has a great community that will 

view and comment the video, as well as great recommender engine that will connect it to relevant 

policy messages. 

Facebook: supports Video Objects, even if it is not a preferable feature. A video can be uploaded on 

Facebook, but as Facebook is a more private platform, it will not have the impact that a video would 

have on YouTube. Another approach, for users familiar with Facebook, is to post YouTube videos as 

status updates. These videos are embedded on Facebook’s user interface and users can view the video 

without leaving Facebook, while the video is stored within YouTube. 

There are a few additional platforms that can support a video object: 

Twitter:can be used to promote the video via Status updates, with the title and the category of the 

video. 

Delicious:can be used to Bookmark the link of the Video, with the title, a description, the URL and its 

tags. 

Blogger: accepts only Article Objects. A blog post can be published including the URL with the title, the 

description and the categories of the Video Object. 

When a Video object has been posted, end users interact with the message via various Social Activities: 

YouTube:End users view (play) a Video, can rate it (like/unlike), post a comment, post a video reply, save 

it on a Playlist or share it with friends in other SMPs. 

Facebook: After end users view a Video, they can post a comment, mark it as liked and share it with 

friends. 
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All the objects and activities for a video object are shown below: 

 

Figure 5-36: A Video Object pushed on different destination Platforms, while end users interact with it with available Social 

Activities. 

 

Using the abstraction above and the related output in Deliverable 1.2, it’s possible to relate, via APIs, the 

specific Objects and Activities with Social Media Platforms.The correlations of Objects, activities and 

metrics with specific SMPs follow: 

YouTube:a Policy Initiator can push a Video on YouTube directly and can get information about every 

social activity on the object, except for sharing information, by calling video’s info. 

Facebook: a Policy Initiator can push both a video (currently with Old REST API) and a status on 

Facebook and can only get comments from end users on the Video Object. 

Twitter:a Policy Initiator can push a status on Twitter with the URL of the video. 

Blogger:a Policy Initiator can push a article (post) on Blogger with the URL of the video. 

Below, there are documented all the methods for every platform and the retrieved metrics. 
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Video Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API Properties Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved 

Metrics 

YouTube: 

Video 

Upload 

Video(Direct 

Uploading)[164] 

Youtube_username Actor.id 

(p
o

st
)c

o
m

m
e

n
t+

(p
o

st
)v

id
e

o
 r

e
sp

o
n

se
+

m
a

rk
 a

s 
li

k
e

d
+

p
la

y
(v

ie
w

s)
 

Get Info for a 

Video[165] 

Video_id id 

Authentication_token ---  updated 

Developer_key --- category 

Video_filename --- 

a
u

th
o

r 

name 

Boundary_string --- uri 

Content_length --- 

M
e

d
ia

: 
g

ro
u

p
 media:tit

le 

A
P

I_
X

M
L_

R
e

q
u

e
st

 

Author Actor.name media: 

descripti

on 

Actor.uri media: 

keyword

s 

Category entry yt: 

duration 

yt: 

videoid 

M
e

d
ia

:g
ro

u
p

 Media: Title Title media: 

player 

Media: 

description 

Media: 

description 

Media:cr

edit 

Media: 

keywords 

categories Media:ca

tegory 

Media: 

category 

categories Media:co

ntent 

Media: credit -- media:th

umbnail 

Media:player Player applet Yt:statistics 

Media: thumbnail Gd:rating 



         D2.1 Padget Design and Decision Model 

 

Page 276 of 625 

Video Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API Properties Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved 

Metrics 

Thumbnail 

Video_content_type --- Georss:where 

Binary File data Video stream Gd:comments 

--- Video page url 

(p
o

st
)c

o
m

m
e

n
t Get 

comments[166

] 

Video_id 

e
n

tr
y

 

Id 

Update 

Video[167] 

User_id Actor.id  Publishe

d 

Video_id Target.id category 

Authentication_token --- Content 

Developer_key --- Title 

Content_length --- link 

  Author:{

name, 

uri} 

A
P

I_
X

M
L_

R
e

q
u

e
st

 

M
e

d
ia

:g
ro

u
p

 

Media: Title Title 

p
o

st
)v

id
e

o
 

re
sp

o
n

se
 

Get Video 

Response[168] 

Video_ID Video Feed 

Media: 

description 

description   

Media: 

Category 

categories save ----   

Media: 

Keywords 

categories Share ----   

Yt: Access control ---    

Yt: Location --- 

Yt: Private --- 

Georss: where --- 

--- Thumbnail 
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Video Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API Properties Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved 

Metrics 

--- Videostream 

--- Video page url 

--- Player applet 

DELETE Delete 

Video[169] 

User_id Actor.id 

Video_id Target.id 

Authentication_token --- 

Developer_key --- 

Facebook: 

Video  

Video.upload(Old 

Rest API)[170] 

[no name] Video stream 

(p
o

st
) 

co
m

m
e

n
ts

 

GET 

Video[171] 

(Graph 

API)https://gr

aph.facebook

.com/VIDEO_

ID 

Video_ID Video Object 

[Annex C: API 

elements] 

Callback ---   

Title Title Mark 

as 

liked 

---   

description description View 

(play) 

---   

privacy --- share ---   

--- Thumbnail    

--- Video page url 

--- Player applet 

--- categories 

Facebook: 

Status 

POST Link[172] 

(Graph 

API)https://grap

Access_ token --- 

 

 

User_ID Actor.id 
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Video Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API Properties Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved 

Metrics 

h.facebook.com/

USER_ID/feed 

Link Video page url 

Picture Thumbnail 

Name Title 

caption categories 

description Description 

--- Video stream 

--- Player applet 

Delicious:Boo

kmark 

Posts/add [173] url Video page url   

Description Title 

Extended Description 

Tags categories 

Dt --- 

Replace --- 

Shared --- 

Posts/delete[174] url Video page url 

Twitter:Statu

s 

POST 

Statuses/update 

[175] 

Status Title   

Video page url 

categories 

In_reply_to_status_id (Object.in-

reply-to) 

user Actor.id 

Lat --- 

long --- 
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Video Object 

Platform: 

Platform 

specific 

object 

Publishing 

‘’Objects’’ 

Methods 

API Properties Activity 

Streams 

Properties 

A
ct

iv
it

ie
s Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved 

Metrics 

Place_id --- 

Display_coordinates --- 

Trim_user --- 

Include_entities --- 

POST 

Statuses/destroy

/:id [176] 

Id Target.id 

user Actor.id 

Trim_user -- 

Include_entities -- 

Blogger:Articl

e 

Create& Publish 

Post[177] 

BlogID Account.id   

title Title 

content desription 

Video page url 

category categories 

Update Post 

[178] 

BlogID Account.id   

PostID Target.id 

Title Title 

Content Description 

Video page url 

category Categories 

Delete Post [179] BlodID Account.id   

postID Target.id 

Table 5-19: Video Object, disassembled to fit in different platforms and tracked at each platform. 
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5.2.1.21 Event Object 

The policy initiator can create an Event on some platforms and use other platforms to support that 

Object. 

In the following platforms, a Policy Initiator can upload an Event Object directly: 

Facebook: supports Events Objects, and it is one of its key features that made Facebook famous. An 

Event is published directly. 

There are some platforms that can support an event object: 

Twitter:can be used to promote the event via Status updates, with the title and some organizational 

information about the event. The location could be even transmitted via Twitter’s location metadata. 

When an Event object has been posted, end users will interact with the message via functionalities that 

every Platform offers. 

Facebook: End users can respond with a RSVP message to an Event, post a comment and share this 

event with friends. 

A Figure with all the objects and activities for an Event Object follows: 

 

Figure 5-37: An Event Object pushed on different destination Platforms, while end users interact with it with available Social 

Activities. 
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Using the abstraction above and the related output in Deliverable 1.2, it’s possible to relate, via APIs, the 

specific Objects and Activities with Social Media Platforms.The correlations of Objects, activities and 

metrics with specific SMPs follow: 

Facebook: a Policy Initiator can push an Event on Facebook, and retrieve every activity except for shared 

events, as shown below. 

Twitter:a Policy Initiator can push a status on Twitter with the title and some instructions for the event. 

Below, there are documented all the methods for every platform and the retrieved metrics. 

 

Event Object 

Platform: 

Platform 

specific 

objects 

Publishing 

‘’Objects’’ 

Methods 

API 

Properties 

Activity Streams 

Properties 

A
ct

iv
it

ie
s 

Retrieving 

Activities Methods 

API 

Properti

es 

Retrieved Metrics 

Facebook: 

Event 

POST Event 

object [180] 

(Graph API) 

http://graph.fa
cebook.com/P
ROFILE_ID/ev
ents 

                                     

Profile_id 

Actor.id 

P
o

st
 (

C
o

m
m

e
n

t)
 Get Eventfeed[181] 

(Graph API) 

http:/graph.faceb
ook.com/EVENT_I
D/feed 

Event_i

d 

d
a

ta
 

id 

name name fro

m 

name 

id 

Description summary to Event 

Element 

[Annex C: 

API 

elements] 

Start_time Start date and time message 

End_time End date and time actions name 

link 

Location location Type 

Venue Created_time 

privacy 'OPEN', 'CLOSED', or 

'SECRET' 

Updated time 

PUT Event 

object [182] 

(Graph API) 

http://graph.fa
cebook.com/E
VENT_ID 

name name 

P
o

si
ti

ve
 R

S
V

P
 Get Event 

Attending 

(Graph API) 

http:/graph.faceb
ook.com/EVENT_I
D/attending 

Event_i

d 

d
a

ta
 

name 

privacy 'OPEN', 'CLOSED', or 

'SECRET' 

 id 

Description summary rsvp_status 

Start_time Start date and time 

S
h

a
re

 --- -- -- -- 

End_time End date and time 

Location location 

 Venue 

DELETE Event 

object 

(Graph API) 

Event_id Target.id 

N
e

g
a

ti ve
 

R
S

V
P

 Get Event 

Attending 

(Graph API) 

Event_i

d 

d
a

ta
 

name 
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Event Object 

Platform: 

Platform 

specific 

objects 

Publishing 

‘’Objects’’ 

Methods 

API 

Properties 

Activity Streams 

Properties 

A
ct

iv
it

ie
s 

Retrieving 

Activities Methods 

API 

Properti

es 

Retrieved Metrics 

http://graph.fa
cebook.com/E
VENT_ID 

http:/graph.faceb
ook.com/EVENT_I
D/declined 

 id 

rsvp_status 

Invite Persons -- -- 

P
o

ss
ib

le
 R

S
V

P
 Get Event 

Attending 

(Graph API) 

http:/graph.faceb
ook.com/EVENT_I
D/ maybe 

Event_i

d 

d
a

ta
 

name 

 id 

rsvp_status 

Twitter: 

Status                                                                

 

 

 

POST 

Statuses/updat

e[183] 

    status Name    

Start date-time 

End date-time 

category 

In_reply_to_s

tatus_id 

(object.in-reply-to) 

Lat Location 

 Long 

Place_id 

Display_coord

inates 

POST 

Statuses/destro

y/:id[184] 

id -- 

Table 5-20: Event Object, disassembled to fit in different platforms and tracked at each platform. 

5.2.1.22 Song Object 

There is no Object recognized as Song on the analyzed platforms. 

 

Figure 5-38: No Object recognized as Song on the analyzed platforms. 
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Song Object 

Platform:platf

ormspecificob

jects 

Publishing 

‘’objects’’ 

methods 

API 

Properties 

Activity 

streams 

properties 

A
ct

iv
it

ie
s 

Retrieving 

‘’Activities’’ 

Methods 

API 

Properties 

Retrieved 

metrics 

    

 

   

Table 5-21: No Object recognized as Song on the analyzed platforms. 

 

5.2.2 PADGETS extension on Activity Streams 

In paragraph 5.2.1, it has become clear that PADGETS need more functionality than the one that Activity 

Streams currently offer. This functionality will be added with some properties that help tracking the 

PADGETS Streams.Therefore, the logic of “disassembling a message for publication”, as described in 

section 5.2.1, will be used in conjunction with the current Activity Streams specification.  

PADGETS components (Clients and Servers) will use Activity Streams to communicate, along with an 

XML namespace. Activity Streams’ working group has already described a Basic Schema and an Atom 

specification that extends Activity Streams, for an Atom entry/feed. But PADGETS is specifically designed 

to service policy messages. For that reason in this paragraph we will describe terms as as“PADGETS 

Streams” and “PADGETS Streams Groups”, and then we will describe parameters Padgets will need to 

include to its own namespace. 

Specifically, PADGETS should add the following properties to an Activity Streams message:  

• Account: Every initial Object is published simultaneously to different platforms under a specific 

account for every target platform.  The server is aware of the user who makes the call using the 

Client, but it does not know which accounts the policy initiator wants to use. For that reason, for 

every published object, the server must be aware of the Platform and the account the user has 

chosen while creating the message. The account must also be passed between the Client and 

the Server, as a policy maker may have more than one accounts in a Platform. 

o Name: the name of the destination platform (e.g. Facebook, Twitter etc.). 

o ID: the ID or username of policy maker on this platform. Padgets’ server is aware of 

policy makers’ accounts, thus it needs to know only the name of the platform and the 

account (ID) that will be published (e.g. username, user_ID etc.) and not the password. 

• Discussion: a published Object may be independent of a previous message, but it might also be 

directly related. For example, the Policy Initiator may post an Article on Blogger and then post a 

comment in order to answer another comment. These two objects become connected. A 



         D2.1 Padget Design and Decision Model 

 

Page 284 of 625 

different situation may arise when the Policy Initiator posts a comment to an Article with a 

different owner, and then posts another comment as part of a discussion. In that case, the 

second comment will be related to the first comment and not to the initial Article. The Citizen 

feedback is also relevant to this discussion. The desired properties are the following : 

o ID: the ID that identifies the initial Object of the discussion. It might be the <entry: id> of 

the first publishing or the URI of the starting Object. 

o Type: the type of the Object that triggered that discussion. 

 

 

Figure 5-39: PADGETS extension on Activity Streams. 

 

• Categories: Activity Streams lack some properties that are very useful when publishing a policy 

message. “Categories” is one of these, a taxonomy for each message that the policy maker 

publishes and many platforms support (YouTube, Blogger, Twitter). 

o Id: PADGETS may have a list of categories, especially of categories that policy makers 

have used in the past or have stored to their profile (company’s name, policy’s category) 

like “health”, “transportation” etc. 
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o Message_category: the text for this category, coming either from the policy maker or 

from the policy profile. 

• Campaign: every Object that a Policy Initiator publishes on the web is part of a Policy Campaign 

that has been designed by the Policy Maker. Many “discussions” together compose a Campaign 

as long as the Policy Initiator has initiated these discussions under the same context (timeframe, 

policy, organization, user account, categories, activities etc.). A Published Object can belong to 

more than one Campaign at the same time, but a discussion must belong only to one Campaign 

because it has been published under a specific context. Thus, a “Campaing” should have the 

following properties: 

o Id: a PADGETS’s engine produced unique id that identifies the policy campaign. 

o Starting_date: the date that this campaign initiated. 

o Ending_date: planned end date of the current campaign. 

 

5.2.3 Content Tracking Outside Padgets Streams 

In the previous paragraphs we described how the Policy Initiator will publish a message to multiple 

Social Media accounts. For content published through the PADGETS engine or within the scope of the 

Policy Maker’s personal network, it will be able to track end users’ feedback as described in the section 

“PADGETS Streams”. But a message published on Social Media can easily break the borders of the Policy 

Makers’ network and reach friends of friends via message sharing.  

This phenomenon is one of the most desirable “effects” of policy making in Social Media. For this 

reason, it is very useful to retrieve Citizens’ opinion outside the Policy Maker’s network. Citizens’ tend to 

view a message and republish or rephrase it in order to transmit a slightly different content to their 

network. For example, a blogger may write a blog post answering to a policy. A Twitter user might 

rephrase a tweet from Policy Maker, using the message’s URL. 

Additionally, when Policy Makers use PADGETS to Create a Policy Message, theywill have to recognize its 

context in order to build effective policy campaign.Specifically, theywill need to know what has already 

been said online about the Topic, Organization or Person that the message refers to, while finding 

relative references to support their message.  

Moreover, content retrieved from open search methods could be used during the creation of a 

message. For example, an existing article written by a third party might be used on a status update in 

order to support the Policy Maker’s opinion. This could be e.g. a newspaper article that refers to an 

issue faced by a local community or research results that can support policy decision making. For that 

reason, results returned from search functions are considered Social Objects that can be modified and 

published again. 
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 In other words, we need to “follow” some Platforms, via their search APIs, to find content relative to a 

message or a policy which is about to be published. These platforms must be open to searches, and not 

limited to Policy Makers. E.g. searching within Facebook is not possible, as querying using search terms 

and public feed are not available. On the contrary, finding blogs (a blog is usually public and open to web 

crawlers), related News articles and Digged web pages is fairly easy. These can be very useful tools if 

someone wants to find the complete opinion landscape on an issue. Flickr also has a good searching 

engine for photos that could enhance an article, while YouTube is the best resource for videos. Twitter is 

an adequate and open tool for searching users’ opinion and sentiments, while Facebook Group 

Searching (with key terms) may be a useful tool for locating clusters of users. All these methods and the 

type of Activity Objects they return are shown in the table below. 

 

Open Search Engines Activity Streams Objects 

Google News Search  Article Object 

Google Blog Search  Article Object 

Digg Search Article Object 

Flickr Search Photo Object 

YouTube Search Video Object 

Facebook Group Search Group Object 

Twitter Search  Status Object 
Table 5-22: Available Search Engines that can be used to find results relative to a policy message and Object types of the 

returned results. 

 

As a next step, we recognized terms that can be used for Searching the Web for relative content. These 

terms belong to two main categories: 

a) Static Terms: These terms are saved as a Policy Maker’s Profile, when that Policy Maker 

subscribes to PADGETS. It is profile information that does not change in the short term, like the 

organization the policy maker represents or the Policy maker’s associates. 

b) Variable Terms: These terms are relative to the policy message that the Policy Maker composes. 

Parts of the message can be used as search terms especially for the acceptance of the message 

acceptance outside the Policy Maker’ s network, while the timeframe of the message allows one 

to narrow the results close to the publication of the message.  

These terms are shown in the Table 5-23. 
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Key Words as Search Terms 

Company/Organization Name Static terms 

Company/Organization URL Static terms 

Product/Service Name Static terms 

Product/Service URL Static terms 

Competitor Static terms 

Key Employees’ names Static terms 

Key Employees’ activities Static terms 

Location of interest Static terms 

Language Static terms 

Message Tags Variable terms 

Message Title Variable terms 

Message Description Variable terms 

Message’s Timeframe  Variable terms 
Table 5-23: Key Words as Search Terms. 

 

Finally, we analyzed all the API methods that can be used for searching the web, in two directions: 

a) Searching Terms as Input: We analyzed the API methods and the “Query properties” that every 

method accepts as input and we matched them with the terms that can be used as “Relative Key 

Words”. 

b) Searching results as Social Objects:  We analyzed the “Response fields” of  search methods and 

we matched them with “Activity Streams properties” in order to transform it to a Activity 

Streams Object. 

The tables of this study are available at [Annex E: Key Word Search API methods]. 
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6. PADGETS Design  

This section covers the conceptual description of the PADGETS Platform Architecture, as well as 

including components and interfaces. The PADGETS Design is therefore the connecting part between the 

PADGETS concept, the various usage scenarios, the decision support component (already described in 

previous chapters of the present deliverable) and the technical platform specification and 

implementation, to be performed within Workpackage 3. 

For this purpose, promising approaches and possible extensions in the domain of Policy Modelling, 

Public Relations and Social Media will be evaluated and critically analysed. Furthermore the adaptability 

of these approaches for the PADGETS concept will be discussed. On the basis of this state-of-the-art 

analysis, the conceptual design of the PADGETS platform will be developed. In particular the method of 

stakeholder interactions with PADGETS components will be discussed and suitable front-end interfaces 

will be identified. In addition following core components of the back-end architecture will be described: 

Social Media Connector for Social Media Platform API integration and data exchange, Monitoring Engine 

for content tracking and analysis of policy campaign life cycles, Publishing Engine to integrate 3rd party 

web services in the PADGETS platform during runtime and to distribute content streams as social objects 

in the underlying social media and at last the Aggregation and Decision Support Engine to report and 

simulate the results of social media campaigns. Finally with a look back on Deliverable 1.2 a concept for 

adaptable integration of 3rd party Social Media Platforms and Web services as stakeholders will be 

introduced. 

In conclusion, the section of the PADGETS design is the conceptual basis for system design and 

implementation of the PADGETS platform in WP3 as well as the corresponding Deliverables. As a 

consequence this section has the objective to present an outlook for innovative ICT and Web technology 

approaches beyond the state-of-the-art. 

6.1 Design Principles of PADGETS 

The methodology for expressing the design will be described in the following paragraphs. Each 

paragraph delivers a high level view on technical approaches that will be further elaborated within 

WorkPackage 3 – PADGETS Implementation. 

6.1.1 Holistic, Decentralized and Independent Platform Approach 

The PADGETS platform pursuits the ambitious approach to terminal and platform interoperability. Thus 

the specification should be generic and portable towards other platforms and in particular mobile 

devices. In this context, we consider the Web as a platform independent approach. 

Based on the point of view from Social Media, we support the OneSocialWeb [1] approach to create a 

free, open, decentralized Policy Modelling and Policy support platform, with the objective to integrate a 

broad range of Social Media Platforms through a generic platform API.  
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Furthermore PADGETS consortium will promote standards and best practices in the domain of Social 

Media like OneSocialWeb, XMPP, Activity Streams, Graph APIs, OpenID, OAuth, Social Media Metrics, 

Monitoring and Tracking of content streams, User Engagement as well as Legal and Privacy Policies.  

This approach contains also the plug-able and seamless integration of 3rd party Social Media Platform 

and Web service APIs by XML-RPC, SOAP, Web services and Mashup concepts. Notably late binding 

concepts for automatic service composition will be evaluated and enhanced beyond the state-of-the-art 

in Mashup technologies. The result of this evaluation will be a Social Media Connector which is a holistic 

solution addressing all the mentioned issues.  

With regard to authentication and authorization the single sign-on concept will be supported. With 

regard to citizen privacy and trust, the platform will support the PADGETS Privacy and Security 

recommendations as they are described in Deliverable 2.2 – Privacy and Security Specification. 

The PADGETS Design will elaborate best practices in Social Network Analysis and Cross Media Publishing 

approaches. The focus of the PADGETS concept lies on three major aspects: 

• the initiation of a policy campaign in underlying Social Media 

• the monitoring and tracking of user engagement in form of content streams and social activities 

• the further analysis and processing of Social Media analytics, together with text analysis and 

simulation of citizens’ behaviour with respect to their reaction to policy 

The initiation and tracking of a policy campaign includes concepts such as Cross Media Publishing, 

content syndication and aggregation, tracking of social objects and activities, etc. Therefore, the 

consortium will further evaluate and adapt approaches like Activity Streams in connection with 

Extensible Messaging and Presence Protocol (XMPP) for real-time tracking and syndication of content 

streams.  

For content analysis the consortium has analysed concepts and tools in the area of data mining and 

social media analytics. Applicable data mining techniques mainly contain text mining, opinion mining 

and sentiments analysis to extract trends and buzz topics from content streams. In this context, the 

consortium will further elaborate on social media metrics to analyze user engagement in form of 

conversations. In fact, PADGETS has the demand to combine social media analytics with data mining 

techniques - elaborating innovative metrics for policy campaigns, as described in Section 4.3. 

Based on the “Web as a platform” approach, PADGETS will be not fixed to one platform or terminal. 

PADGETS will support other platforms and terminals like mobile devices, consumer electronic and 

desktop PCs. Therefore PADGETS pursues the vision to offer, distribute and deploy PADGETS 

applications for different stakeholders (citizens and policy makers) as Web services in the cloud. The 

methodology to specify the PADGETS Design outlined above will be described in detail in the next 

paragraphs. Within this context the focus lies on a high level view of concepts and techniques which will 

be elaborated, specified and implemented as prototypes in Workpackage 3. 
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6.1.2 Cross Platform RIA Approach 

PADGETS consortium supports the idea to develop cross platform Rich Internet Applications (RIA) 

targeting mobile, consumer electronics, and desktop domains by extending traditional Web browsers. 

As an example of this approach, the FOKUS Media Web Runtime 2010 enables Web applications to use 

local device functions, such as the device’s camera, to enable video streaming from one Web application 

to another. Both common Web application types, Web pages and W3C Widgets, will be fully supported. 

The cross platform RIA approach is being pursued through the increasing device and platform 

fragmentation. Device categories are converging, operating systems proliferating and physical devices 

becoming more interconnected. Rather sensors and smart objects are becoming more integrated as 

Web resources in the sense of Internet of Things. The support of multiple devices is extremely difficult 

and complex. This fragmentation should be addressed with the cross platform RIA approach by means of 

Web technologies. Thus Web technologies are a good potential approach to solve terminal and platform 

fragmentation. Several arguments exist for this proposition. On the one hand the Web has a strong 

developer community and a fast adaption curve, and on the other hand, the Web is available on all 

common operating systems and devices. In addition there still exist the development for seamless 

integration of local applications and “the cloud”. It can safely be said that Web technologies in 

connection with the cross platform RIA approach will be a sustainable design decision for the PADGETS 

platform. 

6.1.3 Connect all Social Media Platforms via One Unified API 

PADGETS will provide a mashup framework for 3rd party Web service integration. The mashup 

framework maps common Web service APIs to one abstract unified API, which can be integrated in 

distributed Web applications during runtime.  

Currently, Web services such as pictures, videos, events, points of interest and maps are supported. The 

advantage is that developers can use one abstract unified API for all common Web services. 

Furthermore, developers need not deal with specific API definitions of a large number of Web services.  

The advantage for providers and users is that Web services will be integrated dynamically during 

runtime in Web applications based on context parameters such as time, place, user preferences and 

availability of services. This approach allows the exchange of Web services on the plug-in principle. From 

the user’s view and in context of quality of service (QoS) parameters the availability of Web services will 

be preserved.  

This modular approach is the basis for the PADGETS design, since the purpose of PADGETS is to support 

several Social Media Platforms. Closely associated with this is also the broad dissemination of policy 

messages among stakeholders. From a technological perspective, the selected Social Media APIs from 

Deliverable 1.2 will be integrated in the Social Media Connector and one abstract unified Social Media 

API. PADGETS follows with this design the OneSocialWeb approach.  
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Furthermore, PADGETS will be open to new Social Media Platforms and Web services. The development 

of one abstract unified Social Media API and the underlying mapping is a core component of PADGETS 

and will be tackled in the specification and development tasks of WP3. According to the OneSocialWeb 

approach Meta-APIs for Social Network Platforms such as OpenSocial from Google will also be 

addressed in PADGETS. The implementation of the design will be realized with Web technologies such as 

SOAP, XML-RPC, REST(ful), JavaScript, HTML5, etc.  

In fact, with one abstract unified Social Media API, PADGETS supports the cloud approach. That means 

the Social Media API is available for external developers, Web services and integrated enterprise 

applications. 

 

6.1.4  Single Sign-on for Social Media 

PADGETS will optimize the registration and sign-on process for policy makers and end users. The single 

sign-on approach enhances the interoperability between Social Media Platforms. PADGETS offers the 

most options for users to connect using established identities from any major Social Media Platform, 

including Twitter, LinkedIn, Facebook and Google. PADGETS enriches profile data. That means when 

users choose to connect using a social network identity, PADGETS can access and apply rich profile data. 

Furthermore PADGETS supports a seamless registration solution through account linking.  

With PADGETS registration solution, existing registered users can choose to link their accounts to one or 

more Social Media Platform Accounts. The PADGETS platform standardizes structuring and storing of 

user data across Social Media APIs.  

In this context, within Workpackage 3 we will further evaluate and elaborate different single sign-on and 

registration solutions to find the best holistic approach for the PADGETS platform. 

 

6.1.5 Monitoring and Tracking of Content Streams and Social Media Platform 

Interactions 

The central challenge for the PADGETS project lies in accurately measuring and describing a 

phenomenon that is itself rapidly changing in unpredictable ways. 

Content stream tracking and analysis of end user feedback and social activities is one of the key points in 

PADGETS.  From the system design perspective, the proposed approaches of Activity Streams and XMPP 

from chapter 5 will be considered for the implementation and specification tasks.  

Activity Streams is qualified as a format for syndicating social activities around Social Media Platforms 

and the entire Web, enabling aggregation of social activities in data feeds over several Social Networks. 

Activity Streams is one of the core components of the OneSocialWeb approach and is supported by well-

known Social Networks such as Facebook, Foursquare and Gowalla.  



         D2.1 Padget Design and Decision Model 

 

Page 292 of 625 

However, for tracking end user feedback it is not entirely sufficient to use syndication and aggregation 

formats. It is also necessary for example to track the publishing date of a comment or in general social 

activities in real-time. The consequence is to give the policy maker feedback information about social 

activities in form of comments, recommendations, reposts or trackbacks. In summary it can be said that 

PADGETS will track all interactions between end users and policy messages in the underlying policy 

campaign.  

For this approach XMPP is well suited as messaging and presence protocol (real-time XML streaming 

protocol). More details are provided in section 6.5.3. The main objective is to combine the Social Media 

Connector with the approaches of Activity Streams and XMPP in WP3. The technology for tracking and 

monitoring of content streams will be performed on the basis of social media metrics and social 

networks analysis. At the following, both technology approaches will be outlined briefly. 

6.1.6 Social Media Metrics and Analytics 

For content analysis of the end user feedback, statistics and metrics will be applied from the social 

media and social network analysis domain. Based on the overview of the relevant social media analytics 

presented in Section 4 and the policy maker requirements of Section 2, the following social media 

analytics could be elaborated in PADGETS:   

1. Social media leads. Web traffic breakdowns from all Social Media Platforms will be tracked, as 

well as the top few sources over time will be charted too. If members of the policy maker Social 

Media Platforms are sending referrals, consider measuring this data as well. 

2. Engagement duration. For some policy makers, engagement duration is more important than 

page views. For example, if PADGETS has a Facebook application, how much time are Social 

Media Platform users spending using it? Is per-user usage increasing over time? Alternately, if 

people visit the policy maker website or blog from Social Media Platforms, how long are they 

spending? (Also consider tracking which pages they visit.) 

3. Bounce rate. Are users coming to the policy maker website from Social Media Platforms but 

quickly leaving? Maybe the policy maker landing page needs better, more relevant copy. Maybe 

the information they’re seeking isn’t easily found. 

4. Membership increase and active network size. This is the portion of the policy maker’s Social 

Networks (e.g., Twitter, Facebook, LinkedIn, Blogger) that actively engages with the policy 

maker social media content (e.g., Twitter, Facebook Pages, etc.) Are the policy maker collective 

members, followers, fans network growing, and is there interaction with the policy message 

related content? 

5. Activity ratio. How active is the policy maker’s collective Social Network? The ratio of active 

user’s vs. total users will be compared, and charted over time. There’ll always be some Social 

Network users who are inactive, but if the policy maker initiates a campaign to increase 
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interaction, PADGETS should also measure the resulting data. Activity can be measured in a 

variety of ways, including usage of PADGETS end user applications. 

6. Conversions. PADGETS will utilise Social Network users actions to convert into subscriptions, 

comments, ratings, recommendations, Facebook application use, or whatever other 

interactions. PADGETS will measure all types of conversions and chart them over time. 

7. Policy message mentions in Social Media. The policy maker has a highly active Social Network 

and users are talking about their topics, campaigns, etc. PADGETS will measure and track both 

positive and negative mentions, and their quantities. 

8. Loyalty. Are end users interacting in the network and the underlying policy campaign 

repeatedly, sharing content and links, mentioning policy message and the related topics, 

evangelizing? How many users reshare? How often do they reshare? 

9. Virality. End users might be sharing Twitter tweets and Facebook updates relevant to the policy 

campaign, but is this info being reshared by their Social Networks? How soon afterwards are 

they resharing? How many friends of friends are resharing the policy maker’s links and content? 

10. Blog interaction. This is actually more than one metric lumped together. Blogs are part of the 

policy campaign dashboard, but only if policy makers allow comments and interact with readers 

by responding. If a policy maker doing this, encourage responses either directly in the comments 

section of blog posts, or via Twitter. If the policy maker blog’s content is suitable for social 

voting (Digg, Propeller, Mixx, etc.) or social bookmarking (Delicious, Stumbleupon) sites, 

PADGETS will display the necessary sharing “buttons”, then PADGET will track referrals back 

from those sites. 

Depending on the actual availability and compatibility of web services and API’s, the methods for 

content analysis and monitoring will be elaborated in WP3. Not all of the listed social media metrics are 

track able. It is important, however to define objectives for tracking content streams in underlying social 

media. These objectives should be defined by the policy maker when creating a policy campaign. Based 

on these objectives the suitable social media metrics will be applied. However, content streams are 

traceable by methods from social network analysis. These methods will be characterized shortly in the 

next paragraph and specified in WP3. 

The most common approaches to measure the influence in social media are approaches like hyperlink 

analysis and site traffic. Hyperlinks give an accurate map of clustering and communities within the larger 

Social Media. In this context ingoing and outgoing links are relevant for blogs and Activity Streams from 

Social Media Networks. This links enable PADGETS to identify a self-referential status. Furthermore 

outgoing links and site traffic make a statement about the key position of the policy maker website or 

blog. Such a site or blog with a high linkage are a multiplier for policy message diffusion in the entire 

Social Media. It is not trivial to predict a clear number of reached users or target groups. For policy 

maker blogs or sites target groups could be measured by blogrolls or in general tags. The influence of 
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Social Network Platforms, Twitter accounts, Blogs, etc. could be measured by the network centrality, 

site traffic and total comment volume. Following metrics will be elaborated in WP3: linkage (outgoing 

and ingoing links), network centrality, comment volume, target groups by tags and blogrolls, hubs and 

page views. 

6.1.7 Mobile Cloud and Distributed Application Support 

Services and resources offered by PADGETS will be also available in the cloud, as all its services and 

resources enable rich and dynamic applications. Web technologies empower the integration of local 

functions and distributed (cloud) resources. This approach will allow the mobile cloud support.  

Furthermore, PADGETS supports the usage of distributed services via abstract APIs, like the Social Media 

Connector API for integration of 3rd party Social Media Platforms. This will give PADGETS the advantage 

to dynamically distribute widget-like applications to available mobile devices that are most suitable for a 

task, such as dashboard tweet. With the challenge of distributing components among servers and 

terminals, PADGETS supports the approach for cloud and cross-device applications. 

 

6.2 Relevant ICT and Web 2.0 technologies and environments  

The following discussion addresses general trends in ICT and Web 2.0 technologies with the focus on 

cross media publishing in the policy and social media domain. Social Media Dashboards are presented 

which allow organizations to launch marketing campaigns, identify and grow audience, and distribute 

targeted messages across multiple channels. From a developers point of view frameworks for cross 

media distribution and common Web 2.0 technologies will be considered. This state-of-the-art analysis 

is essential for the specification and implementation tasks in WP3. 

6.2.1 Cross Publishing, Tracking and Analysis of Content Streams in Social Media 

In both open source and commercial market there is currently a broad range of cross media publishing 

and content analytics tools for the social media domain. These tools are very successful and widely used 

for public relations, social media, and (viral) marketing as well as policy campaigns (in the successful 

campaign of Barack Obama), in particular in the U.S. market. The following subsections will present the 

most common used tools in this application area. 

6.2.1.1 Dashboard / Cross Publishing 

HootSuite[2] 

HootSuite provides its users the possibility to connect their different Social Media Platforms in one 

website and gives them so the possibility to be up to date without logging in to all different platforms. 

The supported platforms are Facebook, Twitter, LinkedIn, MySpace, WordPress, Foursquare and 

Ping.fm. It is possible to write messages and publish them in different Social Networks. Furthermore it is 

common to connect the HootSuite-Account with Google Analytics to analyse how many followers the 

user have on the different Social Networks. To log-in into HootSuite a HootSuite-Account is required. 

Another facility is an OpenID-Account. HootSuite supports the following OpenID-Provider: Google, 
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Yahoo!, MyOpenID, mixi and OpenID. Furthermore HootSuite uses Single Sign-on to sign-in into the 

different Social Media Platforms so the needed user data has to be transmitted to HootSuite only once. 

An API for HootSuite is not available. 

TweetDeck[3] 

TweetDeck is an application that's similar to a Web browser. But this browser is laid out to show 

different Social Networks where the user has an account. The Social Networks Twitter, Facebook, 

MySpace, LinkedIn, GoogleBuzz and Foursquare are supported. But it is also possible to include 

Networks with a compatible Twitter API like for example Wordpress or Tumblr. The features of 

TweetDeck are a quick overview about different Social Networks. It is also possible to find fast answers 

(re-tweets) to own posts on Twitter. It is also usual to record videos and upload them via TweetDeck. 

Most of the features are targeted on Twitter what could be divined by the name of the browser, but 

features for other networks are published continuously. To use TweetDeck the software and a 

TweetDeck-Account is required. Furthermore TweetDeck can be used only with a Facebook- Twitter- or 

MySpace-Account but the amount of features is limited so it is recommended to use a TweetDeck-

Account. OpenID and an API are not supported. 

6.2.1.2 Web Applications for Text Analysis and Content Stream Tracking 

ThinkUp[4] 

ThinkUp is a web application that must be run on a server infrastructure. ThinkUp can be used to collect 

content from registered Social Media Platforms. It provides filter facilities, so every comment to a 

message can be displayed for example. Furthermore, ThinkUp supports state charts to get an overview 

about different metrics of the Social Network, like for example the number of followers. Actually only 

Twitter and Facebook are supported. To use ThinkUp an account is required. OpenID is not supported 

for Single Sign-in. The fact that ThinkUp is a Web application leads to the conclusion that it is used in 

advance by other Web sites then by single Social Network users because a server is required. Another 

disadvantage to the PADGETS Platform is, that only content can be collected. It is not possible to spread 

content over multiple networks. 

Spredfast[5] 

Spredfast is a Web application developed for enterprises to follow their brand on the web and announce 

new products. Spredfast provides an overview over all used Social Networks. It also allows spreading of 

content over the different Social Media Platforms. In addition Spredfast schedules the publishing of 

content. Another feature is the feature to spread roles to the employee of an enterprise so all of them 

get the overview of the contents with their own log-in. Spredfast uses so called initiatives to divide the 

different actions of a user. The most popular Social Media Platforms like Facebook, Twitter, Flickr and 

Youtube are supported, but there are much more. To get access to the features it is necessary to have a 

Spredfast-Account or a Facebook-Account. The difference to PADGETS is the fact, that this platform is 

targeted towards brands and not policy campaigns. 
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Clarabridge[6] 

Clarabridge is a Web application for text mining and text analysis. So the core concept is to collect 

opinions of customers and decides whether they like or dislike the brand. For the collection they use 

internal sources like email exchanges and external sources like Twitter or Facebook. Clarabride provides 

not the spreading of information and the focus lies not on Social Media Platforms. Furthermore there is 

no API or Web service support. 

6.2.1.3 Framework for Cross Media Publishing 

Gigya[7] 

Gigya is a paid Web Service which provides common API for different Social Networks. It currently 

supports 21 Social Media websites, beginning with the biggest one like Twitter, Facebook, Google Buzz 

and ending with smaller ones like WordPress, Blogger or Orange France. Gigya wraps APIs for these sites 

in one common interface, which enables web developer to integrate social features in easy way on his 

own website. Because of this the development process can be simplified and accelerated, and the 

developers can code more social features in shorter period of time. Gigya provides also support for 

mobile platforms. Their mobile SDK is available for iPhone, iPad and Android and has the same social 

functionality as the web based platform. Gigya’s main social functionalities are registration, share and 

engagement. Registration feature enables to authenticate user on your site using third party 

authentication providers like Social Networks (i.e. Facebook Connect, Google Friend Connect) or OpenID 

providers. Gigya’s framework allows users to publish their site actions to Social Network. They can easily 

share comments, feedback or opinion with friends in Social Networks; it acts as a sharing console. The 

platform supports all kind of social activities, which can be embedded on blogs or websites. As a 

developer you can use “Activity Feed Plugin” to display the users feed stream, which contain recent user 

activities like the Activity Streams format that was introduced in chapter 4. For online live events, like 

football match or song contest, the developer can use “Live Chat Plugin”, which enables users to chat 

and leave feedback in real-time. The last plugin, “Comments Plugin”, allows users to discuss and post 

comments about published content. Gigya framework provides also powerful statistics, cross-platform 

analytics and traffic data. In this way we can track, which social media platform or content is the most 

popular. Gigya is not only one player in this field, there is also Janrain a user management platform for 

the social web, which has very similar features as Gigya. Another competitor is Wibiya with their social 

toolbar, which is very easy to integrate in websites. 

 

6.2.2 Common Technologies and Trends 

We shall now describe some of the common technologies used and other trends in social websites, 

including authentication, Web Services, REST, mashups, content delivery, and advertising models. Future 

chapters will describe typical usages of these features, including blogging, wiki-based collaborations, and 

social networking. As a result of this discussion we will define a generic cross publishing engine for Social 

Media Platforms. 
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6.2.2.1 General Principles and Definitions 

This is a short summary about terms and technologies which are used in the PADGETS Design. For 

further reading, the understanding of these subjects is required. The explanatory notes will not explain 

in detail, but give the reader a short overview. 

Service 

The concept of service in computer science is not clearly defined. There are several definitions that are 

dependent on the environment of the term. For example a service in enterprise architecture is different 

from one in a service-oriented architecture. In general a service is an uncoupled and self-contained 

piece of software. It offers a set of related functionalities over a specified interface. This general 

definition of the term service is used in this Deliverable. 

Web Service 

Many sources use the definition from the document Web Services Architecture[8]from the World Wide 

Web Consortium (W3C) for Web Service: “Web service is a software system designed to support 

interoperable machine-to-machine interaction over a network. It has an interface described in a 

machine-process able format (specifically WSDL). Other systems interact with the Web service in a 

manner prescribed by its description using SOAP messages, typically conveyed using HTTP with an XML 

serialization in conjunction with other Web-related standards.” This definition is from 2004 and limited 

Web Services to the area of Service Oriented Architectures (SOA) and the related technologies (e.g. 

UDDI as directory service, WSDL as description language). 

Other authors used the term Web Service in a wider sense. Vlad Trifa explained in his paper Content 

Creation on the Web: Mashing Up the Real World With the Internet[9] from 2008 Web Services as 

“loosely-coupled, modular, self-contained, and reusable software components that can be used to 

develop distributed application using standard Web protocols”. This general statement applies more to 

the concept of Web Service. Web Services are not only SOA-services, but also all other services which 

are based on Web protocols (e.g. XML-RPC, REST). The Web serves only as a transport layer for these 

services[10]. 

Web Application 

An application is a computer program, which helps the user to fulfil a certain task. Examples for 

applications are games, graphics software and office suites. An application differs from system software 

like the operating system or utilities, which performs maintenance or general-purpose chores. 

Web Applications are applications which are hosted on web servers. A user gains access to the Web 

Application over a network such as the Internet or an intranet. The user needs a client to show the 

content. In the majority of cases, the client is a web browser.  

Figure 6-1shows a simple data flow for an interaction between a client, in this case a web browser, and a 

Web Application. A web server and the hosted Web Application are on the right side of the drawing. For 

starting the Web Application, the user types the URL from the hosting web server in the browser input 

field. Afterwards the browser sends a HTTP-request. The server receives and processes the request. The 



  

 

web server forwards the request to the Web A

requested resource. Finally the web server sends a response with the HTML code back to the client. The 

web browser can interpret the HTML code and displays a web page. This is a basic scenario. It will

more complex with further programming languages and techniques

 

 

As mentioned above, many Web Applications use Web Services. 

by foreign vendors and achieve different jobs for the Web Applications.

Today interactive Web Applications are only usable if the client has a permanent connection to the 

hosting web server. New developments around HTML

possible. When the network connection of a user is unavailable, users can continue the interaction with 

the Web Applications. A manifest which contains everything that is needed for the Web Application 

makes this possible. This technique shows a new direction for Web Applications as an alternative for 

native applications. 

The Web Hypertext Application Technology Working Group (WHATWG) and the W3C have specified 

many more improvements for the actual HTML versi

and WHATWG standardize a lot of further APIs. These help developers to build more powerful Web 

Applications.  The outstanding specifications are Web Storage

Sockets[14]. Web Storage is an improvement on 

better programmatic interfaces. With the help of the Web Worker, a web developer has the ability to 

run scripts in the background independently of any user interface scripts. The Web Sockets API is 
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web server forwards the request to the Web Application, which generates or loads HTML code for the 

requested resource. Finally the web server sends a response with the HTML code back to the client. The 

web browser can interpret the HTML code and displays a web page. This is a basic scenario. It will

more complex with further programming languages and techniques[11]. 

Figure 6-1: Data flow for a Web Application. 

As mentioned above, many Web Applications use Web Services. These Web Services are mostly hosted 

by foreign vendors and achieve different jobs for the Web Applications. 

Today interactive Web Applications are only usable if the client has a permanent connection to the 

hosting web server. New developments around HTML5 make interaction with offline Web Applications 

possible. When the network connection of a user is unavailable, users can continue the interaction with 

the Web Applications. A manifest which contains everything that is needed for the Web Application 

this possible. This technique shows a new direction for Web Applications as an alternative for 

The Web Hypertext Application Technology Working Group (WHATWG) and the W3C have specified 

many more improvements for the actual HTML version. Along with the HTML 5 specification, the W3C 

and WHATWG standardize a lot of further APIs. These help developers to build more powerful Web 

Applications.  The outstanding specifications are Web Storage[12], Web Workers

. Web Storage is an improvement on cookies. For example; it has a greater storage capacity, 

better programmatic interfaces. With the help of the Web Worker, a web developer has the ability to 

run scripts in the background independently of any user interface scripts. The Web Sockets API is 
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pplication, which generates or loads HTML code for the 

requested resource. Finally the web server sends a response with the HTML code back to the client. The 

web browser can interpret the HTML code and displays a web page. This is a basic scenario. It will be 
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developed as part of the HTML5 initiative. It provides full

Control Protocol (TCP) socket. It is designed to be implemented in web browsers and web servers.

REST 

REST is an acronym and stands for Representational State Transfer

term in his doctoral dissertation 

Architectures” [15] in 2000. He describes REST as an “

systems” such as the WWW (World Wide Web). A REST architecture usually uses web technologies like 

XML and HTTP. A REST architecture which conforms to F

being a RESTful architecture. 

Resources form a central concept in REST architectures. These are data objects with specific information. 

The resources can be referenced with a 

a URI, which represents a REST resource, get a 

of the response is XML. But it is also common to provide multiple representations of the same resource. 

JSON as data format and other XML

based files like images and PDFs are possible.

“For example, a resource that represents a circle may accept and return a representation that specifies a 

centre point and radius, formatted in SVG, but may also accept and return a representation that specifies 

any three distinct points along the curve (since this also uniquely identifies a circle) as a comma

separated list.”[16]. Figure 6-2 illustrates this example.

 

 

Some of the most important constraints

       D2.1 Padget Design and Decision Model

part of the HTML5 initiative. It provides full-duplex channels via a single Transmission 

Control Protocol (TCP) socket. It is designed to be implemented in web browsers and web servers.

REST is an acronym and stands for Representational State Transfer. Roy Thomas Fielding introduced this 

term in his doctoral dissertation “Architectural Styles and the Design of Network

in 2000. He describes REST as an “architectural style for distributed hyperme

such as the WWW (World Wide Web). A REST architecture usually uses web technologies like 

architecture which conforms to Fielding described constraints is referred to as 

l concept in REST architectures. These are data objects with specific information. 

The resources can be referenced with a resource identifier. This is for example the URI. HTTP

a URI, which represents a REST resource, get a representation of the resources. The standard data type 

of the response is XML. But it is also common to provide multiple representations of the same resource. 

JSON as data format and other XML-based documents like HTML and SVG are common. Also not XML

and PDFs are possible. 

“For example, a resource that represents a circle may accept and return a representation that specifies a 

point and radius, formatted in SVG, but may also accept and return a representation that specifies 

oints along the curve (since this also uniquely identifies a circle) as a comma

illustrates this example. 

Figure 6-2: REST Concept. 

Some of the most important constraints the REST architecture imposes, are the following
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• Stateless communication: The communication style of a REST architecture is always stateless. 

Each client send requests with all required information, so that the server can process the data 

and returns a response. Any session state is held in the client.  

• Cashable resources: Each resource in a REST architecture represents an object from the real 

world. An identifier for a resource is a unique URI. A client can use this URI to cache a resource. 

• Uniform interface: For all resources there is the same uniform interface between client and 

server defined.  A common RESTful Web Service uses the same verbs as method names as in the 

HTTP protocol. A Web Service which uses other methods can also be RESTful, “because REST 

doesn’t say what the uniform interface look like.” It is not a good practice, because the service is 

incompatible with other RESTful services in that case. The methods to be used in PADGETS are: 

o GET: List one or more resources with its URI and perhaps further details. 

o PUT: Replace a collection of resources or update a single resource. If the single resource 

doesn’t exist, a new one will be created. 

o POST: A new resource will be created in a resource collection. 

o DELETE: A single resource will be removed from a resource collection 

 

6.2.3 Social Media Authentication 

PADGETS consortium pursues the objective to optimize the registration and sign-in process within the 

PADGETS Platform for policy makers, removing all barriers to connecting Social Media Platforms. The 

approach increases conversion by offering the greatest number of identity options for the PADGETS 

Platform and policy makers, including: single sign-on and registration, account linking, profile data 

management and standardization. To meet these objectives, this subsection will discuss the common 

authentication methods that are used in most Social Media Platforms. Afterwards a summary table is 

attached which presents the supported authentication methods by Social Media Platforms. The most 

common authentication methods will be supported by the PADGETS Platform. 

OpenID 

OpenID is an authentication method where the user verifies himself only at an OpenID-Provider. Other 

platforms use the authentication of the OpenID-Provider to authenticate the user who log-in into the 

platform. So the platform checks whether the user could be authenticated verifying a code transmitted 

from the end user. Afterwards the user could be authenticated over a unique URL. The difference to 

OAuth is that the OpenID-Provider verifies the user and attests the 3rd party platform the user is that he 

appears to be. There would be no grant access to private data.  
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OAuth 

OAuth is a strategy of authentication that gives a consumer application the permission to access 

protected data of an end user. The end user must not give his credentials to the consumer application, 

because he authenticates directly at the service provider. The service provider generates a token and 

transmits it to the end user if this user accepts the request of the consumer application to access his 

private data. The difference compared to OpenID is that OAuth does not provide a direct authorization 

of the end user. OAuth clarifies the concept to grant access third party applications to private user data. 

Single Sign-On 

Single sign-on is an option for end users to authenticate once to an application. This main application 

authenticates the user if the requested secondary application trusts the main application. One claim for 

the authentication between main application and secondary application is that the authentication 

method must be as strong as the method between main application and end-user. 

The advantage of single sign-on is that the user has great time saving. The second advantage addresses 

the aspect that he must not memorize all his credentials. A disadvantage is that an unauthorized person 

who gets illegal access to the main application would have access to all other applications too. But 

studies show, that most people use the same credentials for their different accounts so the fact would 

be negated. 

Basic Authentication 

Basic authentication means the authentication with a username – password – pair to authenticate the 

user. If a user requests a protected website the server asks for an authentication with an authentication 

header. If the browser cannot find the username and password the user have to fill-in his credentials. 

Afterwards a Base64 encoded string containing the username – password –pair will be sent to the 

server. 

Platform / 

Authentication 

OpenID OAuth Single Sign-On Basic Auth 

Facebook 
 X X X 

Twitter 
 X  X 

Youtube 
X X  X 

Blogger 
X    

Flickr 
X    

Picasa 
X    

Delicious 
X X  X 
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Ustream 
X   X 

LinkedIn 
 X  X 

Digg 
 X  X 

WordPress
8
 

   X 

Table 6-1: Supported authentication and authorization methods by Social Media Platforms. 

 

6.2.4 Mashups 

The PADGETS Platform offers no ready-made mashups or an engine for creating mashups. But it allows a 

policy maker to initiate and publish policy campaigns by using different Social Media Platforms and to 

make his policy message available to end users, which combine the different Social Media Platforms and 

content streams to a new mashup. Therefore, the integration of Social Media Platforms and Web 

Services in mashups is an important topic in PADGETS. It is essential to understand the subject for 

creating this mashup of Web Services. 

Mashups are known in many domains. It stands for a creation of new content through the combination 

of already existing content. In Web development, it is an application which combines data, 

presentations or functionalities from more than one source. But mashups are not limited to web-based 

artefacts. “A broader world can be mashed up, including databases, binary formats (such as Excel and 

PDF)…and more”[17].There are certain benefits of this technique. Application developers get reusable 

and easy to handle building blocks and the mashup provider offers their data or services to a greater 

number of users. In the beginning of the Web 2.0 hype, mashups were one of the key drivers. Building 

Web Applications as mashups grew to a standard until today. 

Auto-generated Mashups 

In Dynamic Mashup Platform for Mobile Web Applications and A QoS-oriented Management Framework 

for Reconfigurable Mobile Mashup Services[18] the authors describe platforms where Web Services are 

combined to mashups. In [17] the user selects his preferred Web Services or a service category. 

Afterwards the authoring engine shows the possible list of mashup services considering the user’s 

preference. In [18], the approach wants to connect Quality of Service (QoS) parameters with web-based 

applications. The five QoS parameters are:  

• Response time 

• Price  

• Reliability  

                                                   

8Wordpress could be extended with plugins so other authentication methods are possible. 
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• Availability  

• Reputation  

The system decides which Web Services are appropriate for the user. It selects the suitable Web Service 

with the help of the five QoS parameters. The user influences the weight of the QoS parameters 

indirectly via several feedback channels. 

Both approaches combine different devices or services. The platform in [17] confines oneself to create 

mashups from a previous user-selected set of Web Services. In contrast to [17], the systems described in 

[18] decide, which Web Services will be chosen for a task. Their decisions depend on the preferred user 

interests or service properties. 

A mashup framework was developed in Ontology-based Multidimensional Personalization Modelling for 

the Automatic Generation of Mashups in Next-generation portals[19], which creates a personalization 

model with knowledge about the user and the information about the context the user is acting in (for 

example the domain). That is used to create personalized mashups for the user. 

 

 

Figure 6-3: Mashup Framework. 
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Figure 6-3shows the architecture from this approach. The top boxes represent content and applications 

from third parties. Below that is the business logic of the portal from this approach, which provides all 

necessary information for creating personalized mashups. The two lower pink boxes present the models. 

Above is the combination of them, the Personalization Model. The Application Registry has semantic 

service descriptions of the Applications and Services. 

The Personalization Engine specifies a composition request with the help of the data from the 

Personalization Model. The Service Composition Module receives this request and builds a Mashup 

Model which is based on the composition request and the semantic application description from the 

Application Registry. The Mashup Handler receives this Mashup Model and shows the related mashups 

via the Presentation Module on a portal page. 

6.2.5 Late Binding Approaches 

In service oriented architectures, binding is an abstraction mechanism to separate implementation 

specific details from a high-level description of the functionality of the services to be accessed. As an 

example, consider the approach followed by WSDL, which separates the abstract description of a service 

interface (the port type) from the transport protocols and the addressing information used to access the 

corresponding service provider (the port). This separation of interface from implementation fulfils the 

important requirement of adaptability that make a composition reusable in an ever-changing distributed 

environment. Building on this, BPEL uses the notion of abstract process and partner to reflect the idea 

that the business processes modelling how different Web Services should be composed can be applied 

to different service providers. By extending the WSDL standard service interface description with the 

declaration of a partner link type, the process which defines how to compose different services does not 

depend on specific services but can be customized to use different ones as long as they fit with the 

expected link type. As represented, during the life time of a process, a binding is progressively refined 

going from a set of services to one specific service end point. When a process is designed, it does not 

contain any reference to a specific service, but it only lists partner port types. An abstract process is 

reused by constructing a mapping between concrete service port type definitions and the roles played 

by the various partners in the process. This mapping between WSDL definitions and partners is set once 

the composition is deployed and it is fixed for all executions of the composition. 

The only form of dynamic binding supported by BPEL consists of re-assigning end points which identify 

specific ports within a service interface at runtime. End points are identified with the addressing 

proposed standard. Although this feature can be used to establish call-back relationships and allows to 

tap the flexibility offered by the separation between port types (interfaces) and ports (communication 

end-points), the values for the port type and the operation themselves are fixed for each invoke activity 

and cannot be changed as the process runs. Thus, BPEL limits the scope of a binding depending on the 

time it is evaluated. Although a static binding can refer to different services identified by their port 

types, a dynamic binding is restricted to switch between the various ports of the service. This limits the 

reusability of composite services modelled with BPEL. Furthermore, by using WSDL port types to define 

constraints in the roles that can be assumed by each partner, such constraints are expressed only at the 

level of the syntactical description of the service interface and no explicit provision for semantics is 
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made. Thus, services which do not match the interface description contained in the binding will not be 

considered as potential replacements. Conversely, it is not possible to discard services that use the same 

syntactical signature, but provide incompatible functionality. 

For PADGETS we introduce the notion of flexible binding, abstracting from the details of a specific 

service composition language in the Late Binding Module of the PADGETS Platform. 

 

6.3 PADGETS Platform Design Specification 

The vision behind the PADGETS Platform is based on the conceptual statements and user scenarios as 

presented in Sections 2 and 3 of this deliverable, taking in mind the common technologies and trends in 

Social Media, Text Mining, Modelling & Simulation as presented in Sections 4 and 5. The following 

subsections describe the core components and enclosed building blocks of the PADGETS Platform.  

The PADGETS Platform builds on an extended mashup proxy that supports the seamless integration of 

back-office services of social media and front-end interfaces for user interaction. Furthermore, a server-

side and client-side runtime environment enables PADGETS to adapt dynamically to the requirements of 

mobile users whose devices are limited in their available bandwidth and display size. The PADGETS 

Platform comprehends various user interface components - the PADGETS Frontend. The dashboard for 

policy makers realizes the initiation and tracking of policy campaigns. As well as mobile dashboard 

solutions for monitoring, tracking and analysis of feedback content streams. Thus, the dashboard is the 

main interaction interface for policy makers. End users will consume various content streams of a policy 

campaign via common Social Media Platforms. That means a policy message will be published as 

statements, blog entries, polls, linked multimedia content and statistical data directly in selected Social 

Media Networks and Social Media Platforms. In other words Social Media Platforms function as 

container or carrier for a policy message of a campaign.  

Additionally, PADGETS has the ambition to offer mobile and desktop clients for end users filtering and 

presenting policy campaigns. However the main interaction of end users takes place in Social Media 

Platforms. The PADGETS Backend contains components for publishing, monitoring and analysis of a 

policy campaigns and the underlying content streams in Social Media. The Social Media Connector 

integrates Web Services of Social Media Platforms and enables the PADGETS Platform to interact and 

exchange content streams with various resources.  

PADGETS Platform will build on a suite of Web components that support the integration of SOA 

concepts such as late binding and structured orchestration of services. The underlying architecture 

follows the REST style (REpresenational State Transfer) and is thus compliant with the Web’s 

architectural style. For content publishing, aggregation and tracking already presented concepts like 

Activity Streams and XMPP will enhanced and combined with the late binding approach. The objective of 

this approach addresses the idea of tracking user feedback content streams in real-time.  

 



  

 

Figure 6-4 presents the architecture of the PADGETS Platform. 

blocks are described in brief. 

 

 

6.3.1 Stakeholders: PADGETS initiators and citizens

The stakeholders of the PADGETS Platform are the policy maker as initiator o

end user who interacts with the policy message in underlying Social Media. The policy maker interacts 

via dashboard with the PADGETS Platform by publishing and tracking of policy campaigns. The end user 

will be achieved by means of Social Media Platforms. This means that a policy message will be published 

in underlying Social Media and the end user interacts with them for example on Facebook or via 

comments on a blog entry. 

 

6.3.2 Front-End: PADGETS Dashboard and Container

The PADGETS Frontend consists of two components: PADGETS Dashboard and Social Media Platforms as 

containers for content or policy message delivery. 
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The PADGETS Dashboard is designed for the policy maker. Politicians could initiate and execute policy 

campaigns by this web-based dashboard. The PADGETS Dashboard visualizes the different Social Media 

Platforms in which a policy message was published including the end user feedback content streams. 

Furthermore the complete policy campaign life cycle will be modelled by the PADGETS Dashboard.  

Furthermore, the PADGETS Front-End concepts includes mobile clients for policy maker and end user. 

Additionally the PADGETS Dashboard or certain features can be placed and consumed as Widget or 

Gadget. With this various interface solutions follows PADGETS a device and platform independent 

approach. 

6.3.3 Back-End: Social Media Connector, Monitoring, Publishing and Decision Support 

The PADGETS Back-End comprises four core components: Social Media Connector for integration of 

back-office services, Monitoring Engine for end user feedback content stream tracking and analysis, 

Publishing Engine for publishing policy messages within policy campaigns in underlying Social Media as 

well as the Aggregation and Decision Support Engine for content analytics, decision support and 

simulation. Following components for the PADGETS Back-End will be specified and implemented in WP3: 

Late Binding Engine 

Late binding of 3rd party and local services during runtime - Selection of appropriate services during 

runtime based on QoS parameters, user preferences, and device configuration of the service requester 

(end user). 

Repository 

Repository for semantically enhanced services: REST APIs of services from 3rd party content providers 

can be easily described with the Web Application Description Language (WADL) and registered at the 

repository. Semantic service descriptions extending the notion of WADL moreover enable an automatic 

composition of Web services and open up 3rd party APIs. 

Composition Engine 

The Composition Engine realizes the server-side integration and orchestration of Social Media Services. 

It automatically creates server-side service compositions based on the effects that were requested 

either by the policy maker or another service. In a first step an abstract service composition plan is 

created, while the late binding of actual service implementations is handled by the Late Binding Engine 

and the Repository. 

Publishing Engine 

The Publishing Engine enables the partitioning of PADGETS so that parts can be executed on the server 

while other components are residing on the client. The client side can be Web Apps which will be spread 

in the Web 2.0 environment. Otherwise it is possible to publish a PADGET as a Native App on mobile 

platforms. The main approach tackles the publishing of a policy message in the integrated Social Media 

Platforms. The published PADGETS gives users the capability to access policy documents, be informed 

on relevant news, stipulate opinions, vote on an issue, upload material, tag other people opinions or 

content as relevant, get location based information, etc. 
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Social Media Connector 

The connectors’ manager is a Social Media Connector which maps 3rd Party APIs of Social Media 

Platforms to an abstract Social Media interface. The abstract Social Media interface will be used for 

posting and retrieving activities of a policy message. 

Monitoring Engine 

The Monitoring Engine uses the data from the interaction with end users based on the systems 

dynamics to deliver recommendations for decision making and support. The Monitoring Engine tracks 

end user interactions with the policy message in underlying social media. That can be comments, 

retweets, trackbacks, blog articles and reposts. This feedback will be tracked by the Activity Streams and 

XMPP approach in combination with the Social Media Connector. This aggregated end user feedback 

content streams will be analysed with text and opinion mining as well as sentiments analysis. These rich 

processed data will be passed to the Aggregation / Decision Support Engine for decision making and 

simulation. 

Aggregation / Decision Support Component 

Based on the rich processed data, the Aggregation and Decision Support Engine will compose specialized 

Social Media Analytics with the objective to extract trends, opinions, target groups, statistics, etc. for 

model decision support and simulation, as analysed in Section 4 of the present deliverable. 

6.3.4 Social Media Platforms 

PADGETS will support several Social Media Platforms, selected in Deliverable 1.1 and analysed in 

Deliverable 2.2, being the following: 

• Facebook 

• YouTube 

• Picasa 

• Ustream 

• Flickr 

• Picasa  

• Twitter 

• Digg 

• Delicious 

• Blogger 

The PADGETS Platform will include a plug-able Social Media Connector which integrates parts and 

interfaces of the selected Social Media Platforms.  

6.4 PADGETS Front-End Specification 

The PADGETS Front-End Specification pursues two concepts: a web-based dashboard for policy makers 

to initiate and track policy campaigns (including the entire policy life cycle) and the Social Media 

Platforms as container in which the content streams of a policy message would be placed. That means 

that the end user interacts in his familiar environment of Social Media Platforms with the content 
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streams of a policy message. Furthermore PADGETS supports mobile applications for policy makers and 

end users.  

Widgets and Mobile Applications 

Comparable to the policy maker interfaces PADGETS supports the end user with widgets and mobile 

applications. These software solutions are supposed to complement the classical information 

consumption via Social Media Platforms. Widgets and mobile applications address for example certain 

topics of politicians or policy campaigns. It is a kind filter to extract and interact with policy messages in 

the vast Social Media environment.  

6.4.1 PADGET Dashboard for Initiation, Tracking and Analysis of Policy Campaigns in 

underlying Social Media 

In general the PADGETS Platform supports various front-ends for policy makers. However the Web-

based Dashboard provides the policy maker during the entire policy campaign in particular of the 

initiation process. Widget and mobile applications are more specialized to inform the policy maker 

about end user feedback content streams and decision support. 

Web-based Dashboard 

The PADGETS Dashboard is designed for the policy maker and will be implemented with Web 

technologies. By means of browser the PADGETS Dashboard is available for a large number of platforms. 

Policy makers will be supported by the initiation process of a policy campaign through an easy to use 

wizard. He can setup parameters like target groups, time, favoured Social Media Platforms, content 

streams, Social Media metrics, etc. For initiation and tracking of policy campaigns it is necessary to add 

various accounts of Social Media Platforms. The PADGETS Dashboard supports in this context the single 

sign-on and authentication approach. Each Social Media Platform will be visualized as channel in the 

PADGETS Dashboard. With the help of the Monitoring Engine end user interactions and the associated 

feedback content streams will be visualized for each channel. Comments, statements, ratings, retweets, 

trackbacks, reposts, etc. of end users are available in real-time for the policy maker. Furthermore the 

PADGETS Dashboard has features to present the results of content analytics. Trends, buzz’s, keywords, 

sentiments and the diffusion of a policy message in Social Media will be visualized. 

Widgets 

A selection of PADGETS Dashboard features will be available as Google Gadget or Yahoo Widget and 

therefore integrate-able in 3rd party web applications. The advantage for policy makers is that PADGETS 

features can be easily integrated in existing software infrastructures. Conceivable features are the 

visualization of the end user feedback content stream for each (Social Media Platform) channel. It 

should be noted that PADGETS Widgets should be focused on information exchange – to inform the 

policy maker. From the technical point view the widget approach has the advantage that PADGETS 

Widgets can be deployed on a large number of platforms like tv-sets, mobile devices and desktop 

environments with runtime widget engine. 

Mobile Applications for Dedicated Platforms 
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The PADGETS Dashboard concept supports mobile applications for various platforms. Android and 

iPhone OS would be the favoured platforms. Furthermore mobile web applications should also be 

addressed as policy maker user interface. In this case mobile applications are specialised on consuming 

information that will be produced during the life cycle of a policy campaign.  

Administration and Management 

From the point of view of an administrator the PADGETS Dashboard enables also the easy provisioning 

of services through a graphic user interface which also supports the management and reconfiguration of 

server-side service composition workflows. A standalone client for the dynamic creation of a policy 

campaign will be available that also supports the inspection of the underlying server-side workflows 

modelled by modified timed automata, thus providing PADGETS developers with a powerful tool for 

debugging on the client side. A web client serves as an interface to the user. It provides the means to 

request a PADGET dynamically, and to display them and share them with other users in the Social Media 

Ecosystem. 

 

6.4.2 PADGET Container for Distribution and Propagation of Policy Messages with 

Social Media 

PADGETS has the vision to use Social Media Platforms as container in which a policy message will be 

placed. A policy message consists of several content types like blog entries, statements for Facebook 

and LinkedIn, linked media content for Youtube or Picasa, etc. These content types will be published in 

the associated Social Media Platforms. As a consequence end users interact in a usual way with Social 

Media Platforms and also with the related policy message of a policy campaign. In fact there is no 

installation of software tools necessary. In short Social Media Platforms are the container to transport 

the distributed content streams of a policy campaign. End users can add personal Social Media Platform 

accounts and get a quick overview of discussions which are related to policy topics. These widgets and 

mobile applications are comparable to already existing tools like Hootsuite or TweetDeck.  

6.5 PADGETS Back-End Specification 

The PADGETS Back-End Specification tackles the three core features of PADGETS: Publishing and 

Monitoring of policy campaigns as well as the Decision Support Modelling for policy makers. A few 

conceptual approaches for cross media publishing and tracking as well as decision support modelling 

have already been presented in Chapters 4 and 5. 

 

6.5.1 Social Media Connector 

The Social Media Connector Engine links external Social Media Platforms with PADGETS. It maps several 

Social Media Platform APIs to one abstract PADGETS interface description for Social Media platforms. 

The abstract interface description supports the following selected categories of Social Media Platforms 
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from Deliverable 1.2: Social Networks, Video Broadcasting, Live Broadcasting, Image Share, Micro-

Blogging, News-Bookmarks and Blogging. 

The Social Media Connector, in brief, is a framework that provides aggregation of users distributed 

information to and from a user. Essentially this framework operates like a mediator between users and 

different sources of users’ information: to collect information to the user from different sources and 

distributing information from the user to different sources. 

Augmented by advancement in Web 2.0 services like Social Network, blogs and media sharing services, 

popularity of community services are growing in extraordinary rate. Abundance of such community 

services exists today catering different types of people for almost any subject matter: some gaining 

popularity while some loosing behind. Facebook, YouTube, Twitter and Flickr are few of the most 

popular services today. The reality is people will change and use multiple services. The Social Media 

Connector has been designed and developed to overcome this trend. It provides integrated way in 

which any application or service can manage or have aggregated view of user’s community or any other 

sources of information. 

The potential use of aggregated information is huge. It can be used simply to present this cumulated 

information to and from the user or more interestingly, it can be used to analyze the data to extract 

useful information within policy campaigns. For example, social behaviour of a user or overall users in 

general, analysis of discussion topics or creating dynamic (ad-hoc) group of users based on certain 

context and so on. This result could be used for decision support and simulation. 

6.5.2 Monitoring Engine 

The Monitoring Engine follows two concepts: content tracking and content analysis. Content tracking 

collects the end user feedback streams via Activity Streams and XMPP. These technology approaches 

were already presented in chapter 4. If an end user for example makes a comment to a policy statement 

in Facebook this comment would be tracked automatically and transmitted via the Social Media 

Connector to the policy maker. Furthermore the Monitoring Engine provides generic interfaces to the 

other core components like Publishing and Aggregation Engine. Content tracking provides within XMPP 

real-time synchronisation between front-end and back-end. Content analysis provides text and opinion 

mining as well as sentiment analysis. These various approaches of content analysis were already 

presented in chapter 5. The main idea behind content analysis is to extract trends, buzz’s, discussions, 

etc. in the end user feedback. With these methods the huge data of user feedback will be reduced and 

grabbed of the decision support model. Thus, the Monitoring Engine is the binding block between 

publishing, tracking, analysis and decision support.  

 

6.5.3 Publishing Engine 

The Publishing Engine is responsible for the entire publishing process of content generated from the 

policy maker. The Publishing Engine provides an interface to the front-end of the PADGETS Platform. 
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The reason why the Social Media Connector is not the connecting interface between front-end and 

back-end is the complexity of the publishing process. At the one hand the policy maker must be logged 

in to all Social Media Platforms where he wants to publish content on the other hand it takes some 

publish processes several minutes to hours until the content is published for the public. That’s why the 

Publishing Engine will provide the Interface for publishing content. The Publishing Engine will receive a 

POST-request with a transmitted XML-file to publish content. This XML-file is formatted as Activity 

Stream and contains the content and the Social Media Platforms where the policy maker wants to 

publish. This XML-file is processed by the Composition Module which generates a publish service. When 

the Composition Module finishes the generated publishing service is executed. The Publishing Engine 

provides also an interface for administrative access to upload new API's for the Platform. 

Composition and Discovery Module 

It is possible in the Publishing Engine that policy makers or services generate composition requests and 

sent it directly to the Composition Module. The Composition Module realizes the composition algorithm 

which will be presented in the specification of WP3 and produce compositions as abstract plans. The 

Composition Module send at the composition time searches requests to the Discovery Module and 

receive searches responses contains relevant service operations that fulfil the search request of a part of 

it. The Discovery Module works on Semantic Descriptions stored in a Repository, which represent the 

search space for the discovery algorithm. The next step is to transform the abstract plan to an 

executable plan using the Late Binding Module. The objective of this module is to replace all abstract 

service operations in the abstract plan with concrete services e.g. service with WSDL or WADL 

interfaces. It is also possible to use other languages like BPEL or timed automata to describe the 

workflow. The advantage of timed automata is that it works with any kind of binding. BPEL works only 

with WSDL-binding. The Execution Module can than run the executable plans produced by the Late 

Binding Module and the result will be presented by the end user in underlying Social Media. The 

Publishing Engine provides also a Semantic Module that allows administrators to manage semantic 

service descriptions in the repository. 

Late Binding Module 

The Late Binding Module realizes in connection with the Social Media Connector the seamless 

integration of 3rd party Social Media Platforms and Web Services based on Web applications, only 

interfaces of Social Media Platforms that should be used are known in the Back-End of the PADGETS 

Platform. To execution time these Social Media Platform interfaces are bound. That allows a more 

flexible creation of a policy campaign because so a Social Media Platform could be found while 

executing a policy campaign. Is a Social Media Platform not acquirable another one could be chosen. The 

Late Binding Module extends the Aggregation Engine by translating abstract plans in executable plans 

and binding concrete Social Media Platforms. 
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6.5.4 Aggregation and Decision Support Component (DSC) 

The Aggregation Engine generates a workflow of different Social Media Platforms so a PADGET fulfils the 

wanted functionality. Therefore the Business Process Execution Language (BPEL) is used. With that 

language a workflow is generated, where is defined, when which Social Media Platform should be used 

and it is determined whether the Social Media Platforms are called parallel or sequential. There are two 

forms of Service Composition: Orchestration and choreography.  

Choreography means Social Media Platforms get linked and are called one after another. At the end the 

wanted outcome was generated. Orchestration means, Social Media Platforms are called and with the 

delivered data the PADGET generates the outcome of this Social Media Platforms. The delivered data of 

the called Social Media Platforms are used to generate own data as outcome. The Aggregation Engine 

realizes the server-side integration and orchestration of back-office Social Media Platforms. It 

automatically creates server-side service compositions based on the effects that were requested either 

by the user or another Social Media Platform. 

The internal structure of the Decision Support Component (including the text mining and simulation sub-

components) has been analysed in Section 4.3. 

6.6 3rd Party Social Media Platform and Web Service Integration 

This section discusses the relation between 3rd party Web Services like Social Media Platforms, Social 

Media Connector and the Monitoring Engine. It is an outlook how we can integrate the Activity Stream 

approach of Chapter 5, with the Social Media Connector approach of Chapter 6. This integration task is a 

challenge for further specification tasks of WP3. The main result of this coordination should be the 

prototype for cross media publishing and content stream tracking via Activity Streams and XMPP. 

Figure 6-5 shows two main components of the PADGETS Platform architecture: the Social Media 

Connector to integrate 3rd Party Web Services like Social Media Platforms and the Content Tracking 

Module of the Monitoring Engine. The Social Media Connector works closely together with the Late 

Binding Module.  

This means we map certain APIs of 3rd party Web Services to one abstract PADGETS interface 

specification. In this context we defined categories for the abstract PADGETS interface specification: 

Social Network Platforms, Photo, Video, Blogging, Live and general Social Media Platforms. These 

categories are the result of Deliverable 2.1. Afterwards if the policy maker selects his target Social Media 

Platforms via the front-end to initiate the policy campaign the Late Binding Module binds the relevant 

3rd party Web Services like Blogger, Facebook and Youtube to the Composition Module. Based on this 

composition the underlying content streams of the policy campaign will be published in the selected 

Social Media Platforms. 



  

 

Figure 6-5: Concept of the 3rd Party Social Media Platform and Web Service Integration.
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approach is that we can use this generic feed format for social activities as interface between the 

published content and end user feedback content – in real-

time aspect will be handled by the XMPP approach for content synchronisation of chapter 

4. In conclusion this vision of combination of two approaches from the mashup / SOA domain and 

in will be elaborated and proven through prototype 
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7. Conclusions  

The purpose of this deliverable is to delve into the qualities of the Policy Gadget concept, from its 

various angles, and define the design parameters of the PADGETS system. Its main goals are to provide: 

• The definition of the characteristics of a Policy Gadget (Padget). 

• The specifications of the functionalities of the Decision Support Component contained in the 

PADGETS platform.  

• The methodology for interrelating policy gadgets to underlying group knowledge, content and 

user activities in Social Media. 

• The overall design of policy gadgets with focus on the interoperability with existing Social Media 

platforms. 

Throughout this document the above issues are elaborated in depth, providing details and 

recommendations for further stages of the project.  More specifically, the present deliverable contains 

the following specification and design elements of the PADGETS platform: 

• A concrete definition for what a “padget” (policy gadget) is, covering the different perspectives 

of citizens and policy makers, as presented in Chapter 2. This definition includes an important 

definition of “padget campaigns”, what they may be used for and how PADGETS extends the 

existing policy making cycle.  

• The definition of the PADGTES dictionary of key terms, serving as a reference guide for the new 

concepts introduced by the project – to be integrated within the project Wiki. 

• The definition of policy gadgets functionality, added value and innovative characteristics -  as 

illustrated with three usage scenarios, stemming from the user partners of the PADGETS 

consortium. 

• Requirements based on the usage scenarios and supplemented with 7 additional qualitative 

surveys conducted through interviews with policy making organisations, going beyond the user 

partners of the consortium, as presented in Chapter 3.   

• Requirements stemming from a quantitative on-line survey, filled-in by 60 policy makers, 

experts and practitioners in the governance domain. 

• The formal description of user needs, through analysis of usage scenarios, qualitative and 

quantitative surveys, in Use Case diagrams and detailed, atomic Requirements List. 

• Outlining of the Decision Support Component of PADGETS platform, in Chapter 4. The PADGETS 

Decision Support Component is a combination of social media analytics, text mining tools and a 

predictive engine based on System Dynamics that simulates future variations in public opinion.  
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• The definition of the tools to be used by the decision support component (simulation, text 

mining, sentiment analysis),  as well as the outputs to be generated by its core functionalities 

(awareness, interest, acceptance, opinions). 

• In depth specification of the simulation functionalities of PADGETS platform, including a System 

Dynamics model for analysing and forecasting citizen acceptance of a published policy, as well as 

practical limitations to this pioneering approach.  

• Detailed analysis of technologies relative to Social Media, which will provide PADGETS with the 

capability to publish content (objects) and connect published messages to end users’ feedback 

and activities, in Chapter 5.  

• Introduction and specification of “PADGETS Streams”, based on the Social Media Platforms’ API 

Analysis conducted previously in the project (Deliverable D1.2).  Orchestration of a message 

fitting in different platforms and tracing citizen activities on the published message. 

• Description  of the PADGETS design principles, as the conceptual basis for system design and 

implementation of the PADGETS platform, in Chapter 6. After documented SotA concepts in 

Web 2.0 and Web services, the document describes the way PADGETS will incorporate or extend 

such concepts.  

• The description of PADGETS front-end and back-end design, under the outline of the System 

Architecture (that will be fully elaborated following in the project, within Deliverable D3.1 ). The 

whole engine’s design was focused on an interoperable approach that will connect PADGETS to 

the social web. 

Valuable information is also to be found in the Annexes of this deliverable, serving as a reference for 

3rd party tools to be further selected and integrated, detailed descriptions of Social Media platform 

functions, API’s and Analytics, as well as best practices that were taken in mind during the design. 

In conclusion, the present document gives a complete description of PADGETS’ conceptual principles 

and functionalities. It is a guide on which system’s design was based, in order to fulfil project’s goals 

and where the future implementation will refer to.  

Most importantly, PADGETS aims, with its architecture and design principles, to bring innovative 

technologies and standards from the Social Web into a unique project. PADGETS combines policy 

gadgets with the concept of an open and interoperable system, which manages content and 

activities on multiple Social Platforms, under a unified layer for policy makers and citizens. 

The deliverable was put under multiple review cycles, from experts both within and outside the 

consortium: 4 highly esteemed, independent experts in political science and ICT were also engaged 

in this effort and provided valuable comments. 
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o_a_playlist. 

[153].PUT Updating a playlist, Youtube APIs and Tools-Google Code: 

http://code.google.com/apis/youtube/2.0/developers_guide_protocol_playlists.html#Updating_a_playli

st.  

[154].PUT Edit Playlist, Youtube APIs and Tools-Google Code, (30/11/2010): 

http://code.google.com/apis/youtube/2.0/developers_guide_protocol_playlists.html#Updating_a_vide

o_in_a_playlist.  

[155].DELETE Delete video from Playlist, Youtube APIs and Tools-Google Code, (30/11/2010): 

http://code.google.com/apis/youtube/2.0/developers_guide_protocol_playlists.html#Deleting_a_video

_from_a_playlist. 

[156].DELETE Delete a Playlist, Youtube APIs and Tools-Google Code, (30/11/2010): 

http://code.google.com/apis/youtube/2.0/developers_guide_protocol_playlists.html#Deleting_a_playlis

t.  

[157].Status Message, Facebook Open Graph API, (5/11/2010): 

http://developers.facebook.com/docs/reference/api/status.  

[158].Twitter API, Statuses/update, (5/11/2010): http://dev.twitter.com/doc/post/statuses/update.  

[159].statuses/:id/retweeted_by/ids, Twitter API, (5/11/2010): 

http://dev.twitter.com/doc/get/statuses/:id/retweeted_by/ids. 
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[160].Twitter API, statuses/:id/retweeted_by, (9/11/2010): 

http://dev.twitter.com/doc/get/statuses/:id/retweeted_by.   

[161].Twitter API, method: “statuses/mentions”, (9/11/2010):  

http://dev.twitter.com/doc/get/statuses/mentions.  

[162].LinkedIn API, Get Network Updates, (9/11/2010): http://developer.linkedin.com/docs/DOC-1006.  

[163].LinkedIn API, Commenting On & Reading Comments and Likes in Network Updates, (9/11/2010): 

http://developer.linkedin.com/docs/DOC-1043.  

[164].POST Upload Video (Direct uploading), Youtube APIs and Tools Google code, (30/11/2010): 

http://code.google.com/apis/youtube/2.0/developers_guide_protocol_direct_uploading.html#Direct_u

ploading.  

[165].YouTube API, Retrieving information for a single video, (30/11/2010): 

http://code.google.com/intl/el-

GR/apis/youtube/2.0/developers_guide_protocol.html#Retrieve_video_entry.  

[166].GET Get commets for a video (retrieving comments for a video&Identifying comments that are 

replies to other comments), (30/11/2010): 

http://code.google.com/apis/youtube/2.0/developers_guide_protocol_comments.html#Retrieve_com

ments.  

[167].PUT Update Video, Youtube APIs and Tools Google code,  (30/11/2010): 

http://code.google.com/apis/youtube/2.0/developers_guide_protocol_updating_and_deleting_videos.

html#Updating_Video_Entry.  

[168].Get Video Responses, YouTube API, (30/11/2010): http://code.google.com/intl/el-

GR/apis/youtube/2.0/developers_guide_protocol.html#Retrieving_video_responses.  

[169].DELETE Delete Video, Youtube APIs and Tools Google code, (30/11/2010): 

http://code.google.com/apis/youtube/2.0/developers_guide_protocol_updating_and_deleting_videos.

html#Deleting_a_video.  

[170].POST Video.upload, Facebook Old Rest API, (30/11/2010): 

http://developers.facebook.com/docs/reference/rest/video.upload.  

[171].Video, Facebook Open Graph API, (30/11/2010): 

http://developers.facebook.com/docs/reference/api/video.  

[172].Link, Facebook Open Graph API, (30/11/2010): 

http://developers.facebook.com/docs/reference/api/link.  

[173].POST, GET Posts/add, Delicious API, (30/11/2010): http://www.delicious.com/help/api#posts_add.  
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[174].POST, GET Posts/delete, Delicious API, (30/11/2010): 

http://www.delicious.com/help/api#posts_delete.  

[175].POST Statuses/update, Twitter API, (30/11/2010): 

http://dev.twitter.com/doc/post/statuses/update.  

[176].POST Statuses/destroy/:id, Twitter API, (30/11/2010): 

http://dev.twitter.com/doc/post/statuses/destroy/:id.  

[177].PUT Create&Publish Post, Blogger APIs Google Code, (30/11/2010): 

http://code.google.com/apis/blogger/docs/1.0/developers_guide_php.html#CreatingEntries.  

[178].PUT Update Post, Blogger APIs Google Code, (30/11/2010): 

http://code.google.com/apis/blogger/docs/1.0/developers_guide_php.html#UpdatingEntries.  

[179].DELETE Delete Post, Blogger APIs Google Code, (30/11/2010): 

http://code.google.com/apis/blogger/docs/1.0/developers_guide_php.html#DeletingEntries.  

[180].Event, Facebook Graph API Documentation, (30/11/2010): 

http://developers.facebook.com/docs/reference/api/event.  

[181].Event, Facebook Graph API Documentation, (30/11/2010): 

http://developers.facebook.com/docs/reference/api/event.  

[182].Event, Facebook Graph API Documentation, (30/11/2010): 

http://developers.facebook.com/docs/reference/api/event.  

[183].POST Statuses/update, Twitter API, (30/11/2010): 

http://dev.twitter.com/doc/post/statuses/update.  

[184].POST Statuses/destroy/:id, Twitter API, (30/11/2010): 

http://dev.twitter.com/doc/post/statuses/destroy/:id.  

[185].Facebook Photo Object: http://developers.facebook.com/docs/reference/api/photo.  

[186].Facebook Graph API, Post Object: http://developers.facebook.com/docs/reference/api/post.  

[187].Facebook Graph API, User Object: http://developers.facebook.com/docs/reference/api/user.  

[188].Flickr API, photo.getInfo: http://www.flickr.com/services/api/flickr.photos.getInfo.html.  

[189].Mark as Favorite, ActivityStrea.ms Schema, (26/10/2010): 

http://activitystrea.ms/schema/1.0/activity-schema-01.html#favorite.  

[190].Start Following, ActivityStrea.ms Schema, (26/10/2010): 

http://activitystrea.ms/schema/1.0/activity-schema-01.html#follow.  
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[191].Mark as Liked, ActivityStrea.ms Schema, (26/10/2010): 

http://activitystrea.ms/schema/1.0/activity-schema-01.html#like.  

[192].Make Friend, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#make-friend.  

[193].Join, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-schema-

01.html#join.  

[194].Play, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-schema-

01.html#play.  

[195].Post, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/spec/1.0/atom-activity-

01.html#postverb.  

[196].Save, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#save.  

[197].Share, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#share.  

[198].Tag, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-schema-

01.html#tagv.  

[199].Update, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#update.  

[200].Positive RSVP, ActivityStrea.ms Schema, (26/10/2010): 

http://activitystrea.ms/schema/1.0/activity-schema-01.html#rsvp-yes.  

[201].Possible RSVP, ActivityStrea.ms Schema, (26/10/2010): 

http://activitystrea.ms/schema/1.0/activity-schema-01.html#rsvp-maybe. 

[202].Negative RSVP, ActivityStrea.ms Schema, (26/10/2010): 

http://activitystrea.ms/schema/1.0/activity-schema-01.html#rsvp-no.  

[203].Article, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#article.  

[204].Audio, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#audio.  

[205].Atom Media, (26/10/2010): http://martin.atkins.me.uk/specs/atommedia.  

[206].Bookmark, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#bookmark.  
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[207].Comment, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#comment.  

[208].File, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-schema-

01.html#file.  

[209].Folder, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#folder.  

[210].Group, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#group.  

[211].List, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-schema-

01.html#list.  

[212].Note, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#note.  

[213].Person, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#person.  

[214].Photo, Person, ActivityStrea.ms Schema, (26/10/2010): 

http://activitystrea.ms/schema/1.0/activity-schema-01.html#photo.  

[215].Photo Album, ActivityStrea.ms Schema, (26/10/2010): 

http://activitystrea.ms/schema/1.0/activity-schema-01.html#photo-album.  

[216].Place, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#place.  

[217].Playlist, ActivityStrea.ms Schema, (26/10/2010):  http://activitystrea.ms/schema/1.0/activity-

schema-01.html#playlist.  

[218].Product, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#product.  

[219].Review, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#review.  

[220].Service, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#service.  

[221].Status, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#status.  
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[222].Video, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#video.  

[223].Event, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#event.  

[224].Song, ActivityStrea.ms Schema, (26/10/2010): http://activitystrea.ms/schema/1.0/activity-

schema-01.html#song.  

[225].Digg API, Digg Search.Search, (15/11/2010): http://developers.digg.com/version2/search-search.  

[226].YouTube API, Video Search, (8/11/2010):http://code.google.com/intl/el-

GR/apis/youtube/2.0/developers_guide_protocol.html#Searching_for_Videos.  

[227].Developer's Guide: Data API Protocol – Understanding Video Feeds and Entries, (8/11/2010): 

http://code.google.com/intl/el-

GR/apis/youtube/2.0/developers_guide_protocol_understanding_video_feeds.html#Understanding_Vid

eo_Entries.  

[228].Twitter API, status search: http://dev.twitter.com/doc/get/search.  

[229].News Search API Terms of Service, (3/11/2010): http://code.google.com/intl/el-

GR/apis/newssearch/terms.html.  

[230]..getBranding, Google Search API, (3/11/2010): http://code.google.com/intl/el-

GR/apis/newssearch/v1/reference.html#getBranding.  

[231].JSON reference, Request format, URL arguments, (3/11/2010): http://code.google.com/intl/el-

GR/apis/newssearch/v1/jsondevguide.html#json_args.  

[232].Google, How it Works: Languages and regions, (3/11/2010): 

http://www.google.com/support/news/bin/answer.py?answer=40237&topic=8851&hl=en.  

[233].Google Blog Search API, Application Requirements, (4/11/2010): http://code.google.com/intl/el-

GR/apis/blogsearch/v1/jsondevguide.html#prereqs.  

[234].Google Blog Search API, URL arguments, (4/11/2010): http://code.google.com/intl/el-

GR/apis/blogsearch/v1/jsondevguide.html#json_args.  
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9. Annex A: System Dynamics software packages 

 

Source: http://en.wikipedia.org/wiki/List_of_system_dynamics_software and industry reports 

Package 

name 

License type Implementation 

language 

Web site More info 

AnyLogic Commercial Java; UML-RT 

(UML for real 

time) 

http://www.anylogic.com Supports system 

dynamics, agent 

based and discrete 

event modeling 

Consideo Commercial  http://www.consideo-modeler.de/ Commercial 

software combining 

different methods, 

concept maps, 

system dynamics 

DYNAMO Commercial 

(no longer 

distributed 

commercially) 

AED, Pascal N/A Historical DYNAMO 

models are often 

available at the MIT 

system dynamics 

web site. DYNAMO 

software for 

microcomputers 

may be available via 

eBay or other resale 

sites 

Forio 

Simulations 

Commercial  http://www.forio.com Web-based system 

dynamics software 

Mapsim GNU Library 

or Lesser 

General 

Public License 

(LGPL) 

Microsoft .NET http://mapsim.sourceforge.net  

NetLOGO Free for use 

by the public 

Java, Scala http://ccl.northwestern.edu/netlogo  

OptiSim Free for 

educational 

use 

Java http://www.optisim.org Web-based system 

dynamics software 

for educational use 

Powersim Commercial C++, Prolog, Tcl http://www.powersim.com Commercial system 

dynamics software 
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Simile Commercial  http://ww.simulistics.com/ Non-free System 

Dynamics software 

with object-based 

concepts 

Sphinx SD 

Tools 

GPL  http://sourceforge.net/projects/sphinxes/  

Stella, 

iThink 

Commercial  http://www.iseesystems.com  

System 

Dynamics 

GPL Java http://sourceforge.net/projects/system-

dynamics/ 

 

True World Trial & 

commercial 

version in 

French, 

English and 

Korean 

W-Language http://www.true-world.com Procedural 

animation 

Vensim 

 

Commercial  http://www.vensim.com Non-free zero-cost 

software for 

educational and 

personal use 

Table 9-1: System Dynamics software packages. 
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10. Annex B: List of Agent-Based modelling and simulation 

platforms 

 

Source: http://en.wikipedia.org/wiki/Comparison_of_agent-based_modeling_software and industry 

reports 

Package name License type Implementation 

language 

Web site Domain 

ABLE  Open source (free 

for academic and 

non-commercial 

use) 

Able Rule 

Language (ARL) 

http://www.alphaworks.ibm.co

m/tech/able 

Building intelligent 

agents using machine 

learning and 

reasoning 

Altreva 

Adaptive 

Modeler 

Proprietary; free 

evaluation version 

available for 

research and 

experimentation 

(some limitations 

but no expiration) 

No programming 

skills required.  

http://www.altreva.com/ Building agent-based 

market simulation 

models for price 

forecasting of real-

world stocks and 

other securities 

DK Dual licensed: 

either accept the 

LGPL or contact 

Tryllian to acquire a 

closed source 

license 

Java http://www.tryllian.org/ Large scale 

distributed 

applications; Mobile 

(distributed) agents 

AgentBuilder Proprietary; 

Discounted 

academic licenses 

available 

Knowledge Query 

and Manipulation 

Language 

(KQML); Java; C; 

C++ 

http://www.agentbuilder.com/D

ocumentation/Lite/ 

General purpose 

multi-agent systems 

AgentSheets Proprietary Visual AgenTalk; 

can be exported 

to Java; 

http://www.agentsheets.com/ Teaching simulation 

to grades K–12 in 

social studies, 

mathematics, 

sciences, and social 

sciences 
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Package name License type Implementation 

language 

Web site Domain 

Andrometa Free for non-

commercial and 

academic use 

C++ or in MML 

(Meta Modeling 

Language) 

 

http://andrometa.net/ Developing, 

analyzing, and 

visualizing dynamic 

agent-based and 

multi-body 

simulations; parallel 

applications 

AnyLogic Proprietary Java; UML-RT 

(UML for real 

time) 

www.anylogic.com Agent based general 

purpose; distributed 

simulations 

AOR 

Simulation 

GPL Java http://oxygen.informatik.tu-

cottbus.de/aor/?q=node/2 

Agent-based discrete 

event simulation; 

special extensions for 

modeling cognitive 

agents (with beliefs 

and speech-act-

based information 

exchange 

communication) 

Ascape BSD Java http://ascape.sourceforge.net/in

dex.html#Introduction 

General-purpose 

agent-based models. 

Brahms Free, but only 

available for 

research or non-

commercial 

purposes 

Brahms language 

(an agent 

oriented 

language) 

http://www.agentisolutions.com

/index.htm 

Multi-agent 

environment for 

simulating 

organizational 

processes 

Breve GPL Simple 

Interpreted 

object oriented 

language called 

Steve; agent 

behaviors can be 

written in python 

http://www.spiderland.org/ Building 3D 

simulations of multi-

agent systems and 

artificial life. 

Construct Free, but only 

available for 

research or non-

commercial 

purposes 

 http://www.casos.cs.cmu.edu/pr

ojects/construct/software.php 

Multi-agent model of 

group and 

organizational 

behavior 
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Package name License type Implementation 

language 

Web site Domain 

Cormas Free to modify but 

not to distribute 

the modified 

version 

Smalltalk 

(requires 

VisualWorks to 

run) 

http://cormas.cirad.fr/indexeng.

htm Natural resources 

management, rural 

development and 

ecology 

Cougaar Cougaar Open 

Source License 

(COSL) is a 

modified version of 

the OSI approved 

BSD License 

Java 

 

 

 

 

 

http://cougaar.org/ Multi-agent systems; 

highly distributed, 

scalable, reliable, 

survivable 

applications; Domain 

independent; large 

scale distributed, 

complex, data 

intensive (can be 

configured for small-

scaled embedded 

applications 

D-OMAR Free (open source) 

- read license 

Java (OMAR-J); 

lisp (OMAR-L) 

http://omar.bbn.com/ 

  

General purpose 

simulation 

environment 

ECHO Free, open source C http://tuvalu.santafe.edu/~pth/e

cho/ 

Ecological modeling 

ECJ 

 

Academic Free 

License – open 

source 

Java http://cs.gmu.edu/~eclab/projec

ts/ecj/ 

Evolutionary 

computation; genetic 

programming 

Ecolab Free (open source) C++ http://ecolab.sourceforge.net/ Ecological modeling; 

natural sciences 

FAMOJA LGPL Java http://www.usf.uos.de/projects/

famoja/ 

Resource flow 

management, 

theoretical systems 

science, applied 

systems, 

environmental 

systems analysis 

Framsticks Depends on 

module: GPL/LGPL/ 

Propertiary 

FramScript 

(similar to 

JavaScript) 

http://www.framsticks.com/ 2D/3D simulations of 

(evolving) multi-

agent systems and 

artificial life 
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Package name License type Implementation 

language 

Web site Domain 

iGen Proprietary COGNET 

Execution 

Language (CEL); 

C++; C; Java 

http://www.cognitiveagent.com/ Artificial intelligence 

engine; human 

performance 

modeling; 

embeddable 

cognitive agents 

 

ICARO-T 

Open Source Java http://icaro.morfeo-project.org/ Reactive and 

cognitive agents 

applications 

JADE LGPL version 2 Java http://jade.tilab.com/ Distributed 

applications 

composed of 

autonomous entities 

JAMEL Free (closed 

source) 

No programming 

required 

http://p.seppecher.free.fr/jamel Building agent-based 

macroeconomic 

simulations 

Janus Open-source and 

free for academic 

and non-

commercial use; 

Not-free for 

commercial use 

Java 1.6 or 

higher; Ruby 

scripting of 

agent's behaviors 

is possible. 

http://www.janus-project.org General purpose 

multi-agent platform 

with agent based, 

organizational and 

holonic simulation 

layer 

JAS LGPL 

 

 

Java 

 

http://jaslibrary.sourceforge.net General purpose 

agent based 

JCA-Sim 

 

 

 

 

Free (closed 

source) Java; Cellular 

Description 

Language (CDL) 

(for input to 

simulation) 

 

 

http://www.jweimar.de/jcasim/ 

Cellular automata; 

General purpose 

simulator 
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Package name License type Implementation 

language 

Web site Domain 

jEcho Free, open source Java 

 

 

 

 

 

http://www.cc.gatech.edu/syste

ms/projects/JECho/ 

Ecological modeling 

using object oriented 

principles 

LSD GPL C++; LSD 

 

 

http://www.business.aau.dk/~m

v/newsite/LsdInfo/index.html 

A language for 

simulation models; 

social sciences 

Madkit LGPL for basic 

libraries; GPL for 

development and 

non- commercial 

applications 

Java; Scheme 

(Kawa), Jess (rule 

based language), 

BeanShell (Java 

interpreted) and 

Python (jython) 

http://www.madkit.org/ A generic, highly 

customizable and 

scalable platform; 

general purpose 

multi-agent platform 

with agent based 

simulation layer 

MAGSY Free (closed 

source) 

 

 

 

Magsy 

(production 

language) 

 

 

 

http://www-ags.dfki.uni-

sb.de/~kuf/magsy.html 

Rules Based Multi-

Agent Systems 

MAML GNU MAML language; 

C; visual 

programming 

interface 

http://www.maml.hu/ Social science; 

domain specific 

programming 

language for 

developing agent 

based models 

MASON Academic Free 

License (open 

source) 

Java http://cs.gmu.edu/~eclab/projec

ts/mason/ 

General purpose; 

social complexity, 

physical modeling, 

abstract modeling, 

AI/machine learning 
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Package name License type Implementation 

language 

Web site Domain 

MASS Proprietary, free 

version available 

FABLES 

(Functional 

Agent-based 

Language for 

Simulations); 

Java; it is possible 

to run Repast 

and NetLogo 

simulations too. 

http://mass.aitia.ai/ General purpose, 

distributed 

simulations, 

participatory 

simulations. 

MIMOSE Free (closed 

source) 

A model 

description 

language 

(derived from 

functional 

language 

paradigms) 

http://www.uni-

koblenz.de/~moeh/projekte/mi

mose.html 

Social sciences; 

education 

Moduleco GPL Java 

 

http://www.gemas.msh-

paris.fr/dphan/moduleco/english

/moduleco00.htm 

Multi-agent platform 

MOOSE Unable to verify 

that available for 

public use 

C++ http://www.cise.ufl.edu/~fishwic

k/moose.html 

 

 

 

 

 

 

 

  

General purpose, 

agent abased 

(modeled from 

SimPack) 

OBEUS Free (closed 

source) 

Microsoft.net 

.NET languages – 

C#, C++, or Visual 

Basic 

http://tau.ac.il/~bennya/1OBEUS

.html 

Urban simulation 
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Package name License type Implementation 

language 

Web site Domain 

PS-I GPL No programming 

required; TCL/TK 

scripting to apply 

effects 

http://ps-i.sourceforge.net/ Political phenomena 

Repast BSD Java (RepastS, 

RepastJ); Python 

(RepastPy); 

Visual Basic, .Net, 

C++, J#, C# 

(Repast.net) 

http://repast.sourceforge.net/ Social sciences 

SDML GPL Smalltalk release 

5i.2 Non-

Commercial 

http://cfpm.org/sdml/ Multi-agent systems 

(with limited 

rationality) 

SeSAm LGPL Visual 

programming 

http://www.simsesam.de/ General purpose 

multi domain (agent 

based); 

research,teaching,res

ources, graph theory 

SimPack GPL C++; (C libraries 

no longer 

maintained); Java 

 

 

 

 

http://www.cise.ufl.edu/~fishwic

k/simpack.html 

General purpose, 

agent based; 

teaching computer 

simulation 

Soar BSD 

Soar 1 to 5 in 

Lisp; Soar 6 in C; 

Java, C++, TCL 

http://www.uvm.edu/giee/SME3 General purpose AI; 

human performance 

modeling; learning 

(including 

explanation-based 

learning) 
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Package name License type Implementation 

language 

Web site Domain 

StarLogo Free (closed 

source) - 

Clearthought 

Software License, 

Version 1.0 

StarLogo (an 

extension of 

Logo) 

 

 

 

 

 

 

 

http://education.mit.edu/starlog

o/ 

Social and natural 

sciences; Educators; 

for students to 

model the behavior 

of decentralized 

systems;  

NetLogo Free, not open 

source 

NetLogo 

 

 

http://ccl.northwestern.edu/netl

ogo/ 

Social and natural 

science; Help 

beginning users get 

started authoring 

models 

Sugarscape GPL Java http://sugarscape.sourceforge.n

et/ 

Social science; 

education 

Swarm GPL Java; Objective-C http://www.swarm.org/index.ph

p/Main_Page 

General purpose 

agent based 

VSEit Free (closed 

source) 

Java?aq http://www.vseit.de/VSEit09/ind

ex.html 

 

 

 

Social 

sciences;education 

Xholon LGPL Java http://sourceforge.net/apps/me

diawiki/xholon/index.php?title=

Main_Page 

 

 

Integration of 

multiple paradigms, 

including ABM, in a 

single model or 

simulation 

Table 10-1: List of Agent-Based modelling and simulation platforms. 
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11. Annex C: Social Platforms API elements 

11.1 Twitter API elements 

 

Twitter: Status 

element 

created_at 

id 

Text 

source 

truncated 

in_reply_to_status_id 

in_reply_to_user_id 

Favorited 

in_reply_to_screen_name 

user (user element) 

geo 

contributors 

Table 11-1: Twitter Status Elements. 

 

Twitter: User 

element 

Id 

Name 

Screen_name 

Location 

Description 

Profile_image_url 

url 

protected 

followers_count 

profile_background_color 

profile_text_color 

profile_link_color 

profile_sidebar_fill_color 

profile_sidebar_border_color 

friends_count 

created_at 

favourites_count 

utc_offset 

time_zone 
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profile_background_image_url 

profile_background_tile 

profile_use_background_image 

notifications 

geo_enabled 

verified 

following 

statuses_count 

lang 

contributors_enabled 

follow_request_sent 

listed_count 

show_all_inline_media 

Twitter: Status element 

Table 11-2: Twitter User Elements. 

 

Twitter: List 

Element 

Id 

Name 

Full_name 

Slug 

Description 

Subscriber_count 

Member_count 

Uri 

Following 

Mode 

Twitter: User 

element 

Table 11-3: Twitter ListElements. 

 

11.2 Digg API elements 

 

Digg: Status 

element 

Comments 

Container  name 

Short_name 

Description 

Digs 

Href 
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Id 

Link 

Media 

Shorturl  Short_url 

viewcount 

status 

Submit date 

thumbnail 

Title 

Topic {name, short_name} 

User {fullname, icon, links, name, 

profileviews} 
Table 11-4: DiggStatusElements. 

 

Digg: User 

Element 

About 

Followers 

Following 

Gender 

Icon 

Location 

Name 

User_id 

Username 

Table 11-5: DiggUserElements. 

 

Digg: 

comment 

replies 

Count   

timestamp   

co
m

m
e

n
ts

 

Diggs  

Thread_id  

Text  

Comment_id  

Up  
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Down  

Parent_id  

u
se

r 

Usernam

e 

About 

User_id 

Name 

Gender 

Followers 

location 

Following 

icon 

Date_created  

Diggs  

Thread_id  
Table 11-6: DiggComment Replies. 

 

11.3 Facebook API elements 

 

Facebook: 

Event 

Object 

Owner Id 

name 

Name 

Description 

Start_time 

End_time 

Location 

Venue Street 

City 

State 

Zip 

Country 

Latitude 

Longitude 

privacy OPEN 

CLOSED 

SECRET 

Updated_time 

Noreply Id 

Name 

Rspv_status 



         D2.1 Padget Design and Decision Model 

 

Page 357 of 625 

Maybe Id 

Name 

Rspv_status 

Invited Id 

Name 

Rspv_status 

attending Id 

Name 

Rspv_status 

Declined Id 

Name 

Rspv_status 

picture 

                                                         

feed 

Id 

From:{name,id} 

To:{name,start_time,end_time,location, 

Id} 

Message 

Actions:{name,link} 

Picture 

Link 

name 

Type 

icon 

Created_time 

Updated_time 

previous 

next 

Table 11-7: Facebook Event Objects. 

 

Facebook: 

Photo 

Element[185] 

Id 

From Id 

Name 

category 

tags 

Name 
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picture 

Source 

Height 

Width 

Images height 

width 

source 

Link 

icon 

Created_time 

position 

Updated_time 

comments Id 

From:{name,id} 

message 

Created_time 

likes Name 

id 

Table 11-8: Facebook Photo Elements. 

 

Facebook: 

Video 

Object 

Id 

fr
o

m
 Name 

Id 

T
a

gs
 

Name 

id 

Name 

Embed_html 

Icon 

Source 

Created_time 

Updated_time 

co
m

m
e

n
ts

 Id 

From 

message 

Created_time 

picture 
Table 11-9: FacebookVideo Objects. 
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Facebook: 

Post [186] 

likes 

id 

from 

to 

message 

picture 

link 

name 

caption 

description 

source 

icon 

attribution 

actions 

privacy 

created_time 

updated_time 

targeting 

 

co
m

m
e

n
ts

 

Id 

From Name 

id 

Message 

Created_time 
Table 11-10: FacebookPosts. 

 

Facebook: 

User[187] 

id 

first_name 

last_name 

name 

link 

about 

birthday 

work employer 

Location 

Position 

start_date 

end_date 

education school 
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year  

type 

email 

website 

hometown Name 

id 

location Name 

id 

bio 

quotes 

gender 

interested_in 

meeting_for 

relationship_status 

religion 

political 

verified 

significant_other Name 

id 

timezone 

third_party_id 

last_updated 

locale 
Table 11-11: FacebookUsers. 

 

11.4 Scribd API elements 

 

Scribd: 

Document 

Parameters 

Isbn 

Title 

Description 

Access 

Licence 

Show_ads 

Link_back_url 

Category_id 

Tags 

Download_formats 

Author 

Publisher 

When_published 

Edition 
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Disable_upload_link 

Disable_print 

Disable_select_text 

Disable_about_dialog 

Disable_info_dialog 

Disable_view_mode_change 

Disable_related_docs 

My_user_id 
Table 11-12: Scribd Document Parameters. 

 

Scribd: 

Document 

store 

Page_restriction_type 

Max_pages 

Max_percentage 

Page_range 

Page_range 

Allow_search_targeting 

Obfuscate_numbers 

Allow_search_indexing 

price 

List_price 
Table 11-13: Scribd Document Store. 

 

11.5 Flickr API elements 

 

Flickr: 

Photo 

Info[188] 

Id 

secret 

Server 

Isfavorite 

Licence 

Rotation 

Originalsecret 

Originalformat 

o
w

n
e

r 

Nsid 

Username 

Realname 

Location 

title 

Description 

v i s i Ispublic 



         D2.1 Padget Design and Decision Model 

 

Page 362 of 625 

Isfriend 

Isfamily 

d
a

te
s 

Posted 

Taken 

Takengranularity 

Lastupdate 

p
e

rm
is

si
o

n
s Permcomment 

Rermaddmeta 
e

d
it

a
b

ili
ty

 

Cancomment 

Canaddmeta 

Comments 

n
o

te
s 

 id 

Author 

Authorname 

x 

Y 

w 

h 

Text 

ta
g

s 

Id 

Author  

Raw 

text 

url type 
Table 11-14: Flickr Photo Info. 

 

11.6 Picasa API elements 

 

Picasa: 

Comments 

feed 

Id 

published 

updated 

App:edited 

Category  (#comment) 
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Title 

content 

li
n

k 

Rel 

type 

href 

a
u

th
o

r 

Name 

Uri 

Gphoto:user 

Gphoto:nickname 

Gphoto:thumbnail 

Gphoto:id 

Gphoto:photoID 
Table 11-15: Picasa Comments feed. 

 

11.7 YouTube API elements 

 

YouTube: 

User 

id 

published 

updated 

catergory (#userProfile) 

category (term=Standard) 

title 

links 

author name 

URI 

yt:age 

gd:feed link/ favorites 

gd:feed link/ contacts 

gd:feed link/ inbox 

gd:feed link/ playlists 

gd:feed link/subscriptions 

gd:feed link/ uploads 

gd:feed link/ 

newsubscriptionvideos 

yt:gender 

yt: location 

yt: statistics 

media (photo) 
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yt: username 
Table 11-16: YouTube Users. 
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11.8 LinkedIn API elements 

 

LinkedIn: 

Connection 

Total 

p
e

rs
o

n
 

Id 

First_name 

Last_name 

Headline 

Location name 

country 

code 

Industry 

Api-standard-profile-request 

(url,headers:{http- header,name,value} ) 

Site-standard-profile-request:{url} 

Picture-url 
Table 11-17: LinkedIn connections. 
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12. Annex D: Activity Streams 

 

Verb Types 

Social Verbs 

(Activities) 

Schema Description URI 

Mark as 

Favorite[189

] 

Base The "mark as favorite" Verb indicates 

that the Subject marked the Object as 

an item of special interest. Objects so 

marked often appear in a collection of 

such Objects which may be published as 

a feed of entries annotated with this 

Verb. If a particular service uses 

favorites as a mechanism by which a 

user can recall items that were earlier 

marked, it may be appropriate to also 

mark activities of this type with the 

"save" Verb as described below. 

http://activitystrea.ms/sc

hema/1.0/favorite 

Start 

Following[1

90] 

Base The "start following" Verb indicates that 

the Subject began following the activity 

of the Object. In most cases, the Object 

of this Verb will be a user, but it can 

potentially be of any type that can 

sensibly generate activity. 

http://activitystrea.ms/sc

hema/1.0/follow 

Mark as 

Liked [191] 

Base The "mark as liked" verb indicates that 

the actor indicated that it likes the 

object. 

http://activitystrea.ms/sc

hema/1.0/like 

Make 

Friend[192] 

Base The "make friend" Verb indicates the 

creation of a friendship that is 

reciprocated by the object. 

Since this verb implies an activity on the 

part of its object, processors must not 

accept activities with this Verb unless 

they are able to verify through some 

external means that there is in fact a 

reciprocated connection. For example, a 

processor may have received a 

guarantee from a particular publisher 

that the publisher will only use this Verb 

in cases where a reciprocal relationship 

exists. 

http://activitystrea.ms/sc

hema/1.0/make-friend 
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Verb Types 

Social Verbs 

(Activities) 

Schema Description URI 

Join[193] Base The "join" Verb indicates that the actor 

has become a member of the Object. 

This specification only defines the 

meaning of this Verb when its Object is 

a group, though implementers should 

be prepared to handle other Object 

types as meaning may be provided by 

extension specifications. Processors 

may ignore (silently drop) successive 

identical "join" activities. 

http://activitystrea.ms/sc

hema/1.0/join 

Play[194] Base The "play" verb indicates that the 

subject spent some time enjoying the 

object. For example, if the object is a 

video this indicates that the subject 

watched all or part of the video. 

http://activitystrea.ms/sc

hema/1.0/play 

Post [195] Base This specification defines a single verb. 

This verb describes the act of posting or 

publishing an object on the web. The 

implication is that before this activity 

occurred the object was not posted, 

and after the activity has occurred it is 

posted or published. 

This verb is used when creating the 

Implied post activity for a standalone 

object entry that has no explicit verb.  

http://activitystrea.ms/sc

hema/1.0/post 

Save [196] Base The "save" Verb indicates that the 

Subject has called out the Object as 

being of interest primarily to him- or 

herself. Though this action may be 

shared publicly, the implication is that 

the Object has been saved primarily for 

the actor's own benefit rather than to 

show it to others as would be indicated 

by the "share" Verb (next row). 

http://activitystrea.ms/sc

hema/1.0/save 

Share[197] Base The "share" Verb indicates that the 

Subject has called out the Object to 

readers. In most cases, the actor did not 

create the Object being shared, but is 

instead drawing attention to it.  

http://activitystrea.ms/sc

hema/1.0/share 
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Verb Types 

Social Verbs 

(Activities) 

Schema Description URI 

Tag [198] Base The "tag" verb indicates that the actor 

has identified the presence of a target 

inside another object. For example, the 

actor may have specified that a 

particular user appears in a photo. 

The target of the "tag" verb gives the 

object in which the tag has been added. 

For example, if a user appears in a 

photo, the “activity: object” is the user 

and the “activity: target” is the photo. 

http://activitystrea.ms/sc

hema/1.0/tag 

Update 

[199] 

Base The "update" Verb indicates that the 

Subject has modified the referenced 

Object. 

Implementers should use verbs such as 

“Post” where the Subject is adding new 

items to a “List” Object or similar. 

Update is reserved for modifications to 

existing Objects or data such as 

changing a user's profile information. 

http://activitystrea.ms/sc

hema/1.0/update 

Positive 

RSVP[200] 

Event  The "positive RSVP" verb indicates that 

the actor has made a positive RSVP for 

the object. This specification only 

defines the meaning of this verb when 

its object is an event object though 

implementers should be prepared to 

handle other object types as meaning 

may be provided by extension 

specifications. 

 

The use of this Verb is only appropriate 

when the RSVP was created by an 

explicit action by the actor. It is not 

appropriate to use this verb when a 

user has been added as an attendee by 

an event organizer or administrator. 

http://activitystrea.ms/sc

hema/1.0/rsvp-yes 
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Verb Types 

Social Verbs 

(Activities) 

Schema Description URI 

Possible 

RSVP[201] 

Event  The "possible RSVP" verb indicates that 

the actor has made a possible RSVP for 

the object. This specification only 

defines the meaning of this verb when 

its object is an event  object, though 

implementers should be prepared to 

handle other object types as meaning 

may be provided by extension 

specifications. 

 

The use of this Verb is only appropriate 

when the RSVP was created by an 

explicit action by the actor. It is not 

appropriate to use this verb when a 

user has been added as an attendee by 

an event organizer or administrator. 

http://activitystrea.ms/sc

hema/1.0/rsvp-maybe 

Negative 

SRVP[202] 

Event  The "negative RSVP" verb indicates that 

the actor has made a negative RSVP for 

the object. This specification only 

defines the meaning of this verb when 

its object is an event object, though 

implementers should be prepared to 

handle other object types as meaning 

may be provided by extension 

specifications. 

 

The use of this Verb is only appropriate 

when the RSVP was created by an 

explicit action by the actor. It is not 

appropriate to use this verb when a 

user has been added as an attendee by 

an event organizer or administrator. 

http://activitystrea.ms/sc

hema/1.0/rsvp-no 

Table 12-1: Verb Schema as described in Activity Streams Schema. 
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Object Types 

Social 

Objects 

S
ch

e
m

a
 Description 

U
R

I Properties Description of properties 

Article[203

] B
a

se
 The "article" Object type 

indicates that the Object is 

an article, such as a news 

article, a knowledge base 

entry, or other similar 

construct. Articles generally 

consist of paragraphs of text, 

in some cases incorporating 

embedded media such as 

photos and inline hyperlinks 

to other resources. 

 

An article is equivalent to a 

blog entry. 

 

It is easily understood that 

an article is directly 

connected with a blog entry. 

So, we can relate the 

properties 

h
tt

p
:/

/a
ct

iv
it

ys
tr

e
a

.m
s/

sc
h

e
m

a
/1

.0
/a

rt
ic

le
 title The title of the entry. Included as the 

content of the “atom : title” element. 

This element must be included with 

empty content if the entry does not 

have a title. 

summary A short excerpt of the body content that 

gives an introduction to or a summary 

of the full content. This element should 

be omitted if the entry does not have a 

summary. 

content The main body content of the entry. 

Included as the content of the “atom : 

content” element. 

permalink The canonical URL for the entry. 

Represented as the value of the “href” 

attribute on an “atom : link” element 

with a “rel” value of alternate and a 

type value of text/html. 

Audio[204] 

 B
a

se
 The "audio" Object type 

represents audio content. 

 h
tt

p
:/

/a
ct

iv
it

ys
tr

e
a

.m
s/

sc
h

e
m

a
/1

.0
/a

u
d

io
  title The title or short caption assigned to 

the audio by the author. Included as the 

content of the “atom : title” element. If 

the author has not provided a title, the 

publisher may synthesize a title e.g. 

from the audio filename, or the 

publisher may include the “atom : title” 

element with no content. 

audio 

stream 

The URL and metadata for the audio 

content itself. The URL is represented as 

the value of the “href” attribute on an 

“atom : link” element with “rel” 

enclosure and a type that matches 

audio/*. Publishers should include a 

“media : duration” attribute on the 

“atom : link” element giving the length 

of the audio presentation in seconds. 

audio page The URL of a web page where the audio 
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Object Types 

Social 

Objects 

S
ch

e
m

a
 Description 

U
R

I Properties Description of properties 

URL and the associated metadata can be 

accessed. Represented as the value of 

the “href” attribute on an “atom : link” 

element with a “rel” value of alternate 

and a type value of text/html. 

player 

applet 

The URL and metadata for some kind of 

applet that will allow a user to listen to 

the audio. The URL is represented as 

the value of the href attribute on an 

“atom : link” element with rel alternate 

and an appropriate type. Publishers 

should include “media : width” and” 

media : height” attributes on the atom : 

link element describing the ideal 

dimensions of the linked applet. If both 

an audio page and player applet are 

included, publishers should include the 

audio page link element first in 

document order for compatibility with 

legacy, non-activity feed consumers. 

description The description or long caption assigned 

to the audio by the author. Included as 

the content of the “atom : summary” 

element as described in [205]. If the 

author has not provided a description, 

this element should be omitted. 

Bookmark[

206] 

 

B
a

se
 The "bookmark" Object type 

represents a pointer to some 

URL - typically a web page. In 

most cases, a bookmark is 

specific to a given user and 

contains metadata chosen 

by that user. Bookmark h
tt

p
:/

/a
ct

iv
it

ys
tr

e
a

.m
s/

sc
h

e
m

a
/1

.0
/b

o
o

k
m

a
rk

 title The title of the bookmark, as entered by 

the user who created the bookmark. 

Included as the content of the “atom 

:title” element. Publishers may use the 

title of the target resource as a default 

for this property where a user hasn't 

entered a customized value. 
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Object Types 

Social 

Objects 

S
ch

e
m

a
 Description 

U
R

I Properties Description of properties 

Objects are similar in 

principle to the concept of 

bookmarks or favorites in a 

web browser. A bookmark 

represents a pointer to the 

URL, not the URL or the 

associated resource itself. 

When dealing with 

bookmarks it is important to 

note the distinction between 

the title, description, and 

URL of the bookmark itself 

and the title, content, and 

URL of the resource that is 

the target of the bookmark. 

In some implementations 

these may be the same, but 

bookmark managers often 

allow a user to edit the title 

and description of his or her 

own bookmarks to differ 

from the metadata on the 

target itself. Some 

implementations refer to 

this Object type as a "link". 

This specification uses the 

term "bookmark" to avoid 

confusion with the general 

concept of hyperlinks which 

apply to all Object types. 

Since bookmarks are often 

specific to a particular user, 

even though multiple users 

might have bookmarks 

pointing at the same 

resource, it is appropriate to 

description The description of the bookmark, as 

entered by the user who created the 

bookmark. Included as the content of 

the atom :summary element. If no 

description has been provided, 

publishers should omit this element. 

target URL The URL of the item that is the target of 

the bookmark. Represented as the 

value of the href attribute on an “atom 

:link” element with rel "related". An 

entry with this Object type must not 

include related links except for the 

purpose of representing the target URL. 

bookmark 

page URL 

 

The URL of a page that describes the 

bookmark. This URL is often specific to 

the user that published the bookmark. 

Represented as the value of the href 

attribute on an “atom : link” element 

with a rel value of alternate and a type 

value of text/html. 
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Object Types 

Social 

Objects 

S
ch

e
m

a
 Description 

U
R

I Properties Description of properties 

use the "post" Verb to 

describe the publication of 

such a bookmark. The "mark 

as favorite" Verb should be 

used when a user flags 

another user's bookmark as 

being a favorite without 

creating his own bookmark, 

or when a user flags his own 

bookmark as being a favorite 

as a special classification 

within his own bookmark 

collection. 

Publishers should include an 

“atom : content” element 

containing content that will 

present the bookmark to the 

user of a processor that does 

not have special support for 

bookmarks. Bookmark-

aware processors should 

prefer the specific properties 

given above, but may use 

the content in preference in 

cases where the properties 

above are incomplete or 

unsuitable. 

target title The title of the item that is the target of 

the bookmark. Represented as the 

value of the title attribute on the “atom 

: link” element from which the target 

URL was obtained. 

thumbnail The URL and metadata for a thumbnail 

version of the page. The URL is 

represented as the value of the href 

attribute on an “atom : link” element 

with rel preview and a type of either 

image/jpeg, image/png or image/gif. 

Publishers should include “media : 

width” and “media : height” attributes 

on the “atom : link” element describing 

the dimensions of the linked image. 

Processors may ignore thumbnails that 

are of an inappropriate size for their 

user interface. 

Comment[

207] 

 

B
a

se
 The "comment" object type 

represents a textual 

response to another object. 

The comment object type 

must not be used for other 

kinds of replies, such as 

video replies or reviews. If an 

object has no explicit type 

but the object element has a 

“thr: in-reply-to” element a 

consumer should consider h
tt

p
:/

/a
ct

iv
it

ys
tr

e
a

.m
s/

sc
h

e
m

a

/1
.0

/c
o

m
m

e
n

t subject The subject of the comment. Included 

as the content of the “atom : title” 

element. Many systems do not have the 

concept of a title or subject for a 

comment; such systems must include 

an “atom : title” element with no text 

content. Processors should refer to such 

comments as simply being "a 

comment", with appropriate 

localization, if they are to be described 

in a sentence. 
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that object to be a comment. content The content of the comment. Included 

as the content of the “atom : content” 

element. Publishers should include any 

markup necessary to achieve a similar 

presentation to that on the publisher's 

own HTML pages, including any links 

that the service automatically adds. 

Processors may remove the markup and 

consider the comment to be plain text. 

permalink The canonical URL for the comment. 

Represented as the value of the href 

attribute on an “atom : link” element 

with a rel value of alternate and a type 

value of text/html. This URL may be the 

URL of the parent object with a 

fragment identifier appended, or a 

completely distinct URL. 

File[208] 

 

 

B
a

se
 The "file" Object type 

represents some document 

or other file with no 

additional machine-readable 

semantics. 

 

It is intended that this type 

be used as a base type for 

other Objects that manifest 

as files, so that additional 

semantics can be added 

while providing a fallback 

ability for clients that do not 

support the more specific 

Object type. 

h
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 associated 

file URL 

The URL of the file described by this 

Object entry. The URL is represented as 

the value of the href attribute on an 

“atom : link” element with rel 

enclosure. Should there be multiple 

links with rel enclosure with different 

type attribute value, they are 

considered to be alternate 

representations of the file. Should there 

be multiple links with rel enclosure and 

with the same attribute value, the 

meaning is undefined for the file Object 

type and consumers may choose to 

present only the first of each supported 

type. 

Folder[209] 

 

 

B
a

se
 The "folder" object type 

represents a collection of 

files or media objects similar 

to the "photo album" object 

type, which more specifically 

represents a collection of 

"photos." 

h
tt

p
:/

/a
ct

iv
it

ys
tr

e
a

.m
s/

sc
h

e
m

a
/1

.0
/f

o
ld

e
r title The title or short caption assigned to 

the folder by the author. Included as 

the text of the atom :title element. This 

element must be present for all folder 

objects. It is acceptable for a folder title 

attribute to be empty. 

folder page 

URL 

The URL of a web page where the folder 

can be viewed. Represented as the 
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value of the href attribute on an atom 

:link element with a rel value of 

alternate and a type value of text/html. 

This element should be present for 

folder objects 

thumbnail The URL and metadata for a preview 

image for the folder. The URL is 

represented as the value of the href 

attribute on an atom :link element with 

rel preview and a type of either 

image/jpeg, image/png or image/gif. 

Publishers should include “media : 

width” and media : height attributes on 

the atom :link element describing the 

dimensions of the linked image. 

Processors may ignore thumbnails that 

are of an inappropriate size for their 

user interface. This element may be 

present for folder objects. 

Group[210] 

 B
a

se
  The "group" Object type 

represents a social 

networking group. A group is 

a collection of people which 

people can join and leave. 

h
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h
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m

a
/1
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 display 

name 

A name that can be used for the group 

in the user interface. This is often a 

name chosen by the creator of the 

group. Included as the content of the 

atom : title element. 

photo The URL and metadata for an image 

that represents this group. The URL is 

represented as the value of the href 

attribute on an atom : link element with 

rel photo and a type of either 

image/jpeg, image/png or image/gif. 

Publishers should include media : width 

and media :height attributes on 

the atom : link element describing the 

dimensions of the linked image. 

Processors may ignore photos that are 

of an inappropriate size for their user 

interface. Publishers may include 

several images of different sizes. 

List[211] 

 

B
a se

 The list object type 

represents a collection of  

title The name of the list. Included as the 

content of the atom : title element. 
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related objects. Systems which produce lists that do not 

have titles must include an atom : title 

element with no text content. 

summary The description of the list. This 

description CAN be included. 

permaLink The canonical URL for the list. 

Represented as the value of the href 

attribute on an atom : link element with 

a rel value of alternate and a type value 

of text/html. 

Note[212] 

 B
a

se
 The "note" Object type 

represents short-form text 

messages. This Object type is 

intended for use in "micro-

blogging" and in systems 

where users are invited to 

publish short, often plain-

text messages whose useful 

lifespan is generally shorter 

than that of an article or 

weblog entry. 

 

A note is similar in structure 

to an article, but it does not 

have a title and its body 

tends to be shorter. 

Applications will often 

display the entire content of 

a note in an activity stream 

UI, whereas they may display 

only the title or the title and 

summary for a weblog entry. 

h
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a
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 content The content of the note. Included as the 

content of the atom : content element. 

Publishers should include any markup 

necessary to achieve a similar 

presentation to that on the publisher's 

own HTML pages, including any links 

that the service automatically adds. 

Processors may remove the markup and 

consider the note to be plain text. 

permalink The canonical URL for the note. 

Represented as the value of the href 

attribute on an atom :link element with 

a rel value of alternate and a type value 

of text/html. 
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Person[213

] 

 

B
a

se
 The "person" Object type 

represents a user account. 

This is often a person, but 

might also be a company or 

fictitious character that is 

being represented by a user 

account. 

Where a particular person is 

referred to across multiple 

sources, the same value for 

atom :id should be used 

wherever possible. Two 

person objects in the same 

feed document with the 

same atom :id value can be 

considered by processors to 

be the same person. 

Processors may use other 

information to determine 

when two person objects 

refer to the same individual. 

A processor must not 

assume that two person 

objects with different values 

for atom :id refer to different 

people; different publishers 

may use different id values 

for the same individual. 

h
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a
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 display 

name 

 

A name that can be used for a person in 

the user interface. This is often a name 

by which the individual is known in a 

given context; no restriction is placed 

on what kind of name may be used 

here. Included as the content of the 

atom :title element. 

photo The URL and metadata for an image 

that represents this user. The URL is 

represented as the value of the href 

attribute on an atom :link element with 

rel photo and a type of either 

image/jpeg, image/png, or image/gif. 

Publishers should include media : width 

and media : height attributes on the 

atom :link element describing the 

dimensions of the linked image. 

Processors may ignore photos that are 

of an inappropriate size for their user 

interface. Publishers may include 

several images of different sizes. 

Photo[214] 

 B
a

se
 The "photo" object type 

represents a graphical still 

image. 

 

Publishers should include an 

atom :content element h
tt

p
:/

/a
ct

iv
it

ys
t
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a

.m
s/
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h

e
m

a
/

1
.0
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h
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 title The title or short caption assigned to 

the photo by the author. Included as 

the content of the “atom : title” 

element. If the author has not provided 

a title, the publisher may synthesize a 

title e.g. from the image filename, or 
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containing content that will 

present the photo and any 

necessary metadata to the 

user of a processor that is 

not media-aware. Media-

aware processors should 

prefer the specific properties 

given above, but may use 

the content in preference in 

cases where the properties 

above are incomplete or 

unsuitable. 

the publisher may include the “atom : 

title” element with no content. 

thumbnail The URL and metadata for a thumbnail 

version of the photo. The URL is 

represented as the value of the href 

attribute on an atom :link element with 

rel preview and a type of either 

image/jpeg, image/png or image/gif. 

Publishers should include media :width 

and media :height attributes on the 

atom :link element describing the 

dimensions of the linked image. 

Processors may ignore thumbnails that 

are of an inappropriate size for their 

user interface. 

larger 

image 

The URL and metadata for a larger, 

ideally full-size version of the photo 

intended for standalone viewing. The 

URL is represented as the value of the 

href attribute on an atom :link element 

with rel enclosure and a type of either 

image/jpeg, image/png or image/gif. 

Publishers should include media :width 

and media :height attributes on the 

atom :link element describing the 

dimensions of the linked image. 

image page 

URL 

The URL of a web page where the photo 

and the associated metadata can be 

viewed. Represented as the value of the 

href attribute on an atom :link element 

with a rel value of alternate and a type 

value of text/html. 

description The description or long caption assigned 

to the photo by the author. Included as 

the content of the media :description 

element as described in [Atom Media]. 

If the author has not provided a 

description, this element should be 

omitted. 
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Photo 

Album[215

] 

 

 

B
a

se
 The "photo album" object 

type represents a collection 

of images. 

h
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m
 title The title or short caption assigned to 

the album by the author. Included as 

the content of the atom :title element. 

thumbnail The URL and metadata for a preview 

image for the album. The URL is 

represented as the value of the href 

attribute on an atom :link element with 

rel preview and a type of either 

image/jpeg, image/png or image/gif. 

Publishers should include media :width 

and media :height attributes on the 

atom :link element describing the 

dimensions of the linked image. 

Processors may ignore thumbnails that 

are of an inappropriate size for their 

user interface. 

album 

page URL 

The URL of a web page where the photo 

album can be viewed. Represented as 

the value of the href attribute on an 

atom :link element with a rel value of 

alternate and a type value of text/html. 

Place[216] 

 

 

B
a

se
 The "place" object type 

represents a location on 

Earth. 

h
tt

p
:/

/a
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e
a
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m
a
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/p
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 name The name of the place. Included as the 

content of the “atom : title” element. 

geographic 

coordinate

s 

The latitude and longitude of the place 

as a point on Earth. Included via the 

“geo: point” element. 

Playlist[21

7] 

 

 

B
a

se
 The "playlist" object type 

represents an ordered list of 

time-based media items, 

such as video and audio 

objects. 

 

h
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a
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 title The title or short caption assigned to 

the playlist by the author. Included as 

the content of the atom :title element. 

thumbnail The URL and metadata for a preview 

image for the playlist. The URL is 

represented as the value of the href 

attribute on an atom :link element with 

rel preview and a type of either 

image/jpeg, image/png or image/gif. 

Publishers should include media :width 
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and media :height attributes on the 

atom :link element describing the 

dimensions of the linked image. 

Processors may ignore thumbnails that 

are of an inappropriate size for their 

user interface. 

playlist 

page URL 

The URL of a web page where the 

playlist can be viewed. Represented as 

the value of the href attribute on an 

atom :link element with a rel value of 

alternate and a type value of text/html. 

Product[21

8] 

 

 

B
a

se
 The "product" object type 

represents a commercial 

good or service. 
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 title The title of the product. Included as the 

content of the atom :title element. 

thumbnail The URL and metadata for a thumbnail 

photo of the product. The URL is 

represented as the value of the href 

attribute on an atom :link element with 

rel preview and a type of either 

image/jpeg, image/png or image/gif. 

Publishers should include media :width 

and media :height attributes on the 

atom :link element describing the 

dimensions of the linked image. 

Processors may ignore thumbnails that 

are of an inappropriate size for their 

user interface. 

larger 

image 

The URL and metadata for a larger, 

ideally full-size version of a photo of the 

product intended for standalone 

viewing. The URL is represented as the 

value of the href attribute on an atom 

:link element with rel enclosure and a 

type of either image/jpeg, image/png or 

image/gif. Publishers should 

include media :width and media 

:height attributes on the atom 

:link element describing the dimensions 

of the linked image. The URL and 

metadata for a larger, ideally full-size 

version of a photo of the product 
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intended for standalone viewing. The 

URL is represented as the value of the 

href attribute on an atom :link element 

with rel enclosure and a type of either 

image/jpeg, image/png or image/gif. 

Publishers should include media :width 

and media :height attributes on the 

atom :link element describing the 

dimensions of the linked image. The 

URL and metadata for a larger, ideally 

full-size version of a photo of the 

product intended for standalone 

viewing. The URL is represented as the 

value of the href attribute on an atom 

:link element with rel enclosure and a 

type of either image/jpeg, image/png or 

image/gif. Publishers should 

include media :width and media 

:height attributes on the atom 

:link element describing the dimensions 

of the linked image. 

product 

page URL 

The URL of a web page where the photo 

and the associated metadata can be 

viewed. Represented as the value of the 

href attribute on an atom :link element 

with a rel value of alternate and a type 

value of text/html. 

description A textural description of the product 

either from the author or part of the 

product's metadata may be included in 

this element. If the full text is included, 

use the atom :content element. If only a 

snippet of the content is included, use 

the atom :summary element. 

Review[21

9] 

 

 

B
a

se
 The "review" object type 

represents a primarily prose-

based commentary on 

another object. 

h
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w
 title The title of the review. Included as the 

content of the atom :title element. 

Systems which produce reviews that do 

not have titles must include an atom 

:title element with no text content. 

Processors should refer to such 
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comments as simply being "a review", 

with appropriate localization, if they are 

to be described in a sentence. 

content The content of the review. Included as 

the content of the atom: content 

element. Publishers should include any 

markup necessary to achieve a similar 

presentation to that on the publisher's 

own HTML pages, including any links 

that the service automatically adds. 

permalink The canonical URL for the review. 

Represented as the value of the href 

attribute on an atom :link element with 

a rel value of alternate and a type value 

of text/html. This URL may be the URL 

of the reviewed object with a fragment 

identifier appended, or a completely 

distinct URL. 

reviewed 

object 

The object that this review applies to. 

Included with a “thr: in-reply-to” 

element that refers to the atom :id 

value of the reviewed object.  

rating A rating attribute of the reviewed 

object. The rating is an optional field 

and is modeled after the rating 

attribute from the hReview 

microformat. Specifically, the rating is 

definedas a fixed point integer value 

[1.0-5.0] indicating a rating for the item, 

higher indicating a better rating by 

default. Optionally a different integral 

"worst" value (default:1.0) and/or 

"best" value (default:5.0) may be 

specified to indicate a different range 

(e.g. 6 from 0-10). The "best" value may 

be numerically smaller than the "worst" 

value to indicate a descending range. 
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Service[220

] 

 

 

B
a

se
 The "service" Object type 

represents a website, 

personal website or blog, 

business, brand, or other 

entity that performs some 

kind of work for other 

entities, people, or services, 

or acts as kind of container 

for other objects. 

 

Where a particular service is 

referred to across multiple 

sources, the same value for 

atom :id should be used 

wherever possible. Two 

service objects in the same 

feed document with the 

same atom :id value can be 

considered by processors to 

be the same service. 

Processors may use other 

information to determine 

when two service objects 

refer to the same service. A 

processor must not assume 

that two service objects with 

different values for atom :id 

refer to different services; 

different publishers may use 

different id values for the 

same service. 
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 display 

name 

 

A name that can be used for a service in 

the user interface. This is often a name 

by which the service is commonly 

known; no restriction is placed on what 

kind of name may be used here. 

Included as the content of the atom 

:title element. 

URI The URI of the service described by this 

Object entry. The URI is represented as 

the value of the href attribute on an 

atom :link element with rel alternate 

and type of text/html. Should there be 

multiple links with rel alternate with 

different type attribute value, they are 

considered to be alternate 

representations of the service. Should 

there be multiple links with rel alternate 

and with the same attribute value, the 

meaning is undefined for the service 

Object type and consumers may choose 

to present only the first of each 

supported type. 

icon A small image with an aspect ratio of 

one (horizontal) to one (vertical) which 

should be suitable for presentation at a 

small size should be provided to 

represent the service. 

photo The URL and metadata for an image 

that represents this service. The URL is 

represented as the value of the href 

attribute on an atom :link element with 

rel photo and a type of either 

image/jpeg, image/png, or image/gif. 

Publishers should include media :width 

and media :height attributes on the 

atom :link element describing the 

dimensions of the linked image. 

Processors may ignore photos that are 

of an inappropriate size for their user 
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interface. Publishers may include 

several images of different sizes. 

Status[221

] 

 

B
a

se
 The "status" Object type 

represents a human-

readable update of the 

author's situation, mood, 

location or other status. A 

status is similar in structure 

to a note, but carries the 

additional meaning that the 

content is primarily 

describing something its 

author is doing, feeling or 

experiencing. A consumer 

may consider the content of 

the most recent status 

object it encountered to be 

the user's current status, 

unless the most recent 

status update is old. When a 

status becomes too old is 

not defined by this 

specification 
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s content The content of the status update. 

Included as the content of the “atom : 

content” element. Publishers should 

include any markup necessary to 

achieve a similar presentation to that 

on the publisher's own HTML pages, 

including any links that the service 

automatically adds. Processors may 

remove the markup and consider the 

note to be plain text. 

permalink The canonical URL for the status 

update. Represented as the value of the 

href attribute on an “atom : link” 

element with a rel value of alternate 

and a type value of text/html. 

Video[222] 

B
a

se
 The "video" Object type 

represents video content, 

which usually consists of a 

motion picture track and an 

audio track.  

Publishers should include an 

atom : content element 

containing content that will 

present the video and any 

necessary metadata to the h
tt
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 title The title or short caption assigned to 

the video by the author. Included as the 

content of the “atom : title” element. If 

the author has not provided a title, the 

publisher may synthesize a title e.g. 

from the video filename, or the 

publisher may include the “atom : title” 

element with no content. 

thumbnail The URL and metadata for a thumbnail 

version of a representative frame of the 

video. The URL is represented as the 
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user of a processor that is 

not media-aware. Media-

aware processors should 

prefer the specific properties 

given above, but may use 

the content in preference in 

cases where the properties 

above are incomplete or 

unsuitable. 

 

value of the “href” attribute on an 

“atom : link” element with “rel” preview 

and a type of either image/jpeg, 

image/png or image/gif. Publishers 

should include “media : width” and 

“media : height” attributes on the 

“atom : link” element describing the 

dimensions of the linked image. 

Processors may ignore thumbnails that 

are of an inappropriate size for their 

user interface. 

video 

stream 

The URL and metadata for the video 

content itself. The URL is represented as 

the value of the “href” attribute on an 

“atom : link” element with rel enclosure 

and a type that matches video/*. 

Publishers should include media :width 

and media :height attributes on the 

atom :link element describing the 

dimensions of the linked video, and 

should include a media :duration 

attribute giving the length of the video. 

video page 

URL 

The URL of a web page where the video 

and the associated metadata can be 

viewed. Represented as the value of the 

href attribute on an atom :link element 

with a rel value of alternate and a type 

value of text/html. 

player 

applet 

The URL and metadata for some kind of 

applet that will allow a user to view the 

video. The URL is represented as the 

value of the href attribute on an atom 

:link element with rel alternate and an 

appropriate type. Publishers should 

include media :width and media :height 

attributes on the atom :link element 

describing the ideal dimensions of the 

linked applet. If both a video page and 

player applet are included, publishers 

should include the video page link 
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element first in document order for 

compatibility with legacy, non-activity 

feed consumers. 

description The description or long caption assigned 

to the video by the author. Included as 

the content of the atom :summary 

element as described in [Atom Media]. 

If the author has not provided a 

description, this element should be 

omitted. 

Event[223] 

E
ve

n
t 

 The "event" object type 

represents an event that 

occurs in a certain place 

during a particular interval of 

time. 

h
tt

p
:/

/a
ct

iv
it

ys
tr

e
a

.m
s/

sc
h

e
m

a
/1

.0
/e

v
e

n
t name 

 

The name of the event as provided by 

its organizer. Included as the content of 

the atom :title element. 

start date 

and time 

The date and time that the event 

begins. Included via a cal: dtstart 

element as defined in xCal. 

end date 

and time 

The date and time that the event ends. 

Included via a cal: dtend element as 

defined in xCal. 

summary A short description of the event as 

provided by its organizer. Included as 

the content of the atom :summary 

element. 

Song[224] 

M
u

si
c The "song" Object type 

represents a song or a 

recording of a song. 

Objects of type Song might 

contain information about 

the song or recording, or 

they might contain some 

representation of the 

recording itself. In the latter 

case, the song should also be 

annotated with the "audio" 

object type as described in 

the Audio Section and use its 

properties. This type should 

only be used when the 

publisher can guarantee that 

h
tt

p
:/

/a
ct

iv
it

ys
tr

e
a

.m
s/

sc
h

e
m

a
/1

.0
/s

o
n

g
 title The title of the song. Included as the 

content of the atom :title element. 
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Object Types 

Social 

Objects 

S
ch

e
m

a
 Description 

U
R

I Properties Description of properties 

the object is a song rather 

than merely a generic audio 

stream. 

Table 12-2: Object Schema as described in Activity Streams Schema. 
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Activity Context Elements 

Activity 

Context 

Description URI 

Location Location is a concept which can be used 

inside the atom:entry level, 

atom:author and activity:object. 

Location can be specified via geographic 

coordinates, a street address, a free-

form location name or a combination of 

these. Geographic coordinates should 

be included as a geo:point element as 

described by the GeoRSS specification. 

Addresses should be included using a 

poco:address element defined at 

Portable Contacts specification. The 

entry level location represents the 

location of the author at the time the 

activity was performed. The author 

level location represents the primary 

location of the author. Finally, the 

location within other objects represents 

the physical location of those objects. 

All location fields are optional. For free 

form addresses use the poco:formatted 

field. 

 

<geo:point>33.9777 -

119.4351</geo:point> 

---- 

Mood Mood describes the mood of the user 

when the activity was performed. This is 

usually collected via an extra field in the 

user interface used to perform the 

activity. For the purpose of this schema, 

a mood is a freeform, short mood 

keyword or phrase along with an 

optional mood icon image. 

 

The content of the mood element is the 

mood keyword or phrase. 

 

The mood element may have an 

optional icon attribute which contains 

http://activitystrea.ms/

context/ 
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Activity Context Elements 

Activity 

Context 

Description URI 

the URL of a mood icon image. The 

mood icon image should be small and 

appropriate to be displayed alongside 

the mood keyword at a normal text size. 
Table 12-3: Activity Context as described in Activity Streams Schema. 
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13. Annex E: Key Word Search API methods 

 

Article Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

Google News 

Search: Article 

q - Message Tags 

- Message Title 

- Message Description 

 clusterUrl -- 

v -- content Summary 

callback -- cursor -- 

context -- GsearchResultClass Category 

geo Location of interest html Content 

hl -- image{} -- 

key -- language -- 

ned -- location -- 

rsz -- publishedDate -- 

scoring -- publisher -- 

start -- relatedStories -- 

topic - Company/Organization 

Name 

- Company/Organization 

URL 

- Competitor 

- Key Employees’ names 

results[] -- 

userip -- title Title 

 titleNoFormatting -- 

unescapedUrl -- 

url Permalink 
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Article Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

Google Blog 

Search: Article 

q - Message Tags 

- Message Title 

- Message Description 

 author -- 

v -- blogUrl -- 

callback -- content -- 

context  cursor -- 

hl -- GsearchResultClass Category 

key -- html -- 

rsz - postUrl Permalink 

scoring -- publishedDate -- 

start -- title Title 

userip -- titleNoFormatting -- 

Digg 

Search:Article 

(search.search) 

[225] 

Domain - Company/Organization 

URL 

- Product/Service URL 

 count -- 

Sort -- 

st
o

ri
e

s Comments -- 

offset -- Container {name, 

short_name} 

-- 

Count -- Description Summary 

Topic - Company/Organization 

Name 

- Competitor 

- Key Employees’ names 

Digs -- 

Medium - News/videos/images Href -- 

query - Message Tags 

- Message Title 

- Message Description 

Id -- 

Max_date - Timeframe Link Permalink 
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Article Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

Min_date Media -- 

 Shorturl 

{short_url, 

viewcount} 

-- 

status -- 

Submit date -- 

thumbnail -- 

Title Title 

Topic {name, 

short_name} 

Category 

User {fullname, 

icon, links, name, 

profileviews} 

-- 

Timestamp -- 

total - 

Table 13-1: Searching for Article Objects and matching them with Activity Streams. 

 

Video Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

YouTube 

Search: 

Video[226] 

alt -- 

R
e

fe
re

n
ce

[2
2

7
] id -- 

author - Company/Organiz

ation Name 

- Competitor 

- Key Employees’ 

names 

updated Summary 

callback -- category Category 
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Video Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

fields -- author 

 

name  

uri 

fields-

language 

 Media:group media:title Content 

media:desc

ription 

 

media:key

words 

 

yt:duration  

yt:videoid  

media:play

er 

 

Media:cred

it 

 

Media:cate

gory 

 

Media:cont

ent 

 

media:thu

mbnail 

 

max-results -- Yt:statistics  

prettyprint -- Gd:rating -- 

start-index -- Georss:where -- 

strict -- Gd:comments  

v --   
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Video Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

caption --   

category Message Tags   

fmt --   

format --   

inline [Metadata]: 

video_rated/  

video_shared/ 

video_favorited/  
video_commented/ 

video_uploaded 

  

key --  Permalink 

lang Language 

(translation) 

   

location 

Location of interest 

   

location-

radius 

   

lr Language (Search 

terms) 

   

orderby relevance  

published  

viewCount  

rating 

   

q - Company/Organiz

ation Name 

- Company/Organiz

ation URL 

- Product/Service 

Name 

- Product/Service 

URL 

- Competitor 

- Key Employees’ 

names 

- Key Employees’ 
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Video Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

activities 

- Message Title 

- Message 

Description 

restriction --    

safeSearch --    

time today/ 
this_week/ 
this_month/ 
all_time/ 

   

uploader - Company/Organiz

ation Name 

- Competitor 

(only partners) 

   

Table 13-2: Searching for Video Objects and matching them with Activity Streams. 

 

Photo Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

Flickr Search 

Photo: Photo  

User_id --  id -- 

Tags - Message Tags owner -- 

Tag_mode OR/AND secret -- 

Text - Company/Organiz

ation Name 

- Company/Organiz

ation URL 

- Product/Service 

Name 

- Product/Service 

URL 

- Competitor 

Server -- 
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Photo Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

- Key Employees’ 

names 

- Key Employees’ 

activities 

- Message Title 

- Message 

Description 

Min_upload_

date 

Timeframe Title Title 

max_upload

_date 

Ispublic - 

min_taken_d

ate 

Isfriend -- 

max_taken_d

ate  

isfamily -- 

license  --  

sort  -- 

privacy_filter  • 1 public photos 

• 2 private photos 

visible to friends 

• 3 private photos 

visible to family 

• 4 private photos 

visible to friends & 

family 

• 5 completely 

private photos 

 

bbox  -- 

accuracy  • World level is 1 

• Country is ~3 

• Region is ~6 

• City is ~11 

• Street is ~16 

safe_search -- 
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Photo Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

content_type

  

-- 

machine_tag

s  

-- 

machine_tag

_mode  

-- 

group_id  -- 

contacts  -- 

woe_id  -- 

place_id  -- 

media  -- 

has_geo  -- 

geo_context  location 

lat  

lon 

Radius 

Radius_units 

Is_commons -- 

In_gallery -- 

Is_getty -- 

extras -- 

Per_page -- 

page -- 

Table 13-3: Searching for Photo Objects and matching them with Activity Streams. 

 

Group Object 
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Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

Facebook 

Search Group: 

Group 
 https://graph.face
book.com/search?
q=QUERY&type=g

roup 

Query - Message Tags 

- Product/Service 

Name 

- Company/Organiz

ation Name 

- Key Employees’ 

names 

- Key Employees’ 

activities 

 Version -- 

Name name 

id -- 

Table 13-4: Searching for User Group Objects and matching them with Activity Streams. 

 

Status Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

Twitter Status 

Search: 

Status[228] 

 

q - Message Tags 

- Product/Service 

Name 

- Company/Organiz

ation Name 

- Key Employees’ 

names 

- Key Employees’ 

activities 

- Competitor 

 Text content 

To_user_id -- 

To_user -- 

lang - Language  From_user -- 

geocode - location  

m
e

ta
d

a
ta

 Result_type -- 

Recent_retweet

s 

until - timeframe  id -- 

 -   From_user_id -- 

 -   Iso_language_code -- 
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Status Object 

Platform 

Method: 

Platform 

SpecificObject 

Query 

properties 
Relative Key Words 

 

Response fields 
Activity Streams 

properties 

 -   Source -- 

 -   Profile_image_url -- 

 -   Created_at -- 

 -   Since_id -- 

 -   Max_id -- 

 -   Refresh_url -- 

 -   Results_per_page -- 

 -   Next_page -- 

 -   Completed_in -- 

 -   Page -- 

 -   query -- 

Table 13-5: Searching for Status Objects and matching them with Activity Streams. 
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14. Annex F: Additional Platforms API’s 

14.1 Google News Search API 

Application requirements: 

• Applications that use this interface must abide by all existing Terms of Service[229].  

• Query inputs and results must display "Powered by Google" branding, as described by 

.getBranding[230] class. 

• Requests can only be made on behalf of an end user. All results must be displayed. 

• Applications must always include a valid and accurate HTTP referer header in their requests. 

• Each request contains a valid API Key (not required, but highly encouraged). By providing a key, 

the application provides Google with a secondary identification mechanism that is useful in case 

they need to contact a programmer to correct any problems. 

• The application uses the “userip” parameter (not required, but highly encouraged). This 

parameter supplies the IP address of the end-user who made the request and validates that the 

applicationis not making automated requests in violation of the Terms of Service. 

Unlike the core JavaScript interface, the JSON interface is exposed through a uniform URL that contains 

CGI arguments. The application can use an HTTP stack of its choosing. In order to use the JSON interface: 

• Programmers must construct a properly formatted URL with all necessary CGI arguments. 

• Programmers must send an HTTP referrer header that accurately identifies their application. 

• Programmers must process the JSON-encoded response. 

a) Request 

A typical request has the following format: 

https://ajax.googleapis.com/ajax/services/search/news?v=1.0&q=QUERY&key=INSERT-YOUR-

KEY&userip=INSERT-USER-IP. 

From this request, we can distinguish the URL base address, the standard URL for the Google News 

Search API, which is: https://ajax.googleapis.com/ajax/services/search/news.The rest of the URL are the 

arguments that can be used for News Search requests, and are analyzed in Table 14-1. 
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URL Arguments for Google News Search API[231] 

Argume

nt 

Require

d 

Example Description 

q Yes q=barack%20obama This argument supplies the query, or search expression, 

that is passed into the searcher. 

v Yes v=1.0 This argument supplies protocol version number. The only 

valid value at this point in time is 1.0. 

callback Optiona

l 

callback=foo This argument alters the standard response format. When 

supplied, instead of producing a simple JSON-encoded 

object, the system produces a JavaScript function call 

response where the value of callback specifies the name of 

the function called in the response. 

callbackFunction( 

  {"responseData":{ 

      "results":[], 

      "cursor":{} 

    }, 

    "responseDetails":null|string-on-error, 

    "responseStatus":200| error-code 

}); 

context Optiona

l 

context=bar This argument is related to the callback argument. When 

both are supplied, the value of context alters the normal 

response format associated with callback. The new format 

is: 

callbackFunction( 

  contextValue,//the context arg value 

  responseObject,//the collection of results and 

cursor 

  responseStatus,//200 on success, non-200 on 

failure 

  errorDetails)//error string for non-200 

response 

geo Optiona

l 

geo=Santa%20Barb

ara 

This optional argument tells the News Search system to 

scope search results to a particular location. With this 

argument present, the query argument (q) becomes 

optional. Programmers must supply either a city, state, 

province, country, or zip code as in geo=Santa%20Barbara 

or geo=British%20Columbia or geo=Peru or geo=93108. 

When using the geo property, programmers should note 

the following: 
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URL Arguments for Google News Search API[231] 

Argume

nt 

Require

d 

Example Description 

• They should be sure the location they supply exists 

within the scope of their chosen news edition. For 

example, if they specify geo=Quebec for the Canadian 

edition of Google news, they probably won't get good 

results. 

• They cannot combine geo with the topic property. 

• Some editions of News Search do not support the geo 

parameter. To test if geo works with a specific edition, 

1. They should go to that edition's landing page (for 

example, news.google.ca) 

2. Click “Add a Section”. 

3. In the Add a Local Section box on the right side of 

the page, they should enter a search query 

relevant to their desired location (for example, 

Quebec). They should now see a Local Results 

pane on the edition homepage. 

If the Local Results pane is populated with results, they can 

use the geo parameter for that region. 

hl Optiona

l 

hl=fr This argument supplies the host language of the 

application making the request. If hl is present in the URL, 

it will be used. Otherwise, if the Accept-Language HTTP 

header is present, it will be used. If neither is specified, a 

value of en is assumed. 

key Optiona

l 

key=your-key This argument supplies the application's key.  

If specified, it must be a valid key associated with your site. 

The key must be validated against the passed referer 

header. The advantage of supplying a key is so that Google 

can identify and contact programmer should something go 

wrong with his application. Without a key, Google will still 

take the same appropriate measures on their side, but 

programmer will not be able to contact them. It is 

definitely best for him to pass a key. 

ned Optiona

l 

ned=us ned tells the News Search system which edition of news to 

pull results from. For example, ned=us specifies the US 

edition. 

To find the ned for other editions, review the links on the 

Languages and Regions page[232] of Google News help. 
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URL Arguments for Google News Search API[231] 

Argume

nt 

Require

d 

Example Description 

Each of these links ends with a ned id specific to a country 

or region. 

rsz Optiona

l 

rsz=4 This argument supplies an integer from 1–8 indicating the 

number of results to return per page. 

scoring Optiona

l 

scoring=d This optional argument tells the News Search system to 

order results by date instead of the default ordering by 

relevance. 

To order results by date, specify scoring=d. 

start Optiona

l 

start=4 This argument supplies the start index of the first search 

result. Each successful response contains a cursor object 

(see below) which includes an array of pages. The start 

property for a page may be used as a valid value for this 

argument. For reference, a sample cursor object is shown 

below: 

"cursor":{ 

  "pages":[[ 

    {"start":"0","label":1}, 

    {"start":"4","label":2}, 

    {"start":"8","label":3}, 

    {"start":"12","label":4}]], 

  "estimatedResultCount":"48758", 

  "currentPageIndex":0, 

  

"moreResultsUrl":"http://www.google.com/searc

h..." 

} 

 

topic Optiona

l 

topic=h topic scopes results to a particular topic. The value of the 

argument specifies the topic in the current or selected 

edition: 

• h - specifies the top headlines topic 

• w - specifies the world topic 

• b - specifies the business topic 

• n - specifies the nation topic 

• t - specifies the science and technology topic 

• el - specifies the elections topic 

• p - specifies the politics topic 
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URL Arguments for Google News Search API[231] 

Argume

nt 

Require

d 

Example Description 

• e - specifies the entertainment topic 

• s - specifies the sports topic 

• m - specifies the health topic 

Warning: Programmers cannot use topic in conjunction 

with either the query or the geo argument. If they specify 

either of these with topic, the searcher ignores it. 

userip Optiona

l 

userip=192.168.0.1 This argument supplies the IP address of the end-user on 

whose behalf the request is being made. Requests that 

include it are less likely to be mistaken for abuse. In 

choosing to utilize this parameter, programmers should be 

sure that they are in compliance with any local laws, 

including any laws relating to disclosure of personal 

information being sent. 

Table 14-1: Google News Search API Analysis. 

 

b) Response format 

b.1)Basic query: 

There are two major variations in the response format. When the callback and context arguments are 

not supplied, the response format is a simple JSON object: 

{ 

  "responseData" : { 

    "results" : [], 

    "cursor" : {} 

  }, 

  "responseDetails" : null | string-on-error, 

  "responseStatus" : 200 | error-code 

} 

 

In the JSON fragment above, note that the responseData property contains a results array and an 

optional cursor. 

b.2) Callback argument: 

Applications can use the callback argument as follows to request a JavaScript callback. 
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callback({ 

  "responseData":{ 

    "results":[], 

    "cursor":{} 

  }, 

  "responseDetails":null|string-on-error, 

  "responseStatus":200| error-code 

}); 

 

b.3)Context argument: 

The context argument must always be specified in conjunction with the callback argument. If the 

application supplies both callback and context arguments, the response is encoded as a JavaScript 

procedure call. In this mode of operation: 

• The value of callback becomes the procedure call target. 

• The value of context is passed as the first argument. 

• The value of responseData from above is passed as the second argument. 

• The response status is passed as the third argument. 

• The final argument is either null or a diagnostic string. 

processResults(for',{ 

 "results": [[ 

  { 

   ... 

  }, 

  { 

   ... 

  }, 

  ... 

 ]], 

 "cursor": { 

  "pages": [[ 

   ... 

  ]], 

  "estimatedResultCount": "n", 

  "currentPageIndex": n, 

  "moreResultsUrl": "..." 
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 } 

} 

, 200 | error-code, null | string-on-error) 

 

b.4) Results array: guaranteed fields 

The results array always contains the parameters listed in this section, even if the value is empty. 

 

Google News Search Results[] fields 

Property Description 

clusterUrl When a news result has a set of related stories, this URL is available. Otherwise, it 

is null. When a related set of stories is available, the URL points to a landing page 

listing the related stories. 

content Supplies a snippet of content from the news story associated with this search 

result. 

cursor .cursor is an optional property that is present once a search completes 

successfully. When present, the property specifies how an application can request 

additional search results for the current query term, the estimated result count, 

the current page, and the URL for a search results page. The property has the 

following structure: 

• pages[] supplies an array used by start in order to iterate through all 

available results. Each entry in the array is an object with the following 

structure: 

o start supplies the value that will be used in the &start URL argument 

to request a bundle of results 

o label supplies a text label associated with the entry (for example, "1", 

"2", "3", or "4") 

• estimatedResultCount supplies the estimated number of results that match 

the current query. This value will not necessarily match the similar value 

that is visible on the Google.com search properties. 

• currentPageIndex supplies the index into the pages array of the current set 

of results. 

• moreResultsUrl supplies a URL to a Google-hosted search page that 

contains additional search results. 

Note: The News Searcher supports a maximum of 8 result pages. When combined 

with subsequent requests, a maximum total of 64 results are available. It is not 

possible to request more than 64 results. 
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GsearchResultClass Indicates the type of result (for 

example, google.search.NewsSearch.RESULT_CLASS indicates GnewsResult). 

html Supplies the root of an HTML element that may be cloned and attached 

somewhere into the application's DOM hierarchy. Google expects that this is the 

primary property that applications will use, typically by cloning this node and 

attaching it to the DOM hierarchy. 

Google expects applications to control styling, as well as which elements are 

displayed, using CSS. For instance, they expect the following fragment to be 

common across all applications that wish to copy and paste search results 

delivered through the News Search API. 

// clone the .html node from the result 

var node = result.html.cloneNode(true); 

 

// attach the node into my dom 

container.appendChild(node); 

image{} This optional property appears in a result when the system has determined that 

there is a good image that represents the cluster of news articles related to this 

result. 

Warning: The image relates to the cluster of news articles for this result, not just 

the primary article. Therefore, programmers need to be careful to ensure that 

their user interface does not misrepresent the image. If they use this property, 

they  must always display the news source of the article as well as the news 

source of the image; these are often different. For example, Google News displays 

the image next to the results with full attribution to the source. The image is 

hyperlinked to its associated article. 

This property is optional. It does not always exist. It's best to check for .image == 

undefined before interacting with the property. When the property is present, it 

contains the following sub-properties: 

• .title supplies the title of the article associated with the image. 

• .titleNoFormatting supplies the title as above, but stripped of HTML 

formatting. 

• .url supplies the URL of this image as it is found in the article. 

• .originalContextUrl supplies the URL of the article that contains this image. 

The image, when displayed, should normally link through this URL. 

• .publisher supplies the publisher of the news article containing the image. 

The suggested user interface is to display this under or in close proximity to 

the image, hyper linked through the .url property from above. 

• .tbUrl supplies the URL of a thumbnail of the image. 

• .tbWidth supplies the width of the image referenced above. The standard 

size of this image is 80 pixels wide and 50 pixels tall. 
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• .tbHeight supplies the height of the image referenced above. The standard 

size of this image is 80 pixels wide and 50 pixels tall. 

language This optional property indicates the language of the news story. 

location Contains the location of the news story. This is a list of locations ordered from 

most specific to least specific. The components are separated by ",". There may 

only be one element in the list. A typical value for this property is 

"Edinburgh,Scotland,UK". 

publishedDate Supplies the published date of the news story referenced by the associated search 

result. 

publisher Supplies the name of the publisher of the news story (e.g., "Reuters"). 

relatedStories This property is optional. It only appears in a result when the story also has a set 

of closely related stories. Each element within the array contains the following 

subset of properties also documented in this section: 

• .title 

• .titleNoFormatting 

• .unescapedUrl 

• .url 

• .publisher 

• .location 

• .publishedDate 

results[] .results[] contains an array of search result objects, one for each result. Each time 

a search executes, this property is cleared, and each time a search completes, the 

array is populated. If there are no results to report, the .length property of this 

array will be set to 0. Therefore, results will never be null, and you can always 

safely check for results.length == 0. 

• The GnewsResult object is produced by google.search.NewsSearch. It is 

available in that object's .results[]array. 

• This object is indicated by a .GsearchResultClass value 

of google.search.NewsSearch.RESULT_CLASS. 

title Supplies the title of the news story returned as a search result. 

titleNoFormatting Supplies the title, but unlike .title, this property is stripped of HTML markup (such 

as <b>, <i>, etc.). 

unescapedUrl Supplies the raw result URL with non-alphanumeric characters. For example: 

http://www.informationweek.com/news/software/ 

open_source/showArticle.jhtml?articleID\u003d223900277 

url Provides an encoded URL. For example: 

http%3A%2F%2Fwww.informationweek.com%2Fnews%2Fsoftware%2 
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    Fopen_source%2FshowArticle.jhtml%3FarticleID%3D223900277. 

Table 14-2: Google News Search Results[] fields. 

 

14.2 Google Blog Search API 

The application requirements[233] are the same with the Google News Search API. 

Unlike the core JavaScript interface, the JSON interface is exposed through a uniform URL that contains 

CGI arguments. An  application can use an HTTP stack of its choosing. In order to use the JSON interface: 

• Programmers must construct a properly formatted URL with all necessary CGI arguments. 

• They must send an HTTP referer header that accurately identifies their application. 

• They must process the JSON-encoded response. 

 

a) Request 

A typical request has the following format: 

https://ajax.googleapis.com/ajax/services/search/blogs?v=1.0&q=blogHer. 

From this request, we can distinguish the URL base address, the standard URL for the Google Blog 

Search API, which is: https://ajax.googleapis.com/ajax/services/search/blogs. The rest of the URL is 

arguments that can be used for News Search requests, and are analyzed inTable 14-3. 

 

 URL Arguments for Google News Search API[234] 

Argumen

t 

Required Example Description 

q Yes q=blogHer This argument supplies the query, or search expression, that is 

passed into the searcher. 

v Yes v=1.0 This argument supplies protocol version number. The only valid 

value at this point in time is 1.0. 

callback Optional callback=foo This argument alters the standard response format. When 

supplied, instead of producing a simple JSON-encoded object, 

the system produces a JavaScript function call response where 

the value of callback specifies the name of the function called 

in the response. 

callbackFunction( 

  {"responseData":{ 



         D2.1 Padget Design and Decision Model 

 

Page 410 of 625 

 URL Arguments for Google News Search API[234] 

Argumen

t 

Required Example Description 

      "results":[], 

      "cursor":{} 

    }, 

    "responseDetails":null|string-on-error, 

    "responseStatus":200| error-code 

}); 

context Optional context=bar This argument is related to the callback argument. When both 

are supplied, the value of context alters the normal response 

format associated with callback. The new format is: 

callbackFunction( 

  contextValue,    // the context arg value 

  responseObject,  // the collection of results and cursor 

  responseStatus,  // 200 on success, non-200 on failure 

  errorDetails)    // error string for non-200 response 

hl Optional hl=fr This argument supplies the host language of the application 

making the request. If hl is present in the URL, it will be used. 

Otherwise, if the Accept-Language HTTP header is present, it 

will be used. If neither is specified, a value of en is assumed. 

key Optional key=your-

key 

This argument supplies the application's key.  

If specified, it must be a valid key associated with your site. The 

key must be validated against the passed referrer header. The 

advantage of supplying a key is so that Google can identify and 

contact programmer should something go wrong with his 

application. Without a key, Google will still take the same 

appropriate measures on their side, but programmer will not 

be able to contact them. It is definitely best for him to pass a 

key. 

rsz Optional rsz=4 This argument supplies an integer from 1–8 indicating the 

number of results to return per page. 

scoring Optional scoring=d This argument tells Blog Search how to order results. Results 

may be ordered by relevance (which is the default) or by date. 

To select ordering by relevance, programmers should not 

supply this argument. To select ordering by date, they should 

set scoring asscoring=d. 

start Optional start=4 This argument supplies the start index of the first search result. 

Each successful response contains a cursorobject (see below) 

which includes an array of pages. The start property for a page 
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 URL Arguments for Google News Search API[234] 

Argumen

t 

Required Example Description 

may be used as a valid value for this argument. For reference, a 

sample cursor object is shown below: 

"cursor":{ 

  "pages":[[ 

    {"start":"0","label":1}, 

    {"start":"4","label":2}, 

    {"start":"8","label":3}, 

    {"start":"12","label":4}]], 

  "estimatedResultCount":"48758", 

  "currentPageIndex":0, 

  "moreResultsUrl":"http://www.google.com/search..." 

} 

userip Optional userip=192.1

68.0.1 

This argument supplies the IP address of the end-user on 

whose behalf the request is being made. Requests that include 

it are less likely to be mistaken for abuse. In choosing to utilize 

this parameter, please be sure that you're in compliance with 

any local laws, including any laws relating to disclosure of 

personal information being sent. 

Table 14-3: URL Arguments for Google News Search API. 

 

b) Response format 

b.1) Basic query: 

There are two major variations in the response format. When the callback and context arguments are 

not supplied, the response format is a simple JSON object: 

{ 

  "responseData" : { 

    "results" : [], 

    "cursor" : {} 

  }, 

  "responseDetails" : null | string-on-error, 

  "responseStatus" : 200 | error-code 

} 

In the JSON fragment above, note that the responseData property contains a results array and an 

optional cursor. 
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b.2) Callback argument: 

Applications can use the callback argument as follows to request a JavaScript callback. 

callback({ 

  "responseData":{ 

    "results":[], 

    "cursor":{} 

  }, 

  "responseDetails":null|string-on-error, 

  "responseStatus":200| error-code 

}); 

 

b.3)Context argument: 

The context argument must always be specified in conjunction with the callback argument. If the 

application supplies both callback and context arguments, the response is encoded as a JavaScript 

procedure call. In this mode of operation: 

• The value of callback becomes the procedure call target. 

• The value of context is passed as the first argument. 

• The value of responseData from above is passed as the second argument. 

• The response status is passed as the third argument. 

• The final argument is either null or a diagnostic string. 

processResults(for',{ 

 "results": [[ 

  { 

   ... 

  }, 

  { 

   ... 

  }, 

  ... 

 ]], 

 "cursor": { 

  "pages": [[ 

   ... 
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  ]], 

  "estimatedResultCount": "n", 

  "currentPageIndex": n, 

  "moreResultsUrl": "..." 

 } 

} 

, 200 | error-code, null | string-on-error) 

 

b.4) Results array: guaranteed fields 

The results array always contains the parameters listed in this section, even if the value is empty. 

 

Google Blog Search Results[] fields 

Property Description 

author Supplies the name of the author that wrote the blog post. 

blogUrl Supplies the URL of the blog which contains the post. Typically, this URL is 

displayed in green, beneath the Blog Search result, and is linked to the blog. 

content Supplies a snippet of content from the blog post associated with this search result. 

cursor .cursor is an optional property that is present once a search completes 

successfully. When present, the property specifies how an application can request 

additional search results for the current query term, the estimated result count, 

the current page, and the URL for a search results page. The property has the 

following structure: 

• pages[] supplies an array used by start in order to iterate through all 

available results. Each entry in the array is an object with the following 

structure: 

o start supplies the value that will be used in the &startURL argument 

to request a bundle of results 

o label supplies a text label associated with the entry (for example, "1", 

"2", "3", or "4") 

• estimatedResultCount supplies the estimated number of results that match 

the current query. This value will not necessarily match the similar value 

that is visible on the Google.com search properties. 

• currentPageIndex supplies the index into the pages array of the current set 

of results. 

• moreResultsUrl supplies a URL to a Google-hosted search page that 

contains additional search results. 

Note: The Blog Searcher supports a maximum of 8 result pages. When combined 
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with subsequent requests, a maximum total of 64 results are available. It is not 

possible to request more than 64 results. 

GsearchResultClass Indicates the type of result (for 

example,google.search.BlogSearch.RESULT_CLASS indicatesGblogResult). 

html Supplies the root of an HTML element that may be cloned and attached 

somewhere into the application's DOM hierarchy. We expect that this is the 

primary property that applications will use, typically by cloning this node and 

attaching it to the DOM hierarchy. 

We expect applications to control styling, as well as which elements are displayed, 

using CSS. For instance, we expect the following fragment to be common across 

all applications that wish to copy and paste search results delivered through the 

Blog Search API. 

// clone the .html node from the result 

var node = result.html.cloneNode(true); 

 

// attach the node into my dom 

container.appendChild(node); 

postUrl Supplies the URL to the blog post referenced in this search result. 

publishedDate Supplies the published date (rfc-822 format) of the blog post referenced by this 

search result. 

title Supplies the title of the blog post returned as a search result. 

titleNoFormatting Supplies the title, but unlike .title, this property is stripped of html markup 

(e.g., <b>, <i>, etc.). 

Table 14-4: Google Blog Search Results[] fields. 
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15. Annex G: PADGETS Dictionary of Key Terms 

 

Term Definition 

PADGETS An EU - FP7 STREP project developing novel social media 

applications for policy making. 

Padget A resource (application or content), typically instantiating within 

a social media platform, created by a policy stakeholder, 

providing interactivity with the citizens. 

Padget main components A  padget is composed by four main components: a policy 

message, the social context, the decision services and the 

interaction services. 

PADGETS platform The software application supporting the Padgets creation, 

distribution, monitoring and withdrawal. 

Padget Initiator The creator and owner of a Padget, typically a policy maker. 

(Other stakeholders such as lobbying organisations, citizens’ 

groups may act as Padget Initiators). 

Padget (End) User The individual reached by a Padget, through a Social Media 

Platform. 

Padget Functions The various functions provided by a Padget towards the users, 

typically ranging from simple to complex, as following: 

• information publishing (read only) 

• one or more, single of multiple choice, pre-defined 

questions with pre-defined answers (e.g. polls) 

• open text response 

• inclusion of attachments in response. 

Padget Campaign A Padget Campaign is a set of activities covering creation, 

distribution, interaction, monitoring and termination of one or 

more Padgets for a specific goal. 

Padget Campaign Set-up The activities before the launching of a Padget, typically including 

the creation or enhancement of the Padget initiator presence in 

the targeted SMP’s. 
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Social Media Platform (SMP) The term denoting any social and media related internet-based 

system (such as YouTube, Picasa, Blogger, etc.)  The term includes 

SNP’s. 

Social Network(ing) Platform 

(SNP) 

The term denoting the social networking, internet-based systems 

(such as Facebook, MySpace, Linkedin, etc.). 

PADGETS Front-End The part of PADGETS platform exposed to the Padgets initiator or 

the (end) user, through the appropriate interface. 

PADGETS Back-End The part of PADGETS platform not exposed to the Padgets 

initiator or the (end) user. 

PADGETS Privacy Component The part of PADGETS platform that manages user privacy settings 

or preferences. 

PADGETS Decision Support 

Component 

The part of PADGETS platform that formulates the final output of 

a Padget Campaign, towards the Padgets initiator. 

PADGETS Simulation Model The module of the PADGETS platform analyzing and projecting 

into the future the diffusion process of the policy message in 

terms of awareness, interest and acceptance. 

PADGETS Analytics  The module of the PADGETS decision support component 

processing textual and demographic data gathered through 

Padgets Campaigns to extract the opinions expressed about the 

policy message. 

Padget Context The specific “neighbourhood” of a Padget, e.g. the area where a 

Padget is instantiated.  It has three aspects: technical, policy and 

social. 

Padget Technical Context The technical context where a Padget is instantiated, i.e. the 

specific SMP or part of SMP. 

Padget Policy Context The subject or theme a Padget is addressing, i.e. economic policy, 

environmental policy, a specific legal element, a specific 

municipal plan, etc. 

Padget Social Context The network of individuals a Padget is reaching through the social 

network connections of its initiator. 

Padget Life-cycle The set of states a Padget may have. 
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Social Media Platform API’s The application programmable interfaces provided by a specific 

SMP, for performing actions through the invocation of a web 

service.  Similar: the Social Networking Platform API’s. 

Table 15-1: PADGETS Dictionary of Key Terms. 
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16. Annex H: Finalists eGovernment Awards 2009 

 

eGovernment “Empowering Citizens” Category 

Project Name Project Abstract 

Petrol Stations Geoportal Geoportal MITYC provides citizens with information about gas prices and 

public opening hours in gas stations, in order to reduce the amount of 

money spent in cars and in gasoline. It disposes of a version for mobiles 

phones, PDA´s and a version for GPS navigators in order to allow drivers to 

get information about prices while they are driving. A version for TDTI has 

been developed to get this information in new TDTI channels 

Portuguese Social Security 

Contact Centre 

  

The Portuguese Social Security Contact Centre (VIA) is a new relationship 

channel that enables all citizens and business entities to obtain generic or 

detailed information covering all products and services that are provided 

by Social Security, and also to assess securely the status of their own 

process, or of any request previously filed. 

City of Helsinki Service 

Map 

Helsinki Service Map is a comprehensive map based web service, which is 

based on a Data Master File of the city’s all physical service points and 

offices. Helsinki Service Map is based on a broad integrated databank that 

makes it possible to combine citizen feedback with the official high quality 

data provided by the city. Citizens can give feedback, proposals and 

questions related directly to the municipal service point. Both the 

feedback and the city official’s answer are published, creating an open 

discussion that can be commented by other citizens too. 

Irish website for newly 

unemployed people 

Losingyourjob.ie is an information website provided by the Citizens 

Information Board. It provides integrated information on how to access 

public services, and is aimed at people who are newly unemployed or who 

are working on reduced hours or pay. 
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eGovernment “Empowering Citizens” Category 

Project Name Project Abstract 

South Dublin Digital Book 

Service 

Developed to streamline access for visually impaired citizens to the world 

of books and information, the service is the first of its kind in Ireland and 

one of very few worldwide. Customers using the site can download eBooks 

and eAudio books for free to their MP3 players and portable devices 

(laptops, PDAs, Mobipocket etc)  using their library card for authentication. 

Digital books offer complete sustainability as items cannot be lost or 

damaged, can be borrowed without the need to visit a library, have an 

automatic return date and are in demand from a wide variety of customer 

profiles. 

Compare Services in the 

City of Stockholm 

The goal is to provide Stockholmers with a tool to personally select the 

services that suit them best on the basis of their specific requirements and 

wishes. 

The web application named Compare Services Services is aimed at being 

an efficient and effective tool for both administrators and Stockholmers in 

selecting services offered by the City of Stockholm. 

The tool can be used to compare quality on the basis of various key data, 

check where a service unit (such as a compulsory school) is located 

geographically and compare the service offered by the unit. In addition, 

the tool incorporates contact information for the City's various units. 

Kent TV Kent TV has 14 channels available on the internet which covers a broad 

range of topics that affects Kent from Education, Business, Sport to 

Tourism. It is the first public funded broadband TV channel in Europe and 

has been in operation since September 2007. 

Liverpool City Council, 

eGovernment 

Transformation 

Application of ICTs to transform the way the City council of Liverpool 

delivers public services. 
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eGovernment “Empowering Citizens” Category 

Project Name Project Abstract 

Cologne - Particapatory 

Budgeting 

The www.stadt-koeln.de website provides the city of Cologne with an 

information tool for its citizens. With assistance from the Fraunhofer 

Institute IAIS a new procedure for participation has been launched and a 

special, software-supported system installed; this means that proposals 

from citizens can be submitted, discussed and ranked, whilst ensuring that 

public knowledge and opinion on the budget is now obtained by electronic 

means and used in preparation for planning and decision-making 

purposes. The internet-based participation platform is the centrepiece of a 

multi-channel provision that also incorporates the channels of telephone 

(call centre), letter and personal contact. 

Castilla y Leon 012 Citizen 

and Adminstrative Service.  

The 012 Public service is an administrative information service within the 

regional area of the Community of Castilla y León (Spain), which is served 

by specialised personnel. The aim of the service is to provide citizens with 

fast, complete access to the widespread general administrative 

information shared by the Administration of the Community of Castilla y 

León, which includes information specialised in several areas, and if 

applicable, access to specific administrative information, thus favouring 

coordinated and integrated services from among the various public 

services it provides, guaranteeing maximum quality, universality and 

equity whilst providing for all its citizens. This service also provides 

assistance, as well as first and second-level support for handling and 

procedures through electronic administration. 

MyHELP - Your 

personalised service portal 

on official channels 

The central E-Government portal of Austria Help.gv.at 

(http://www.help.gv.at) - run by the Federal Chancellery - exists since 1997 

offering central information of different authorities and online 

transactions.The successful cooperation with the federal state, regions and 

municipalities constantly guarantees the highest possible quality of the 

information offered. Meanwhile, after twelve successful years, HELP has 

established itself as the primary contact point for citizens and 

entrepreneurs seeking advice, and functions as an inter-authority gateway 

to 13 federal ministries, 9 Austrian provinces, more than 80 district 

administrations and 2,356 municipalities. 
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eGovernment “Empowering Citizens” Category 

Project Name Project Abstract 

Virtual Cities 2009 The Dutch cities of Apeldoorn, Helmond and Tilburg are utilizing virtual 

world technology (VirtuoCity) to support the participation of their citizens 

in important city reconstruction projects since 2004. These virtual cities 

enable access to the virtual 3D presentation of the city, as it is at present 

or as it will be in the future, over the Internet with relatively basic 

computers. While navigating, they are provided with all kinds of multi-

media information including video, can leave their remarks in a forum, 

vote for alternative designs, chat with other visitors or have a conversation 

using the newest voice chat option. A breakthrough was the application of 

online voting in Tilburg, whereby citizens could submit (binding) votes on 

one of the three designs for the central marketplace. 

The 2nd Generation of 

Portuguese Citizen’s Shop 

One of the most important output of the project is the new user-reception 

models, multiservice and integrated services, available in the face-to-face 

way (Citizen’s Shop and Municipalities). The multi-services desk, provides a 

generalist, multifunctional service based on user reception scripts and 

knowledge bases, and applies to services with a low level of specialization 

that are provided in a single, quick interaction (more than 60 products 

from 20 different public entities, more than 100.000 user visits in 2008) 

The integrated desk offers a service which is geared towards certain events 

or processes that are important to people: replacing stolen documents, “I 

Lost my wallet”, in a single point contact the citizens can replace 5 

personal documents from 8 different entities (more than 40.000 user visits 

in 2008). 

Catalonia Citizen-Care-

Centric approach to 

eGovernment 

The C3Cat model targets the entire citizenship of Catalonia, who are 

addressed under a multichannel and multimodal approach to deliver 

public services. However, and due to the focus on the citizen-care-centric 

approach, after having examined the ways that the interactions are 

conducted and needed, a spectacular effort has been devoted to 

incorporate ways to reach in tailored ways very segmented targets, thus 

fine tuning access to sectors of population seen as particularly sensitive by 

the Regional Government of Generalitat de Catalunya. 
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eGovernment “Empowering Citizens” Category 

Project Name Project Abstract 

Participa en Andalucía Participa en Andalucía is an e-Democracy platform promoted by the 

Regional Ministry of Innovation, Science and Enterprise of Andalusia 

(CICE), aimed at increasing digital participation of citizens, local authorities 

and local associations of all kinds. Digital participation intends to 

encourage citizen participation in all aspects of the political and civil 

spheres through the use of information and communication technologies, 

generating self regulated local decision making systems. Freeware and new 

technologies offer a wide range of tools for intercommunication that allow 

citizens to communicate, express opinions, debate on current issues, form 

associations or cooperate for cultural, social or political goals. 

eDialogos “e-dialogos” is an innovative and fully fledged e-Democracy online 

platform for the citizens of the “City of Trikala” in Greece to participate in 

the decision-making processes of the city. 

The objective is to offer to all citizens the opportunity to get involved 

directly with the process of development and implementation of city 

policies through an online platform of dialogue and participation, in an 

effort to reverse the disengagement of citizens with their elected 

representatives and the policy process. 

Table 16-1: Succinct description ofFinalists eGovernment Awards 2009. 
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17. Annex I: Social Media Analytics  

17.1 Introduction 

 

Social media (SM) is much more than a way to stay connected and to entertain oneself: it's a way for 

users to market themselves, their business, and their products and services. By establishing a presence 

on the social Web, user can gain virtually unlimited exposure to his target audience without incurring 

the higher costs associated with traditional engagement/marketing campaigns.  

Social media are reputation tools which users have to use depending on the aim they want to succeed. 

Most of them are trying to develop internal analytic tools but others don’t even try in this direction. For 

every social media we will do the followings:  

Firstly, we will start with an introduction in which we will describe some of the most interesting features 

and each SM function. We will also answer the question ‘Why’, ‘Why are all these measurements 

significant?’. This is a complicated question which depending on each one SM characteristics and 

features so we will answer this in every social media, separately. Finally, we will continue with some 

other details about its popularity and in brief what we will see in next sections.   

In the second section we will provide a detailed analysis about UI analytics either internal developed or 

Third – Party. In this analysis we will describe for every analytic tool its functions, the results and 

analytics which provides, and its importance for the specific social media. 

In the third section we will focused on the API methods mostly internal developed from the platforms 

and in some cases we will mention some Third – Party companies which provided API methods. We will 

not handle all API methods except for them which are about retrieving content. More detailed, in the 

first subsection ‘Overview of all API Methods for retrieving content’ we start a shortly description of all 

API methods in which users can retrieve wide variety of information from their accounts or friends’ 

accounts or total activity in the specific social media. And in the second subsection ‘APIs for extracting 

specified content’ we will describe APIs in order to retrieve information for every social media which are 

related to the interaction between users. This interaction should be about number of views, 

likes/dislikes, ratings, retweets, comments, diggs etc of user’s posting (i.e. text, photo, video) activity. 

Each section will conclude with a table which will briefly present the most important information 

concerning analytics and APIs for each social media. 

In addition, we finalize with Analytic tools adding another section. In this part we describe some widely 

used and famous tools which can retrieve information from more than one SM.   After that extended 

analysis for the analytic tools which exist for every SM we will present our outcome accompanied with a 

total table which includes all analytic tools in brief. Last but not least, we will close this report with a 

detailed description about Google Analytics. Google Analytics is a famous and useful analytic tool for the 



  

 

following reasons: it is free, it can give reliable analyt

widespread and it is owned by Google. 

17.2 Blogger      

17.2.1 Introduction 

Blogger is a blog publishing system. The service itself is located at 

not publish to their own websites are hosted by Google at sub

users to surf blogs randomly or search them using keywords / tags. Once users feel they have gotten the 

hang of reading and commenting

or multiple blogs, all under the same login. 

belongs to user generated content media, which means that users should feed it with content. 

Although, it presents significant increase in the fields of creating blog, reading blogs and leaving 

comment in blogs.  

In this section we will present recently created analytics from blogger and some Third 

we will mention Blogger’s APIs which made to retrieve content from Blogger and we will describe more 

detailed, some API methods which

users’ posting activity. Lastly, we will present shortly the most important information concernimg 

analytics and APIs, using a table.

17.2.2 Internal Developed Statistics 

 

Users have to visit Blogger in Draft

or configure anything to start benefitting from Stats.

BlogSpot without editing any html code in their blogger template. 

This is a new feature, answering the questions: Is anybody reading a user’s blog? How many readers? 

Where they come from? Another important thing about blogger stats is that it shows 

real time. 

In new analytics in blogspot users can see useful stats about visitors. The default blogger stats provide 

information about Pageviews today

history. 
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following reasons: it is free, it can give reliable analytics for almost all SM, its use is 

widespread and it is owned by Google.  

Blogger is a blog publishing system. The service itself is located at www.blogger.com

not publish to their own websites are hosted by Google at sub-domains of blogspot.com.

users to surf blogs randomly or search them using keywords / tags. Once users feel they have gotten the 

hang of reading and commenting on blogs, Blogger makes it incredibly easy to launch a blog of their own 

or multiple blogs, all under the same login. Blogger is not as popular as other social media because it 

belongs to user generated content media, which means that users should feed it with content. 

Although, it presents significant increase in the fields of creating blog, reading blogs and leaving 

In this section we will present recently created analytics from blogger and some Third 

we will mention Blogger’s APIs which made to retrieve content from Blogger and we will describe more 

detailed, some API methods which are about how users can retrieve information like comments from 

Lastly, we will present shortly the most important information concernimg 

analytics and APIs, using a table. 

Internal Developed Statistics - Blogger Stats 

Blogger in Draft, and they will notice a new ‘Stats’ option. Users do not have to install 

or configure anything to start benefitting from Stats. The Blogger stats feature adds

editing any html code in their blogger template.  

This is a new feature, answering the questions: Is anybody reading a user’s blog? How many readers? 

Another important thing about blogger stats is that it shows 

In new analytics in blogspot users can see useful stats about visitors. The default blogger stats provide 

Pageviews today, Pageviews yesterday, Pageviews last month
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ics for almost all SM, its use is 

www.blogger.com, and blogs that do 

blogspot.com. Blogger allows 

users to surf blogs randomly or search them using keywords / tags. Once users feel they have gotten the 

on blogs, Blogger makes it incredibly easy to launch a blog of their own 

Blogger is not as popular as other social media because it 

belongs to user generated content media, which means that users should feed it with content. 

Although, it presents significant increase in the fields of creating blog, reading blogs and leaving 

In this section we will present recently created analytics from blogger and some Third – Party tools. Also 

we will mention Blogger’s APIs which made to retrieve content from Blogger and we will describe more 

are about how users can retrieve information like comments from 

Lastly, we will present shortly the most important information concernimg 

, and they will notice a new ‘Stats’ option. Users do not have to install 

The Blogger stats feature adds analytics in 

 

This is a new feature, answering the questions: Is anybody reading a user’s blog? How many readers? 

Another important thing about blogger stats is that it shows stats analytics in 

In new analytics in blogspot users can see useful stats about visitors. The default blogger stats provide 

Pageviews last month and Pageviews all time 
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Blogger stats also provides graph about the traffic details as we will see in google analytics. It displays 

blog’s owner traffic in different time like Last week, Last month etc. 

 

Blogger stats also displays which post is doing well in terms of traffic bringing to user’s blog and it also 

shows traffic sources people are visiting. 

 

Audience tab in blogger stats displays information about blog’s owner audience such as which browser 

they are using to view his blog, which operating system they are using and which is the country they are 

located to. 



  

 

Updates  

Self-view exclusion: Users can exclude their own visits by clicking on ‘Don’t track your own pageviews’ 

link on the Stats | Overview page. Users are also excluding traffic coming from Blogger administrator 

pages and post Preview, providing more accurate pageview data.

 

 

More effective bot traffic filtering.

non-human visitors, such as crawlers) including extending their list of known ‘bots’ to provide more 

accurate pageviews from real visitors.

Internationalization. Blogger Stats is available in more than 40 languages.

Two gadget options (added a month ago):

In the Popular Post gadget, users can now choose the number of posts they want the gadget to display.
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More effective bot traffic filtering. Blogger developers made several improvements to detect ‘bots’ (the 

human visitors, such as crawlers) including extending their list of known ‘bots’ to provide more 

e pageviews from real visitors. 

Blogger Stats is available in more than 40 languages. 
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Users can exclude their own visits by clicking on ‘Don’t track your own pageviews’ 

page. Users are also excluding traffic coming from Blogger administrator 

 

Blogger developers made several improvements to detect ‘bots’ (the 

human visitors, such as crawlers) including extending their list of known ‘bots’ to provide more 

gadget, users can now choose the number of posts they want the gadget to display. 



  

 

In the Blog's Stats gadget an option is added to let users choose the time window of their pageview 

counts. 

After developers launched the Blogger Stats to Blogger in Draft, Blogger have made some improvements 

based on users’ feedback. Additionally, they have cre

blog to show their readers interesting stats from their blog:

The data for these gadgets is automatically taken from Blogger Stats. Users have to navigate to

Page Elements, and click on ‘Add a gadget’

Blog’s stats  

The Blog’s stats gadget displays total pageviews* of users’ blog. The gadget comes in different styles and 

also features an optional sparkline graph.

(* Pageviews are counted startimg when the u

blog was created.) 
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based on users’ feedback. Additionally, they have created two new gadgets that users can add to their 

blog to show their readers interesting stats from their blog: Blog’s stats and Popular Posts

The data for these gadgets is automatically taken from Blogger Stats. Users have to navigate to

Add a gadget’. 
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gadget an option is added to let users choose the time window of their pageview 

the Blogger Stats to Blogger in Draft, Blogger have made some improvements 

ated two new gadgets that users can add to their 

Popular Posts gadgets. 

The data for these gadgets is automatically taken from Blogger Stats. Users have to navigate to Design | 

gadget displays total pageviews* of users’ blog. The gadget comes in different styles and 

ser rolled out the Stats feature, not from the first day the 



  

 

Popular Posts 

The Popular Posts gadget helps readers quickly find out which of the posts have been viewed the most 

by other readers. The gadget also comes with several differ

 

17.2.3  Third – Party Analytic Tools

There is a wide variety of Third –

most popular of them with a few details. As for other interesting tools we will jus

end of the subsection.  

Most blog owners wonder how many people visit their blog, or where they come from. There are 

services users can install that can tell them all about the traffic on their site. They range from simple hit 

counters that just display a total number of visitors, to more advanced statistics services that can give 

information about referrers, browsers, visiting times, and more.

There are number of sites that offer free services to help users track visits to their blog.

a Google search to find them, or they can start by checking out some of the following descriptions and 

links: 
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gadget helps readers quickly find out which of the posts have been viewed the most 

by other readers. The gadget also comes with several different styles and configurations.

 

Party Analytic Tools 

– Party Analytic tools about blogs, and this is the reason we will describe 

most popular of them with a few details. As for other interesting tools we will jus

Most blog owners wonder how many people visit their blog, or where they come from. There are 
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gadget helps readers quickly find out which of the posts have been viewed the most 

ent styles and configurations. 

 

Party Analytic tools about blogs, and this is the reason we will describe 

most popular of them with a few details. As for other interesting tools we will just mention them at the 

Most blog owners wonder how many people visit their blog, or where they come from. There are 

services users can install that can tell them all about the traffic on their site. They range from simple hit 

s that just display a total number of visitors, to more advanced statistics services that can give 

There are number of sites that offer free services to help users track visits to their blog. Users can do 

search to find them, or they can start by checking out some of the following descriptions and 
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17.2.3.1 Google Analytics 

Google Analytics (GA) is a tool that is easy to use and helps users analyze web traffic. It is rich in features 

and provides users with simple information to make their blog more successful. It monitors a report and 

sends automatic alerts if there is significant change in some data patterns. Moreover, users could 

customize it to their needs so that it provides them the exact information they need. 

This tool adds a Google Analytics tracking code to all pages within a user’s blog. That is its main 

functionality. It also adds a few extras. This plugin also adds the possibility to tag and segment all 

outgoing links. This enables users to see whether a click came from a comment or from an article. Users 

can also choose where it tracks these links too. It also enables the possibility to track the domain only, 

instead of the complete link. This helps users get a better view of just about how much traffic they are 

sending everywhere. Google provides them with a lot of features like daily report emailed, reports in 

excel and PDF format, external links to which visitors are leaving, etc. Google Analytics is available for 

free. 

There are some more details about how users can add GA to their Blogger blog:  

GA Side Steps 

• Users should go to Google Analytics and sign in using their Blogger login. If their account doesn’t 

work for some reason, they can create a new one instead.  

• They have to click on the ‘Sign Up’ button and proceed to the next step which will ask users for 

their general information. Website URL, Account Name, Country, and Time Zone. 

• Last step in signing up will ask them to accept users’ agreement terms and conditions which 

they should read.  

• The next step is very important for the procedure. Users will see the code they will need to copy 

and paste into their blogger template. They should go ahead and click into the box and it will 

automatically highlight the entire block of code for them. After this step, they need to copy that 

code and paste it into notepad or into a MS Word document. Save it as they will need to use it 

later. 

• After users click on the ‘continue’ button they will be taken to their brand new Google Analytics 

dashboard. They will see their blogger blog listed but with no analytical data yet. 

Blogger Side Steps 

• Users should login to their Blogger account and then click on the ‘Layout’ � ‘Edit HTML’ tabs. 

This will navigate them to the template code.  

• In the edit template html code window, users must scroll all the way to the bottom of the 

template code and look for the</body> tag. There should only be one of these closing tags in 

the template. If users can’t find it then their template wasn’t properly created and they should 

add one right above the </html> tag. The </html> tag should always be their last line of code in 

their template. It signifies the end of their template.  
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• Users have then to get back to the code they saved before in a Word Doc from Google Analytics 

and copy – paste it right above the </body> tag as illustrated in the image below. The yellow 

highlighted code is the new GA code. 

 

• Saving the template shouldn’t give any error messages. If there are erros, it is most likely they 

are not related to this GA code but something else is wrong with the template itself. Assuming 

users have been successful with the save, they are all done embedding the GA code in users’ 

template. 

Confirmation Steps 

• Users should go back into their Google Analytics account and look at their dashboard. Most 

likely they will see a little yellow exclamation mark under the ‘status’ column that looks like 

this: . This means that not everything is working properly yet which is fine because GA’s staff 

are about to tell GA they just added the code. From users’ dashboard, users must click on the 

‘edit’ link. 

• After users click on that link, they will see another screen like the one listed below. A ‘Tracking 

Not Installed’ sign will apper followed by a link ‘Check Status’. They will want to go ahead and 

click on that link which will tell GA to visit their site and look for the new code they just pasted in 

their template. 
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• Assuming they pasted the code in there as instructed above, GA will find the new code and 

begin tracking everything on their blog. 

• The message, ‘Waiting for Data’ means users have correctly setup GA and data is being 

gathered. Clicking on the top left Google Analytics logo will take them back to their dashboard. 

Further Clicking on the ‘View report’ link and that’s where all their very important Blogger visitor 

data will start appearing. (It usually takes an hour or so before users will see any data, maybe 

longer if they doesn’t get much traffic to their blog). 
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17.2.3.2 Site Meter 

SiteMeter: As the name suggests, this is also a web analysis tool. It offers website tracking tools as well 

as useful counters that will give users the right picture of the web traffic related to their blog. It also 

provides data about readers so that they could modify their content to suit their needs better. 

Site Meter possess a comprehensive real time website tracking and also counter tools which give almost 

instant access to the vital information and data required about sites audience. Along with the provided 

detailed reporting, users will have a clear picture of all those visiting the site, where they had come 

from, how they had found him, what interests them and much more. 

17.2.3.3 StatCounter 

StatCounter is a tool which provides information like what are the features and services users like. 

Advanced functionality is available for a fee, but most of the metrics a typical blogger needs are included 

in the free package.  

This is a free, fast, responsive, quickly loading and also a reliable invisible web tracker as it does not 

display any advertisements on the website. It comes with a highly configurable hit counter, a real time 

detailed web statistics. All users have to do is register an account on the website and they should insert 
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a simple piece of this code on their web page or even blog and then they will be able to correctly analyze 

and monitor all the other visitors to their website in real time. 

It is important to note that the free version of StatCounter only counts up to 100 visitors at a time then 

resets and starts counting again. That means only the last 100 visitors to a website are included in the 

statistics displayed. 

17.2.3.4 MyBlogLog 

MyBlogLog: It keeps a track of outgoing links therefore keeping a tab on users’ blog traffic. Users can 

also add top links to their blog to increase traffic. As an added bonus, there is a community for the tool 

users to increase the popularity of their blogs. 

17.2.3.5 FeedBurner 

Feedburner acts as an RSS quality control checker, as well as a professional distribution and tracking 

assistant, simplifying users’ web publisher work while extending their online browsing. 

FeedBurner is owned by Google. So whatever connotation that has for him, reliability, power, 

omnipresence, God-like features, privacy doesn't exist anymore, ads are going to appear everywhere, 

whatever those connotations are, he makes his own evaluation he decides.  

What does FeedBuurner do?  

FeedBurner gets the task of taking users’ RSS feed and serving it to the many tens or hundreds or 

thousands of people that subscribe to it. That is why the server, users’ own server doesn't suffer. 

If users have a server on a hosted solution like Blogger, they don’t have a problem. But if they have a 

professional website or a blog that is growing fast, the may have to worry about their RSS feed, because 

that is a page that is going to be pulled out hundreds and hundreds of times. 

Features 

Users can see very specific statistics of how many people are subscribing to their RSS feed and what 

articles are they clicking inside their RSS feed. 

FeedBurner is going to allow users to insert advertisements inside their feed and that is another 

advantage, it gives statistics on that, and FeedBurner is going to ‘normalize’, that is - to standardize - 

whatever idiosyncrasies, non-standard technical setups users have in their feed, which may do by the 

way their webmaster or services have setup their feed output and make it in a way that any kind of RSS 

reader can read it. 

If users have audio, images or videos inside their blogpost, FeedBurner is going to convert them inside 

their RSS feed as standard media enclisures so that they can be watched and even used inside feeds that 

they can then distribute to large platforms like iTunes.  

Finally, we mention some more tools about analytics for blogger: 
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Clickability – Provides imWare, which includes web-based tools for adding ‘Email This’, ‘Save This’, and 

‘Print This’ functionality, and then provides stats on each respective tool and how it is being used. 

Clickfox – Provides an analytics tool based on ‘artificial intelligence’ technology that makes specific 

recommendations for users’ website with a focus on usability.  

Fireclick – Offers analytics package that integrates with paid search engines, e-mail providers, affiliate 

programs and more, in order to provide a consolidated view of all site activity. 

iPerceptions – Provides ‘attitudinal analytic solutions’ looking at customer behavior both online or 

offline. 

MetriServe – Web-based analytics solution, also offers gadgets for Windows Vista and Mac OS X to get 

up-to-date stats on users’ desktop.  

Moniforce – Offers two versions of the webSensor analytics package, Enterprise for high traffic sites and 

a light version called Commerce. 

Mtracking – Dubs itself a ‘visitor relationship management service’ with two different analytics 

packages. 

Nedstat – Offers two analytics products – a more lightweight service called Sitestat and the enterprise-

focused Nedstat Pro.  

SPSS – Provides ‘Predictive Web Analytics’ by providing lists of the visitors most likely to convert. 

Onestat – Provides a range of analytics packages from small to large web sites, as well as a free counter 

that anyone can use.  

Optimaliq – Provides Marketing Webtools, along with ClickForensics product for monitoring click fraud. 

Quova – Analytics software with a focus on measuring the effectiveness of marketing strategies by 

geographic region. 

SiteClarity – Web analytics with reports in areas including marketing, site optimization, and customer 

retention. 

Visual Sciences – Formerly WebSideStory (one of the earlier large web tracking companies), today the 

company offers the HBX Web Analytics package aimed at high traffic sites.  

WebAbacus – Performance and Effectiveness product provides a variety of analysis of designed-focused 

reports. 

WebtraffIQ – Analytics package tracking site traffic, effectiveness of emails, and offline campaigns.  
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Webtrends – Another good tool in analytics since early days, the product  offers multiple tiers of 

software packages for different size businesses and specific industries.  

Enquisite – Free, extremely detailed web stats tool. 

Crazy Egg – Provides overlay, list and heat map web stats. 

RobotReplay – Lets users’ record visitor actions on their site and play them. 

Clicky – Web stats plus feed and Feedburner stats. 

Blog Tracker – Free from IceRocket but with limited functionality. 

Performancing Metrics – Basic version is Free, or $3.99 to $16.99 per month for more features. 

Mint – Popular web stats with bloggers for $30 per site. 

Web Stat – Many web stats features for $5/mo. 

TraceWatch – Free, but users need access to their server which should be running PHP/MySQL. 

Bravenet Hit Counter – Hit counter and statistics 

FreeStats – Hit counter and statistics 

Easy Hit Counters – Hit counter and statistics 

 

17.2.4 Retrieving Content from APIs      

The Blogger Data API allows client applications to view and update Blogger content in the form of 

Google Data API feeds. The client application can use the Data API to create new blog posts, edit or 

delete existing posts, and query for posts that match particular criteria. Some of the things users can do 

with the Blogger Data API are: add a running list of blog posts and comments to a site, create a desktop 

application or plugin that allows users to create and post entries from the desktop and create a blog 

aggregator application.  

Being more specified about retrieving data from Blogger’s components users can extract list of blogs. 

This means that particular users can see a list of their blogs. In addition, users can retrieve posts from 

blogs either all of them or some of them using query parameters (parameters like published or updated 

in a given date range). Finally, users can extract all comments from their posts or comments from a post. 

All above retrievable data do not need any particular Authentication because most of the times the 

blogs are public.   

17.2.5  APIs for extracting specified content 

17.2.5.1 Retrieve Posts 
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The following API methods describe how to retrieve a list of blog posts, with or without query 

parameters.  

Users can query a Blogger public feed without authentication. Therefore, users don't need to set the 

Authorization parameter when they retrieve blog posts from a public blog. 

METHOD: Retrieving all blog posts  

To retrieve users' posts, users have to send a HTTP GET request to the blog's feed URL. Blogger then 

returns a feed containing the appropriate blog entries. For example, to get a list of blog posts for 

liz@gmail.com, users must send the following HTTP request to Blogger (with the appropriate value in 

place of blogID, of course): 

GET http://www.blogger.com/feeds/blogID/posts/default 

Blogger then returns an HTTP 200 OK status code and a standard Atom 1.0 feed containing the blog 

posts. 

METHOD: Retrieving a blog post again 

If users want to retrieve a post that they have retrieved before, they can improve efficiency by 

requesting from Blogger to send the post only if it has changed since last time it was retrieved. 

To do this sort of conditional retrieval, users have to send a HTTP GET request that includes a HTTP If-

None-Match header. In the header, the entry's ETag is specified, which users can find in 

the <entry> element's gd:etag attribute. For example: 

If-None-Match: W/"D08FQn8-eil7ImA9QxZbFEw." 

When Blogger receives this request, it checks to see whether the entry that user requested has the 

same ETag as the ETag they specified. If the ETags match, then the entry hasn't changed, and Blogger 

returns an HTTP 304 Not Modified status code. 

If the ETags don't match, then the entry has been modified since the last time users requested it, and 

Blogger returns the entry. 

METHOD: Retrieving posts using query parameters 

The Blogger Data API lets users request a set of entries that match specified criteria, such as requesting 

blog posts published or updated in a given date range. 

For example, to send a date-range query, users must add the published-min and published-

max parameters to the request URL. To get all the blog entries created between May 16, 2010 to May 

30, 2010, users must send an HTTP request to the blog's feed URL: 

GET http://www.blogger.com/feeds/blogID/posts/default?published-min=2010-05-16T00:00:00&published-

max=2010-05-30T23:59:59 
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When users send that GET request, Blogger returns an HTTP 200 OK status code and a feed containing 

any blog posts that were created in the date range users specified. 

The updated-min and updated-max parameters may also be used to get all the blog entries updated 

within a given range. However, note that these parameters are ignored unless the orderby parameter is 

also set to updated. 

The Blogger Data API supports the following query parameters: 

• alt: The type of feed to return, such as atom (the default) or rss. 

• /category: Specifies categories (also known as labels) to filter the feed results. For 

example, http://www.blogger.com/feeds/blogID/posts/default/-/Fritz/Laurie returns entries 

with both the labels Fritz and Laurie. 

• max-results: The maximum number of entries to return. 

• orderby: The order in which to return entries, such as lastmodified (the default), starttime, 

or updated. 

• published-min, published-max: The bounds on entry publication dates. 

• start-index: The 1-based index of the first result to be retrieved (for paging). 

• updated-min, updated-max: The bounds on entry update dates. These query parameters are 

ignored unless the orderby parameter is set to updated. 

17.2.5.2 Retrieve Comments 

METHOD: Retrieving all comments for a post 

Users can retrieve the comments for a particular post by sending a GET to this post's comments feed 

URL (note that the required parameters for this method are blogID and postID): 

GET http://www.blogger.com/feeds/blogID/postID/comments/default 

METHOD: Retrieving all blog comments 

Users can also get the comments from all posts by using the blog's comments feed URL (note that the 

required parameter for this API method is blogID): 

GET http://www.blogger.com/feeds/blogID/comments/default 

 

17.2.6 Conclusion  

Blogger Platform 

 Tool/Method Name Tool/Method Description 
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Internal Developed Blogger Stats Analytics in real time, 

Pageviews in different time 

like today, previous week, 

Pageviews all time history, 

Traffic in different time like 

Last week, Last month, post 

is doing well in terms of 

traffic bringing to user’s blog,   

information about audience 

such as browser, operating 

system and country 

Third – Party Tools Google Analytics Web traffic, sends 

automatics alerts if there is 

significant change in his data 

patterns, customization 

acooring user's needs    

SiterMeter Counters - give user the right 

picture of the web traffic, 

data about readers, real time 

website tracking. Who all are 

visiting his site, where they 

had come from, how they 

had found him, what all 

interests them and much 

more. 

StatCounter Configurable hit counter, a 

real time detailed web 

statistics.    

MyBlogLog Track of outgoing links, blog 

traffic, can add top links to 

increase traffic. 

FeedBurner How many people are 

subscribing to your RSS feed,  

what articles are they 

clicking inside your RSS feed 

API Methods (we will Retrieving all blog posts To retrieve the user's posts. 
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mention the methods which 

are used to retrieve content 

causal from user’s 

interaction through post 

activity) 

Retrieving a blog post again 

 

If a user want to retrieve a 

post that he has retrieved 

before. 

Retrieving posts using query 

parameters 

 

Lets user request a set of 

entries that match specified 

criteria 

Retrieving all comments for a 

post 

 

User can retrieve the 

comments for a particular 

post. 

Retrieving all blog comment User can get the comments 

from all posts 
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17.3 Picasa 

17.3.1 Introduction 

Picasa is an image organizer and image viewer for organizing and editing digital photos, plus an 

integrated photo-sharing website, originally created by Idealab and owned by Google since 2004. It 

consists of two elements: 1) Picasa is a software program that anyone can install on their computer to 

let them edit, organize and share their digital photos and 2) Picasa Web Albums a website where anyone 

can upload pictures from their computer into ‘Web Albums’ and share them with friends and family.  

As users get started, there are two things they should always remember: 1) Picasa does not store the 

photos on user’s computer. When users open Picasa, it simply looks at the folders on their computer 

and displays the photos it finds. It displays the file types that users want it to find, in the folders that 

they want it to search. 2) Users’ original photos are always preserved. When using editing tools in 

Picasa, their original files are never touched. The photo edits they make are only viewable in Picasa until 

they decide to save their changes. Even then, Picasa creates a new version of the photo with their edits 

applied, leaving the original file totally preserved. 

In the next sections we are going to describe Picasa’s analytics and some other API methods, developed 

by Picasa/Google, to retrieve information in general, and more specific retrieve data about users’ 

interaction like comments in Picasa’s case. Lastly, we will present shortly the most important 

information concernimg analytics and APIs using a table.  

17.3.2 UI Analytics      

17.3.3  Internal Developed Statistics  

Picasa which, as mentioned before, is owned by Google, recommends nothing more than Google 

Analytics as the best analytic tool to manage and control users’ statistics. 

Google Analytics (GA) is a free analytic tool measuring mostly traffic, in general. We will mention its 

utility at almost all social media. Now as for Picasa and GA. Users can install Google Analytics to track 

number of visitors to their photos. From 'Settings' menu in Picasa users must select 'General' tab, scroll 

to 'Photo tracking' and then select track and install GA tracking code.  

 

Picasa Web's help center explains that users need to create a new Google Analytics account (not a new 

Google account) to monitor Picasa Web Albums photo traffic. After creating the new account, users 

must find the account ID that looks like UA-xxxxxxx-y and enter it in the Google Analytics tracking 

code box from Picasa Web Albums. Once the setup is complete, users should sign in to Google Analytics 
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and click View reports to see visitor stats for their photos. It can take up to 24 hours for Analytics to 

detect the tracking code. 

A similar option is available for Google Docs, but only for published documents. While this feature is 

useful, it is not very easy to use and it is not properly integrated with Google Docs and Picasa Web. 

Showing simple stats in a special section of Google Docs and Picasa Web, like number of views, top 

search queries and referring websites would also be a good idea. 

Also, Albums added an option that ‘Picasa Web Albums (PWA)’ is now compatible with Google Profile. 

Wen users use PWA, they can use the same profile name and photo that they use on their Google 

Profile. Their PWA will link to their Google Profile, and their profile will link to their public albums, 

informs Google's photo service. 

 

After linking their Google Profile with PWA, they can edit profile and remove the link to their public 

albums. If they have previously used an alias to hide their Gmail address from the URL, they can no 

longer use it after merging profiles. The only option they have is to use the same ID number from Google 

Profiles. Picasa Web's code calls this feature ‘merged profiles soft launch’, which suggests that users 

aren't required to merge profiles. 

17.3.4 Retrieving Content from APIs 

17.3.4.1  Overview of all API Methods for retrieving content 

The Picasa Web Albums Data API allows client applications to view and update albums, photos and 

comments in the form of Google Data API feeds.  

Users’ client application can use the Picasa Web Albums Data API to create new albums, upload photos, 

add comments, edit or delete existing albums, photos and comments, and query for items that match 

particular criteria. 

17.3.4.2 Available Versions 



         D2.1 Padget Design and Decision Model 

 

Page 442 of 625 

There are multiple supported versions of the Picasa Web Albums Data API:  

• A protocol-level developer's guide: Describes how to use HTTP to access the Picasa Web Albums 

API using the Google Data Protocol directly, without using a client library. 

• A protocol-level reference: Gives syntax details of the API in terms of the Google Data Protocol's 

Atom representation. 

• Some developer's guides for other languages: Describe how to use the Picasa Web Albums API 

with each of the languages in the set of client libraries that support that version. Notice that 

client library support, and consequently the availability of documentation, sometimes lags 

behind the version of the API supported at the protocol level. As a result, some client libraries 

can access only an older version of the Picasa Web Albums Data API. 

In this section we will present the available API methods for retrieving content from Picasa. There are 

APIs which request photos. There are different ways to retrieve images, the most common is to get a list 

of all of the images in an album, but they can also be retrieved recent images from a user, or searched 

images from the public albums of other users.  

What is more, another API is about request list of tags. Tags could exist by user, by album or by image, 

at any case users will a feed of tags adapted to the request. Another API is responsible for comments. 

Comments are possible to be sorted either by user or by photo, so in this case, similarly to the previous 

API, a feed of the suitable comments is returned according to the request.  

The final API for Picasa retrieves a list of Albums. This call gets a feed listing all of the albums belonging 

to user userID, with an HTTP request like the following to Picasa Web Albums. The string ‘default’ can be 

used in place of a real user ID, in which case the server uses the ID of users whose credentials 

authenticated the request. The server returns a feed of album entries. To achieve all previous retrievals 

Authentication is required. 

17.3.4.3  APIs for extracting specified content 

Focused on API methods in which users can retrieve information about interaction concerning posts 

(posting activities in Picasa is about uploading photos) we will describe briefly each one above: 

17.3.4.3.1 Retrieve Photos 

There are different ways to retrieve photos. The most common is to get a list of all of the photos in an 

album, but someone can also retrieve recent photos from a user, or search photos from the public 

albums of other users. 

METHOD: Request list of photos from album 

To get a feed listing of all the photos in an album with the id albumID, belonging to user userID, the user 

must send a HTTP request like the following to Picasa Web Albums: 

GET http://picasaweb.google.com/data/feed/api/user/userID/albumid/albumID 
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Note: The string default can be used in place of a real user ID, in which case the server will use the user 

ID of the user whose credentials were used to authenticate the request. The entries in a feed are 

ordered based upon the display order on the web site. 

METHOD: Request photos recently uploaded 

It is also possible to retrieve the photos associated with a user, but without specifying any particular 

album. The following request retrieves the last 10 photos uploaded by userID: 

GET http://picasaweb.google.com/data/feed/api/user/userID?kind=photo&max-results=10 

METHOD: Request photos by community search 

With the API, someone can search photos uploaded by other users, as long as they are in a public album. 

The following request retrieves 10 photos matching a search for ‘puppy’: 

GET http://picasaweb.google.com/data/feed/api/all?q=puppy&max-results=10 

METHOD: Retrieving a photo again 

If users want to retrieve photos that they have retrieved before, they can improve efficiency by 

requesting Picasa Web Albums to send the photos only if it has changed since the last time they 

retrieved it. 

To do this sort of conditional retrieval, send an HTTP GET request that includes an HTTP If-None-

Match header. In the header, specify the photo's ETag, which users can find in 

the <entry> element's gd:etag attribute. For example: 

“If-None-Match: "Qns7fDVSLyp7ImA9WxRbFkQCQQI." 

When Picasa Web Albums receives this request, it checks to see whether the photo that users requested 

has the same ETag as the ETag user specified. If the ETags match, then the entry hasn't changed, and 

Picasa Web Albums returns an HTTP 304 Not Modified status code. 

If the ETags don't match, then the photo has been modified since the last time user requested it, and 

Picasa Web Albums returns the photo. 

17.3.4.3.2 Retrieve Comments 

METHOD: Listing comments by user 

The following request returns a feed of the 10 most recent comments on a userID's photos. The string 

‘default’ can be used in place of a real userID, in which case the server will use the userID of the user 

credentials used to authenticate the request. 

GET http://picasaweb.google.com/data/feed/api/user/default?kind=comment&max-results=10 

METHOD: Listing comments by photo 
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Users can also retrieve all of the comments associated with a particular photo. The following response 

retrieves a feed of the comments on the photo identified byphotoID, inside of the album with 

ID albumID, owned by the user userID. 

GET http://picasaweb.google.com/data/feed/api/user/userID/albumid/albumID/photoid/photoID?kind=comment 

 

17.3.5 Conclusion 

 

Picasa Platform 

 Tool/Method Name Tool/Method Description 

Internal Developed Not available Internal 

Developed tools 

 

Third – Party Tools Google Analytics Track number of visitors to 

user's photos 

API Methods (we will 

mention the methods which 

are used to retrieve content 

causal from user’s 

interaction through post 

activity) 

Request list of photos from 

album 

To get a feed listing all of the 

photos in an album.     

Request photos recently 

uploaded 

It is also possible to retrieve 

the photos associated with a 

user, but without specifying 

any particular album.        

Request photos by 

community search 

User can search photos 

uploaded by other users, as 

long as they are in a public 

album. 

Retrieving a photo again If a user wants to retrieve a 

photo that he has retrieved 

before. 

Listing comments by user The following request 

returns a feed of the 10 most 

recent comments. 

Listing comments by photo User can also retrieve all of 

the comments associated 
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with a particular photo. 

  



  

 

17.4 Youtube 

17.4.1 Introduction 

YouTube is a repository for user

oddities of all stripes. If it’s ever been committe

It is crucial for users to measure their traffic and other analytics in order policy makers to define and 

improve their strategy. That is why the features and uses of ‘YouTubeInsight’ will be extend

Youtube’s internal developed analytic tool. We will present concisely YouTubeAPIs for retrieving content 

generally, and we will specially describe some API methods about retrieving content related to the 

interaction with others like comments, 

information concerning analytics and APIs using a table.

17.4.2 Internally Developed Statistics 

17.4.2.1 YouTube Insight 

Most people measure success of their YouTube video campaigns by views alone and aren’t e

of the fact that YouTube offers a much more in depth system of analysis. The video site’s analytics 

program, called ‘YouTube Insight’, can tell them everything from the age of their viewers to which parts 

of the world they are most popular in, ho

users aren’t versed in reading analytics and charts, it can be hard to navigate and understand this 

information. In the following, we are going to extensively describe ‘Insight’ functions to help 

better understand its utility in online video campaigns.

The first thing users need to know is how to get to the Insight page. The best way to get to Insight is by 

going to ‘My Videos’ page. Users can then click the ‘Insight’ tab in the navigation 

page to see the analytics for all 

analytics for that particular video. We are going to click on ‘Insight’ from the navigation bar to see the 

analytics for all videos. If readers are following along, the page they arrive at should look something like 

this: 
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YouTube is a repository for user-generated videos, classic commercials, music videos and pop culture 

oddities of all stripes. If it’s ever been committed to video, odds are, it is on YouTube (legally or not). 

It is crucial for users to measure their traffic and other analytics in order policy makers to define and 

improve their strategy. That is why the features and uses of ‘YouTubeInsight’ will be extend

Youtube’s internal developed analytic tool. We will present concisely YouTubeAPIs for retrieving content 

generally, and we will specially describe some API methods about retrieving content related to the 

interaction with others like comments, views etc. Lastly, we will shortly present the most important 

information concerning analytics and APIs using a table. 

Internally Developed Statistics  

Most people measure success of their YouTube video campaigns by views alone and aren’t e

of the fact that YouTube offers a much more in depth system of analysis. The video site’s analytics 

‘YouTube Insight’, can tell them everything from the age of their viewers to which parts 

of the world they are most popular in, how people are discovering their videos and more. However, if 

users aren’t versed in reading analytics and charts, it can be hard to navigate and understand this 

information. In the following, we are going to extensively describe ‘Insight’ functions to help 

better understand its utility in online video campaigns. 

The first thing users need to know is how to get to the Insight page. The best way to get to Insight is by 

going to ‘My Videos’ page. Users can then click the ‘Insight’ tab in the navigation 

 of his videos, or click the ‘Insight’ button on a specific video to see the 

analytics for that particular video. We are going to click on ‘Insight’ from the navigation bar to see the 

videos. If readers are following along, the page they arrive at should look something like 
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generated videos, classic commercials, music videos and pop culture 

d to video, odds are, it is on YouTube (legally or not).  

It is crucial for users to measure their traffic and other analytics in order policy makers to define and 

improve their strategy. That is why the features and uses of ‘YouTubeInsight’ will be extended, which is 

Youtube’s internal developed analytic tool. We will present concisely YouTubeAPIs for retrieving content 

generally, and we will specially describe some API methods about retrieving content related to the 

views etc. Lastly, we will shortly present the most important 

Most people measure success of their YouTube video campaigns by views alone and aren’t even aware 

of the fact that YouTube offers a much more in depth system of analysis. The video site’s analytics 

‘YouTube Insight’, can tell them everything from the age of their viewers to which parts 

w people are discovering their videos and more. However, if 

users aren’t versed in reading analytics and charts, it can be hard to navigate and understand this 

information. In the following, we are going to extensively describe ‘Insight’ functions to help readers 

The first thing users need to know is how to get to the Insight page. The best way to get to Insight is by 

going to ‘My Videos’ page. Users can then click the ‘Insight’ tab in the navigation bar at the top of the 

of his videos, or click the ‘Insight’ button on a specific video to see the 

analytics for that particular video. We are going to click on ‘Insight’ from the navigation bar to see the 

videos. If readers are following along, the page they arrive at should look something like 
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We now explore each feature of ‘YouTube Insight’ in more detail, starting with the number of views a 

particular user is getting. 

Views 

At the top of their ‘YouTube Insight’ page users will see an interactive chart that tells them the ‘Total 

views of all videos’. The chart spans the entire time frame of their YouTube career. However, users can 

click and drag the bar on the bottom of this chart to focus in on specific time periods. 

In the example below, we have focused in on the time period between 20/8/2010 and 12/9/2010. When 

users focuses in on a specific time frame they will see, in the ‘Summary’ section of the page, a chart for 

the number of views on their videos during this specific time period, as well as a ‘My Videos’ analytics 

section that will rank their videos by which percentage they made up of their total views during this time 

period, and demographics and popularity information. In this example, video ‘Bieber Fever! Dogs Love 

Justin Bieber’ accounted for 83.8% of its total YouTube channel views during this time period. 
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Users can take their analytics a step further by clicking on the map on the top right side of the screen, 

next to the ‘Total views of all videos’ graphic, to narrow the analytics down to a specific country. In the 

example below we have clicked on the United States to select that region and we see how many views 

user’s videos got in the United States, as well as the fact that Justin Bieber video accounted for 88.2% of 

all United States views. 

 

Being able to see his views and analytics in particular countries and regions is extremely valuable. If it 

isn’t clear yet, consider this – imagine that you are a Japanese marketer trying to sell a toy that is 

available only in Japan. You see that the viral video you made about this toy has been viewed 4 million 

times so you assume that your campaign has been a success, right? Wrong. If you search using YouTube 

Insight you may find that 99% of those 4 million views came from Youtubers in the United States and 

your video has gotten hardly any coverage in Japan, where your target audience lives. You can then back 

up and see where you went wrong in your promotions and work on spreading your video in the right 

market. Case in point: views really aren’t everything when measuring the success of your YouTube 

campaigns. 

Demographics 

Just like the location of viewers is important to people targeting specific regions around the globe with 

their content, demographics are important for people targeting specific age ranges, males or females. 

Looking at the demographics analytics for a user’s YouTubechannel, during the time period that we 

specified earlier, we see that 66% of viewers are female, 33% are male and that user appears to be most 

popular among the 45-54 year old YouTubepopulation. We can also click to view the age ranges for 

women watching videos and the age ranges for men watching videos. 
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Why is this important? If a user has created branded content for a target aimed at women between the 

ages of 25 and 40 then it is nice to see whether this is the demographic that is actually viewing his 

content. 

Discovery 

Users can know how many people are viewing their videos, but have they ever wondered how they are 

finding them? Using YouTube Insight’s discovery analytics we can see how people are finding their 

YouTube content. 

In the navigation bar on the left side of the YouTube Insight page, users must click on ‘Discovery’. Users 

can then view a stacked chart or line chart that shows them the links people followed to get to their 

video, as well as the location of the player when their video was viewed (i.e. the YouTube watch page, 

and embedded player, a mobile device or their own YouTube channel page). 

As we can see, most people arrived at videos from ‘Related videos’ during the time period we selected. 

The second highest percentage of views came from direct searches on mobile devices, with no link 

referrer. 
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What if someone is curious about which related videos are directing Youtubers to user’s videos? Users 

can find this information out by looking at YouTube Insights for specific videos. By clicking on the 

‘Insight’ button from ‘My Videos’ page for the video users would like to see Insights for, users can 

choose to see the ‘Discovery’ analytics. If they have referrals from related videos, then they will be able 

to click on a ‘Related videos’ link to see how people found out about their video. As we can see from the 

analytics, the ‘Dancing Merengue Dog’ video accounted for 2,863 of users’ views. 

 

 

Engagement 

YouTube also offers some insight into how engaged users’ viewers are with their ‘Community’ Insight 

feature. The community analytics show how many times viewers rated, favorited and commented on 

users’ content, as well as in which country viewers were most engaged. 

As someone can see in the screenshot below, during the time period of 30/8/2010 to 12/9/2010, 100% 

of users’ ratings, favorites and comments were on users’ Bieber Fever video and viewers were most 

engaged in the United States. 
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However, if users really want to see how viewers are engaging with their videos, their best bet it to head 

over to the actual video page to see how many people have given their videos the thumbs up or thumbs 

down, as well as what people are saying in the comments. 

Subscribers 

Finally, users can use YouTube Insight to find out information about their subscribers, including which 

countries viewers are subscribing from and how many people subscribed or unsubscribed during a 

specific time period. Of course, they can find out the most about their subscribers by visiting their 

personal YouTube channels to see what information they have provided about themselves or what kinds 

of videos they have uploaded. 

 

When someone use Insight to measure the success of his campaigns he can go a step beyond tracking 

views and learn about the audience he is reaching, from their age and sex to where in the world they are 

located, how engaged they are and more. 



         D2.1 Padget Design and Decision Model 

 

Page 452 of 625 

17.4.3  Third – Party Analytic Tools 

17.4.3.1 Google Analytics 

Google Analytics is a way of advertising and a way for content partners to track and measure traffic to 

their YouTube brand channels. Google Analytics provides a comprehensive view of how visitors interact 

with channels, answering questions such as:  

• How do visitors find users’ brand channel? 

• How loyal are users’ viewers: how often do they come back to users’ channel? 

• How much time do people spend on users’ channel? 

• Where users are located and what languages do they speak? 

At this time, Google Analytics is only available on brand channels. YouTube Insight, YouTube’s video 

analytics tool, provides detailed metrics on video views and community engagement for all users.  

17.4.4 Retrieving Content from APIs 

17.4.4.1  Overview of all API Methods for retrieving content 

The YouTube APIs and Tools lets users bring the YouTube experience to their webpage, application, or 

device. The Data API (recommended if users are programming a device or server-side logic for a 

website) lets users perform most of the operations a normal YouTube user can on the YouTube website. 

The Player APIs (recommended for users who are comfortable with JavaScript or Flash look) let users 

control the YouTube player using JavaScript or ActionScript. There is the basic embedded player they are 

used to seeing as well as the Chromeless player that lets them create their own player controls. Lastly 

there are the Widgets, and a custom player that users can embed on their webpage, even if they are not 

web programmers (both recommended if someone is familiar with HTML but hasn't used much 

JavaScript). 

First, users should decide on which of YouTube’s APIs and tools best suits their needs. The table below 

attempts to describe the experience level of a developer for each option:  

Basic Medium Advanced 

Custom Player, Widgets Player APIs wit Embedded Player Data API, Chromeless Player 

 

The purpose of our project is focused on Data API and its methods. The Data API allows a program to 

perform many of the operations available on the YouTube website. It is possible to search for videos, 

retrieve standard feeds, and see related content. A program can also authenticate as a user to upload 

videos, modify user playlists, and more. 

The Data API is primarily for developers who are used to programming in server-side languages. It is 

useful for sites or applications that wish to have a deeper integration with YouTube. This integration 

could be a web application allowing users to upload video to YouTube. It could also be a device or 

desktop application that brings the YouTube experience to a new platform. The Data API gives to 
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potentially developers programmatic access to the video and user information stored on YouTube. With 

this, developers can personalize their site or application with users’ existing information as well as 

perform actions on their behalf (like commenting on and rating videos). 

To sum up, YouTube is a video sharing website on which users can upload and share videos. Mostly they 

create a channel in which save favorite video, create playlists in them and make comments and other 

similar activities. That is why in this subsection we will mention shortly YouTube’s Data API methods in 

which someone can retrieve data related to the above activities and the video information (metadata).  

Firstly, the API method Standard Video Feeds contain lists of videos that either reflect YouTube user 

behavior, such as top-rated and most viewed video feeds, or were selected by YouTube staff, such as 

recently featured and mobile video feeds. Many of these feeds are shown on the Videos tab of the 

YouTube website. Continuing, there are APIs about get videos from a user or get information from a 

video which achieved by sending a request to a specific URL.  

Also, there are APIs about channels and Playlists. Their function is simple, as APIs retrieve a list of 

channels/playlists matching a user-specified search term. YouTube can match the search term to the 

channel/playlist name and description. Another API is about video comments, which retrieves a list of 

comments from a video. 

Another suite of APIs are about getting users’ favorite video, users’ playlists, users’ subscription and new 

subscription videos. The first two are about retrieving a feed of specific users’ favorite Videos and 

specific users’ playlists. As for the last two the second one is subset of the first one and it requests the 

videos under the new videos subheading.  

The last five YouTube APIs are: get Video recommendations, get users’ profile, get users’ contacts, get 

users’ inbox and get users’ activity feed. A user's recommendations feed contains videos that may 

appeal to the user. YouTube selects recommendations for users based on an algorithm that considers 

signals from a variety of sources that include users’ favorite videos, recently added playlist videos, 

recently watched videos, ratings and more. The recommendations feed is a video feed that contains up 

to eight videos but may include fewer videos if users have not performed actions that influence the 

recommendations feed content. YouTube generates and caches recommendations for users and then 

regenerates recommendations when the cache expires or a threshold fraction of the feed has been 

viewed. The second API is about how to retrieve an entry containing information about specific users’ 

profile. Get user’s contact is about retrieving a feed containing a list of a specific user's contacts. The 

semi-final API is about to retrieve a list of the messages in the currently logged-in users’ inbox and the 

last one API, is about retrieving user activity feed that combines the actions of multiple users (it can be 

used for single user too). 

The majority of the APIs do not require authentication except for two of them Video Recommendations 

and User’s Inbox. The first one requires authentication to make sure that recommendations are tailored 

to the right user, and the authentication token enables YouTube to identify the user, and the second 

because each user can retrieve messages from his/her own inbox.  
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17.4.4.2  APIs for extracting specified content 

Here are some more details about API methods in which users can retrieve information about users’ 

interaction.  

17.4.4.2.1 Retrieve Videos 

METHOD: Standard video feeds 

With this section we explain how to retrieve standard YouTube feeds. Standard feeds contain lists of 

videos that either reflect YouTube users’ behavior, such as top-rated and most viewed video feeds, or 

were selected by YouTube staff, such as recently featured and mobile video feeds. Many of these feeds 

are shown on the Videos tab of the YouTube website. Standard feeds are updated every few minutes. 

To retrieve a standard feed, send an HTTP GET request to the URL associated with that feed. The 

following table identifies the URL associated with each standard feed: 

 

Name URL Description 

Top rated http://gdata.youtube.com/feeds/api/stand

ardfeeds/top_rated 

This feed contains the most highly 

rated YouTubevideos. 

Top favorites http://gdata.youtube.com/feeds/api/stand

ardfeeds/top_favorites 

This feed contains videos most 

frequently flagged as favorite videos. 

Most viewed http://gdata.youtube.com/feeds/api/stand

ardfeeds/most_viewed 

This feed contains the most frequently 

watched YouTubevideos. 

Most popular http://gdata.youtube.com/feeds/api/stand

ardfeeds/most_popular 

This feed contains the most popular 

YouTubevideos, selected using an 

algorithm that combines many 

different signals to determine overall 

popularity. 

Most recent http://gdata.youtube.com/feeds/api/stand

ardfeeds/most_recent 

This feed contains the videos most 

recently submitted to YouTube. 

Most 

discussed 

http://gdata.youtube.com/feeds/api/stand

ardfeeds/most_discussed 

This feed contains the YouTubevideos 

that have received the most 

comments. 

Most 

responded 

http://gdata.youtube.com/feeds/api/stand

ardfeeds/most_responded 

This feed contains YouTubevideos that 

receive the most video responses. 

Recently 

featured 

http://gdata.youtube.com/feeds/api/stand

ardfeeds/recently_featured 

This feed contains videos recently 

featured on the YouTubehome page 
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In addition, note that many of these feeds support the time query parameter, which allows users to 

restrict the feed to only contain relevant results from the previous day, week or month. For example, to 

retrieve top-rated videos from the previous day, a user would send an HTTP GET request to the 

following URL: 

http://gdata.youtube.com/feeds/api/standardfeeds/top_rated?time=today 

 

 

METHOD: Retrieving region – specific standard video feeds 

The API enables users to retrieve region-specific standard feeds by inserting a region ID in the feed URL. 

The following URL demonstrates the format of the URLs that a user would use to retrieve region-specific 

standard feeds: 

http://gdata.youtube.com/feeds/api/standardfeeds/regionID/feedID?v=2 

For example, to retrieve a list of the top-rated videos in Japan, users would send an HTTP GET request to 

the following URL: 

http://gdata.youtube.com/feeds/api/standardfeeds/JP/top_rated?v=2 

METHOD: Retrieving category-specific standard video feeds 

The API also enables users to retrieve category-specific standard feeds by appending an underscore and 

a category name to the standard feed URL. The following URL demonstrates the format of the URLs that 

they would use to retrieve category-specific standard feeds: 

http://gdata.youtube.com/feeds/api/standardfeeds/regionID/feedID_CATEGORY_NAME?v=2 

For example, to retrieve a list of the top-rated comedies in Japan, users would send an HTTP GET 

request to the following URL: 

http://gdata.youtube.com/feeds/api/standardfeeds/JP/top_rated_Comedy?v=2 

Please note the following guidelines when generating URLs for category-based standard feeds: 

or featured videos tab. 

Videos for 

mobile 

phones 

http://gdata.youtube.com/feeds/api/stand

ardfeeds/watch_on_mobile 

This feed contains videos suitable for 

playback on mobile devices. 
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• The Category list for uploaded videos section explains how to retrieve the categories that could 

be used to classify video content. That part also explains how to identify the regions where each 

category is browsable. 

• If users retrieve a localized category list, the category name that users appends to the URL is still 

the English word that is the value of the <atom:category> tag's term attribute in the category 

list. 

• The regionID in the feed URL is optional. If users do not specify a region ID, the API response will 

contain a category-based standard feed that is not restricted to a particular locale. 

• If the request does specify a regionID, then the specified category must be browsable in the 

specified region. For example, users can request a feed of the top-rated nonprofit videos in the 

United States because ‘Nonprofit’ is a browsable category in the United States. However, they 

cannot request the top-rated nonprofit videos in France since ‘Nonprofit’ is not a browsable 

category there. 

 

METHOD: Videos uploaded by a specific user 

In this part we explain how to retrieve a feed containing all of the videos uploaded by a specific user: 

• To request a feed of all videos uploaded by the currently logged-in user, send an HTTP GET 

request to the following URL.  

Note: For this request, users must provide an authentication token in the Authorization HTTP 

request header. The authentication token enables YouTube to identify users. 

http://gdata.youtube.com/feeds/api/users/default/uploads 

To ensure that the API response contains the most up-to-date information available for users’ 

videos, do not use any parameters other than start-index and max-results in his request. 

Requests using other parameters, such as orderby, will return cached results. 

Note: In the above URL, the value default in the GET URL signifies that users are requesting 

videos uploaded by the currently logged-in users. Users are identified by the authentication 

token that they submit with the request. The default value can be used to identify the currently 

logged-in user in a number of other API commands. For example, retriever can send an HTTP GET 

request to http://gdata.youtube.com/feeds/api/users/default/playlists to retrieve the currently 

logged-in users’ playlists. They can also send an HTTP POST request to the same URL to create a 

new playlist in the currently logged-in users’ account. 

• To request a feed of all videos uploaded by another user, send an HTTP GET request to the 

following URL. Note that this request does not require authentication. 

http://gdata.youtube.com/feeds/api/users/username/uploads 
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In the URL above, retriever must replace the text username with users’ YouTube username. They 

can extract the username from the <name> tag in an API response as shown in the following 

example. 

<author>  

   <name>andyland74</name> 

   <url>http://gdata.youtube.com/feeds/api/users/andyland74</url> 

</author> 

METHOD: Related videos 

This part explains how to retrieve a feed containing a list of videos that are related to another video. 

YouTube algorithmically selects the set of related videos. 

Each video entry in an API response contains a series of <link> tags. The <link> tag that has 

a rel attribute value of http://gdata.youtube.com/schemas/2007/#video.related identifies the URL for 

retrieving other videos related to that video entry.  

METHOD: Browsing with categories and keywords 

In this part we explain how to retrieve a feed of all of the videos that are in a particular category or that 

are associated with a particular keyword. (YouTube uses the term ‘tag’ to identify a keyword relevant to 

a video). The examples also demonstrate how users can retrieve videos that are associated with a 

category and one or more keywords as well as videos that are not associated with particular categories 

or keywords. 

Each video entry in an API response contains a series of <category> elements. Each <category> element 

identifies a category or keyword with which the corresponding video is associated. The 

element's scheme attribute indicates whether the element identifies a category or a keyword. The 

element's term attribute specifies the category or keyword term that users would use to locate videos 

as described in this section. 

The YouTube Data API supports two different methods for retrieving videos that are in a particular 

category or that are labeled with a specific keyword or developer tag. 

• Use the following URL to retrieve videos that are in a specific category or that are labeled with a 

specific keyword or developer tag. The hyphen (-) in the URL is a standard Google Data API 

notation that indicates that the rest of the URL consists of a series of one or more tags. 

http://gdata.youtube.com/feeds/api/videos/-/category_or_tag 

The following example shows the URL that users would use to request videos in the ‘Comedy’ 

category: 

http://gdata.youtube.com/feeds/api/videos/-/Comedy 
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• Specify the category, keyword or developer tags using the category parameter in the request 

URL. The following example shows the URL that they would use to request videos in the 

‘Comedy’ category: 

http://gdata.youtube.com/feeds/api/videos?category=Comedy 

METHOD: Searching for videos 

Here is how to use the API to retrieve a list of videos matching a user-specified search term. To search 

for videos, submit an HTTP GET request to the following URL, appending the appropriate query 

parameters to the request: 

http://gdata.youtube.com/feeds/api/videos 

For example, a request to the following URL searches for the second set of 10 recently uploaded videos 

matching the query term ‘football’ but not matching the query term ‘soccer’: 

http://gdata.youtube.com/feeds/api/videos? 

   q=football+-soccer 

   &orderby=published 

   &start-index=11 

   &max-results=10 

   &v=2 

17.4.4.2.2 METHOD: Retrieving information about a single video 

To retrieve information about a single video, retriever can submit an HTTP GET request to the following 

URL. (He needs to replace the text videoid with the video's actual video ID). 

http://gdata.youtube.com/feeds/api/videos/videoid?v=2 

Note: The video ID for a video is identified in feed entries by the <yt:videoid> tag. This tag appears in 

video feed entries – including standard feeds, search results, user-uploaded video feeds, etc. – as well as 

in favorite video feed entries, playlist feed entries, inbox feed entries and several types of activity feed 

entries. 

The API response to a request for a single video feed entry is an Atom entry that contains information 

about the video. The root tag of the response is <entry>.  

METHOD: Retrieving information about the currently logged-in user's videos 

To retrieve the most up-to-date information for a video uploaded by the currently logged-in users, users 

need to submit an authenticated HTTP GET request to the following URL: 

http://gdata.youtube.com/feeds/api/users/USER_ID/uploads/videoid?v=2 
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Users can also retrieve the most up-to-date information for the currently logged-in users by requesting 

users’ uploaded videos feed from the following URL. Note that their request can use the start-

index or max-results parameters but cannot use any other request parameters.  

http://gdata.youtube.com/feeds/api/users/default/uploads?v=2 

17.4.4.3 Retrieve Comments 

METHOD: Retrieving comments for a video 

Each video entry contains a <gd:comments> tag, which encapsulates the URL to which retriever will 

send API requests to retrieve or append to the list of comments for the video. The sample XML below 

shows how this URL appears in an API response: 

<feed> 

   <entry> 

    ... 

      <media:group> 

       ... 

      </media:group> 

         <gd:comments> 

            <gd:feedLink 

        href='http://gdata.youtube.com/feeds/api/videos/VIDEO_ID/comments'/> 

         </gd:comments> 

   </entry> 

</feed> 

Identifying comments that are replies to other comments 

YouTube users may respond to a comment with another comment. When displaying these comments, 

retriever may want to indent comments that reply to other comments to identify comment threads. 

They could also link comments that reply to other comments to help users to follow a comment thread. 

In an XML response, a comment that was posted in response to another comment will contain an in-

reply-to link as shown in the following <link> tag: 

<link rel= “http://gdata.youtube.com/schemas/2007#in-reply-to” 

     type=“application/atom+xml” 

href=       “http://gdata.youtube.com/feeds/api/videos/2cd.../comments/978...”/> 
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17.4.4.3.1 Retrieve information enabling User Interaction 

METHOD: Retrieving a user's profile 

A user profile contains information about a user, such as the user's hobbies, occupation, or favorite 

books, music and movies. Any personal information that appears in users profile feed will have been 

entered by that users for publication on YouTube. The YouTube Data API allows to possible retriever to 

extract users profiles. 

This part explains how to retrieve an entry containing information about specific users’ profile. 

• To request the currently logged-in users’ profile, send an HTTP GET request to the following 

URL. Note: For this request, retriever must provide an authentication token in 

the Authorization HTTP request header. The authentication token enables YouTube to identify 

users.  

http://gdata.youtube.com/feeds/api/users/default 

• To request another users’ profile, send an HTTP GET request to the following URL. Note that this 

request does not require authentication.  

http://gdata.youtube.com/feeds/api/users/username 

In the URL above, retriever must replace the text username with users’ YouTube username. 

An API response to a request for users profile contains a single <entry> tag. The profile entry contains 

the following information: 

• Several tags in the yt namespace identify personal information that users added to their YouTube 

profile, such as their age, favorite books, occupation or school. 

• The <media:thumbnail> tag contains a picture that users have uploaded to their profile or, if no 

such picture exists, a default image. 

• The <yt:statistics> tag contains statistics about users, including the number of people who have 

viewed users’ channel, the number of videos users have watched, the number of people who 

subscribe to users’ uploaded videos, and the total number of views for all of users’ videos. 

• A series of <gd:feedLink> tags provide URLs for retrieving users’ uploaded videos, favorite videos, 

playlists, subscriptions and contacts. 

METHOD: Retrieving a user's contacts 

In this part we explain how to retrieve a feed containing a list of specific users’ contacts. 

• To request the currently logged-in users’ contact list, send an HTTP GET request to the following 

URL. Note: For this request, retriever must provide an authentication token in 

the Authorization HTTP request header. The authentication token enables YouTube to identify 

the user. 

http://gdata.youtube.com/feeds/api/users/default/contacts?v=2 
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If they try to retrieve contacts for the default user without providing proper authentication, the 

API returns a 401 (User authentication required) HTTP response. 

• To request another user's contact list, send an HTTP GET request to the following URL. In the 

URL, they must replace the text username with the user's YouTube username. 

http://gdata.youtube.com/feeds/api/users/username/contacts?v=2 

This request does not require authentication, but they will only be able to retrieve the contacts of 

users who display the Friends module on their channel pages. (If a user's contacts are displayed 

on the user's channel, then the user is already making the contact list public, and YouTube 

therefore allows API clients to access that same information). 

If they try to retrieve contacts for a specific user who does not display the Friends module on 

their channel, the API will return a 403 (Forbidden) HTTP response. 

An API response to a request for a contact list contains a series of <entry> tags. Note that the API 

returns a maximum of 100 contacts for any given contact feed request even if more contacts match the 

request parameters. Each entry in a contact feed contains the following information for an individual 

contact: 

• The edit URL, which retriever would use to update or delete the contact.  

• The <category> tag indicates whether the contact is a friend or family. 

• The <yt:username> tag specifies the contact's YouTube username. 

• The <yt:status> tag indicates the contact's status. This tag only appears if they are retrieving the 

contacts of the currently authenticated users. This tag will have one of the following values: 

o Accepted – The feed owner and the contact have marked each other as friends. 

o Requested – The contact has asked to be added to the authenticated users’ contact list, but 

the request has not yet been accepted (or rejected). 

o Pending – The authenticated users have asked to be added to the contact's contact list, but 

the request have not yet been accepted or rejected. 

METHOD: Retrieving messages from a user's inbox 

To retrieve a feed containing a list of the messages in the currently logged-in users’ inbox, send an HTTP 

GET request to the following URL. Note: For this request, users must provide an authentication token in 

the Authorization HTTP request header. This restriction ensures that users can only retrieve messages 

from their own inbox. The authentication token enables YouTube to identify users. 

http://gdata.youtube.com/feeds/api/users/default/inbox 

17.4.4.3.2 Activity feeds 

Activity feeds list actions that a particular user or set of users has taken on the YouTube site. The API 

enables users to retrieve two types of activity feeds: 
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• A user activity feed identifies actions taken by one or more users who are specified in the API 

request. 

• A friend activity feed identifies actions that an authenticated user's friends have recently taken 

on the YouTube site. 

Activity feeds list the following user actions: 

• Rating a video 

• Sharing a video 

• Marking a video as a favorite 

• Commenting on a video 

• Uploading a video 

• Adding a friend 

• Creating a subscription to a channel 

The following methods explain how to retrieve and process activity feeds: Retrieving an activity feed, 

User activity feeds, Friend activity feeds and Retrieving additional metadata for activity feed entries. 

METHOD: Retrieving an activity feed 

An activity feed contains a series of <entry> tags, with each entry describing a particular event, like 

someone rating a video or creating a subscription. An event should appear in activity feeds within 30 

minutes and may show up much sooner than that. Each feed entry contains the following elements that 

combine to identify the event: 

• Each entry contains an <author> tag, which encapsulates information about the user associated 

with the event. (Specifically, the <name> tag within the<author> tag identifies the user's 

username.) 

• Each entry contains a <category> tag for which the value of the scheme attribute 

is http://gdata.youtube.com/schemas/2007/userevents.cat. That tag's term attribute 

identifies the type of event that the entry describes. The following list identifies possible values 

for the term attribute. The list also identifies additional tags that will appear for each type to 

identify the specific event associated with the entry. 

o video_rated – A user rated a video. For this type of event, an entry will also contain the 

following tags: 

� The <yt:videoid> tag identifies the rated video. 

� The <yt:rating> tag specifies the rating given to the video. Activity feeds only identify 

videos that were given positive ('like') ratings. 
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� The <gd:rating> tag identifies a numeric rating given to the video. 

o video_shared – A user shared a video. For this type of event, an entry will also contain the 

following tag: 

� The <yt:videoid> tag identifies the shared video. 

o video_favorited – A user marked a video as a favorite. For this type of event, an entry will 

also contain the following tag: 

� The <yt:videoid> tag identifies the video that was marked as a favorite. 

o video_commented – A user commented on a video. For this type of event, an entry will also 

contain the following tags: 

� The <yt:videoid> tag identifies the video to which the comment was added. 

� The <link> tag that has a rel attribute value 

of http://gdata.youtube.com/schemas/2007#comments contains a link to the feed URL 

for the comment that was added. 

� The <link> tag that has a rel attribute value 

of http://gdata.youtube.com/schemas/2007#video contains a link to the feed URL for 

the video to which the comment was added. 

o video_uploaded – A user uploaded a video. For this type of event, an entry will also contain 

the following tag: 

� The <yt:videoid> tag identifies the shared video. 

o friend_added – A user added a friend. For this type of event, an entry will also contain the 

following tag: 

� The <yt:username> tag identifies the user who was added as a friend. 

o user_subscription_added – A user added a subscription. For this type of event, an entry will 

also contain the following tag: 

� The <yt:username> tag identifies the user who owns the channel that was subscribed to. 

Only channel subscriptions are included in activity feeds. 

If users set the inline parameter value to true when retrieving an activity feed, then any event that 

involves a video – video_rated, video_shared, 

video_favorited, video_commented and video_uploaded – will include a video entry that contains 

all of the metadata for that video. The video entry will be encapsulated inside the <link> element that 

has a rel attribute value of http://gdata.youtube.com/schemas/2007#video.  

METHOD: Friend activity feeds 
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To retrieve a friend activity feed for the logged-in user's friends, send an HTTP request to the following 

URL. Note: For this request, user must provide an authentication token in the Authorization HTTP 

request header. This restriction ensures that users can only retrieve the friend activity feed for their 

friends. 

http://gdata.youtube.com/feeds/api/users/default/friendactivity 

Friend activity feeds contain events that occurred within the last 14 days. Note that these feeds only 

contain events for contacts that are explicitly labeled as being in users’ Friends group, and they do not 

contain events for all of users’ contacts. As with users activity feeds, users can use the published-

min and published-max parameters to specify that the API response should only contain events that 

occurred between specific times, such as events that occurred within the previous day or week. 

However, they cannot use the API to retrieve events that occurred more than 14 days before the time of 

their request.  

METHOD: Retrieving additional metadata for activity feed entries 

Even though an activity feed identifies the video or user associated with a particular event, the feed 

does not necessarily contain metadata about that video or user. For example, a feed entry that identifies 

a video_rated event contains the YouTube video ID for the video and the rating that the user gave to 

that video. However, the entry does not contain other metadata like the video's title, description or 

owner. 

• To retrieve additional metadata about videos associated with particular events, users can either 

use the inline parameter or they can submit a batch processing request. Both of these options 

are explained below. 

• To retrieve additional metadata about users associated with particular events, they can submit 

a batch processing request. 

17.4.5 Conclusion 

 

YouTube Platform 

 Tool/Method Name Tool/Method Description 

Internal Developed YouTube Insights Video views, videos popularity, time it takes for a 

video to become popular, demographics, how 

people are finding their YouTube content, how 

engaged a user’s viewers are with their 

‘Community’ Insight feature, information about 

subscribers - which countries viewers are 

subscribing from, how many people subscribed or 

unsubscribed during a specific time period - find 

out the most subscribers by visiting personal 
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YouTube channels 

Third – Party Tools Google Analytics Is only available on brand channels. How do 

visitors find my brand channel, how loyal are my 

viewers: how often do they come back to user's 

channel, how much time do people spend on my 

channel, where are users located and what 

languages do they speak. 

API Methods (we will 

mention the methods 

which are used to 

retrieve content 

causal from user’s 

interaction through 

post activity) 

Standard video feeds: 

 

Retrieve standard YouTube feeds 

 

Retrieving region-

specific standard video 

feeds: 

Retrieve region-specific standard feeds by 

inserting a region ID 

Retrieving category-

specific standard video 

feeds: 

Retrieve category-specific standard feeds by 

appending an underscore and a category name 

Videos uploaded by a 

specific user: 

Retrieve a feed containing all of the videos 

uploaded by a specific user 

Related videos: Retrieve a list of videos that are related to another 

video. 

Browsing with 

categories and 

keywords: 

Retrieve a feed of all of the videos that are in a 

particular category or that are associated with a 

particular keyword 

Searching for videos: Retrieve a list of videos matching a user-specified 

search term 

Retrieving information 

about a single video: 

Retrieve information about a single video 

Retrieving information 

about the currently 

logged-in user's videos: 

Retrieve the most up-to-date information for a 

video uploaded by the currently logged-in user 

Retrieving comments for 

a video: 

Retrieve or append the list of comments for the 

video 

Retrieving a user's A user profile contains information about a user, 
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profile: such as the user's hobbies, occupation, or favorite 

books, music and movies. 

17.5 Twitter 

17.5.1 Introduction 

A cross between a public forum and a private instant-messaging tool, Twitter is compatible across 

multiple web applications and mobile devices. It is inexplicably addictive for many users. So, Twitter is a 

micro-blogging social networking site with has hugely grown the last years. People use it for 

information, fun and business. Although, Twitter has not developed its own analytics except for 

TwitterCounter which is powered by Twitter and we will analyze it further down. But a month ago a 

member of Twitter’s business development team Ross Hoffman has revealed at the Sports Marketing 

Summit that Twitter plans to launch a free analytics dashboard in the last quarter of 2010. He was 

speaking in the context of sports, but there is no reason to believe the tool will not be available to other 

users, too. The product will leverage algorithms similar to the Twitter Resonance concept in order to 

show users which tweets are spreading, who is influential in their network, and more. The emphasis is 

on real time in order to help users make adjustments on the fly to their tactics. It is being created by the 

team Twitter acquired in June, which created Trendly (online database and Web analytics filter tool). 

This is a big announcement from Twitter as analytics is critical to not only justifying marketing budget 

(something Twitter marketers have struggled to prove), but also to improve marketing efforts. It 

appears that Twitter’s focus is on providing data about stream activity, as compared to account health, 

such as the metrics from Klout, Twitalyzer, and others. 

It is unclear as to whether or not this data will be made available via an API as Facebook has done, but 

given Twitter’s strong use of APIs in their product history it would be a surprise if they didn’t offer the 

data as an API. So, the community is waiting for an official presentation of Twitter Analytics. Instead, in 

the next section some first announcements and screenshots will be presented about how these 

analytics are supposed to look like.  

Continuing, Twitter is one of the best social media platforms because of its real-time results: We have all 

heard examples of how breaking news spreads immediately on Twitter. Because of Twitter's real-time 

search engine, users can get a quick pulse of public opinion. Wide reach: Twitter is useful to many 

different types and sizes of businesses. Direct feedback: Users hear what people are saying as they say 

it.  

So many other companies in order to exploit twitter’s power create powerful social media tracking and 

analytics tools available that can monitor users’ performance on Twitter. They can help them judge the 

effectiveness of their efforts and keep track of what people are saying about them.  

Here are the most popular analytic tools with different processes and different statistics which can help 

them get started with sentiment and behavioral analysis so they can maximize Twitter's benefits. In the 

second subsection we will mention Twitter APIs for retrieving content generally, with short description 

for each one.  



  

 

17.5.2 Internally Developed 

Twitter is a micro-blogging network site which gives its users the oppo

‘Tweets’ through its search. Also they can create their own profile and they can start their own tweets, 

make friends (followers, followings) and lists. Every Twitter user can see the total number of his/her 

tweets, followers, followings and lists but nothing more so it is important for each user to know some 

more statistics. Twitter now, understands this necessity and starts to create its own analytic tools for 

providing totally statistics and more customized to its users’

understood Twitter’s power and have created many other Third 

new information about insight Twitter’s Analytics and we will continue describing many popular Third 

Party tools for this purpose. 

17.5.2.1 Twitter Analytics 

Twitter is now starting to beta test its

has been announced as to when this feature will be launched to all Twitter users, it has been rumored 

for some time, and a Twitter executive announced that

With Twitter Analytics, users will be able to see a plethora of data about their account; for example, 

information about which tweets are most successful, which tweets caused 

the most influential users are that reply and retweet their messages.

In the first screenshots, we can see how some of this data is charted. Twitter Analytics will track: 

Mentions, Retweets, Replies, Follows and Unfollows, and F

that are defined as ‘best’, ‘good’ and ‘all’.It will also graph some of this data in a bar chart in 6

increments. 

The second shot is a stats display for Promoted Tweets, one

Promoted Tweets has its own tab, where users can see the number of Impressions, Clicks, Replies and 

Retweets their promotions are bringing in. Users have the option to graph by 6

and by week. 
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blogging network site which gives its users the opportunity to find other interesting 

‘Tweets’ through its search. Also they can create their own profile and they can start their own tweets, 

make friends (followers, followings) and lists. Every Twitter user can see the total number of his/her 

ers, followings and lists but nothing more so it is important for each user to know some 

more statistics. Twitter now, understands this necessity and starts to create its own analytic tools for 

providing totally statistics and more customized to its users’ needs. Also many others have been 

understood Twitter’s power and have created many other Third – Party tools. We will start with some 

new information about insight Twitter’s Analytics and we will continue describing many popular Third 

Twitter is now starting to beta test its official analytics product with a selected group of users. No date 

has been announced as to when this feature will be launched to all Twitter users, it has been rumored 

and a Twitter executive announced that Analytics would debut by the end of 2010.

With Twitter Analytics, users will be able to see a plethora of data about their account; for example, 

information about which tweets are most successful, which tweets caused people to unfollow, and who 

the most influential users are that reply and retweet their messages. 

In the first screenshots, we can see how some of this data is charted. Twitter Analytics will track: 

Mentions, Retweets, Replies, Follows and Unfollows, and Favorites, users can filter tweets by categories 

that are defined as ‘best’, ‘good’ and ‘all’.It will also graph some of this data in a bar chart in 6

Timeline Activity Dashboard 

The second shot is a stats display for Promoted Tweets, one of the ways to buy ads on Twitter. 

Promoted Tweets has its own tab, where users can see the number of Impressions, Clicks, Replies and 

Retweets their promotions are bringing in. Users have the option to graph by 6-
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In the first screenshots, we can see how some of this data is charted. Twitter Analytics will track: 

avorites, users can filter tweets by categories 

that are defined as ‘best’, ‘good’ and ‘all’.It will also graph some of this data in a bar chart in 6-hour 

 

of the ways to buy ads on Twitter. 

Promoted Tweets has its own tab, where users can see the number of Impressions, Clicks, Replies and 

-hour increments, by day 



  

 

17.5.2.2 TwitterCounter 

TwitterCounter is a twitter service that offers updated statistics of users’ followers, following and daily 

tweets so as to give a clear overview and graph of someone’s twitter stats. A user could further compare 

absolute growth of multiple twitter accounts or also comp

Twittercounter provides useful insights on what a user is doing on Twitter in terms of number of 

followers and tweets. A user should track, measure and redesign their strategy on Twitter.

17.5.3  Third – Party Analytic 

17.5.3.1 Twitalyzer 

There are so many Twitter tools available that deciding which one to use can be a daunting task. For the 

purpose of benchmarking against competition,

Twitter user in real-time. It is a powerful tool to measure users’ Twitter performance using several 

coremetrics including your influence, popularity, velocity and generosity.
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Promoted Tweets Dashboard 

is a twitter service that offers updated statistics of users’ followers, following and daily 

tweets so as to give a clear overview and graph of someone’s twitter stats. A user could further compare 

absolute growth of multiple twitter accounts or also compare them with his competitor’s expansion. 

Twittercounter provides useful insights on what a user is doing on Twitter in terms of number of 

followers and tweets. A user should track, measure and redesign their strategy on Twitter.

Party Analytic Tools 

There are so many Twitter tools available that deciding which one to use can be a daunting task. For the 

purpose of benchmarking against competition, Twitalyzer is ideal. Twitalyzer evaluates 

time. It is a powerful tool to measure users’ Twitter performance using several 

coremetrics including your influence, popularity, velocity and generosity. 
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• Influence: The influence score defines users’ popularity in twit

parameters, like the number of followers, number of times the user is retweeted or referenced 

by others. 

• Signal: The signal-to-noise ratio is a measure of the tendency of people to share information. If 

users’ update is a reference to other people (use of @followed by text), or includes links to 

URLs, hashtags or retweets, then it is counted as a signal.

• Generosity: It indicates how generous one is in sharing or passing on others tweets. The more 

user retweet, is increased his 

• Velocity: It reveals users’ frequency of updating posts on twitter.

• Clout: Clout indicates how many people reference a particular user in Twitter. It is a parameter 

to measure users’ influence 

clout. 

• Impact: This measure takes into account key numbers such as number of followers, number of 

unique retweets, the number of unique mentions, the frequency of being uniquely retweeted, 

the frequency of uniquely retweeting, the relative frequency of posting updates.

• Advanced Subscription Option:

Analytics solution for free, Twitalzer now provide many new advanced features for businesses & 

agencies with three cost

• Automatic daily updates

• Multiple account tracking

account and then move seam

• Competitive analysis: Agency subscription allows users to track the complete set of Twitalyzer 

metrics for any account in Twitter Keep track of their clients’ accounts or competition, monitor 

the Twitter ‘elite’, or research potential customers.

• Complete data export: Full access to all of the information collected & stored for an account.
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: The influence score defines users’ popularity in twitter and it depends on various 

parameters, like the number of followers, number of times the user is retweeted or referenced 

noise ratio is a measure of the tendency of people to share information. If 

rence to other people (use of @followed by text), or includes links to 

URLs, hashtags or retweets, then it is counted as a signal. 

: It indicates how generous one is in sharing or passing on others tweets. The more 

user retweet, is increased his generosity and signal-to-noise ratio. 

: It reveals users’ frequency of updating posts on twitter. 

: Clout indicates how many people reference a particular user in Twitter. It is a parameter 

to measure users’ influence – the more people reference thme in twitter, the higher will be their 

: This measure takes into account key numbers such as number of followers, number of 

unique retweets, the number of unique mentions, the frequency of being uniquely retweeted, 

f uniquely retweeting, the relative frequency of posting updates.

Advanced Subscription Option: While Twitalyzer continues to offer the most robust Twitter 

Analytics solution for free, Twitalzer now provide many new advanced features for businesses & 

encies with three cost-effective subscription options. 

Automatic daily updates: Ensures that users’ account is processed twice a day.

Multiple account tracking: Associate multiple authenticated Twitter accounts with their primary 

account and then move seamlessly between accounts for easy access and comparisons.

: Agency subscription allows users to track the complete set of Twitalyzer 

metrics for any account in Twitter Keep track of their clients’ accounts or competition, monitor 

tter ‘elite’, or research potential customers. 

: Full access to all of the information collected & stored for an account.
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While Twitalyzer continues to offer the most robust Twitter 

Analytics solution for free, Twitalzer now provide many new advanced features for businesses & 

: Ensures that users’ account is processed twice a day. 

: Associate multiple authenticated Twitter accounts with their primary 

lessly between accounts for easy access and comparisons. 

: Agency subscription allows users to track the complete set of Twitalyzer 

metrics for any account in Twitter Keep track of their clients’ accounts or competition, monitor 

: Full access to all of the information collected & stored for an account. 
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• Custom date ranges: Generate monthly, quarterly, annual, or campaign-specific views across all 

the metrics. 

• Weekly Reports: For Business and Agency subscriptions, a weekly email summary of the previous 

two weeks activity. Week-over-week changes for key Twitalyzer data, top Network, and top 

Retweeters to make sure users stay up to date on all of their accounts. Users can also send this 

report to others in their department or even a business partner. 

New & Enhanced Reports 

• Profile.View Impact Score, Influencer Type and Location as well as current Network. 

• Metrics: The Metric report shows the 20 metrics and measures in one place. Newly added 

metrics are Retweeted per 1000 followers, Retweet Ratio, References per 1000 followers, 

Reference Ratio and Klout Score 

• Tweet Tracking: Users can see how far any tweet reached by potential Impressions and overall 

Tweet Impact. 

• Comparison: Visualize side-by-side comparison of Twitalyzer’s key metrics of two users. 

• Personality: Leveraging their partner TweetPsych’s (see below) social and psychological data, 

compare users’ Twitter psychological profile with any Twitter user. 

• Lists: Create Lists in Twitalyzer and Twitter and see how the recent scores and activity for all of 

users on various lists compare. 

• Influencer Types: A categorization Twitter derives from work done by Forrester Research. The 

three types they track include: 

o Sources are individuals with smaller networks who are often originating ideas in Twitter 

o Spiders are individuals with mid-sized networks who are socially connected 

o Suns are individuals with large to very large networks of first-level connections 

• Activity by Day: Formerly known as the Trends reports, this report displays average values of the 

metrics based on the selected timeframe. Business and Agency subscription users can also 

create and export data in custom date ranges. 

• Last Seven Days: A great visual snapshot to how active users were in the past 7 days including 

updates, mentions and retweets. 

• Activity by Hour: Another great visual snapshot of when what hour of the day users were most 

active including updates, mentions and retweets. 

17.5.3.2 Klout 

This analytics site gives a wide variety of Twitter statistics for users to digest. The Klout score is split up 

into four categories: Reach, Demand, Engagement and Velocity. Within each of these are a subset of 



  

 

percentages and ratios that allow users to see some very valuable insights into how they can tweet, and 

how their followers respond to the

Best part of Klout is another analysis developpers run. They create an X Y axis that has four areas: 

Connector, Persona, Climber and Casual. Through the statistics listed above they will plot users on this 

chart. They also plot people they bel

users influences. This gives a broader look at users’ Twitter style, which can is often easier to digest than 

other statistics. 

17.5.3.3 TweetStats 

Another hand Twitter tool is TweetStats

users. It consolidates and collates Twitter activity data and presents them in colorful graphs. Its Tweet 

Timeline is probably the most interesting, as it 

Twitter. Other metrics include (a) Aggregate Daily Tweets 

Tweets – total tweets, by hour (c) Tweet Density: hourly Twitter activities over 7 days period (d) Rep

to: top 10 persons users have replied and (e) Interfaces Used: top 10 clients used to access Twitter. In 

addition, its Tweet Cloud allows users to see the popular words they used in their tweets.

Graphs reveal the following information about the twitt

• Twitter timeline – total number of tweets for each month

• Tweet density – hourly tweets each day for a week

• Aggregate hourly tweets

• Aggregate daily tweets –

• Replies to – top ten people users have replied to

• Who You Retweet – top ten people whose tweets a specific users retweeted

Some screenshots which show the provided graphs:
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percentages and ratios that allow users to see some very valuable insights into how they can tweet, and 

how their followers respond to their tweeting. 

Best part of Klout is another analysis developpers run. They create an X Y axis that has four areas: 

Connector, Persona, Climber and Casual. Through the statistics listed above they will plot users on this 

chart. They also plot people they believe to be key influencers of particular user, as well as people that 

users influences. This gives a broader look at users’ Twitter style, which can is often easier to digest than 

TweetStats. Tweetstats is useful to reveal tweeting behavior of any Twitter 

users. It consolidates and collates Twitter activity data and presents them in colorful graphs. Its Tweet 

Timeline is probably the most interesting, as it shows month-by-month total tweets since user joined 

Twitter. Other metrics include (a) Aggregate Daily Tweets – total tweets, by day (b) Aggregate Hourly 

total tweets, by hour (c) Tweet Density: hourly Twitter activities over 7 days period (d) Rep

to: top 10 persons users have replied and (e) Interfaces Used: top 10 clients used to access Twitter. In 

addition, its Tweet Cloud allows users to see the popular words they used in their tweets.

Graphs reveal the following information about the twitter user: 

total number of tweets for each month 

hourly tweets each day for a week 

Aggregate hourly tweets – during which hour users was most active for a week

– total number of tweets sent each day for a week

top ten people users have replied to 

top ten people whose tweets a specific users retweeted

Some screenshots which show the provided graphs: 
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percentages and ratios that allow users to see some very valuable insights into how they can tweet, and 

Best part of Klout is another analysis developpers run. They create an X Y axis that has four areas: 

Connector, Persona, Climber and Casual. Through the statistics listed above they will plot users on this 

ieve to be key influencers of particular user, as well as people that 

users influences. This gives a broader look at users’ Twitter style, which can is often easier to digest than 

 

is useful to reveal tweeting behavior of any Twitter 

users. It consolidates and collates Twitter activity data and presents them in colorful graphs. Its Tweet 

month total tweets since user joined 

total tweets, by day (b) Aggregate Hourly 

total tweets, by hour (c) Tweet Density: hourly Twitter activities over 7 days period (d) Replies 

to: top 10 persons users have replied and (e) Interfaces Used: top 10 clients used to access Twitter. In 

addition, its Tweet Cloud allows users to see the popular words they used in their tweets. 

during which hour users was most active for a week 

or a week 

top ten people whose tweets a specific users retweeted 
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17.5.3.4 Tweetmeme 

Another different tool is Tweetmeme

aggregating them all together. The large number of aggregated links is not a problem, as Tweetmeme 

provides them with the option to filter lin

17.5.3.5 TweetEffect 

TweetEffect helps users find out which of their twitter updates made people follow or leave them. It 

analyzes last 200 updates and color code the tweets that affected thei

highlighted in ‘Red’ means users losts followers after that tweet and those highlighted in ‘Green’ means 

they gained followers. TweetEffect assumes that their tweets is the only criteria that determines losing 

or gaining followers, whereas there are many other factors that brings change.

17.5.3.6 Twitter Grader 

Twitter Grader is another Third 

scale of 0-100. It will show to specific users their ranking in the city, state, and country. It will also show 

them active and influential other Twitter users that they may want to follow. The Tweet Cloud indicates 

the frequent users’ words in particular users’ Tweets with the most co

is very beneficial because it is a quick overview of their content. The tool has been made available to 

find out how powerful their Twitter profile is, in comparison to millions of other users who have been 

graded. They will receive their instant grade and report as soon as they enter their Twitter username 

and hit ‘Grade’. 

17.5.3.7 TweetPsych 

This analytics site was created by Dan Zarrella of HubSpot, who is known for his work creating 

measurable analytics in the social space, pa

Tweetpsych takes a very different approach to the analyzation of tweet streams than the rest on this 

list, but it tells users the most about what they actually tweet about. Within the site are t
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Tweetmeme. This online service helps users find out popular links on Twitter by 

aggregating them all together. The large number of aggregated links is not a problem, as Tweetmeme 

the option to filter links depending on their preferences. 

helps users find out which of their twitter updates made people follow or leave them. It 

analyzes last 200 updates and color code the tweets that affected their number of followers. Tweet 

highlighted in ‘Red’ means users losts followers after that tweet and those highlighted in ‘Green’ means 

they gained followers. TweetEffect assumes that their tweets is the only criteria that determines losing 

ers, whereas there are many other factors that brings change. 

s another Third – Party application which calculates a grade for a particular twitter on a 

o specific users their ranking in the city, state, and country. It will also show 

them active and influential other Twitter users that they may want to follow. The Tweet Cloud indicates 

the frequent users’ words in particular users’ Tweets with the most commonly used in larger

is very beneficial because it is a quick overview of their content. The tool has been made available to 

find out how powerful their Twitter profile is, in comparison to millions of other users who have been 

will receive their instant grade and report as soon as they enter their Twitter username 

This analytics site was created by Dan Zarrella of HubSpot, who is known for his work creating 

measurable analytics in the social space, particularly with Twitter. 

takes a very different approach to the analyzation of tweet streams than the rest on this 

list, but it tells users the most about what they actually tweet about. Within the site are t
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. This online service helps users find out popular links on Twitter by 

aggregating them all together. The large number of aggregated links is not a problem, as Tweetmeme 

helps users find out which of their twitter updates made people follow or leave them. It 

r number of followers. Tweet 

highlighted in ‘Red’ means users losts followers after that tweet and those highlighted in ‘Green’ means 

they gained followers. TweetEffect assumes that their tweets is the only criteria that determines losing 

 

Party application which calculates a grade for a particular twitter on a 

o specific users their ranking in the city, state, and country. It will also show 

them active and influential other Twitter users that they may want to follow. The Tweet Cloud indicates 

mmonly used in larger print. This 

is very beneficial because it is a quick overview of their content. The tool has been made available to 

find out how powerful their Twitter profile is, in comparison to millions of other users who have been 

will receive their instant grade and report as soon as they enter their Twitter username 

This analytics site was created by Dan Zarrella of HubSpot, who is known for his work creating 

takes a very different approach to the analyzation of tweet streams than the rest on this 

list, but it tells users the most about what they actually tweet about. Within the site are the average 



  

 

number of tweets about a lot of common subjects (i.e. money, self, control, media, past, leisure, etc). 

After crawling users’ tweet stream, it then shows them how much more or less often they tweet about 

all of these subjects than the average us

TweetPsych uses two linguistic analysis algorithms (RID and LIWC) to build a psychological profile of a 

person based on the content of their tweets. The service analyzes users’ last 1000 tweets and works 

best on users who have posted more than 1000 upd

operated by a single user and use Twitter in a conversational manner, rather than simply a content 

distribution platform. 

This is useful because it allows users to see if they are talking about certain categori

themselves that might turn off people from following them. Or maybe the fact that they are very 

negative tweeters might not entice people to follow them.

 

17.5.3.8 Twitter Analyzer 

Twitter Analyzer is an interesting tool that helps to get all kind of statistic chart about users and his 

friends’ behavior at Twitter site. With this tool, they can instantly measure stats like their accounts’ 

‘Popularity’ (daily popularity rate), 

subjects representation), ‘HashTags’

Activity’. Some more exciting features of Twitter Analyzer are: users can see how followers are online 

presently, who retweets their messages, what people are writing about them, Twitter following stats, 

their Tweeting habits and many more.

       D2.1 Padget Design and Decision Model

number of tweets about a lot of common subjects (i.e. money, self, control, media, past, leisure, etc). 

After crawling users’ tweet stream, it then shows them how much more or less often they tweet about 

all of these subjects than the average user. 

TweetPsych uses two linguistic analysis algorithms (RID and LIWC) to build a psychological profile of a 

person based on the content of their tweets. The service analyzes users’ last 1000 tweets and works 

best on users who have posted more than 1000 updates. It also works best on accounts that are 

operated by a single user and use Twitter in a conversational manner, rather than simply a content 

This is useful because it allows users to see if they are talking about certain categori

themselves that might turn off people from following them. Or maybe the fact that they are very 

negative tweeters might not entice people to follow them. 

s an interesting tool that helps to get all kind of statistic chart about users and his 

friends’ behavior at Twitter site. With this tool, they can instantly measure stats like their accounts’ 

(daily popularity rate), ‘Reach’ (daily reach rate), ‘Chats’ (daily chats volume), 

‘HashTags’ (top HashTags representation), ‘Followers Growth Rate’, ‘Followers 

. Some more exciting features of Twitter Analyzer are: users can see how followers are online 

presently, who retweets their messages, what people are writing about them, Twitter following stats, 

their Tweeting habits and many more. 
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number of tweets about a lot of common subjects (i.e. money, self, control, media, past, leisure, etc). 

After crawling users’ tweet stream, it then shows them how much more or less often they tweet about 

TweetPsych uses two linguistic analysis algorithms (RID and LIWC) to build a psychological profile of a 

person based on the content of their tweets. The service analyzes users’ last 1000 tweets and works 

ates. It also works best on accounts that are 

operated by a single user and use Twitter in a conversational manner, rather than simply a content 

This is useful because it allows users to see if they are talking about certain categories too often, such as 

themselves that might turn off people from following them. Or maybe the fact that they are very 

 

s an interesting tool that helps to get all kind of statistic chart about users and his 

friends’ behavior at Twitter site. With this tool, they can instantly measure stats like their accounts’ 

(daily chats volume), ‘Subjects’ (top 

‘Followers Growth Rate’, ‘Followers 

. Some more exciting features of Twitter Analyzer are: users can see how followers are online 

presently, who retweets their messages, what people are writing about them, Twitter following stats, 



  

 

5.2.2.9 TweetMetrics (formerly known as TwitterFriends

Some people have compared Twitter Friends

even if they do not know what they do.

The goal of this description is to point out who really matters to users on Twitter, as well as showi

them what they do when they are on Twitter. How often they post, what kind of posts they post, and 

how often they reply to their followers. They will learn which followers they talk to the most, and how 

many people they talk to on a daily basis. They wi

are their tweets usually? replies, links, text?) to show them how they can use this information to 

improve themselves, as well the experience of their followers.

This tool helps users see who is really r

Twitter: 

� The NETWORK – which is the group of people users follow or have following

� The FOAF-NETWORK – This is the extended reach of users’ network (the followers of their 

followers). 

� And The @-CROWD – which is what referring to as 

find themselves talking to or replying to the most. This is the part this tool helps to shed light

When they type in their name, or someone else’s, they can see t

25. Here is a brief break down of the most important

� The relevant net (outgoing)

than once). 

� The size of relevant net (incoming)

the last 30 days. 
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formerly known as TwitterFriends) 

Twitter Friends to Google Analytics in terms of tracking what users do, 

even if they do not know what they do. 

The goal of this description is to point out who really matters to users on Twitter, as well as showi

them what they do when they are on Twitter. How often they post, what kind of posts they post, and 

how often they reply to their followers. They will learn which followers they talk to the most, and how 

many people they talk to on a daily basis. They will learn their habits (how often do they tweet? what 

are their tweets usually? replies, links, text?) to show them how they can use this information to 

improve themselves, as well the experience of their followers. 

This tool helps users see who is really relevant to them. There are 3 different kinds of networks on 

which is the group of people users follow or have following

This is the extended reach of users’ network (the followers of their 

which is what referring to as ‘The Hidden Network’, these are the people users 

find themselves talking to or replying to the most. This is the part this tool helps to shed light

When they type in their name, or someone else’s, they can see their relevant net. In this case Kevin’s is 

25. Here is a brief break down of the most important stats: 

relevant net (outgoing) is the number of users that he replied to in the last 30 days (more 

relevant net (incoming) is the number of users that replied to him more than once within 
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to Google Analytics in terms of tracking what users do, 

The goal of this description is to point out who really matters to users on Twitter, as well as showing 

them what they do when they are on Twitter. How often they post, what kind of posts they post, and 

how often they reply to their followers. They will learn which followers they talk to the most, and how 

ll learn their habits (how often do they tweet? what 

are their tweets usually? replies, links, text?) to show them how they can use this information to 

elevant to them. There are 3 different kinds of networks on 

 them. 

This is the extended reach of users’ network (the followers of their 

, these are the people users 

find themselves talking to or replying to the most. This is the part this tool helps to shed light on. 

heir relevant net. In this case Kevin’s is 

is the number of users that he replied to in the last 30 days (more 

number of users that replied to him more than once within 
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� Fans are the people who replied to him within the last 30 days. 

� Tweets Sent / day – this shows how many tweets him send a day. 

� Replies sent a day – this is how many replies he sends a day. 

� Conversation Quotient shows him how many of his tweets are replies, the higher this number is, the 

more he is having one-on-one conversations with a specific user, if his number is low, it means he 

tends to talk to all his friends (or respond via direct messages). 

� The Link Quotient shows how many of his tweets include links.  

The graph to the side lets him compare users. It can be fun to see how he stacks up with some friends, 

and see if he is more conversational or not. 

17.5.3.9 Twoorl 

Twoolr is a newcomer in the growing list of Twitter services. Its tagline, ‘Every statistic about your 

Twitter account’, describes itself quite good. Users can think of it as the Google Analytics of Twitter. 

For the common users, it is just fun to see how they use Twitter and how they interact with people. But 

where we can see Twoolr really shining is for the Twitter power-users. The people, businesses, brands 

and ministries who have incorporated Twitter as part of their public communication. The kind of data 

that Twoolr provides would be invaluable to them. 

Twoolr is going to give a little peek on the inside on a Twitter’s account. 

17.5.3.10 Dashboard 

Dashboard tracks the birds-eye-view of what is going on with users’ account. It lists their account growth 

(followers and friends), content posted (percentage of original content, percentage of conversation to 

direct people, percentage of RTs, and percentage of #FF) and community (percentage talking back to 

them and percentage of people talking about them). 



  

 

Usage 

Usage tracks how specific users use Twitter. It lists the frequency they tweet, when they tweet (by hour, 

day, week, and month), what words they use most in their tweets, what Twitter clients they use to 

tweet with, and what links they use in 

Network 

Network tracks how users interact with their followers and how they interact with them. It lists who 

they interacts with, who interacts with them, who they retweets, who retweets them, their account 

growth, people who have unfollow

who they have unfollowed recently, and people they have followed recently.
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Usage tracks how specific users use Twitter. It lists the frequency they tweet, when they tweet (by hour, 

day, week, and month), what words they use most in their tweets, what Twitter clients they use to 

tweet with, and what links they use in their tweets. 

Network tracks how users interact with their followers and how they interact with them. It lists who 

they interacts with, who interacts with them, who they retweets, who retweets them, their account 

growth, people who have unfollowed them recently, people who have followed them recently, people 

who they have unfollowed recently, and people they have followed recently. 
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Usage tracks how specific users use Twitter. It lists the frequency they tweet, when they tweet (by hour, 

day, week, and month), what words they use most in their tweets, what Twitter clients they use to 

 

Network tracks how users interact with their followers and how they interact with them. It lists who 

they interacts with, who interacts with them, who they retweets, who retweets them, their account 

ed them recently, people who have followed them recently, people 
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Twoolr is free while is is in beta, including a free 30 day trial of their Premium services (who they follow 

/ unfollow, dashboard by email, when users are retweeted, and a few others). 

 

17.5.3.11 Tweeple Twak 

Tweeple Twak divides users’ Twitter network into the most obvious divisions: Following (people whose 

posts users have subscribed to), Followers (people who have subscribed to their posts), and Unfollowers 

(people who have unsubscribed from users’ posts or that they have unsubscribed from). The opening 

screen gives to users the raw scores for how many followers they have and how many they have lost. 

The Tabs allow them to drill down into that information in more detail: 

• Followers Statistics – Displays a graph of how their communities of followers have grown over time, 

providing them with a link to view a list of their followers. It also provides a graph of their 

unfollowers over time and a link to see a list of these. The list view gives some interesting data; 

most notably it tells them how long other particular Twitter users have been following them, which 

applies to both the follower data and the unfollower data. This tab also provides users with 

geographic data about their followers drawn from their Twitter profiles. 
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• Following Statistics – Graphs the growth in the number of Twitter users’ specific users are 

following. It also provides them with the geographic data of users they are following. 

• Location Twaks – Allow users to set a list of locations and then a radius from those locations, and 

find users based on it. An upcoming release will allow auto-follow of those users found. 

• The Reports Tab – Gives to users an overview of the graphical data presented in the other sections 

and also has a ‘Friend Test’, which allows to users to see if another particular Twitter user is 

following them. Also there is the Tweeple Timeout, a list of the people they have chosen to no 

longer follow. This gives them the ability to keep track of users they have stopped following in case 

they change their mind and want to re-follow them. 

• Configuration – Lets users to set up an email to which the tool will send a weekly summary of their 

stats. 

Now that users have all these stats, we will examine how they can use them. We see two main groups 

finding Tweeple Twak useful, both of these fall into the power users category: 

• Marketers/Policy Makers using Twitter to develop Social Media campaigns. 

• • A-list bloggers who use Twitter to maintain, develop and build a community around their blogs. 

 

17.5.3.12 Cligs 

Cligs: This tool bridges a major gap in using Google Analytics and other free tools for Twitter. It 

produces real-time and detailed web analytics for each shortened URL users uses, called a Clig. 

Transforming their URL into a shortened one using Cligs’ service allows them to view more detailed 

metrics about it on Cligs’ website than is available by any other free tool. It also segments results into 

human and robot generated traffic. 
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Note: There is a plethora of similar Twitter analytic tools. The most popular and most efficient tools are described. 

Other Third Party analytics are: Twitscoop, TweetBuzzer, Monitter, TweetValue, TwitGraph, Twitt(url)y, Xefer, 

TweetReach, TweetBeep, TweetVolume, TwInfluence.      

17.5.4 Retrieving Content from APIs 

17.5.4.1  Overview of all API Methods for retrieving content 

Twitter is a micro-blogging social network. Twitter’s specialty is that enables its users to send and read 

messages called ‘tweets’. Tweets are text-based posts of up to 140 characters displayed on the author's 

profile page and delivered to the author's subscribers (‘followers’). The success of Twitter can be partly 

attributed on the development of an ecosystem of applications around it. Also every author has selected 

their ‘followings’ from whom they received tweets. That is why a short description of Twitter’s API will 

follow and then we will do an overview about API methods concerning retrieving data like Searching 

either tweets or users, information about users and its features in Twitter (followers, followings, 

messages).  

Twitter API 

The Twitter API consists of three parts: two REST APIs and a Streaming API. The two distinct REST APIs 

are entirely due to history. Summize, Inc. was originally an independent company that provided search 

capability for Twitter data. Summize was later acquired and rebranded as Twitter Search. Rebranding 

the site was easy, fully integrating Twitter Search and its API into the Twitter codebase is more difficult. 

It is in Twitter’s pipeline to unify the APIs, but until resources allow the REST API and Search API will 

remain as separate entities. The Streaming API is distinct from the two REST APIs as Streaming supports 

long-lived connections on a different architecture. 

The Twitter REST API methods allow developers to access core Twitter data. This includes update 

timelines, status data, and user information. The Search API methods give developers methods to 

interact with Twitter Search and trends data. The concern for developers given this separation is the 

effects on rate limiting and output format. The Streaming API provides near real-time high-volume 

access to Tweets in sampled and filtered form. 

Retrieving API methods 
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Precisely, there are APIs that returns tweets that match a specified query or trends which means the top 

ten topics that are currently trending on Twitter generally or currently, daily or weekly. In this direction 

there are APIs which return the locations for which Twitter has trending topic information and the top 

10 trending topics for a specific location for which Twitter has trending topic information. Also, some 

other APIs return the most recent statuses from non-protected users, or posted by the authenticated 

users and that users’ friends (including retweets), the most recent mentions for the authenticated users, 

the most recent retweets posted by the authenticated users or by the authenticated users’ friends and 

finally, return up to 100 of the first retweets of a given tweet.  

Other API methods are retrieving data about users such as extended information for a given user, up to 

20 users worth of extended information, specified by either ID, screen name, or combination of the two. 

In addition, another API runs a search for users similar to the ‘Find People’ button on Twitter.com. As 

well as, other APIs extract information about users’ features like return users’ followers, detailed 

information about the relationship between two users, an array of numeric IDs for every user the 

specified user is following and the opposite, an array of numeric IDs for every user following the 

specified user. Moreover we can find APIs about messages and blocking. These APIs retrieve a list of the 

20 most recent direct messages sent to or by the authenticating users, return if the authenticating users 

are blocking a target user, an array of user objects that the authenticating users are blocking and an 

array of numeric user IDs the authenticating users are blocking.  

Last category of API methods is the ‘Lists’ and all data users can retrieve from them. It means that there 

are APIs which list the lists of the specified user, shows the specified list, show tweet timeline for 

members of the specified list, lists the lists where the specified users have been added, list the lists that 

the specified users follow and return the members of the specified list. Also about the List APIs check if a 

user is a member of the specified list, return the subscribers of the specified list and checks if a user is a 

subscriber of the specified list. 

17.5.4.2  APIs for extracting specified content 

In this part we focus on specific API methods which can be used to retrieve information about users’ 

interaction.  

17.5.4.2.1 Retrieve tweets, messages and relevant data 

METHOD: search 

This method returns tweets that match a specified query. Notice: The Search API provides an option to 

retrieve ‘popular tweets’ in addition to real-time search results. In an upcoming release, this will become 

the default and clients that don't want to receive popular tweets in their search results will have to 

explicitly opt-out. Its URL is http://search.twitter.com/search.format.  

As for the parameters, the required parameter is q which is about searching query. It should be URL 

encoded. Queries will be limited by complexity.  

The optional parameters are: 
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• Callback: Only available for JSON format. If supplied, the response will use the JSONP 

format with a callback of the given name.  

• Lang: Restricts tweets to the given language, given by an ISO 639-1 code.  

• Locale: Specify the language of the query user is sending. This is intended for language-

specific clients and the default should work in the majority of cases. 

• Rpp: The number of tweets to return per page, up to a max of 100.  

• Page: The page number (starting at 1) to return, up to a max of roughly 1500 results.  

• Since_id: Returns results with an ID greater than (that is, more recent than) the specified ID. 

There are limits to the number of Tweets which can be accessed through the API. If the limit of 

Tweets has occurred since the since_id, the since_id will be forced to the oldest ID available.  

• Until: Returns tweets generated before the given date. Date should be formatted as YYYY-

MM-DD.  

• Geocode: Returns tweets by users located within a given radius of the given 

latitude/longitude. The location is preferentially taking from the Geotagging API, but will fall 

back to their Twitter profile. The parameter value is specified by ‘latitude, longitude, 

radius’, where radius units must be specified as either ‘mi’ (miles) or ‘km’ (kilometers). Note 

that user cannot use the near operator via the API to geocode arbitrary locations; however he 

can use this geocode parameter to search near geocodes directly.  

• Show_user: When true, prepends ‘:’ to the beginning of the tweet. This is useful for readers 

that do not display Atom's author field. The default is false.  

METHOD: statuses/firehose 

Returns all public statuses. The Firehose is not a generally available resource. Few applications require 

this level of access. Creative use of a combination of other resources and various access levels can 

satisfy nearly every application use case. Its URL is http://stream.twitter.com/statuses/firehose.format 

and the supported formats are xml, json.  

The optional parameters users can use are:  

• Count: Indicates the number of previous statuses to consider for delivery before transitioning to 

live stream delivery. On unfiltered streams, all considered statuses are delivered, so the number 

requested is the number returned. On filtered streams, the number requested are the number 

of statuses that are applied to the filter predicate, and not the number of statuses returned. 

Firehose, Retweet, Link, Birddog and Shadow clients interested in capturing all statuses should 

maintain a current estimate of the number of statuses received per second and note the time 

that the last status was received. Upon a reconnect, the client can then estimate the 

appropriate backlog to request. The count parameter is not allowed on other resources and the 

default filter role.  

• Delimited: Indicates that statuses should be delimited in the stream. Statuses are represented 

by a length, in bytes, a newline, and the status text that is exactly length bytes. Note that ‘keep-

alive’ newlines may be inserted before each length. 
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METHOD: statuses/home_timeline 

Returns the 20 most recent statuses, including retweets if they exist, posted by the authenticating users 

and users’ they follow. This method is can only return up to 800 statuses, including retweets. Its URL is 

http://api.twitter.com/version/statuses/home_timeline.format and the supported formats are 

json, xml, rss, atom. 

The optional parameters are: 

• since_id: Returns results with an ID greater than (that is, more recent than) the specified ID. 

There are limits to the number of Tweets which can be accessed through the API. If the limit of 

Tweets has occured since the since_id, the since_id will be forced to the oldest ID available. 

• max_id: Returns results with an ID less than (that is, older than) or equal to the specified ID. 

• count: Specifies the number of records to retrieve. Must be less than or equal to 200. 

• page: Specifies the page of results to retrieve. 

• trim_user: When set to either true, t or 1, each tweet returned in a timeline will include a user 

object including only the status authors numerical ID. Omit this parameter to receive the 

complete user object. 

• include_entities: When set to either true, t or 1, each tweet will include a node called ‘entities’. 

This node offers a variety of metadata about the tweet in a discreet structure, including: 

user_mentions, urls, and hashtags. While entities are opt-in on timelines at present, they will be 

made a default component of output in the future. 

METHOD: statuses/public_timeline 

Returns the 20 most recent statuses, including retweets if they exist, from non-protected users. The 

public timeline is cached for 60 seconds. Requesting more frequently than that will not return any more 

data, and will count against your rate limit usage. Its URL is 

http://api.twitter.com/version/statuses/public_timeline.format and supported formats are json, 

xml, rss, atom.  

The optional parameters are: 

• trim_user: When set to either true, t or 1, each tweet returned in a timeline will include a user 

object including only the status authors numerical ID. Omit this parameter to receive the 

complete user object. 

• include_entities: When set to either true, t or 1, each tweet will include a node called “entities”. 

This node offers a variety of metadata about the tweet in a discreet structure, including: 

user_mentions, urls, and hashtags. While entities are opt-in on timelines at present, they will be 

made a default component of output in the future.  

17.5.4.2.2 Retrieve user’s interaction activities 

METHOD: statuses/retweets_of_me 
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Returns the 20 most recent tweets of the authenticated user that have been retweeted by others. It’s 

url is http://api.twitter.com/version/statuses/retweets_of_me.format. Also it supports json, xml 

and atom formats.  

The parameters can be used optional are:   

• since_id which returns results with an ID greater than (that is, more recent than) the specified 

ID. There are limits to the number of Tweets which can be accessed through the API. If the limit 

of Tweets has occured since the since_id, the since_id will be forced to the oldest ID available.  

• max_id which returns results with an ID less than (that is, older than) or equal to the specified 

ID.  

• count: specifies the number of records to retrieve. Must be less than or equal to 100. page 

which specifies the page of results to retrieve.  

• trim_user: when set to either true, t or 1, each tweet returned in a timeline will include a user 

object including only the status authors numerical ID. Omit this parameter to receive the 

complete user object.  

• include_entities: When set to either true, t or 1, each tweet will include a node called ‘entities’. 

This node offers a variety of metadata about the tweet in a discreet structure, including: 

user_mentions, urls, and hashtags. While entities are opt-in on timelines at present, they will be 

made a default component of output in the future.  

METHOD: statuses/retweeted_to_me 

Returns the 20 most recent retweets posted by users the authenticating user follow. It’s url is 

http://api.twitter.com/version/statuses/retweeted_to_me.format. The supported formats are 

json, xml, atom. 

The optional parameters about this method are: 

• since_id: Returns results with an ID greater than (that is, more recent than) the specified ID. 

There are limits to the number of Tweets which can be accessed through the API. If the limit of 

Tweets has occured since the since_id, the since_id will be forced to the oldest ID available. 

• max_id: Returns results with an ID less than (that is, older than) or equal to the specified ID. 

• count: Specifies the number of records to retrieve. Must be less than or equal to 100. 

• page: Specifies the page of results to retrieve. 

• trim_user: When set to either true, t or 1, each tweet returned in a timeline will include a user 

object including only the status authors numerical ID. Omit this parameter to receive the 

complete user object. 

• include_entities: When set to either true, t or 1, each tweet will include a node called ‘entities’,. 

This node offers a variety of metadata about the tweet in a discreet structure, including: 

user_mentions, urls, and hashtags. While entities are opt-in on timelines at present, they will be 

made a default component of output in the future.  

METHOD: statuses/retweeted_by_me 
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Returns the 20 most recent retweets posted by the authenticating user. Its URL is 

http://api.twitter.com/version/statuses/retweeted_by_me.format. The supported formats are 

json, xml, atom.  

The optional parameter are:  

• since_id: Returns results with an ID greater than (that is, more recent than) the specified ID. 

There are limits to the number of Tweets which can be accessed through the API. If the limit of 

Tweets has occured since the since_id, the since_id will be forced to the oldest ID available. 

• max_id: Returns results with an ID less than (that is, older than) or equal to the specified ID. 

• count: Specifies the number of records to retrieve. Must be less than or equal to 100. 

• page: Specifies the page of results to retrieve. 

• trim_user: When set to either true, t or 1, each tweet returned in a timeline will include a user 

object including only the status authors numerical ID. Omit this parameter to receive the 

complete user object. 

• include_entities: When set to either true, t or 1, each tweet will include a node called “entities”. 

This node offers a variety of metadata about the tweet in a discreet structure, including: 

user_mentions, urls, and hashtags. While entities are opt-in on timelines at present, they will be 

made a default component of output in the future.  

METHOD: statuses/retweet 

Returns all retweets. The retweet stream is not a generally available resource. Few applications 

require this level of access. Creative use of a combination of other resources and various access 

levels can satisfy nearly every application use case. Its URL is 

http://stream.twitter.com/statuses/retweet.format. The supported formats are xml, json.  

The optional parameter the method has is: 

• delimited: Indicates that statuses should be delimited in the stream. Statuses are represented 

by a length, in bytes, a newline, and the status text that is exactly length bytes. Note that ‘keep-

alive’ newlines may be inserted before each length. 

METHOD: statuses/mentions 

Returns the 20 most recent mentions (status containing @username) for the authenticating 

user. This method is can only return up to 800 statuses. If include_rts is set only 800 statuses, 

including retweets if they exist, can be returned. This method will not include retweets in the 

XML and JSON responses unless the include_rts parameter is set. The RSS and Atom responses 

will always include retweets as statuses prefixed with RT. Its URL is 

http://api.twitter.com/version/statuses/mentions.format. The supported formats are json, xml, 

rss, atom.  

The optional parameters for this method are: 

• since_id: Returns results with an ID greater than (that is, more recent than) the specified ID. 

There are limits to the number of Tweets which can be accessed through the API. If the limit of 

Tweets has occured since the since_id, the since_id will be forced to the oldest ID available. 
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• max_id: Returns results with an ID less than (that is, older than) or equal to the specified ID. 

• count: Specifies the number of records to retrieve. Must be less than or equal to 200. 

• page: Specifies the page of results to retrieve. 

• trim_user: When set to either true, t or 1, each tweet returned in a timeline will include a user 

object including only the status authors numerical ID. Omit this parameter to receive the 

complete user object. 

• include_rts: When set to either true, t or 1,the timeline will contain native retweets (if they 

exist) in addition to the standard stream of tweets. Note: If a user is using 

the trim_user parameter in conjunction withinclude_rts, the retweets will still contain a full user 

object. 

• include_entities: When set to either true, t or 1, each tweet will include a node called ‘entities’. 

This node offers a variety of metadata about the tweet in a discreet structure, including: 

user_mentions, urls, and hashtags. While entities are opt-in on timelines at present, they will be 

made a default component of output in the future.  

METHOD: statuses/retweets/:id 

Returns up to 100 of the first retweets of a given tweet. Its URL is 

http://api.twitter.com/version/statuses/retweets/:id.format. The supported formats are xml, 

json.  

The parameter which is required is: 

• id:The numerical ID of the desired status. 

The optional parameters are: 

• count: Specifies the number of records to retrieve. Must be less than or equal to 100. 

• trim_user: When set to either true, t or 1, each tweet returned in a timeline will include a user 

object including only the status authors numerical ID. Omit this parameter to receive the 

complete user object. 

• include_entities: When set to either true, t or 1, each tweet will include a node called “entities”. 

This node offers a variety of metadata about the tweet in a discreet structure, including: 

user_mentions, urls, and hashtags. While entities are opt-in on timelines at present, they will be 

made a default component of output in the future.  

17.5.5 Conclusion 

Twitter Platform 

 Tool/Method Name Tool/Method Description 

Internal Developed Twitter Analytics Expected Analytics about: information 

about which tweets are most 

successful, which tweets caused people 

to unfollow, and who the most 

influential users are that reply and 
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retweet their messages 

TwitterCounter (powered by 

Twitter) 

Statistics of user's followers, following, 

and daily tweets, he could compare 

growth of multiple twitter accounts or 

compare them with his competitor’s 

expansion   

Third – Party Tools Twitalyzer 

 

Measure influence, popularity, velocity 

and generosity. 

Klout Influence metrics. 

TweetStats How many tweets per hour, day and 

month, as well as user looks at his 

tweet timeline and reply statistics, user 

can track his level of interaction and 

look at areas that need improvement. 

TweetMeme Hottest Links on Twitter - Displays 

popular topics on Twitter and those 

people talking about that topic. 

TweetEffect Gain / Lose followers. 

Twitter Grader Measure power and reach on twitter. 

TwitterPsych Create psycological profile. 

Twitter Analyzer Number of readers that have been 

exposed to user's message, his tweet 

habits, who is retweeting his updates, 

twitter follow statistics, growth rates, 

conversations being made about him, 

the size of his audience and his 

followers' demographics. 

TweetMetrics Hidden network of Twitter contacts 

that are really relevant for user, stats 

about his Twitter account. 

Twoolr Lists his account growth, content 

posted  and community, tracks how he 
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uses Twitter, words he uses most in his 

tweets, how he interact with his 

followers and how they interact with 

him. 

Tweeple Twak How many followers he has and how 

many he has lost. 

Cligs Real-time and detailed web analytics 

for each shortened url he uses. 

API Methods (we will 

mention the methods which 

are used to retrieve content 

causal from user’s 

interaction through post 

activity) 

search This method returns tweets that match 

a specified query. 

statuses/firehose Returns all public statuses. 

statuses/home_timeline Returns the 20 most recent statuses, 

including retweets if they exist, posted 

by the authenticating user and the 

user's they follow. 

statuses/public_timeline Returns the 20 most recent statuses, 

including retweets if they exist, from 

non-protected users. The public 

timeline is cached for 60 seconds. 

statuses/retweets_of_me Returns the 20 most recent tweets of 

the authenticated user that have been 

retweeted by others. 

statuses/retweeted_to_me Returns the 20 most recent retweets 

posted by users the authenticating user 

follow. 

statuses/retweeted_by_me Returns the 20 most recent retweets 

posted by the authenticating user. 

statuses/retweet Returns all retweets. 

statuses/mentions Returns the 20 most recent mentions 

(status containing @username) for the 

authenticating user. 

statuses/retweets/:id Returns up to 100 of the first retweets 
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of a given tweet. 

17.6 Facebook 

17.6.1 Introduction 

Originally a social network only available to college students, Facebook has since opened its doors to all 

users, resulting in explosive growth. Facebook’s designers are dedicated to open source code, which 

allows anyone with a working knowledge of the programming languages used to power Facebook to 

create applications and widgets that will run within it. Facebook is one of the most popular Internet sites 

today with more than 500 million active users. Facebook is spending tons of resources building and 

improving its own internal analytics tools. But why is measuring so important and so difficult?  

Importance of Measuring  

There are three pillars of Facebook measurement. These pillars identify the ‘what’, the ‘who’ and the 

‘chaching’ of marketing within Facebook. 

1. Observe Interactions: What are people on Facebook doing? This essential component of 

Facebook measurement includes the ability to track anonymous user information such as visits, 

friends, comments, likes and exposure across pages, custom tabs and applications. It’s not as 

easy as it sounds. 

2. Understand Demographics: Who are all these people on Facebook? In addition to knowing what 

they do, it’s important to know who Facebook users are to segment the massive population on 

attributes such as user ID, gender, age, education level, work experience, marital status or 

geographic information. Facebook is trying to be very protective of user privacy and many 

limitations apply here as well. 

3. Impact Conversions: How can businesses cash in on Facebook marketing? This includes the 

ability to associate impressions and exposure within Facebook back to conversion events on 

external sites. And the ability to target advertising within Facebook based on observations and 

demographic data, while maintaining the ability to track viewthroughs and conversions offsite. 

This too requires extensive development and fancy footwork to make it happen. 

Difficulties in creating analytics Internal or Third – Party  

The Facebook ecosystem is comprised of many parts, some of which can be customized while others 

may not.  

Facebook Page & Tabs: Within the pages are a series of ‘tabs’ with default (i.e. mandatory) tabs as well 

as customization opportunities. Default tabs include: the Wall and Info tabs, but additional standard 

tabs may include Photos, Discussion, Videos, Events, Boxes, etc. In addition to the standard tabs, Custom 
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tabs within Facebook are plentiful. Yet, none of the tabs within Facebook can be measured using 

traditional JavaScript web analytics tags. This presents huge measurement challenges despite the fact 

that tabs offer massive opportunity for businesses to create compelling user experiences within 

Facebook.  

Facebook Applications: Applications on Facebook can be developed using a variety of coding languages 

including PHP, JavaScript, Ruby or Python and Facebook even provides Client Libraries for their API. 

Applications must be hosted outside of Facebook and they can be stand-alone apps or embedded within 

custom tabs. Because apps can be developed using standard code, tracking with traditional web 

analytics methods is possible. It is important to note that all applications require permission to track 

data about users. More than 500,000 applications are available on Facebook today so clearly they are 

popular.  

Facebook Advertisements: Facebook ads appear in the right hand 

column of users’ Facebook pages and can link to external web 

pages – or – within Facebook on tabs, applications, events or 

groups. Ads can be tracked using Facebook Insights or with 

traditional web analytics tags when the ad links out to external 

sites by using campaign ID codes. Ads follow a template format 

and offer some restrictions around size, text and images. Ads can 

be targeted according to nine filters including age, gender and 

keywords just to name a few. Ads can be purchased according to 

impressions or clicks providing options for businesses. 

Facebook Connect: Facebook Connect enables businesses and individuals to extend capabilities of 

Facebook including their identity and connections to the web at large. In other words, Facebook 

Connect makes sharing content, conversations, images and social comments possible, both inside and 

outside the walls of Facebook. Some aspects of Facebook Connect are measurable when delivered 

outside the Facebook ecosystem, yet internal connections likely require custom solutions. Facebook 

Connect works through a set of APIs that quite frankly have the potential to make Facebook powerful.  

Above we describe the Facebook ecosystem in order to become more understandable. Why is 

measuring Facebook so difficult? Regardless of whether you agree with Facebook’s ideology or not, the 

company has made a conscious decision to build its empire using standard web development 

practices within its own ecosystem. Unlike standard web pages that are rendered using HTML, Facebook 

requires that organizations use their markup language called FBML (Facebook Markup Language) to 

build custom tabs and enable personalized experiences. Further, Facebook does not allow JavaScript to 

run on any page or tab on load, but instead uses their own solution FBJS (Facebook JavaScript). There is 

a developer wiki maintained by Facebook that provides great detail on the Facebook platform and the 

bloggers at PHP, Web and IT Stuff in the UK did a great write-up on the topic of custom tabs as well. 

This isn’t ordinary JavaScript: Because Facebook utilizes its own Markup Language to ‘empower 

developers with functionality’ and ‘protect users privacy’, users need to use FBJS if they want to include 
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JavaScript in their custom tabs or applications. This makes tracking using traditional web analytics 

JavaScript tags impossible. However, some web analytics vendors have developed methods to track 

visitor information within standard tabs. Facebook does offer its own analytics tool called Insights for 

tracking the default Wall page. It provides reports on exposure, fans, actions and behavior and offers 

demographic information about visitors to Wall pages and ads. Note that while Insights provides both 

click-through rates (CTRs) and engagement rate (ETRs), this is sampled data that offers estimates on 

actual behavior. Data can be exported from Insights to Excel (.xls) or CSV files. Facebook’s development 

roadmap indicates that more data were available through Insights in early 2010. The developer notes 

also indicate that an API will be available to gain access to data collected within the Insights tool. 

Time Constraints: To complicate matters, at this time Facebook does not permit the storage of user data 

acquired from Facebook for more than 24 hours. Although rumors are brewing that this may 

change. Exceptions to the 24 hour storage rule are documented in the Facebook developer site. Data 

stored in perpetuity may include User ID, Photo Album ID, email address, primary network ID and 

several other attributes. This means that despite all the ways that user/administrator can get data out of 

Facebook Insights or through third party methods, their platform policies may prohibit long-term 

storage of that data. (If users choose to follow those rules). However, Facebook has opened the 

floodgates to external measurement solutions for applications and advertisements.  

Measuring Facebook is no easy task. Despite the fact that over 500 million users access the site 

regularly, the visibility into the actions, behavior, and demographics is carefully guarded. Each of the 

vendors we interrogated was highly sensitive to Facebook rules and the privacy of its citizens. 

In next sections we will present the analytic tools and statistics that Facebook has developed to help its 

users especially administrators and Policy Makers in order to define or to improve a strategy or simply 

because of curiosity. In addition, moving in this direction we will mention some other companies which 

develop specific platforms, in direct relationship with Facebook developers to fully utilize data provided 

by existing APIs. And finally, we will mention Facebook APIs in which we can retrieve data and more 

specific, in the next subsection, we will make a short description of APIs which pay more attention in 

retrieving information provided by users’ interaction posting activity. Lastly, we will present shortly the 

most important information concernimg analytics and APIs using a table. 

17.6.2 Internally Developed Analytics 

Except for complicated analytic tools which provided from Facebook to users/administrators there are 

statistics which exist in every profile. But before we make a short description of these statistics we have 

to resolve what profile in Facebook is. There are three types of Facebook profile: 1) users who create a 

profile to ‘make Friends’ 2) users who create a profile to ‘make Fans’ 3) users who create a profile which 

‘Likes’. Mostly, this type of profile is about products, phrases, companies and so on, it’s more like Fan 

page. The more significant difference between these types of profiles is their purpose. As for statistics, 

there are information in each UI about the total number of friends/Fans/Likes, number of 

photos/videos/links and in every post total number of feedback, which is the sum of ‘Likes’ and 



         D2.1 Padget Design and Decision Model 

 

Page 492 of 625 

Comments, and the number of ‘Likes’ and Comments separately. In general users cannot understand the 

influence of their page/profile with these statistics that is why Facebook creates Insights.  

General statistics are provided from Facebook reports page and it is about users, the activity on 

Facebook, global reach, the platform and mobile use.  

17.6.2.1 Profile Counter  

This application puts a COUNT ME button on users’ profile and any visitors that wander by can now let 

them know that they have been here with a simple click. 

If users see an ‘Add to Profile’ button in the yellow box on the right, they must click it to add the COUNT 

ME button to their profile. The button should be as visible as possible. Facebook team recommends to 

put it on ‘Wall and Info Tab’ so more friends will see it. Users can also make it more visible by dragging it 

high up the page. 

As a result, users can view a history of who's been here when. In addition, they can see whose profiles 

are the most popular and they can also see who the busiest profile visitors are. 

Note: Profile Counter does not automatically count profile views. It does not automatically track who 

visits users’ profile as this would violate Facebook's privacy policy. Only people who press the COUNT 

ME button will be counted. 

17.6.2.2 Facebook Insights  

Facebook Insights are improved and not only provides Facebook Page owners but also Facebook 

Platform developers (Facebook applications and websites – using social plugins and the Facebook API) 

with metrics around their content. By understanding and analyzing trends within users’ growth and 

demographics, consumption of content, and creation of content, Page owners and Platform developers 

are better equipped to improve their business with Facebook.  

For a user to see metrics on their Facebook Page or Platform application, they have to go to the Insights 

Dashboard. Only Page administrators, application owners, and domain administrators can view Insights 

data for the properties they own or administer. ‘Insights’ is a free service for all Facebook Pages and 

Facebook Platform application and websites. In addition to the Insights Dashboard, data is also available 

through the Graph API.  

What is more, provided post analytics in which Administrators of authentic Pages can see data on the 

performance of each of their posts. Each post now displays (to administrators only) how many 

impressions the post has received (how many times it has been displayed to all users) and its feedback 

percentage, which is based on how many comments and Likes have been left on the post. Post analytics 

will help Page administrators to see which content better engages their fans.  

Also, new page insights have been created such as Fan Geographic and Demographic Data (Page admins 

have the ability to see information about their fan base and the fans that interact with their content), 



         D2.1 Padget Design and Decision Model 

 

Page 493 of 625 

Interactions This Week, Fan Dashboard Graph (shows trends in fan acquisition and News Feed content 

distribution), Fan Interaction Graphs and Post Quality.  

Data is aggregated on a daily basis and is made available within 24 hours after the full day is complete. 

Weekly and monthly roll-ups are not yet available through the Insights Dashboard. Over time, new 

metrics and aggregations will be made available through the Insights Dashboard and API. 

Insights in details 

The homepage for the dashboard displays the list of pages, applications and webpages and shows to the 

administrator a snapshot of key metrics. It first shows the daily fan activity, indicating how many daily 

new fans the page received and how many daily active fans has the page. It also shows the page’s 

interactions, how many daily post views and the daily post feedback.  

 

 

Page Insights 

Page administrators can now receive more information regarding the fan activity on their Facebook 

page as well as data about the content they are publishing. These insights reside within two subsections 

on the Insights Dashboard: Fan Insights and Interaction Insights. 

Facebook Page Fan Insights Subsection 

The data reveals daily active users, new fans, and total fans of Administrator’s Page. One chart displays 

the Daily Active Users (also referred to as DAU and defined as users who have engaged with their Page, 

viewed their Page, or consumed content generated by their Page). The chart is joined by a table 

illustrating the key types of users’ interaction and their change (positive or negative) since the previous 

day. Another chart demonstrates the number of new fans and removed fans. This chart is accompanied 

by a table indicating the top sources by which people became a fan of their page (for example: fan page, 

stream, requests, etc.). 
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The next major section is demographics. This data is demonstrated through new visualization tools and 

breaks down the demographics of the pages fans into the following five categories: gender, age, 

country, city and language. 

 

The last section is a breakdown of the activity of Facebook page. The first chart shows the number of 

page views (number of hits to Facebook page) and unique page views (unique logged-in Facebook users 

who have visited the page). A new feature is the traffic breakdown of users’ page tabs (based off the 

percentage of page visits) and the top traffic referrers to this page. Administrators can now see which 

tabs are garnering the most attention (from the pages wall tab to custom FBML tabs) as well as what is 

the highest traffic driver to their Facebook page. This is followed by media consumption data, where 

administrators can see how many video plays, photo views and audio plays are occurring on their tab 

page daily. 

 

Facebook Interactions Insights Subsection 

A major change to the Facebook insights can be found in the Interactions subsection. There was not just 

information on how many likes, comments and wall posts occurred each day, administrators are now 

able to view data on the data your fans consumed. Depending on the type of page administrators are 

viewing insights for, they will be able to see the number of daily post views, daily post feedback, daily 

shares, feedback per share, reshare rate in addition to the number of likes, comments and unsubscribes. 
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This level of granular data is a great addition for administrators trying to understand the rate of 

consumption of their content as well as what type of content is resonating best with their fans. In 

addition the chart, the top 10 posts are listed and then can be sorted by each of the individual columns, 

allowing administrators to view the date from several different perspectives. 

 

The last part of this subsection is Page Activity where administrators can see how their fans have chosen 

to engage with the brand beyond liking and commenting on posts. This chart details mentions, 

discussion posts, reviews, wall posts and video posts. 

Application Insights 

This part of the tool is divided into three subsections: Users, Sharing and Performance. Users subsection 

is similar to the Fans subsection for Page Insights. It lists DAU, daily new users, and total installed users 

by number and by percentage change. It shows the percentage contribution of key sources, such Daily 

Unique Logged-in Widget Viewers or the Games Dashboard. The top graph maps out DAU (as usual, the 

number of users who have engaged with or viewed the application). 
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The second graph, Daily New Users, includes application installs and application uninstalls, as well Total 

Installed Users. 

In the next portion of Users subsection, users see demographics by age and gender, same as the Fans 

part of Pages, and also including the top 20 countries, cities and languages. 

 

The last portion, Activity, shows a graph of Daily Permissions and a graph of Daily Blocks, which includes 

Block Adds and Block Removes. Facebook said that ‘everything that shows up is a permission that’s been 

requested by an app and accepted’. 

 

The next subsection, Sharing, shows the amount of content shared and the feedback per share at the 

top. One shows Daily Content Shared via Application, including Publish Story, Update Status, Post Share 

and Post Photos. The next graph, Daily Content Feedback, shows Story Comments and Story Likes. The 

third graph shows Daily and Total Content Hides. 

The last portion of the app insights tool shows a graph of Requests, including Requests Accept, Requests 

Ignore and Requests Skip. 

As with Pages, Facebook is providing all Insights data on applications to third parties via an API; an 

extended permission is required to apply Analytics to particular applications. We will mention other 
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analytic providers which take full advantage of the increased data accessibility like Kontagent, 

Webtrends etc.  

17.6.3  Third – Party Analytic Tools 

17.6.3.1 Coremetrics 

CoreMetrics is an enterprise analytics services. Coremetrics’ Facebook announcement described their 

ability to determine Facebook’s influence on site visits and conversions, which melds nicely with their 

impression attribution tool. This slick capability allows Coremetrics to reveal vendor, category, 

placement and item data collected from within Facebook back to the Coremetrics Analytics interface. 

This is done by using image tags and the company claims that caching happens infrequently, yet they 

circumvent these occurrences with cache busters. 

Server-side rendering of image tags allows Facebook to segment and report on attributed data. This 

allows Coremetrics’ users to see how interaction with specific tabs led to web site engagement and 

conversions. While technically possible for them, Coremetrics hasn’t dedicated focus on reporting user 

interactions within Facebook in their interface. Instead, they have honed in on the ability to understand 

how the social networking site acts as a feeder channel to their customers’ primary web properties. 

 

17.6.3.2 Omniture 

Omniture’s: They are focusing on the custom tabs, apps and ads within Facebook. They touted their 

partnership with Facebook to enable ad creation and demographic targeting directly within their Search 

Center Plus solution. This works through an Omniture Genesis integration that also enables even more 

granular behavioral and demographic data collection. 

Omniture has developed a ‘Facebook JavaScript’ (FBJS) measurement library that allows them to track 

behavior data natively within Facebook. They also deploy output and image tags, which occur less 

frequently, and for permissioned applications Omniture is collecting a bevy of demographic data that 

will appear within Discover for slice and dice ability. They have also created default segments within 
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Discover showing pathing reports for: visitors acquired from Facebook (conversion); visitors from 

Facebook (impressions); and known Facebook users (user association). 

SiteCatalyst 

The new product allows seeing just how users interact with their Facebook applications. Omniture’s App 

Measurement tool tracks metrics like: 

1. Users will be able to understand which user demographic segments are adopting the application 

most vigorously. 

2. Users can segment other users by number of friends they have, or by the social activity 

performed. 

3. Which users invited their friends to use an app. 

4. What sections of the app Facebook users spend the most of their time. 

5. How Facebook engagement leads to conversions. 

Ideally, this product should allow with no technical background to have an immediate analytics tool that 

shows a robust set of metrics of how brands are doing on Facebook.  

 

From the Omniture dashboard, users can view a number of Facebook application reports. So when it 

comes to users’ segmentation, brands and marketers can segment their users by the number of friends 

they have, and view the social activities – invites, shares, fans, comments, and login frequency – 

performed by each user segment. 
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Omniture App Measurement also makes it easy to compare performance across multiple applications, 

which means that their customers can pinpoint the applications and activities that are creating the most 

engagement among application users. In the same vein, they can also track overall application invites 

and invite conversion rates. There is even a Conversion Funnel report for better understanding how and 

why Facebook application viewers transition (or do not) to application users. 

Snapshots of Omniture Facebook measurement reports are following: 

 

17.6.3.3 Unica  

Unica has been noticeably quiet during the Facebook Analytics Wars. It turns out that they too have 

been measuring Facebook for some time using both dynamic and static image tags. They are collecting 

strictly according to Facebook’s published rules but include unique user IDs and other attributes such as 
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friend counts from visitors to their custom tabs. They also get app data for average viewing time, views, 

visits and visitors – all passed to Unica’s NetInsight interface. 

Unica is taking a very conservative approach to the demographic data and like some others, waiting for a 

ruling from Facebook before developing capabilities in that area. 

17.6.3.4 Webtrends 

Webtrends is aggressively working to deliver social analytics solutions to their customers and also 

walking the Facebook talk. Webtrends takes a conservative approach to data collection and privacy by 

adhering strictly to the letter of Facebook law, thus collecting and displaying fewer demographic 

attributes. 

In their own words Webtrends has been ‘throwing the book’ at the Facebook API to obtain as much data 

as their published documentation allows, which includes: views, visits, bounce rates and time on site for 

Facebook shares, ads, apps and custom tabs. Webtrends refutes the long-term feasibility and accuracy 

of image tags and cache busting techniques within Facebook. And they have responded by developing a 

proprietary solution that uses a data call to pass parameters from the data collection API. This method 

captures all the typical data as well as flash, pop-ups and other custom fields with the potential to do a 

whole lot more if the data collection restrictions ease. More details about the platform in below, we will 

present Webtrends differentiation from Facebook Insights, the structure of Webtrends analytic platform 

and its services.  

Webtrends Analytics for Facebook  

Webtrends' new Facebook measurement capabilities utilize Webtrends Analytics 9, which combines 

their real-time analytics engine with its best-in-class user interface. For the first time, marketers can 

view their Facebook measurement alongside other digital marketing investments such as websites, 

microsites, blogs, mobile apps, and more. Additionally, using Analytics 9's RSS overlay capabilities, 

marketers can easily see the impact of promotional efforts. Tracking custom tabs, applications, and 

sharing provides the most complete measurement of Facebook available in the market. 

Structure of Webtrends Extends Analytics 9 

It consists of the three components listed below: 

• Analytics 9 Insight: Users’ interface is so intuitive anyone can uncover business trends and 

opportunities within their data. 

• Analytics 9 API: Programmatically get data into or out of Analytics 9 using Webtrends standards 

based application interfaces. The best part is that there is no extra charge. 

• Analytics 9 On Demand: All of the core features and functionality of Webtrends Analytics On 

Demand are included in Analytics 9. 

 

Analytics Insight offers the most intuitive, least complicated analytics experience available today. This 
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data visualization tool in Webtrends Analytics 9 lets anyone – even analytics novices – quickly and easily 

understand changes in key metrics across an entire account, compare performance across campaigns 

and channels, and easily share data with others. The clean, professional interface lets users creatively 

explore their data in ways never before possible. 

 

Analytics 9 API: Its users’ data: do what users wants with it without any hidden fees. Webtrends self-

service application programming interface (API) and support for other standards-based methods let 

users create a revolving door for their data into and out of Analytics 9. There is no charge for self-service 

API access to users data – ever. 

Data collection API: Allows developers to programmatically send data to Webtrends’ hosted data 

collection service for processing and analysis. 

• Data extraction API: A simple yet powerful tool for integrating Webtrends data with Excel or 

users’ own analytics reporting applications 

Analytics 9 is powered by Webtrends On Demand, a data collection, analysis and rendering engine that is 

massively scalable and customizable. There is literally no spike in data collection that Webtrends’ servers 

can’t handle, no limits on the amount of data he can collect and no long reporting lags or down time. 

Differentiation from Facebook Insights 

Facebook measurement should be part of customers’ overall Facebook strategy when they start running 

campaigns. Facebook Insights measures visitor activity across all of Facebook’s built-in functionality, 

such as their page and their wall.  

 

Facebook Insights measures all of Facebook’s core functionality. 

Facebook Insights does not provide information about the campaigns that customers run on top of 

Facebook (such as custom apps and tabs). If they are running campaigns on Facebook, they need 

additional tools to measure ROI. 

Webtrends Facebook Analytics offers a comprehensive tracking and measurement analytics to help 

them maximize ROI for their marketing investments. Customers can start their analysis faster with easy, 
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self implementation of pre-built best practice reports or simply add parameters to links for additional 

reporting. 

 

Webtrends Facebook Analytics tracks the campaigns, ads, custom tabs and applications user builds on top of Facebook. 

Webtrends offers very comprehensive tracking and metrics within custom Facebook applications as well 

as site components, which have been difficult to meaningfully measure before. Specific measurement 

capabilities include: 

• Custom Tabs: Brands cannot use traditional analytics methods for tracking custom tabs because 

Facebook does not allow Javascript and they aggressively cache images. To overcome these 

challenges, Webtrends developed a new method that uses data collection API to bring Facebook 

data into Webtrends Analytics and capture visitor interactions within custom tabs. 

• Custom Apps: Customers can measure any type of application built on the Facebook platform 

allowing them to capture a broad range of app-related interactions. 

• Ads: Determine how many visitors click through to customer apps and complete other 

conversion-related activities. 

• Flash: Understand how visitors engage with multimedia experiences created with Flash, a 

security-limited version of Adobe Flash required within custom tabs. 

• Pop-ups: Track when visitors click on Facebook AJAX pop up windows. 

• Content Sharing: Determine the popularity of content by measuring how often visitors share it 

with friends. 

• Links: Compare click-through rates within apps, tabs, ads and more. 

• Additional Insight: RSS overlays let customer view Facebook results in content to web site, blog 

and other digital marketing data. 

• One Location for all Data: Ability to pull Facebook Insights data into Webtrends. 

Here are some snapshots of Webtrends Facebook measurement reports: 
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Kontagent is an analytics platform for Facebook-based social applications that describes itself as ‘Google 

Analytics for the social web’, with new features and an enhanced dashboard for Facebook users and 

marketers.  

Kontagent’s software, which it calls its Social Analytics and Marketing-Automation Suite, has a 

dashboard that looks very similar to analytic software such as Google Analytics or Omniture (which large 

sites use to track incoming traffic), with a number of tabs that allow users to sort through different 

views of the data that Kontagent collects from Facebook about their apps, games or services. But 

instead of page views and referrers, Kontagent lets companies look at metrics to see if something went 

viral, how engaged people are and levels of retention. 

 

The dashboard shows how many people were convinced to sign up for an app or service after receiving 

a notification from Facebook or clicking on a mention in someone’s feed or stream. Companies can see 

what kind of response rate their invites are getting, track the ‘K factor’ – a measurement of virality – and 

even do A/B testing on their emails or notifications to see which gets the best conversion rate. 

Kontagent now has a demo account where users can see all the features of its new platform. Here is the 

list of the most major features: 

• Custom Charts Creation 

• Improved Ad Traffic and Traffic Source Tracking 
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• Improved Viral A/B Testing Platform 

• Retention Analysis & Stickiness Tracking  

• Deep Virtual Currency Transactions and Revenue Analysis 

• Full Data Export Capability 

• Improve On-boarding and Instrumentation  

• Robust User Class Based Access Controls  

The software is free to use, provided a company agrees to share the data from its applications or 

services. That data is then aggregated, allowing companies to benchmark their own performance in a 

variety of areas against others in the network. Large enterprise users can buy an annual pre-paid version 

that does not include the data-sharing component. Although Kontagent just supports Facebook at the 

moment, the co-founder says that the company is planning to support Twitter in the future. Facebook 

provides its own data analytics to users, this platform provides a far greater level of ‘granularity’ that 

companies need when designing applications. 

17.6.3.6 Google Analytics 

Google Analytics is a very useful free tool for tracking site statistics. For most users, however, it never 

becomes more than just a pretty interface with interesting graphs. The resources below will help 

anyone, from the beginner to those who have been using Google Analytics for some time, learn how to 

get the most out of this great tool. 

We will mention the four essential statistics that, no matter what, user must keep an eye on in Google 

Analytics: 

1. Absolute Unique Visitors are the number of unique individuals who have come to users’ site in a 

given time period. So, if I come to their site 20 times in a week, I still only count as a single 

unique visitor. This statistic is important because it tells them their reach, or the total size of the 

audience coming to their site. 

2. Visits are the number of times folks open users’ site in their browser. If I come to their site 20 

times in a week, I count as 20 visits. This is important, too – a high ratio of visits to visitors’ 

means they have got a loyal audience. 

3. Page Views tell them how many pages of their site are viewed in a given period. If I come to 

their site 20 times in a week, viewing 3 pages each time, I count as 60 page views. Page views 

are an indication of just how interested folks are in their site. A high ratio of page views to visits 

likely means an interested audience. 

4. Finally, Referring Source, found under Visitor Segment Performance, tell them where folks are 

coming from. And, users can use the Analysis button to drill further down, viewing keywords 

searched. 

As for Facebook 

For a while it was believed that users could not use straight Google Analytics on a Facebook fan page 

because of how Facebook handles Javascript. However, the folks at WebDigi have done a great 

job creating a workaround. The trick is to include Google Analytics as an image instead of a piece of 
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Javascript. As long as users create an image for each page they want to track, they are able to use 

Google Analyics for tracking the same way they would any page on their Web site. It is like taking a 

flashlight inside a once dark cave. 

Google Analytics shows page by page information about users’ site – ranging from traffic to engagement 

metrics such as time spent on site, etc. It also knows which keywords were used when searching for 

their site/app and more. 

 

Google Analytics’ event tracking capabilities are a bit tedious although it does have Goals that help 

users’ measure success. Its setup process is also simple, atlas for just measuring traffic – just plugin 

some Javascript in the header or footer of their page and they are set. Google Analytics is free but 

limited to 5 million pageviews a month unless the installers have an active Google AdWords account.  

How to setup Google Analytics on your Facebook fan pages 

Users should include Google Analytics as an image instead of setting the standard Javascript. This 

method tracks every visitor to the custom facebook pages on Google Analytics. It required a 

combination of server side cookie management and an additional <img> tag to the bottom of the 

facebook fan page. Here are the steps to get Google Analytics working on users’ facebook fan page. 

1. Setup Google Analytics account. If users already have, create a new website profile. They can 

name it facebook.com or facebook.com/their_page_name. They will finally get their tracking 

code which looks like this UA-3123123-2. 

2. Create custom img tag for each of pages they like to track. EG: contact form, services, products 

etc. Users can use GA’s tool to create the Google Analytics link generator for Facebook pages. 

3. Add the entire custom image html tag from step 2 to the bottom of each Facebook fan page that 

they need to track. 
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That is all there is to it. Google Analytics is not real-time, so users will need to give it some time. 

Approximately a day before one sees the results of their work. 

17.6.3.7 Mixpanel 

Mixpanel is a real-time analytics service that helps improve web apps by tracking user interactions and 

engagements. 

 

 

Developers can track almost anything they want to track, from virility to engagement to revenue and 

their most recent addition of a funnel tracking system makes their solution a compelling one. 

Specifically: 

• Real – time Analytics 

• Extreme custom event tracking 

• Funnel Analysis 

• Macro – level A/B testing 

• REST API that works for any platform 

 

Mixpanel has a control panel interface and a native flash library as well that appeal to many developers. 

It also has a broader appeal than Kontagent (Kontagent is exclusively tracking Facebook apps and 

Facebook Connect). 

Mixpanel is great for tracking arbitrary events on a real-time basis, so users can be aware of any action 

someone takes. This can help them validate the presence or removal of features that may or may not be 

used by their users. Its weakness, however is that it’s not a good tool for analyzing traffic sources to user 

site – something Google Analytics excels at. Also Mixpanel’s setup process is a bit tedious as it requires 

custom integration along each point he wants tracked and it doesn’t have the mobility KISSMetrics 
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offers in modifying/removing funnels. Mixpanel offers pricing per data points. Data points are counted 

overtime an event is tracked with Mixpanel. 

17.6.3.8 KISSMetrics 

KISSMetrics is an analytics tool that provides online businesses the technology to measure what is 

happening and tune their user experience. 

 

KISSMetrics strength lies in funnel analysis. Its users’ centric approach allows users to track people and 

their behavior along each step of the funnel while creating funnels on the fly. This breakdown provides a 

segmented view of their audience to help them understand what works and what does not. 

KISSMetrics setup process is simpler than others but its reporting interface is limited to things like 

funnels and not much useful for the heaps of data that tools like Kontagent provide. All plans come with 

unlimited reports, A/B testing and integration with Google Analytics so users know more about their 

traffic sources and take advantage of other benefits that come with it. 

17.6.4 Retrieving Content from APIs 

17.6.4.1  Overview of all API Methods for retrieving content 

Facebook is the most popular social networking site. Facebook allows users to create their own profile. 

There are three types of profiles depending on the purpose of its creation. The first one is about 

networking, making friends, talk with friends, write small messages in wall or friends’ wall, sharing 

emails, chatting, sharing photos and videos, making discussions, keeping notes, invited friend to parties 

or events and so on, an enormous variety of applications a user can use to ‘connect’. The other two 
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profile types are Fan profile and Like profile. These two profiles can use all the previous applications but 

for different reasons, the first in order to create a fan club and the second one in order to share same 

ideas, beliefs, Likes as Facebook named it. All these applications need APIs to retrieve their content and 

create analytics for policy makers so, in the following paragraphs we are going on describe generally 

Facebook APIs for these reasons.  

Graph API 

At the beginning and before we start our review about provided API methods from Facebook we would 

mention the Graph API which provides programmatic access to all data so users can integrate Platform 

data into their own, custom analytics systems. The Graph API attempts to drastically simplify the way 

developers read and write data to Facebook. It presents a simple, consistent view of the Facebook social 

graph, uniformly representing objects in the graph (e.g., people, photos, events and pages) and the 

connections between them (e.g., friend relationships, shared content, and photo tags). People and 

pages with usernames can be fetched using their username as an ID. Since ‘platform’ is the username 

for the page above, https://graph.facebook.com/platform will return what users expect.  

In this part it is notable to mention that other companies (Coremetrics, Unica, Webtrends), which we 

mention on above as provided Third – Party analytics, extract data from Facebook using this API.  

API Methods 

As for the API methods, the first APIs concerning FQL (Facebook Query Language). Facebook developers 

created this language which looks like SQL and they can access information without creating APIs for 

every Facebook’s attribute. 

Another suite of APIs is about Friends and Groups. As for Friends APIs return information such as 

whether or not two users are friends, the Facebook user IDs of the current users’ Facebook friends, 

users IDs of the current users’ Facebook friends who have authorized the specific calling application or 

who have already connected their Facebook accounts via ‘Facebook Connect’, the names and identifiers 

of any friend lists that users have created and returns the Facebook users IDs of the mutual friends 

between the source users and the target users (For the source users, either the source's users ID can be 

specified or the session key of the logged in users, but not both. The source users must have authorized 

the application). Group API methods are two. The first one called groups.get returns all visible groups 

according to the filters specified. This method can be used to return all groups associated with a user, or 

query a specific set of groups by a list of GIDs. The second API returns membership list data associated 

with a group. 

Next bunch of APIs is about applications which Facebook provides or users’ activities like messages, 

links, notes, notifications, photos and events. So, these APIs return data such as all links users have 

posted on their profile through the application, all of users’ messages and threads from the Inbox, list of 

all of the visible notes written by the specified users, information on outstanding Facebook notifications 

for current session users, all visible users’ photos, metadata about all of the photo albums uploaded by 
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the specified users, set of users tags for all photos, all visible events and membership list data associated 

with an event.  

And last category is about users and specific information about their activities, their status and their 

dashboard. More specific, an API method returns all visible Facebook Pages to the filters specified. This 

may be used to find all Pages of which a user is a fan. Another APIs in this category check whether a 

given user is an admin for a given Facebook Page, if the Facebook Page has added the application or 

whether a user is a fan of a given Page. There are other APIs about users’ status which return users’ 

current and most recent statuses. In addition, Facebook developers created API methods about streams 

and users’ information. These methods retrieve data like all comments associated with a post in a user's 

stream, a wide array of users’ specific information for each users, gets the user ID (uid) associated with 

the current session (this should be stored for the duration of the session, to avoid unnecessary 

subsequent calls to this method), an array of users’ specific information for use by the application itself, 

whether users have granted the application an extended permission and whether users have authorized 

the calling application. Finally, in this team played APIs about users activity which return data such as up 

to the 100 most recent application activities, some or all of the application's global news items, one or 

all of the application's personal news items for a given user and the current set of personal news items 

of the application, for an array of users. 

17.6.4.2  APIs for extracting specified content 

17.6.4.2.1 Retrieve post/photos/videos 

METHOD: photos.get 

Returns all visible photos according to the filters specified. If no such photos are found, the method 

returns an empty photos_get_response element. User-retriever can use this method to find all photos 

that are: 

• Tagged with the subject specified by subj_id. For subj_id, they can pass users’ uid, event's eid, 

group's gid, or Page's page_id. 

• Contained within the album specified by aid. 

• Included in the list of photos specified by pids. 

• Any combination of these three criteria. 

The parameters of this API method are:  

• subj_id: Filter by photos tagged with this user. User-retriever must specify at least one 

of subj_id, aid orpids. The subj_id parameter has no default value, but if he passes one, it must 

be the user's uid (user ID), event's eid, group's gid, or Page's page_id. 

• aid: Filter by photos in this album. User-retriever must specify at least one of subj_id, aid or pids. 

The aid parameter has no default value. The aid cannot be longer than 50 characters. 

• pids: Filter by photos in this list. This is a comma-separated list of pids. User-retriever must 

specify at least one of subj_id, aid or pids. The pids parameter has no default value. 
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• callback: Name of a function to call. This is primarily to enable cross-domain javascript requests 

using the <script> tag, sometimes known as ‘JSONP’. This works with both XML and JSON. 

METHOD: links.get 

Returns all links users have posted on their profile. For desktop applications, this call works only for the 

logged-in user, since that's the only session they have. If User-retriever wants data for other users, make 

an FQL query (fql.query) on the link (FQL) table. The response of this method is an array of link data. 

The parameters of this API method are:  

• callback: Name of a function to call. This is primarily to enable cross-domain JavaScript requests 

using the <script> tag, also known as JSONP, and works with both the XML and JSON formats. 

The function will be called with the response passed as the parameter. 

• Uid: The user ID of the user whose links you want to retrieve. For desktop applications, don't 

specify a uid; keep the default. {{default|the logged-in user}} 

• link_ids: An array of link IDs for the links User-retriever wants to return. 

• limit: The number of links to retrieve, in reverse chronological order, from most recent to oldest. 

{{default|50}} 

METHOD: notes.get 

This method returns a list of all of the visible notes written by the specified users. If users are logged out, 

only publicly viewable notes get returned. For desktop applications, this call works only for the logged-in 

users, since that's the only session User-retriever has. If they want data for other users, make an FQL 

query (fql.query) on the note (FQL) table. 

The parameters of this API method are:  

• callback: Name of a function to call. This is primarily to enable cross-domain JavaScript requests 

using the <script> tag, also known as JSONP, and works with both the XML and JSON formats. 

The function will be called with the response passed as the parameter. 

• uid: The user ID of the user whose notes User-retriever wants to retrieve. For desktop 

applications, don't specify a uid; keep the default. {{default|the logged-in user}} 

METHOD: notifications.get 

This method returns information on outstanding Facebook notifications for current session users. This 

method returns the same set of subelements, whether or not there are outstanding notifications in any 

area. Note that if the unread subelement value is 0 for any of the pokes or shares elements, 

the most_recent element is also 0. Otherwise, the most_recent element contains an identifier for the 

most recent notification of the enclosing type. 

The parameter of this API method is:  
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• callback: Name of a function to call. This is primarily to enable cross-domain JavaScript requests 

using the <script> tag, also known as JSONP, and works with both the XML and JSON formats. 

The function will be called with the response passed as the parameter. 

17.6.4.2.2 Retrieve Comments/likes 

METHOD: stream.getComments 

This method returns all comments associated with a post in a user's stream. This method returns 

comments only if the user who owns the post (that is, the user published the post to his or her profile) 

has authorized your application. The response of this method is an array of comments, where 

each comment contains the fields from the comment (FQL) table. This method is a wrapper for 

comment FQL table, indexed by post_id rather than xid. 

The parameter of this API method is:  

post_id: The ID for the post for which user is retrieving the comments. 

METHOD: comments.get 

Returns all comments for a given XID posted through fb:comments or the Comments Box (which is 

created with the fb:comments (XFBML) tag). This method is a wrapper for the FQL query on the 

comment FQL table. User can specify only one XID with this call. If he wants to retrieve comments for 

multiple XIDs, run fql.query against the comment FQL table. 

The parameter of this API method is:  

• xid: The comment xid that he wants to retrieve. For a Comments Box, he can determine the 

xid on the admin panel or in the application settings editor in the Facebook Developer 

application. User must specify either an xid or an object_id. 

fb:comments 

This is a tool from FBML (FBML enables someone to build Facebook applications that deeply integrate 

into a user's Facebook experience. To use JavaScript within FBML, use FBJS) advanced APIs which 

displays a set of comments for a unique identifier. Facebook handles posting, drawing, and see all pages. 

The fb:comments tag is essentially a Wall for developers to drop on canvas pages and application tabs 

on profiles easily. Using the tag implies a Wall-like comment set exists that can be posted or identified 

by the passed XID. Please note the following: 

Every pageload for posting, see all page, and so forth refetches the configuration from the callback 

urlsupplied. The callbackurl defaults to the page where it was originally found, so the tag should work 

without any extra coding. However, user can point a callbackurl to a special page that can be more 

efficient. Note: If he renders the fb:comments tag from FBJS using setInnerFBML(), he must set 

a callbackurl. 
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An fb_sig_xid parameter is passed to these pages. Facebook looks for this xid. User can use it to short-

circuit your application logic and only output the fb:comments tag with the proper parameters. 

When an action occurs, the page is also passed an fb_sig_xid_action parameter. Currently this can be 

‘post’ or ‘delete’. If user-retriever returns true for the action requested in the fb:comments tag, you can 

assume the action was performed. Note: Facebook redirects immediately to the same page again after 

passing the post to that page - but without the post information. 

The refetch is in the form of a POST to the URL supplied in the callbackurl, mimicking a canvas page. 

User can style fb:comments arbitrarily by using overriding styles and embedding CSS (or using link tags) 

as described in CSS Tips and Tricks. He can turn off the rounded-corners chrome by specifying 

the simpleattribute below. 

Comments can be published to a user's Feed only if the user checks Post comment to my Facebook 

profile. Previously, all comments would be published if developer set the 'publish_feed' parameter to 

true. 

If user-retriever wants to moderate comments before they get posted, set numposts to 0. This hides all 

comments. He can then use comments.get to retrieve all his comments and moderate or filter them as 

needed. 

17.6.4.2.3 Retrieval Methods for Administrators 

METHOD: admin.getMetrics 

Returns values for the application metrics displayed on the Usage and HTTP Request tabs of the 

application's Insights page. 

User can view the metrics in 1-day, 7-day, and 30-day increments over a given date range, which cannot 

exceed 30 days. This way, he can review metrics for all of the 1-day, 7-day, and 30-day periods that end 

within the given date range. 

The list of metrics includes: 

Usage Metrics 

• active_users — The number of active users. 

• api_calls — The number of API calls made by user-retriever application. 

• unique_api_calls — The number of users on whose behalf user’s application made API calls. 

• canvas_page_views — The number of canvas page views. 

• unique_canvas_page_views — The number of users who viewed his application's canvas page. 

• canvas_http_request_time_avg — The average time to fulfill an HTTP request to his 

application's canvas page. 
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• canvas_fbml_render_time_avg — The average time to render FBML on his application's canvas 

page. 

• unique_blocks — The number of users who blocked his application. 1-day only. 

• unique_unblocks — The number of users who unblocked the specific user’s application. 1-day 

only. 

The parameters of this API method are: 

• start_time: A Unix time for the start of the range (inclusive). 

• end_time: A Unix time for the end of the range (inclusive). The end_time cannot be more than 

30 days after the start_time. 

• period: The length of the period, in seconds, during which the metrics were collected. Currently, 

the only supported periods are 86400 (1 day), 604800 (7-days), and 2592000 (30 days). 

• metrics: A JSON-encoded list of metrics to retrieve (e.g. [‘active_users’, ‘canvas_page_views’]). 

• callback: Name of a function to call. This is primarily to enable cross-domain JavaScript requests 

using the <script> tag, also known as JSONP, and works with both the XML and JSON formats. 

The function will be called with the response passed as the parameter. 

METHOD: admin.getRestrictionInfo 

Returns the demographic restrictions for the application. 

The parameters of this API method are: 

• callback: Name of a function to call. This is primarily to enable cross-domain JavaScript requests 

using the <script> tag, also known as JSONP, and works with both the XML and JSON formats. 

The function will be called with the response passed as the parameter. 

METHOD: links.getStats 

Returns information about one or more Facebook Share implementations. 

Because of data caching reasons, user can make this API call only once every 2 minutes for a given Share 

URL. 

Getting Share Statistics Directly from a Browser 

Users can also call link.getStats directly from their browser. To do so, pass this URL: 

http://api.facebook.com/restserver.php?method=links.getStats&urls=facebook.com,developers.facebook.com 

Note: Users must encode the URL. For example, if they want to share 

http://www.facebook.com/connectnews?v=app_4949752878, they would encode it as: 

http%3a%2f%2fwww.facebook.com%2fconnectnews%3fv%3dapp_4949752878 
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The parameter of this method is:  

• URLs: A comma-separated list of Facebook Share URLs for which he/she wants to get data 

 

17.6.5 Conclusion 

 

Facebook Platform 

 Tool/Method Name Tool/Method Description 

Internal Developed Facebook Insights Pages: Daily new fans, daily active fans, daily post 

views, daily post feedback, page views, Interactions 

and Comments (number of likes, comments and wall 

posts per day, number of daily post views, daily post 

feedback, daily shares, feedback per share, reshare 

rate in addition to the number of likes, comments 

and unsubscribes), Post Analytics, Demographics 

(gender, age, country, city and language) 

Applications: Daily active users, daily new users, 

total installed users by number and by percentage 

change, daily Unique Logged-in Widget Viewers, 

total installed users, Demographics (age and 

gender), Permissions, Daily Content Shared via 

Application, including Publish Story, Update Status, 

Post Share and Post Photos, graph of requests, 

including requests accept, Requests Ignore and 

Requests Skip, Referral Traffic to Application. 

Third – Party Tools Coremetrics Measures the role Facebook plays in influencing 

subsequent website visits, behaviors, and 

conversions. 

Omniture Demographics,   traffic metrics such as page views, 

referrals, and time spent on a page. 

Unica How do key influencers use the application vs. the 

average user, Demographics, e.g. how do people at 

various age ranges use the application, Geographic 

location, e.g. how to users from different parts of 

the country or world prefer to use the application, 

Relationships or affiliations, e.g. how to married 
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folks vs. bachelors differ in their preferences for 

using the application. 

Webtrends Views, visits, bounce rates and time on site for 

Facebook shares, ads, apps and custom tabs. 

Kontagent Getting visualizations and filtering. Statistics about 

traffic, virality, engagement, retention, revenue and 

user demographic data. Comprehensive tracking and 

measurement analytics to help them maximize ROI 

for their marketing investments. 

Google Analytics Traffic tool.  Unique Visitors, Visits, Page Views, 

Referring Source. 

MixPanel Event tracking 

KissMetrics Funnels tool 

API Methods (we 

will mention the 

methods which are 

used to retrieve 

content causal from 

user’s interaction 

through post 

activity) 

photos.get     Returns all visible photos according to the filters 

specified. 

links.get Returns all links the user has posted on profile. 

notes.get Returns a list of all of the visible notes written by the 

specified user 

notifications.get Returns information on outstanding Facebook 

notifications for current session user 

stream.getComments This method returns all comments associated with a 

post in a user's stream. 

streamcomments.get Returns all comments for a given XID posted 

through fb: comments or the Comments Box (which 

is created with the fb: comments (XFBML) tag). 

admin.getMetrics Returns values for the application metrics displayed 

on the Usage and HTTP Request tabs of the 

application's Insights page. User can view the 

metrics in 1-day, 7-day, and 30-day increments over 

a given date range, which cannot exceed 30 days. 

This way, he can review metrics for all of the 1-day, 

7-day, and 30-day periods that end within the given 



  

 

admin.getRe

links.getStats

17.7 Delicious 

17.7.1 Introduction 

Delicious is a social bookmarking

acquired by Yahoo! in 2005. Delicious allows users to discover, save, organize and share information 

that they find online like no other service. The concept is simple and genius: users can bookmark any 

page for further reference, quickly find it when they need it using the combination of tags they 

associated the story with; moreover, they can access their bookmarks from any computer because they 

are stored online and share their favorite web pages with anyone.

In fact Delicious hasn’t created analytics. Two months ago, a user expressed his disappointment because 

he wanted to see “just my tags of the day, to count them, but there was no way to do that. I needed to 

know how many bookmarks I had tagged today and I had to count them manually”

users agreed with him and someone else referred him to the page 

http://www.unsungcomposers.com/forum/index.php?action=profile;area=statistics;u=239

similar discussion had been previously. But social media like Delicious with its 

analytics for themselves but they used to analyze blogs, sites even more 

effectiveness. We mean that Delicious used as analytic tool for others with the offering ‘Badges’ and 

other tools internal developed or Third 

Delicious is an especially good tool for marketers. Not only is it an excellent tool for research and data 

mining, but it can also be a great vehicle for driving website traffic 

page(s) of Delicious can deliver large amounts of traffic to a website.

The bookmarking feature of Delicious when compared to social news sites such as Digg and 

Stumbleupon can also lead to a steadier flow of traffic and repeat traffic over time as people return to 

pages they have bookmarked on Delicious.

17.7.2 Internally Developed 

Delicious is a Social Bookmarking service, which means that one can save bookmarks online, share them 

with other people, and see what other people are bookmarking. It also means that one can v
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date range. 

admin.getRestrictionInfo Returns the demographic restrictions for the 

application. 

links.getStats Returns information about one or more Facebook 

Share implementations. 

social bookmarking web service for storing, sharing, and discovering

Delicious allows users to discover, save, organize and share information 

that they find online like no other service. The concept is simple and genius: users can bookmark any 

nce, quickly find it when they need it using the combination of tags they 

associated the story with; moreover, they can access their bookmarks from any computer because they 

are stored online and share their favorite web pages with anyone. 

s hasn’t created analytics. Two months ago, a user expressed his disappointment because 

tags of the day, to count them, but there was no way to do that. I needed to 

know how many bookmarks I had tagged today and I had to count them manually”

users agreed with him and someone else referred him to the page  

http://www.unsungcomposers.com/forum/index.php?action=profile;area=statistics;u=239

similar discussion had been previously. But social media like Delicious with its 

analytics for themselves but they used to analyze blogs, sites even more social networks, to count their 

effectiveness. We mean that Delicious used as analytic tool for others with the offering ‘Badges’ and 

or Third – Party.  

Delicious is an especially good tool for marketers. Not only is it an excellent tool for research and data 

mining, but it can also be a great vehicle for driving website traffic – articles that make it to the popular 

s can deliver large amounts of traffic to a website. 

The bookmarking feature of Delicious when compared to social news sites such as Digg and 

lead to a steadier flow of traffic and repeat traffic over time as people return to 

y have bookmarked on Delicious. 

Developed Analytics  

Delicious is a Social Bookmarking service, which means that one can save bookmarks online, share them 

with other people, and see what other people are bookmarking. It also means that one can v
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Returns the demographic restrictions for the 

Returns information about one or more Facebook 

discovering web bookmarks. It 

Delicious allows users to discover, save, organize and share information 

that they find online like no other service. The concept is simple and genius: users can bookmark any 

nce, quickly find it when they need it using the combination of tags they 

associated the story with; moreover, they can access their bookmarks from any computer because they 

s hasn’t created analytics. Two months ago, a user expressed his disappointment because 

tags of the day, to count them, but there was no way to do that. I needed to 

know how many bookmarks I had tagged today and I had to count them manually” he said. Many other 

http://www.unsungcomposers.com/forum/index.php?action=profile;area=statistics;u=239 in which 

similar discussion had been previously. But social media like Delicious with its purpose do not use 

social networks, to count their 

effectiveness. We mean that Delicious used as analytic tool for others with the offering ‘Badges’ and 

Delicious is an especially good tool for marketers. Not only is it an excellent tool for research and data 

articles that make it to the popular 

The bookmarking feature of Delicious when compared to social news sites such as Digg and 

lead to a steadier flow of traffic and repeat traffic over time as people return to 

Delicious is a Social Bookmarking service, which means that one can save bookmarks online, share them 

with other people, and see what other people are bookmarking. It also means that one can view the 
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most popular bookmarks being saved at the moment across many areas of interest. In addition, 

Delicious’ search and tagging tools help keep track of a user’s entire bookmark collection and find new 

bookmarks. Finally, user can see for a specified bookmark the number of people which have been 

bookmarked.  

Delicious Search 

Delicious provides search feature. It lets users search the context of the page they are on. Quite simply, 

if users are looking at a specific user's bookmarks, they can search others’ bookmarks. If users are 

looking at a specific tag, they can search only items with that tag. Delicious also lets users search tag 

intersections as well as user and tag. All a user has to do is select ‘These Bookmarks’ from the search box 

dropdown and experiment, it's much easier to do than explain. 

The other feature is the ability to search users’ networks bookmarks, just as easily as they'd search their 

own. So if users are trying to find a bookmark from someone in their network, they can pick ‘My 

Network's Bookmarks’ from the dropdown and search away. 

There are many novelties in this search, starting with speed. It is much faster.  

Developers added new features to make it easier to find users’ bookmarks or those of the rest of the 

Delicious community. 

 

A. Timeline Search: Users can search a specific timeline (e.g. six months). Let’s say they know when 

an event (e.g. presidential election) occurred in the past six months. Now they can search for 

just the past six months and see a graph of the saves over the selected timeframe. 

B. Search Suggestions: Leveraging the Search Assist technology developed by Yahoo! as users start 

typing Delicious provides suggested queries. 

C. Tag Filters: Users can remove results with a specific tag. 
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So as we mention there is not a tool like this which has Facebook or YouTube but there is a plethora of 

‘Badges’ or tools that users can count their bookmarks, save bookmarks and so on, in general tools in 

which they can retrieve content. We will present them below: 

• Linkrolls – An official widget from Delicious that will show their latest bookmarks on their blog 

or site. 

• Tagometer Badge – Powered directly by Delicious, this badge will show off his tags and how 

many saves they have made to each. 

• Tagrolls – The official tag cloud from Delicious that they can post on their site or blog to show 

off their various tags and allow people to explore them. 

• Del.icio.us Url – Enter a URL to see its history on Del.icio.us. 

17.7.3  Third – Party Analytic Tools 

In this section we will present some tools that allow users to manage with a better way their bookmarks. 

• Packrati.us – A simple service that allows users to bookmark to Delicious from Twitter. 

• Fresh del.icio.us – Is an application for most operating systems that checks users’ bookmarks for 

broken links. 

• del.icio.us network explorer – View the relationships between people on del.icio.us. 

• Delicious Soup – Play with the relationships between users’ tags. Analyze their bookmarks by 

visualizing tag relations in the form of soup blobs 

• extisp.icio.us – View users’ tag cloud in different ways. 

• Cloudalicious – View a graph of the tagging history of a URL. 

• Yummy Tag Buffet – View a dynamic timeline of users’ bookmarks and tags. 

• del.icio.us direc.tor – Allows users to view their bookmark tags in a hierarchy and then sort them 

by name, tags or time created.  

• Bookmarks Insuggest – Analyzes user’s online bookmarks and recommend other bookmarks that 

matches his taste.  

• Services Delicious – Is a client for the REST-based web service of del.icio.us. It allows user to 

select, add and delete his bookmarks from any PHP script. He does not need to worry about the 

XML that is sent or how to build the REST urls.  

• Graph del.icio.us subscriptions network – Browse the network of del.icio.us users as defined by 

their inbox subscription lists.  

17.7.4 Retrieving Content from APIs 

17.7.4.1 Overview of all API Methods for retrieving content 

Delicious is a bookmarking social media. Users can bookmark articles and tag them. According to 

Delicious, API methods have been created. The API provides read/write access to Delicious bookmarks 

and tags via an HTTP-based interface. The RESTful API returns responses in XML.We will pay more 

attention in this paragraph in APIs in which users wants to retrieve information. Delicious consists of 

nine APIs. We will sort them in three categories which are the post (includes six APIs), the tag (two APIs) 
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and the bundle category (one API). The post category APIs return the new items in users’ inbox, the 

most recent posts by date, a list of dates with the number of posts at each date and all posts. The 

second category APIs return a list of popular tags, recommended tags for a user and a list of tags and 

number of times used by a user. Last but not least, Bundles/All API retrieves all of users’ bundles.   

17.7.4.2 APIs for extracting specified content 

Delicious because of the way it functions does not have methods which are used to retrieve content 

from users’ posting activity, such as comments, views, ratings etc, like is happening in other social 

media.  

17.7.4.3  Third – Party API 

In terms of the bookmark API competition, imitation is the sincerest form of flattery. A list of the tools 

follows: 

17.7.4.3.1 Blue Dot API 

Blue Dot API – Blue Dot is a free Web site that allows users to find, save and share interesting Web 

content with friends and family. The company’s technology lets users quickly communicate and share 

information on a wide range of topics in a way that can be easily incorporated into their daily activities.  

17.7.4.3.2 BibSonomy 

BibSonomy – BibSonomy is a system for sharing bookmarks and lists of literature. BibSonomy provides a 

web service using REST. Users can use the provided client library, written in Java, to access the API or 

users can directly interact with the web service if they would like to write a client in a language other 

than Java.  

17.7.4.3.3 GroupMe 

GroupMe – Extends the idea of social tagging systems like Del.icio.us, Flickr or BibSonomy by introducing 

the group dimension. The foundation of social tagging systems is folksonomies. A folksonomy is just a 

collection of tag assignments. Over time it is likely that semantics emerge – tags that are often assigned 

to the same resources may be synonyms. With GroupMe's approach of taggable groups we extend tag 

assignments with a group dimension.  

17.7.4.3.4 hbookmark 

hbookmark is a way to archive and sort links via twitter. The purpose of the hbookmark API is to expose 

hbookmark's functionalities through HTTP-based GET requests. The API supports the following requests 

to retrieve and search bookmarks than have been tagged ‘#bm’ on twitter: bookmarks, tagged, tags, 

search, bookmarkedby. Responses are formatted in JSON.  

17.7.4.3.5 Read It Later API 

The Read It Later API allows for applications that interact with Read It Later. Read It Later is a service 

that allows users to save web pages to read or use later. The API can be used to build a full featured 
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Read It Later client for any platform, mashup reading list data, or allow users to save pages to their list 

from an application. The API can be used in both free and commerical applications.  

 

17.7.5 Conclusion 

 

Delicious Platform 

 Tool/Method Name Tool/Method Description 

Internal Developed 

(Delicious has not analytics 

with the strict definition of 

Analytic Tools but there are 

some services about 

searching in Delicious and 

others which we will 

present next. Of course 

should be better if Delicious 

supported analytics for its 

users taking into 

consideration their 

complaints) 

Delicious Search Search the context of the page he is on 

(looking for a specific user's bookmarks, 

search others’ bookmarks. If user is 

looking at a specific tag, he can search 

only items with that tag.), search a user 

network's bookmarks. 

Linkrolls Show user's latest bookmarks. 

Tagometer Badge Show user's tags and how many saves 

he has made to each. 

Tagrolls Show off user's various tags and allow 

people to explore them. 

Del.icio.us URL Url's history 

Third – Party Tools del.icio.us network explorer View the relationships between people 

on 

del.icio.us. Delicious Soup Play with the relationships between 

user’s tags. Analyze his bookmarks by 

visualizing tag relations in the form of 

soup blobs. 

extisp.icio.us View user’s tag cloud in different ways. 

Cloudalicious View a graph of the tagging history of a 

URL. 

Yummy Tag Buffet View a dynamic timeline of user’s 

bookmarks and tags. 



  

 

del.icio.us direc.tor

Insuggest

del.icio.us subscriptions 

network

API Methods (we will 

mention the methods which 

are used to retrieve content 

causal from user’s 

interaction through post 

activity) 

Delicious because of the way 

it functions does not have 

methods which are used to 

retrieve content from user’s 

posting activity, such as 

comme

etc, like is happening in 

other social media.

 

17.8 Flickr 

17.8.1 Introduction 

One of the largest photo-sharing sites on the planet (powered by Yahoo), Flickr offers users the ability to 

organize their images in albums, host, share, comment 

photos they (and their fellow users) have taken and uploaded to the site.

For these reasons in the following subsections we are going to describe the statistics that Flickr or other 

Third – Party provide. Also we will mention shortly internal developed API methods for retrieving 

content generally and more specific we will describe some APIs which is used to retrieve data related to 

users’ interaction through its posting the activities. The major activity in Fl

and that is why we will start our description with some methods about retrieving information from them 

and then we will continue our description with methods about comments and views, related to users’ 

interaction.  Lastly, we will present shortly the most important information concernimg analytics and 

APIs using a table. 
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del.icio.us direc.tor Allows user to view his bookmark tags 

in a hierarchy and then sort them by 

name, tags or time cr

Insuggest Analyzes user’s online bookmarks and 

recommend other bookmarks that 

match his taste. 

del.icio.us subscriptions 

network 

Browse the network of del.icio.us users 

as defined by their inbox subscription 

lists. 

Delicious because of the way 

it functions does not have 

methods which are used to 

retrieve content from user’s 

posting activity, such as 

comments, views, ratings 

etc, like is happening in 

other social media. 

sharing sites on the planet (powered by Yahoo), Flickr offers users the ability to 

organize their images in albums, host, share, comment upon, print and order merchandise featuring the 

photos they (and their fellow users) have taken and uploaded to the site. 

For these reasons in the following subsections we are going to describe the statistics that Flickr or other 

o we will mention shortly internal developed API methods for retrieving 

content generally and more specific we will describe some APIs which is used to retrieve data related to 

users’ interaction through its posting the activities. The major activity in Flickr’s case is uploading photos 

and that is why we will start our description with some methods about retrieving information from them 

and then we will continue our description with methods about comments and views, related to users’ 

we will present shortly the most important information concernimg analytics and 
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Allows user to view his bookmark tags 

in a hierarchy and then sort them by 

name, tags or time created. Bookmarks 

Analyzes user’s online bookmarks and 

recommend other bookmarks that 

 

Browse the network of del.icio.us users 

as defined by their inbox subscription 

- 

sharing sites on the planet (powered by Yahoo), Flickr offers users the ability to 

upon, print and order merchandise featuring the 

For these reasons in the following subsections we are going to describe the statistics that Flickr or other 

o we will mention shortly internal developed API methods for retrieving 

content generally and more specific we will describe some APIs which is used to retrieve data related to 

ickr’s case is uploading photos 

and that is why we will start our description with some methods about retrieving information from them 

and then we will continue our description with methods about comments and views, related to users’ 

we will present shortly the most important information concernimg analytics and 
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17.8.2 Internally Developed Analytics 

17.8.2.1 Flickr Stats 

Flickr created statistics feature which can really help users understand which of their photographs are 

getting viewed, and how people are finding them, which can help they evaluate their library’s use Flickr, 

and help them use it more effectively.  

Stats on Flickr are designed to give them insight into the ways that people are finding their photos. 

There are stats available for people surfing on Flickr itself – where the referrer is flickr.com – and stats 

about people coming from other websites. We can show you the sorts of things people search for on 

search engines where particular users photos turn up, and tell them how many views their photos have. 

After users have Stats enabled, they can use the 'Photo Stats' or 'Video Stats' link, shown as a little bar 

graphic with the view count right next to it, on their photo page to see Stats data for that image.  

There are a few different parts of Flickr Stats. The first thing users will see is a graph of recent daily 

activity, showing the number of image views each day. By hovering over the dot for any day, they will 

see the number of times their Flickr images have been viewed, as well as the number of comments 

added to their images, and the number of times someone has marked one of their images as a favorite. 

 

There is also a chart of statistics for View Counts for users’ photostream, photos, sets and collections, 

for the previous day, the previous week, the current week and for all time. 

But the most interesting report is the two lists of users’ most popular photographs for the past week 

and for all time. Users can click on the ‘All Photos’ link at the bottom of the list for more sort options. 
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There are also referrer statistics that show how people found a user’s pictures, whether that was from 

within Flickr, from a search engine, or linked from another website. This particular user gets these 

statistics for his/her whole collection, as well as for each individual picture. These are quite detailed, and 

show him/her what search terms were used to find each photograph. This can help the user to see if 

his/her images are reaching the right audience, and also help hi/her to improve the way he/she titles, 

describes and tags his/her images. 

 

17.8.3  Third – Party Analytic Tools 

An overview is provided for how to use search engine tools designed specifically to find pictures. The top 

five search tools for finding Flickr images are designed to help teachers and students locate just the right 

image for use in any subject area and project. Without these tools, finding the right image on this image 

hosting site is often an impossible, or at least a tedious, task. The value of this site is its ability to provide 

digital pictures which are often impossible for a teacher to obtain any other way. 

Like everything else on the internet, trying to find something is like trying to find a needle in a haystack. 

This is where the top five search tools become valuable resources for teachers and students trying to 

find images. These search engines are specifically designed to search more than three billion pictures on 

the Flickr hosting site. 

Search Engine Tools: Finding the Right Digital Image 
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17.8.3.1 Top Galaxy 

Tag Galaxy – is a search engine tool which provides an exceptional visual experience when searching for 

images. Searches begin with entering an initial keyword or tag related to desired search, for example 

‘algebra’. This tag will be appeared as an image of the sun in the solar system, with planets circling the 

sun. Clicking on this sun displays all the images related the search tag. 

After clicking on the sun image sphere, all the Flickr digital pictures related to the ‘algebra’ tag appear. 

The sphere can be rotated in any direction to find a possible image. Clicking on a selected image 

provides a preview and an additional click leads to the web page containing the desired image. 

An advanced search feature is available by selecting one of the planets circling the sun. Each planet 

shows an additional keyword or tag related to the initial search tag. Clicking on this planet narrows the 

search to fewer related images. Continuing this advanced search technique will narrow the search for a 

more efficient search. 

17.8.3.2 Flickr Ralated Tag Browser 

Flickr Related Tag Browser – is a site that offers the ability to surf Flickr's keywords or tags. These tags 

or keywords are used to classify images in the database. This search engine tool also provides a list of 

related tags, based on clustered usage analysis. 

To begin a search, type in a keyword or tag related in the search box. A search results in an image box 

containing an initial 30 images, which is surrounded by a cluster of over 20 related keywords or tags. 

Selecting one of these related tags results in another 30 digital pictures in this refined search. Search 

refinement can continue as necessary. 

17.8.3.3 Picishare 

Picishare – is a search engine tool which provides a good alternative to using standard digital image 

search tools. Basic searches begin with typing a specific keyword or tag in the search box. Another 

feature allows sorting of digital pictures found by the search engine by relevance, interesting, date 

taken, or date posted with up to 100 items per page. Selecting an image to preview leads to the Flickr 

page containing the image. 

Image Search: Finding Flickr Images and Pictures Based on Interests 

Often a search is based on specific interests, topics, and ideas for use in the classroom. This is where the 

following two search engine tools support teachers and students searching Flickr for these pictures. 

17.8.3.4 LiteFlickr 

LiteFlickr – begins with showing the most interesting items uploaded on Flickr for the current day. A 

search box permits a search for a specific keyword or tag. An initial 80 images appear which can then be 

sorted by recent, interesting, and relevant items related to the search. Clicking on the next button 

allows viewing an additional related 80 items. 
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17.8.3.5 Multicolr Search Lab 

Multicolr Search Lab – offers the ability to search through 10 million of Flickr’s most interesting and 

creative commons pictures based on color. This is ideal for art classes or any other subject in which color 

specific images are needed. To begin a search, select a color or multiple colors from the site’s color 

palette. An initial 50 items appear which visually represent the color selected, with more available by 

clicking on the next button. 

17.8.4 Retrieving Content from APIs 

17.8.4.1  Overview of all API Methods for retrieving content 

Flickr is an image and video hosting website in which a user can organize the images in albums, put them 

tags related to their content, tag appearing person in them, making comments, mark them as favorites 

and much more. The aim of all these is a common place to host them and watch them all the concerned 

and many others, sharing them, as sharing memories, experiences and finally, communication. To 

achieve all these, or much better the knowledge whether or not they achieved their goals are 

represented from the following APIs. It’s about API methods in which users can retrieve significant 

information about activity, blogs, collections, commons, contacts, favorites, galleries, groups, 

machinetags, panda, people, photos, places, stats, tags and URLs.These properties we intend to 

categorize and present the API methods after we mention what the Flickr’s API is sbout.  

The Flickr API consists of a set of callable methods, and some API endpoints. To perform an action using 

the Flickr API, users need to select a calling convention, send a request to its endpoint specifying a 

method and some arguments, and will receive a formatted response. All request formats, listed on 

the Flickr’s API index page, take a list of named parameters. The REQUIRED parameter method is used to 

specify the calling method. The REQUIRED parameter api_key is used to specify users’ API Key. The 

optional parameter format is used to specify a response format. The arguments, responses and error 

codes for each method are listed on the method's specification page. Note: The Flickr API exposes 

identifiers for users, photos, photoset and other uniquely identifiable objects. These IDs should always 

be treated as opaque strings, rather than integers of any specific type. The format of the IDs can change 

over time, so relying on the current format may cause problems in the future. 

Returning to API methods we will start with ‘Activity’ APIs, they return a list of recent activity on photos 

commented on/belonging to the calling user. The ‘Blogs’ APIs concerned a list of coinfigured blogs for 

the calling user and a list of Flickr supported blogging services. The ‘Collection’ APIs return information 

for a single collection (can be called by the collection owner, this may change) or a tree (or sub tree) of 

collections belonging to a given user. As for ‘Common’ API retrieves a list of the current Commons 

institutions. The ‘Contacts’ APIs return list of contacts for users. The API methods about ‘Favorites’ 

return a list of favorite photos either public or under users’ permission. Another API methods category is 

‘Galleries’ which return the list of galleries created by a user or the list of galleries to which a photo has 

been added (at any case sorted by date). Also ‘Group’ APIs usually browse in order to find groups and 

sub-categories and get information about them, search for only 18+ groups and authenticate them and 

get list of group’s members. The ‘MachineTags’ APIs are more technically retrieves they return 
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information like a list of unique namespaces, optionally limited by a given predicate, a list of unique 

namespace and predicate pairs, optionally limited by predicate or namespace (in alphabetical order 

both), fetch recently used (or created) machine tags values and return a list of unique values for a 

namespace and predicate. In addition, some other APIs is about ‘People’. Some important functions 

which these API methods execute, return a user's NSID, given their email address or username, get 

information about a user, return photos from the given user's photostream, a list of photos containing a 

particular Flickr member and a list of public groups a user is a member of. 

We continue our report about API methods, which are created by Flickr and users can retrieve 

significant data, with the major category ‘Photos’. Using APIs, users can return all visible sets and pools 

the photo belongs to, next and previous photos for a photo in a photostream, the list of people who 

have favorited a given photo, a list of their photos that are not part of any sets and a list of the latest 

public photos uploaded to Flickr. Also users can fetch a list of recent photos from the calling users' 

contacts and a list of recent public photos from users' contacts. Some more API’s action are about 

getting information about a photo and permissions for a photo, return a list of the authenticated users’ 

photos with no tags or geo-tagged photos or users’ photos which haven't been geo-tagged. APIs can do 

customized photo searching matching some criteria. Finally, some more APIs methods are about: 

returning the comments for a photo, the list of photos belonging to users’ contacts that have been 

commented on recently, getting the geo data for a photo or permissions for who may view geo data for 

a photo, returning a list of photos for users at a specific latitude, longitude and accuracy, getting a list of 

people in a given photo, get information about a photoset or the list of photos in a set and returning the 

comments for a photoset.  

In this paragraph we are going to finish with Flickr’ APIs, analyzing methods about ‘Places’, ‘Stats’, ‘Tags’ 

and ‘URLs’. ‘Places’ category is not about a geocoder. It is designed to allow users to find photos for 

‘places’ and will round up to the nearest place type to which corresponding place IDs apply. For 

example, if the client passes it a street level address it will return the city that contains the address 

rather than the street, or building, itself. It will also truncate latitudes and longitudes to three decimal 

points. So these APIs mostly return a list of place IDs for a query string, a place ID for a latitude, 

longitude and accuracy triple, return a list of locations with public photos that are parented by a Where 

on Earth (WOE) or Places ID, get information about a place, fetch a list of available place types for Flickr, 

return top lists with the most geotagged places for a day, unique places clustered by a given placetype 

for a user's contacts, unique places clustered by a given placetype for a user and unique tags for a Flickr 

Places or Where on Earth (WOE) ID. As for ‘Stats’ APIs, they cannot do nothing more than statistics 

about referrers and number of views (in general or by a given date) and comments on collections, 

photosets, photos and photostreams. The ‘Tags’ APIs are using about returning lists of photos or 

clusters for a given tag cluster or a giver tag in correspondence, returning hot tags for a giver period, tag 

list for a photo or a user, popular tags for a given user and a list of tags 'related' to the given tag, based 

on clustered usage analysis. ‘Url’ API methods is the final category, with these APIs we extract 

information about URLs to a group's page, to users’ photos and to users’ profile. 
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All these APIs help users to control their account and also to give the necessary knowledge about their 

possible influence to others in order to improve their image and making/creating their own policy. 

17.8.4.2  APIs for extracting specified content 

In this part we will start describing APIs from two categories. We will start with APIs in which users can 

retrieve data about the major Flickr’s feature, the photos. In the other subsection we will describe 

methods in which users can extract information related to the interaction with other users. This 

interaction can be measured with APIs which are retrieving comment and views from photo, photosets, 

galleries and other activities in Flickr.  

17.8.4.2.1 Retrieve photo information 

METHOD: flickr.photos.search 

This method returns a list of photos matching some criteria. Only photos visible to the calling user will 

be returned. To return private or semi-private photos, the caller must be authenticated with ‘read’ 

permissions, and have permission to view the photos. Unauthenticated calls will only return public 

photos. This method does not require authentication. 

The required parameter that it has is: 

• api_key: User API application key.  

The optional parameters that it has are: 

• user_id: The NSID of the user who's photo to search. If this parameter is not passed then 

everybody's public photos will be searched. A value of ‘me’ will search against the calling user's 

photos for authenticated calls. 

• tags: A comma-delimited list of tags. Photos with one or more of the tags listed will be returned. 

User can exclude results that match a term by prepending it with a - character. 

• tag_mode: Either ‘any’ for an OR combination of tags, or ‘all’ for an AND combination. Defaults 

to ‘'any’ if not specified. 

• text: A free text search. Photos who's title, description or tags contain the text will be returned. 

User can exclude results that match a term by prepending it with a - character. 

• min_upload_date: Minimum upload date. Photos with an upload date greater than or equal to 

this value will be returned. The date can be in the form of a unix timestamp or mysql datetime. 

• max_upload_date: Maximum upload date. Photos with an upload date less than or equal to this 

value will be returned. The date can be in the form of a unix timestamp or mysql datetime. 

• min_taken_date: Minimum taken date. Photos with a taken date greater than or equal to this 

value will be returned. The date can be in the form of a mysql datetime or unix timestamp. 

• max_taken_date: Maximum taken date. Photos with an taken date less than or equal to this 

value will be returned. The date can be in the form of a mysql datetime or unix timestamp. 

• license: The license id for photos. Multiple licenses may be comma-separated. 
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• sort: The order in which to sort returned photos. Deafults to date-posted-desc (unless user is 

doing a radial geo query, in which case the default sorting is by ascending distance from the 

point specified). The possible values are: date-posted-asc, date-posted-desc, date-taken-asc, 

date-taken-desc, interestingness-desc, interestingness-asc, and relevance. 

• privacy_filter: Return photos only matching a certain privacy level. This only applies when 

making an authenticated call to view photos user own. Valid values are: 

o 1 public photos 

o 2 private photos visible to friends 

o 3 private photos visible to family 

o 4 private photos visible to friends & family 

o 5 completely private photos 

• bbox: A comma-delimited list of 4 values defining the Bounding Box of the area that will be 

searched. The 4 values represent the bottom-left corner of the box and the top-right corner, 

minimum_longitude, minimum_latitude, maximum_longitude, maximum_latitude. Longitude 

has a range of -180 to 180, latitude of -90 to 90. Defaults to -180, -90, 180, 90 if not specified. 

Unlike standard photo queries, geo (or bounding box) queries will only return 250 results per 

page. Geo queries require some sort of limiting agent in order to prevent the database from 

crying. This is basically like the check against ‘parameterless searches’ for queries without a geo 

component. A tag, for instance, is considered a limiting agent as are user defined 

min_date_taken and min_date_upload parameters – If no limiting factor is passed Flickr returns 

only photos added in the last 12 hours.  

• Accuracy: Recorded accuracy level of the location information. Current range is 1 – 16: 

o World level is 1 

o Country is ~3 

o Region is ~6 

o City is ~11 

o Street is ~16 

Defaults to maximum value if not specified. 

• safe_search: Safe search setting: 

o 1 for safe. 

o 2 for moderate. 

o 3 for restricted. 

Note: Un-authed calls can only see Safe content. 

• content_type: Content Type setting: 

o 1 for photos only. 

o 2 for screenshots only. 

o 3 for 'other' only. 

o 4 for photos and screenshots. 

o 5 for screenshots and 'other'. 

o 6 for photos and 'other'. 
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o 7 for photos, screenshots, and 'other' (all). 

• machine_tags: Aside from passing in a fully formed machine tag, there is a special syntax for 

searching on specific properties : 

o Find photos using the 'dc' namespace : "machine_tags" => "dc:" 

o Find photos with a title in the 'dc' namespace : "machine_tags" => "dc:title=" 

o Find photos titled "mr. camera" in the 'dc' namespace : "machine_tags" => 

"dc:title=\"mr. camera\" 

o Find photos whose value is "mr. camera" : "machine_tags" => "*:*=\"mr. camera\"" 

o Find photos that have a title, in any namespace : "machine_tags" => "*:title=" 

o Find photos that have a title, in any namespace, whose value is "mr. camera" 

: "machine_tags" => "*:title=\"mr. camera\"" 

o Find photos, in the 'dc' namespace whose value is "mr. camera" : "machine_tags" => 

"dc:*=\"mr. camera\"" 

Multiple machine tags may be queried by passing a comma-separated list. The number of 

machine tags user can pass in a single query depends on the tag mode (AND or OR) that he 

is querying with. ‘AND’ queries are limited to (16) machine tags. ‘OR’ queries are limited to 

(8). 

• machine_tag_mode: Either 'any' for an OR combination of tags, or 'all' for an AND combination. 

Defaults to 'any' if not specified. 

• group_id: The id of a group who's pool to search. If specified, only matching photos posted to 

the group's pool will be returned. 

• contacts: User searches his contacts. Either 'all' or 'ff' for just friends and family. (Experimental) 

• woe_id: A 32-bit identifier that uniquely represents spatial entities. (Not used if bbox argument 

is present). Geo queries require some sort of limiting agent in order to prevent the database 

from crying. This is basically like the check against ‘parameterless searches’ for queries without 

a geo component. A tag, for instance, is considered a limiting agent as are user defined 

min_date_taken and min_date_upload parameters &emdash; if no limiting factor is passed 

Flickr returns only photos added in the last 12 hours. 

• place_id: A Flickr place id. (Not used if bbox argument is present). Geo queries require some sort 

of limiting agent in order to prevent the database from crying. This is basically like the check 

against ‘parameterless searches’ for queries without a geo component. A tag, for instance, is 

considered a limiting agent as are user defined min_date_taken and min_date_upload 

parameters &emdash; if no limiting factor is passed Fickr returns only photos added in the last 

12 hours.  

• media: Filter results by media type. Possible values are all (default), photos or videos. 

• has_geo: Any photo that has been geotagged, or if the value is ‘0’ any photo that has not been 

geotagged. Geo queries require some sort of limiting agent in order to prevent the database 

from crying. This is basically like the check against ‘parameterless searches’ for queries without 

a geo component. A tag, for instance, is considered a limiting agent as are user defined 

min_date_taken and min_date_upload parameters &emdash; if no limiting factor is passed 

Flickr returns only photos added in the last 12 hours. 
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• geo_context: Geo context is a numeric value representing the photo's geotagginess beyond 

latitude and longitude. For example, user may wish to search for photos that were taken 

‘indoors’ or ‘outdoors’. The current list of context IDs is: 

o 0: not defined. 

o 1: indoors. 

o 2: outdoors. 

Geo queries require some sort of limiting agent in order to prevent the database from crying. 

This is basically like the check against ‘parameterless searches’ for queries without a geo 

component. A tag, for instance, is considered a limiting agent as are user defined 

min_date_taken and min_date_upload parameters &emdash; if no limiting factor is passed 

Flickr returns only photos added in the last 12 hours. 

• lat: A valid latitude, in decimal format, for doing radial geo queries. Geo queries require some 

sort of limiting agent in order to prevent the database from crying. This is basically like the check 

against ‘parameterless searches’ for queries without a geo component. A tag, for instance, is 

considered a limiting agent as are user defined min_date_taken and min_date_upload 

parameters &emdash; if no limiting factor is passed Flickr returns only photos added in the last 

12 hours. 

• lon: A valid longitude, in decimal format, for doing radial geo queries. Geo queries require some 

sort of limiting agent in order to prevent the database from crying. This is basically like the check 

against ‘parameterless searches’ for queries without a geo component. A tag, for instance, is 

considered a limiting agent as are user defined min_date_taken and min_date_upload 

parameters &emdash; if no limiting factor is passed Flickr returns only photos added in the last 

12 hours. 

• radius: A valid radius used for geo queries, greater than zero and less than 20 miles (or 32 

kilometers), for use with point-based geo queries. The default value is 5 (km). 

• radius_units: The unit of measure when doing radial geo queries. Valid options are ‘mi’ (miles) 

and ‘km’ (kilometers). The default is ‘km’. 

• in_gallery: Limit the scope of the search to only photos that are in a gallery? Default is false, 

search all photos. 

• is_getty: Limit the scope of the search to only photos that are for sale on Getty. Default is false. 

• Extras: A comma-delimited list of extra information to fetch for each returned record. Currently 

supported fields are: description,  license, date_upload,  date_taken,  owner_name,  

icon_server,  original_format,  last_update, geo,  tags, machine_tags,  o_dims, views, media, 

 path_alias, url_sq, url_t, url_s, url_m, url_o. 

• per_page: Number of photos to return per page. If this argument is omitted, it defaults to 100. 

The maximum allowed value is 500. 

• page: The page of results to return. If this argument is omitted, it defaults to 1. 

METHOD: flickr.people.getPhotos 
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Return photos from the given user's photostream. Only photos visible to the calling user will be 

returned. This method must be authenticated; to return public photos for a user, 

useflickr.people.getPublicPhotos. 

The required parameters for this API are:  

• api_key: User’s API application key.  

• user_id: The NSID of the user who's photos to return. A value of ‘me’ will return the calling 

user's photos. 

The optional parameters for this API are:  

• safe_search: Safe search setting: 

o 1 for safe. 

o 2 for moderate. 

o 3 for restricted. 

Note: Un-authed calls can only see Safe content. 

• min_upload_date: Minimum upload date. Photos with an upload date greater than or equal to 

this value will be returned. The date should be in the form of a unix timestamp. 

• max_upload_date: Maximum upload date. Photos with an upload date less than or equal to this 

value will be returned. The date should be in the form of a unix timestamp. 

• min_taken_date: Minimum taken date. Photos with an taken date greater than or equal to this 

value will be returned. The date should be in the form of a mysql datetime. 

• max_taken_date: Maximum taken date. Photos with an taken date less than or equal to this 

value will be returned. The date should be in the form of a mysql datetime. 

• content_type: Content Type setting: 

o 1 for photos only. 

o 2 for screenshots only. 

o 3 for 'other' only. 

o 4 for photos and screenshots. 

o 5 for screenshots and 'other'. 

o 6 for photos and 'other'. 

o 7 for photos, screenshots, and 'other' (all). 

• privacy_filter: Return photos only matching a certain privacy level. This only applies when 

making an authenticated call to view photos user own. Valid values are: 

o 1 public photos 

o 2 private photos visible to friends 

o 3 private photos visible to family 

o 4 private photos visible to friends & family 

o 5 completely private photos 

• extras: A comma-delimited list of extra information to fetch for each returned record. Currently 

supported fields are: description,  license, date_upload,  date_taken,  owner_name, 
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 icon_server,  original_format,  last_update,  geo,  tags,  machine_tags,  o_dims,  views, 

media, path_alias, url_sq, url_t, url_s, url_m, url_o. 

• per_page: Number of photos to return per page. If this argument is omitted, it defaults to 100. 

The maximum allowed value is 500. 

• page: The page of results to return. If this argument is omitted, it defaults to 1. 

METHOD: flickr.photos.getInfo 

Get information about a photo. The calling user must have permission to view the photo. This method 

does not require authentication. 

The required parameters for this API are:  

• api_key: User’s API application key. 

• photo_id: The id of the photo to get information for. 

The optional parameter for this API is:  

• secret: The secret for the photo. If the correct secret is passed then permissions checking is 

skipped. This enables the 'sharing' of individual photos by passing around the id and secret. 

METHOD: flickr.photos.people.getList 

Get a list of people in a given photo. This method does not require authentication.  

The required parameters for this API are:  

• api_key: User’s API application key.  

• photo_id: The id of the photo to get a list of people for. 

17.8.4.3 Retrieve user’s interaction activity 

METHOD: flickr.activity.userComments 

Returns a list of recent activity on photos commented on by the calling user. This method 

requires authentication with 'read' permission. 

The required parameter for this API is:  

• api_key: User’s API application key. 

The optional parameters for this API are:  

• per_page: Number of items to return per page. If this argument is omitted, it defaults to 10. The 

maximum allowed value is 50. 

• page: The page of results to return. If this argument is omitted, it defaults to 1. 

METHOD: flickr.photos.comments.getList 
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Return the comments for a photo. This method does not require authentication. 

The required parameters for this API are:  

• api_key: User’s API application key.  

• photo_id: The id of the photo to fetch comments for. 

The optional parameters for this API are:  

• min_comment_date: Minimum date that a comment was added. The date should be in the form 

of a unix timestamp. 

• max_comment_date: Maximum date that a comment was added. The date should be in the 

form of a unix timestamp. 

METHOD: flickr.photos.comments.getRecentForContacts 

Return the list of photos belonging to user’s contacts that have been commented on recently.This 

method requires authentication with 'read' permission. 

The required parameters for this API are:  

• api_key: User’s API application key.  

The optional parameters for this API are:  

• date_lastcomment: Limits the resultset to photos that have been commented on since this date. 

The date should be in the form of a Unix timestamp. The default, and maximum, offset is 1 hour. 

• contacts_filter: A comma-separated list of contact NSIDs to limit the scope of the query to. 

• extras: A comma-delimited list of extra information to fetch for each returned record. Currently 

supported fields are: description,  license, date_upload,  date_taken,  owner_name,  

icon_server,  original_format,  last_update,  geo,  tags,  machine_tags, 

 o_dims, views,media, path_alias, url_sq, url_t, url_s, url_m, url_o. 

• per_page: Number of photos to return per page. If this argument is omitted, it defaults to 100. 

The maximum allowed value is 500. 

• page: The page of results to return. If this argument is omitted, it defaults to 1. 

METHOD: flickr.photosets.comments.getList 

Returns the comments for a photoset.This method does not require authentication. 

The required parameters for this API are:  

• api_key: User’s API application key.  

• photoset_id: The id of the photoset to fetch comments for. 

METHOD: flickr.stats.getCollectionStats 
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Get the number of views on a collection for a given date.  This method requires authentication with 

'read' permission. 

The required parameters for this API are:  

• api_key: User’s API application key.   

• date: Stats will be returned for this date. This should be in either be in YYYY-MM-DD or unix 

timestamp format. A day according to Flickr Stats starts at midnight GMT for all users, and 

timestamps will automatically be rounded down to the start of the day. 

• collection_id: The id of the collection to get stats for. 

METHOD: flickr.stats.getPhotosetStats 

Get the number of views on a photoset for a given date. This method requires authentication with 'read' 

permission. 

The required parameters for this API are:  

• api_key: User’s API application key.  

• date: Stats will be returned for this date. This should be in either be in YYYY-MM-DD or unix 

timestamp format. A day according to Flickr Stats starts at midnight GMT for all users, and 

timestamps will automatically be rounded down to the start of the day. 

• photoset_id: The id of the photoset to get stats for. 

METHOD: flickr.stats.getPhotoStats 

Get the number of views, comments and favorites on a photo for a given date. This method 

requires authentication with 'read' permission. 

The required parameters for this API are:  

• api_key: User’s API application key.  

• date: Stats will be returned for this date. This should be in either be in YYYY-MM-DD or unix 

timestamp format. A day according to Flickr Stats starts at midnight GMT for all users, and 

timestamps will automatically be rounded down to the start of the day. 

• photo_id: The id of the photo to get stats for. 

METHOD: flickr.stats.getPhotostreamStats 

Get the number of views on a user's photostream for a given date. This method 

requires authentication with 'read' permission. 

The required parameters for this API are:  

• api_key: User’sAPI application key.  
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• date: Stats will be returned for this date. This should be in either be in YYYY-MM-DD or unix 

timestamp format. A day according to Flickr Stats starts at midnight GMT for all users, and 

timestamps will automatically be rounded down to the start of the day. 

METHOD: flickr.stats.getPopularPhotos 

List the photos with the most views, comments or favorites. This method requires authentication with 

'read' permission. 

The required parameter for this API is:  

• api_key: User’s API application key.  

The optional parameters for this API are:  

• date: Stats will be returned for this date. This should be in either be in YYYY-MM-DD or unix 

timestamp format. A day according to Flickr Stats starts at midnight GMT for all users, and 

timestamps will automatically be rounded down to the start of the day. If no date is provided, all 

time view counts will be returned. 

• sort: The order in which to sort returned photos. Defaults to views. The possible values are 

views, comments and favorites.  

• per_page: Number of referrers to return per page. If this argument is omitted, it defaults to 25. 

The maximum allowed value is 100. 

• page: The page of results to return. If this argument is omitted, it defaults to 1. 

METHOD: flickr.stats.getTotalViews 

Get the overall view counts for an account. This method requires authentication with 'read' permission. 

The required parameter for this API is:  

• api_key: User’s API application key.  

The optional parameter for this API is:  

• date: Stats will be returned for this date. This should be in either be in YYYY-MM-DD or unix 

timestamp format. A day according to Flickr Stats starts at midnight GMT for all users, and 

timestamps will automatically be rounded down to the start of the day. If no date is provided, all 

time view counts will be returned. 

 

17.8.5 Conclusion 

 

Flickr Platform 
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 Tool/Method Name Tool/Method Description 

Internal 

Developed 

Flickr Stats Daily activity, views of photos,  most popular 

photographs, how people found user's 

pictures 

Third – Party 

Tools (search 

engine tools 

designed 

specifically to find 

pictures) 

Top Galaxy Providing an exceptional visual experience 

when searching for images. 

Flickr Ralated Tag Browser Offers the ability to surf Flickr's keywords or 

tags. 

Picishare Provides a good alternative to using standard 

digital image search tools. Basic searches: with 

a specific keyword or tag in the search box, 

another feature allows sorting of digital 

pictures found by the search engine by 

relevance, interesting, date taken, or date 

posted with up to 100 items per page.   

LiteFlickr Shows most interesting items uploaded on 

Flickr for the current day. A search box 

permits a search for a specific keyword or tag. 

Multicolr Search Lab Search through 10 million of Flickr’s most 

interesting and creative commons pictures 

based on color. 

API Methods (we 

will mention the 

methods which 

are used to 

retrieve content 

causal from user’s 

interaction 

through post 

activity) 

flickr.photos.search Return a list of photos matching some criteria. 

Only photos visible to the calling user will be 

returned. To return private or semi-private 

photos, the caller must be authenticated with 

'read' permissions, and have permission to 

view the photos. 

flickr.people.getPhotos Return photos from the given user's 

photostream. 

flickr.photos.getInfo Get information about a photo. 

flickr.photos.people.getList Get a list of people in a given photo. 

flickr.activity.userComments Returns a list of recent activity on photos 
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commented on by the calling user. 

flickr.photos.comments.getList Returns the comments for a photo. 

flickr.photos.comments.getRecen

tForContacts 

Return the list of photos belonging to user’s 

contacts that have been commented on 

recently. 

flickr.photosets.comments.getList Returns the comments for a photoset. 

flickr.stats.getCollectionStats Get the number of views on a collection for a 

given date.   

flickr.stats.getPhotosetStats Get the number of views on a photoset for a 

given date. 

flickr.stats.getPhotoStats Get the number of views, comments and 

favorites on a photo for a given date. 

flickr.stats.getPhotostreamStats Get the number of views on a user's 

photostream for a given date. 

flickr.stats.getPopularPhotos List the photos with the most views, 

comments or favorites. 

flickr.stats.getTotalViews Get the overall view counts for an account. 
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17.9 Ustream 

17.9.1 Introduction 

Ustream.tv is a website which consists of a network of diverse channels providing a platform 

for lifecasting and live video streaming of events online.  

Ustream allows its users to follow other users. This allows them to easily keep track of them from their 

dashboard. Know when they broadcast, record a video, or even see what they are watching. Users can 

even choose to get alerted via email whenever they go live. Some tips users should know about Ustream 

are Find Your Friends on Ustream: find friends that users email, IM, and are friends with on other sites, 

browse and follow featured Broadcasters: follow them to get notified when they go live and create a 

show and Broadcast Live: broadcast live video from anywhere in the world for users’ family, friends and 

fans.  

Information about Ustream either general information about the site and its activites or analytics that 

Ustream provides by itself or Third – Party are limited. So next sections we will mention some of 

provided metrics and some API methods which retrieve data more particular we will describe methods 

in which users can retrieve data related to users’ intection posting activities. Lastly, we will present 

shortly the most important information concernimg analytics and APIs using a table. 

17.9.2 Internally Developed Analytics 

17.9.2.1 Metrics 

Metrics are a way to see how many viewers a user had during any given broadcast. To view the metrics, 

users have to login and on the top right click their [username] and then click on ‘Metrics’. 

Unique Viewers refers to the actual number of viewers users had from unique locations. Total Viewers 

refers to the total number of views their stream received. For example, if a viewer started watching 

his/her stream, left and came back ten times it would count as one unique view but ten total views. 

Note that the total metrics are logged at the beginning of users’ broadcast and are not broken down 

per-day. So if a user has a Broadcast that spans several days, the total will appear on the first day. 

Metrics that appeared at each user profile are about user’s shows (number of unique viewers, viewer 

hours), recorded and highlighted videos, Crowd members and events. A user can see all on above 

metrics to specified dates, also the appearance of metrics may take 24 – 48 hours to be fully processed. 

17.9.3 Retrieving Content from APIs 

17.9.3.1 Overview of all API Methods for retrieving content 

Ustream is a live video-streaming website. Users can start their own channel and start broadcasting. 

Also they can watch others who create live shows, follow them and record these shows. The site allow 

them to interact with many ways like rating the video streams, commenting, chatting and vote in polls. 

So, it is interested to find a way to retrieve this information. For that purpose the following twelve APIs 
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(data or flash) were created  but before we will mention some details about Ustream’s API and basic 

Ustream’s components. 

The basic components in Ustream are Users and Channels. That is why we will define them as Ustream 

use them to become more perceivable. Users are of three types: individuals who are registered and 

have broadcasted — we call these users, broadcasters; individuals who are registered but have not 

broadcasted; and visitors to Ustream’s site who have not registered. An individual must register to be 

allowed to broadcast. A person need not be registed to watch streams. Ustream’s APIs provides the 

ability to call up login information about users but they do not provide personal information about 

users. The APIs do not provide access to information about users who are not registered with Ustream 

and are viewing site content. All the content on the Ustream site is generated by users. A channel can 

include multiple live video streams, content such as images, show information (channel URL, show URL, 

embed code), tags, start time, status (live or offline), viewers for each show on the page, comments and 

recorded archives. Every stream is supported by a channel page. The channel page provides a 

convenient place where users can view the stream because the stream is embedded there by default. 

Channel content can be shown in many places, namely, Ustream home page, Ustream network pages, or 

wherever the channel embed is placed. Our APIs allow users to call any or all of a channel's content. 

The Ustream APIs gives you the ability to: 

• Access content available on the Ustream website. 

• Search for people, channels and videos. 

• Pull down useful or interesting systems and operations information such as the most recently 

started show and total concurrent shows. 

Now returning to APIs for retrieving general content, the command getInfo returns the properties that 

can be known about the area of interest defined by the UID (to protect users’ privacy, a call will not 

return personally identifying data such as full name, email address, home town, and the like). The 

getValueof command returns a specific property value (this can be any of the properties that getInfo 

provides) for the user. Furthermore, there are other APIs which return all the channels belonging to a 

user, all the videos belonging to the specified UID and any comments for the specified UID. Finally, some 

other commands retrieve information related to tags like the embed tag for the show/video, useful for 

embedding the show in a page or just the embed tag for the show, but with sizing and other 

customization options or just return all tags.  

17.9.3.2 APIs for extracting specified content 

Focused on API methods in which user can retrieve information about interaction concerning posts we 

will describe briefly each one above: 

17.9.3.2.1 Retrieve Channels and Video 

COMMAND:listAllChannels 
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This command returns all the channels belonging to a particular user. A user could get the very same 

information by performing a search under the ‘channel’ subject area for channels with that associated 

user ID. A URL GET method example:  

http://api.ustream.tv/html/user/apiuser/listAllChannels?key=yourDevKey 

COMMAND:listAllVideos 

This command returns all the videos belonging to the user specified in the UID provided. A URL GET 

method example:  

http://api.ustream.tv/html/user/aVgSbbr2IPPMxZlUGKWp2g/listAllVideos?key=yourDevKey 

17.9.3.2.2 Retrieve comments, view, popularity 

COMMAND:ChannelgetComments 

Using Channel commands user can request the channel ID, channel owner, tags, embed tag, and 

comments and much more. The Channel subject can be addressed using either a channel ID or channel 

URL. If the channel URL user requests do not exist then he will get an ‘msg’ that there was no such 

channel, and empty ‘results’. 

This command returns any comments for the user profile specified by the UID.  They will be returned as 

an array of comment arrays.  Output is truncated to the ten most recent comments. A URL GET method 

example:  

http://api.ustream.tv/html/user/apiuser/getComments?key=yourDevKey 

COMMAND:VideogetComments 

Users can use the Video subject and video commands to request information about recorded videos, for 

example how many times a video has been viewed, how viewers have rated it, and any comments about 

the video they might have left. Users can also get the video player URL and complete embed HTML 

suitable for use on web pages. 

This call returns any comments for this video as an array of comment arrays. Only the ten most recent 

comments will be returned. This API call is a handy shortcut, and returns only the comments. They also 

get comments via getInfo (another command). A URL GET method example:  

http://api.ustream.tv/html/video/38492/getComments?key=yourDevKey 

COMMAND:getMostViewers 

It’s about Stream. What is Stream? Users can use the Stream Subject to get information about live 

shows – the newest, most recently started, and the show with the most viewers. They can also return 

shows randomly, useful if they want to present a constantly changing sample of live broadcasts. 
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Stream, as the name implies, looks into the Ustream.TV live shows system queue where Ustream keeps 

records on which streams are currently on the air. This is actually a unique information space apart from 

Channels or Users and as such contains fields and data available to no other subject. The Stream subject 

area is well suited to searching Ustream.TV live content which is constantly changing. For example, 

Stream can be used to determine what shows have most recently gone on the air, and to see which 

broadcasters and which of their shows are live. As for the specific command:  

Fetches one item. Returns information about the currently running show having the most viewers. A 

URL GET method example:  

http://api.ustream.tv/html/stream/all/getMostViewers?key=yourDevKey 

COMMAND: popular 

API based search engine: Ustream.TV built a powerful, new search engine for developers to use in 

exploring and accessing Ustream.TV content. It gives them far more visibility into Ustream’s content 

than they might expect from the typical content site. Specifically, the API-based search engine gives 

developers broad and deep visibility into Channel, User and Video records. The API-based search engine 

issues direct database queries, and our criteria model makes it easy to build simple but powerful 

requests without any detailed knowledge of the database schema or even the SQL language. The search 

engine was written to be fast and is completely independent of the Ustream.TV web search engine so it 

is not burdened by Ustream.TV user searches. 

In contrast to the Subject-area commands (in which including all previous commands), the API-based 

Search Engine is the most general way to pull information about objects known to the APIs. The search 

command returns one or more objects, their properties depending on the subject area it is run under, or 

null if nothing was found. When specifying the subject area for the search user does not need to specify 

a UID for the subject. Instead he defines a ‘scope’. All subjects minimally support the same set of scope 

specifiers. One of the available scopes which concern us is popular: 

Returns items ranked by some measure of popularity, usually the ratings system. When used in the 

Stream subject area it is always the viewer count. A URL GET method example:   

http://api.ustream.tv/html/video/popular/search/created::today?key=yourDevKey 

17.9.3.2.3 Vodpod 

Vodpod is a video sharing site, and with the Vodpod API a user can programmatically do most of the 

same things that a user can with the site. Use the API to create a video widget, get a video list complete 

with metadata and player, upload videos, get thumbnails and retrieve his activity list. 

17.9.4 Conclusion 
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Ustream Platform 

 Tool/Method Name Tool/Method Description 

Internal Developed Metrics Are about user’s shows (number of unique 

viewers, viewer hours), recorded and 

highlighted videos, Crowd members, and 

events. 

Third – Party Tools Not available Third – 

Party tools 
- 

API Methods (we will 

mention the methods which 

are used to retrieve content 

causal from user’s 

interaction through post 

activity) 

listAllChannels This command returns all the channels 

belonging to a particular user. 

listAllVideos This command returns all the videos 

belonging to the user specified in the UID 

provided. 

ChannelgetComments This command returns any comments for the 

user profile specified by the UID. 

VideogetComments 

 

This call returns any comments for this video 

as an array of comment arrays. 

getMostViewers 

 

User can use the Stream Subject to get 

information about live shows — the newest, 

most recently started, and the show with the 

most viewers. He can also return shows 

randomly, useful if he wants to present a 

constantly changing sample of live 

broadcasts. 

popular API based search engine: Ustream.TV built a 

powerful, new search engine for developers 

to use in exploring and accessing Ustream.TV 

content. It gives them far more visibility into 

Ustream’s content than they might expect 

from the typical content site. Specifically, the 

API-based search engine gives developers 

broad and deep visibility into Channel, User 

and Video records. 
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17.10 LinkedIn 

17.10.1  Introduction 

The working professional’s social network, LinkedIn allows coworkers and collaborators to connect with 

each other online, recommend each other via testimonials, and introduce their colleagues to one 

another if they do not already know each other firsthand. 

In this report we will present the available profile statistics that LinkedIn provides to its user. Also 

LinkedIn’s development team has created some API methods to retrieve content, so in this study we are 

going to mention them shortly. The next section we will describe the only method in which users can 

retrieve data from their interaction with others via posting activities. Lastly, we will present shortly the 

most important information concernimg analytics and APIs using a table. 

17.10.2 Internally Developed Analytics  

17.10.2.1  Profile Stats 

Users’ Profile is a summary of their professional experience, interests and capabilities. Creating a 

LinkedIn Profile is the best way to establish and own their professional profile on the Internet. It is visible 

to people in their network and other members who use the search feature on LinkedIn. They can also 

publish all or a portion of their LinkedIn Profile in his Public Profile. The Public Profile is cached by major 

Internet search engines like Google® and Yahoo!®. This allows non-members a way to find information 

about a particular user but view only the information this user wants them to see.  

Importance of Profile Stats 

• Profile Stats gives users a brand new perspective on their professional brand on LinkedIn by 

letting them to see the full names, titles and companies of people looking at their profile (of 

those people who opted to share that information), discover the industries, countries and 

interests of the people viewing their profile and understand how influential they are by 

examining the popularity of their profile.  

• Also helps users understands and react to their audience. LinkedIn now provides them 

unparalleled insights into exactly who have looked at their profile – right down to their names 

and current employers if those people have opted to share that with others on LinkedIn. 

• In addition, they can measure their influence. Users also get to see exactly how popular their 

profile is over time, both in terms of number of people looking at their profile and number of 

times their name shows up in LinkedIn search results. 

• Exclusive insights for subscribers. Premium accountholders have exclusive access to additional 

stats that will allow user to look their best to the next executive or business partner who looks 

at their profile. Users will see the industries and regions of people looking at their profile in 

addition to the exact keywords people use to find them. 

• Users are in control of their image. Users will always have control over how much information 

other LinkedIn members can see about when they have viewed their profile. 
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• Free Members. If users are free members, they will need to switch their profile view visibility 

settings from Anonymous (default) to Visible to access Profile Stats. With this setting, other 

LinkedIn members can see that they have viewed their profile. They can always change their 

setting back to Anonymous – however, they just will not have access to Profile Stats. 

• Premium Members. If they are premium members, they will always have access to Profile Stats, 

even if their profile visibility setting is Anonymous. However, Linkedin would encourage them to 

set their visibility to Visible as showing others that they have seen their profile may lead to new 

connections or business prospects. 

What is the difference between ‘Profile Stats’ and ‘Profile Stats Pro’ – Providing stats 

These features help users to get the inside scoop on how they are viewed professionally. Only free basic 

account holders who are willing to share their name and headline in their ‘Profile View’ settings and 

Premium account holders have access to a Profile Stats page.  

With Profile Stats (available with a free Basic account and the Profile Views visibility settings mentioned 

above) users see:  

1. Up to 5 listings of Who's Viewed My Profile. 

2. Keywords used to find your Profile. 

3. The number of times they have appeared in search results. 

With Profile Stats Pro (available with any Premium Account) they see:  

1. The full list of Who's Viewed My Profile (of those people who opt to share that information). 

2. Keywords used to find their Profile. 

3. The number of times they have appeared in search results. 

4. The industry of people viewing their Profile. 

Here is a screenshot with provided profile stats: 
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17.10.2.2  Who's Viewed My Profile module 

The ‘Who's Viewed My Profile’ module provides a list of the people who have recently viewed 

users’ Profile. If the module is not visible from users’ home page, they can click on ‘Jobs’ in the top 

navigation area to see if the module becomes available on the right side of the ‘Jobs Home’ tab.  

Sometimes, instead of seeing exactly who viewed their Profile, they will see 

anonymous Profile characteristics such as industry and title. A subscription upgrade would allow them to 

view a greater number of results for ‘Who's Viewed MyProfile’ (if there are additional viewers to show), 

and enhanced Profile Stats, but the results will never provide users with names if the viewing member 

has chosen to keep that information private.  

As a Profile owner, it is understandable that users would want to see exactly who has viewed 

their Profile. However, as a Profile viewer, they may want their privacy protected. To respect their need 

for privacy, they can control what is shown to other LinkedIn users whose Profile has viewed by taking 

the following steps:  

1. Hover users’ cursor over their name in the top right of their home page and then click ‘Settings’. 

2. Click on ‘Profile Views’. 

3. Select one of the following: 

i. ‘Show my name and headline’. 

ii. My anonymous Profile characteristics such as industry and title (default setting). 

iii. ‘Nothing. I will be completely invisible to users I have viewed’. 

Note: Members with free basic account that choose to show anonymous characteristics or show nothing 

will not be able to see the Profile Stats page with more specific viewer information.  

Sometimes anonymous viewers will show only as a position and company name while others display 

with the viewer's job function and the industry and location they are in. This is because Linkedin may 
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have to modify the verbiage to maintain the anonymity requested by the viewer. For example, Linkedin 

does not want to display that the viewer was a ‘Vice President at company XYZ’ if that company only has 

1 or 2 Vice Presidents. Clicking on viewer names or descriptions will take users to a People Search results 

page showing all members that meet that specific criterion.  

Within the module, users may notice variations in the time frames. One day it might say ‘you have been 

viewed 10 times in 15 days’ and then another it switches to ‘you have been viewed 7 times in 8 days’. 

This is because the timeframe changes dynamically as people view users’ Profile. The module tries to get 

a minimum of 5 views over any timeframe and so based on Profile view activity it will change. Members 

may not see the module if no one has viewed their Profile. 

17.10.2.3  Network statistics 

The Network Statistics page offers a variety of information about users’ network including estimates on 

size as well as regional and industry groupings. This information can be found by clicking on 

‘Network Statistics’ from the ‘Contacts’ dropdown menu (found in the top navigation bar of the home 

page). Below is a screenshot which shows Network Statistics: 
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17.10.2.4  Viewers of this profile also viewed…  

This service shows users in their profile who else professionals they probably know. The criterion in 

which LinkedIn present them is that one of their viewers (people who saw their profile) have seen their 

profile too. 

17.10.3  Third – Party Analytic Tools 

LinkedIn is still catching up to Facebook in terms of a lot of its advanced functionality. One major piece 

that is still missing is analytics. So, if users want to track the success of their group, they will need to 

make their own LinkedIn analytics. To track the growth of their group, users have to check the number 

of members every week and keep track of the group size in a spreadsheet. To track the click through 

rate of links in their announcements, they can use a URL shortener with analytics like bit.ly. Be sure to 

measure the traffic, leads, and customers user gets from LinkedIn over time. Hopefully, the group will 

help drive people back to their business. 
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17.10.4  Retrieving Content from APIs 

17.10.4.1  Overview of all API Methods for retrieving content 

LinkedIn is like Facebook but for professionals. So users can find colleagues, people in whom they have 

cooperated in the past or until now and keep in touch or arrange new projects. Also it is a basic way for 

employees to find employees. That is why each one’s profile should be completed and LinkedIn provides 

all this applications for someone to achieve that. Users can write detailed their curriculum vitae and 

their interestings, expected opportunities. Also it gives to others the convenience to recommend them 

or write a comment about their collaboration. So it is a more interactive and true CV. Moving in these 

directions LinkedIn’s developers made some API methods for retrieving content.  

Firstly, the API method Get Network Update API returns users’ network updates, which is the LinkedIn 

term for users’ feed. This call returns most of what shows up in the middle column of the LinkedIn.com 

home page. Secondly, another API returns the comments which contain a network update. The Profile 

API returns a member's LinkedIn profile. Additionally, the Search API is used to find LinkedIn profiles 

using keywords, company, name or other methods. This returns search results in the form of an array of 

matching member profiles. Each matching profile is similar to a mini-profile popup view of LinkedIn 

member profiles. Search works only for the currently logged-in member. Finally, the Connections API 

returns a list of connections for users who have granted access to their account. This API does not return 

e-mail addresses for the connections. E-mail addresses are never exposed through LinkedIn APIs. If the 

client does not specify any parameters in the URL, it will return full details of all connections. 

17.10.4.2  APIs for extracting specified content 

Giving more attetntion to API methods in which users can retrieve information about users’ interaction 

we are going to mention the following API: 

Commenting On & Reading Comments and Likes in Network Updates 

Some Network Updates may have comments or likes attached to them. These kind of updates are 

called commentable network updates and  likeable network updates. They are indicated by the 

presence of the string ‘true’ within the node of update/is-commentable and update/is-likeable. This API 

incudes and other method including Reading Comments and Likes When Retrieving Network Updates. 

Adding a Comment or Like to a Network Update, Network Update Comment XML POST Body and much 

more but we will descried, as we can, only the following: 

  

METHOD: Getting More Comments and Likes on a Specific Network Update 

By default, a network update containing more than 5 comments will only return to the specific user the 

most recent five. To retrieve all comments for a given network update: 

http://api.linkedin.com/v1/people/~/network/updates/key={NETWORK UPDATE KEY}/update-comments 
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Where {NETWORK UPDATE KEY} is a update/update-key representing an update. Returns 

all comments belonging to this network update, following the same structure as above. 

Use a similar syntax to retrieve the complete list of people who liked an update: 

http://api.linkedin.com/v1/people/~/network/updates/key={NETWORK UPDATE KEY}/likes 

17.10.5  Conclusion  

 

LinkedIn Platform 

 Tool/Method Name Tool/Method Description 

Internal Developed Profile Stats Gives user a brand new perspective on 

his professional brand on LinkedIn, user 

understands and react to his audience, 

he can measure his influence, Exclusive 

insights for subscribers, User is in 

control of his image. 

Who's viewed my profile Provides a list of the people who have 

recently viewed user’s Profile. 

Network statistics The Network Statistics page offers a 

variety of information about his network 

including estimates on size as well as 

regional and industry groupings. 

Viewers of this profile also 

viewed 

This service shows user in his profile 

who else professionals he probably 

knows 

Third – Party Tools Not available Third - Party - 

API Methods (we will 

mention the methods which 

are used to retrieve content 

causal from user’s 

interaction through post 

activity) 

Getting More Comments and 

Likes on a Specific Network 

Update 

By default, a network update containing 

more than 5 comments will only return 

to the specific user the most recent five. 

 

 

 

17.11 Digg 

17.11.1  Introduction 

Digg (http://www.digg.com) is a Website that enables users to discover, share and recommend content 

from anywhere on the Internet. Usually this content is an article from a reputable news source or a blog 

entry. Users can or not then vote up (called digging) someone else's submission. The stories that are the 
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most dugg appear on the Web site's front page. Digg operates as an editor – free article aggregation 

site. By editor – free, Digg means that the top – level content of it is solely determined by popular vote 

among its users. Someone can think of it as social media democracy.  

Like many entries in the social media scene, Digg enables its users to discuss submitted articles. Users 

can comment on a submission and then other users can comment on the comment. The whole 

comment thread can then be dugg just like an article anywhere else on the Internet. 

Many of the aforementioned reputable Websites and blogs recognize the importance of Digg by 

including its icon on Webpages where articles and stories are posted. Usually, the Digg icon will be 

labeled ‘Digg This!’. It will frequently appear next to other icons representing similar sites (such as 

Reddit, StumbleUpon, and so on). When the icon is clicked, the user is submitting the article to Digg.  

Recognizing the importance of social media, Digg recently implemented a new feature known as 

Facebook Connect. As the name implies, Facebook Connect enables users of Digg and Facebook to link 

their accounts. This enables Facebook Connect users to share dugg articles on their Facebook page. 

Facebook users can also create a Digg account without the usual registration process using Facebook 

Connect. 

17.11.2  Internal Developed Statistics  

After extended search we could not find statistics which are provided by Digg. Instead, we found two 

widgets which are more closely to retrieving data in a way. 

• Digg Widget – Display the latest Digg news on users’ site with this widget. Allows for custom 

formatting and automatically updates on the fly. 

• Digg Top Stories – The hottest stories hitting the Digg database. 

17.11.3  Third – Party Analytic Tools 

Most users prefer to take Digg at face value and just enjoy the daily stream of news and interesting links 

it provides. Others want to find out the inner workings of this seemingly arbitrary but in fact quite 

complex system. 

The only way to find out how Digg works was to observe. Today Digg ‘analysts’ have a large number of 

tools at their disposal; not flashy games or fun visuals, but actual tools that use Digg’s API to extract 

meaningful information, extrapolate statistical data out of it and present all of it in a useful way. 

Without further ado, here are some tools that everyone who wants to find out everything about Digg 

should have bookmarked. 

17.11.3.1  SocialBlade 

SocialBlade – this relatively new tool works best on large resolutions, as it presents data in a simple wide 

table. It takes the stories that hit Digg’s front page and shows users (within the limitations of the API) 

the number of diggs and comments for each story, as well as a lot of other useful data: the name of the 
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submitter, his/her profile views and submissions numbers, the time it took the story to reach front page 

and the like. SocialBlade can also filter stories based on individual user names. 

17.11.3.2  Dig Explorer 

Digg Explorer – at first sight, Digg Explorer seems to be another flashy but useless Digg visualization 

application. This is not the case: it actually provides a wealth of interesting data about Digg. For 

example, users can see the number of most often used proper nouns on Digg and the stories that 

contain them. They can also see the names of the most popular domains on Digg.  

17.11.3.3  Digg Trends 

Digg Trends – this visualization tool has also been created by Jeff Clark, the person who brought us Digg 

Explorer. It is a little slow, but it is bearable, as it is bar none the most useful Digg exploration tool out 

there. Jeff Clark does a good job explaining what the tool does: 

The tool loads the latest 500 popular stories for any topic or sub-topic within Digg and analyzes the text 

found in the story titles and descriptions. An ‘attention timeline’ , tag clouds of related words, and a 

graph showing the number of articles that contain the various combinations of words are then displayed. 

You can click on a word in the association cloud to make it the primary word of interest or you can click 

on the main key word to enter edit mode and change the word to whatever you like. You can also click on 

the bars in the bar graph to show the list of stories that match the combination of words that the bar 

represents. 

What users do not see in this explanation is that the tool is actually quite fun to use, especially if they 

have a knack for analyzing data. If they are one of those folks who are trying to discover the secret of 

what it takes to get their story to the front page, Digg Trends will be of great help.  

17.11.3.4  Di66.net 

Di66.net collects the following statistics for past 24 hours, week, month and year: 

• most popular words used in Digg titles and descriptions (includes ‘stop words’, i.e. articles, 

prepositions, etc) 

• most popular Digg topics 

• most active users 

• Digg top sources 

This website analyzes and displays statistics to how who and what is popular on Digg now. 
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17.11.3.5  Sub Digger Plus 

Sub Digger Plus – The Digg users enter their username to browse through their Digg friends’ 

submissions. Simply clicking the Next button takes to the next of their friends’ submissions 

automatically. Users see the story’s title, topic and the submitter from the bar. With the list view they 

can view all submissions with sorting and filtering. 

17.11.3.6  Digg Alerter 

Digg Alerter – This tool tracks users’ submitted stories informing with sound when story gets new digg, 

as well as comments and who dug their submission. 

 

17.11.3.7  Digg Notify 

Digg Notify is an application that pops up a small box in the bottom right hand side of the screen. It tells 

users when their story hits front page as well. The window never gains focus so it should not bother 

them. They can configure the minimum amount of diggs before the messages start coming. They can 

also configure the amount of stories it scans for. Once their story hits front page it will notify them of 

that and then ignore it so they does not get swamped with messages. Users also have the option of 

ignoring/unignoring certain stories. 

 

17.11.4  Retrieving Content from APIs 

17.11.4.1  Overview of all API Methods for retrieving content 

The web is now as much about social media as news and information. The epitome of this impact is seen 

the most with the popular social bookmarking website Digg. Not only do people now adapt their 

websites / web design to include it, but many have structured their entire site around these 

phenomena. So, Digg is a social news website in which its users can built a list of friends and follow their 

activity, discover, share, recommend content (with digg) and comment on a submission. The stories with 

the most dug appear on the Website’s front page. Finally, Digg occasionally performs community driven 

interviews through ‘Digg Dialog’. Members of the Digg community can individually submit questions and 
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voted on the questions submitted by others. In order to achieve this, there are some API methods in 

which we can retrieve content but before we will mention some details about Digg’s API.  

The Digg Application Programming Interface (API) has been created to let users and partners interact 

programmatically with Digg. Digg is a place for people to discover and share content from anywhere on 

the web. From the largest sites to the smallest blogs, Digg surfaces the best stuff as voted on by users. 

The API returns Digg data in a form that can be integrated into an application or a web site. The API is 

available to everyone free of charge, but its use is subject to acceptance of the API License Agreement. 

Someone can make the most of the data available on Digg.com through the API. Currently, users can use 

the API to request very specific information about news stories, images and videos submitted to Digg, 

digging activity, comments and users. The API accepts REST-like requests and offers several response 

types: XML, JSON, and Javascript. In addition, a Digg sponsored PEAR module is available for PHP as well 

other open-source toolkits. 

Continuing in the provided APIs in general lines are extracting information about comments, containers, 

Digg Dialogs, diggs, stories and users. More specific, there are API methods focused on retrieving 

details, extended information, comments and replies on comments for popular stories, containers and 

Digg dialogs. Other APIs get details of all diggs on stories and all diggs on popular or upcoming stories. 

Now some ‘Users’ APIs get all fans or friends for a user, get stories commented, dug stories, submissions 

of a specified user, get comments a user has written, diggs, stories dug, stories favorite by a user, user’s 

info and stories a user has submitted. Finally, about the stories there are APIs which gets all stories, 

story’s comments, story’s diggs, the hot stories, extended information about a specified story, top 

stories and upcoming stories.      

17.11.4.2  APIs for extracting specified content 

In this part we will focalize to the API method in which user can retrieve information about users’ 

interaction like comments, diggs and views. Before that we will mention an API to exract the major 

component of Digg, diggs.  

17.11.4.2.1 Retrieve Digg 

METHOD: digg.getAll 

Get the details of all diggs on stories, narrow down results with specific arguments. Its URL is:  

http://services.digg.com/1.0/endpoint?method=digg.getAll. 

The optional arguments for this method are: 

• container: Container's short_name, i.e. technology.  

• count: Count of how many items to have in the response. 

• max_date: Max date represented as a unix timestamp. 

• min_date: Min date represented as a unix timestamp. 

• offset: Pagination offset 
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• sort: Sort result. Possible values promote_date-desc, promote_date-asc, submit_date-desc, 

submit_date-asc, digg_count-desc, digg_count-asc, date-desc, date-asc. Not all sort options are 

available on each endpoint. 

• topic: Topic's short_name name. i.e. apple. 

17.11.4.2.2 Retrieve Comments, Diggs, views, popularity 

METHOD: comment.getAll 

Get the details of all comments, narrow down results with specific arguments. Its URL is:  

http://services.digg.com/1.0/endpoint?method=comment.getAll 

The optional arguments for this method are: 

• container: Container's short_name, i.e. technology.  

• count: Count of how many items to have in the response. 

• max_date: Max date represented as a unix timestamp. 

• min_date: Min date represented as a unix timestamp. 

• offset: Pagination offset 

• sort: Sort result. Possible values promote_date-desc, promote_date-asc, submit_date-desc, 

submit_date-asc, digg_count-desc, digg_count-asc, date-desc, date-asc. Not all sort options are 

available on each endpoint. 

• topic: Topic's short_name name. i.e. apple. 

METHOD: comment.getPopular 

Get comments belonging to popular stories. Its URL is:   

http://services.digg.com/1.0/endpoint?method=comment.getPopular 

The optional arguments for this method are: 

• count: Count of how many items to have in the response. 

• max_date: Max date represented as a unix timestamp. 

• min_date: Min date represented as a unix timestamp. 

• offset: Pagination offset 

• sort: Sort result. Possible values promote_date-desc, promote_date-asc, submit_date-desc, 

submit_date-asc, digg_count-desc, digg_count-asc, date-desc, date-asc. Not all sort options are 

available on each endpoint. 

• topic: Topic's short_name name. i.e. apple. 

METHOD: comment.getReplies 

Retrieve comments replying to a comment. Its URL is: 

http://services.digg.com/2.0/comment.getReplies 
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The required argument for this method is: 

• comment_id: Comment's id  

METHOD: dialogg.getComments 

Get all the com 

ments/questions for a specific Digg Dialogg. Its URL is:   

http://services.digg.com/1.0/endpoint?method=dialogg.getComments 

The required argument for this method is: 

• dialogg_id: Dialogg's id  

The optional arguments for this method are: 

• count: Count of how many items to have in the response 

• offset: Pagination offset  

• sort: Sort result. Possible values promote_date-desc, promote_date-asc, submit_date-desc, 

submit_date-asc, digg_count-desc, digg_count-asc, date-desc, date-asc. Not all sort options are 

available on each endpoint.  

METHOD: digg.getPopular 

Get all diggs on popular stories. Its URL is:  

http://services.digg.com/1.0/endpoint?method=digg.getPopular 

The optional arguments for this method are: 

• container: Container's short_name, i.e. technology.  

• count: Count of how many items to have in the response. 

• max_date: Max date represented as a unix timestamp. 

• min_date: Min date represented as a unix timestamp. 

• offset: Pagination offset 

• sort: Sort result. Possible values promote_date-desc, promote_date-asc, submit_date-desc, 

submit_date-asc, digg_count-desc, digg_count-asc, date-desc, date-asc. Not all sort options are 

available on each endpoint. 

• topic: Topic's short_name name. i.e. apple. 

METHOD: friend.getCommented 

Stories commented by given user friends, sorted most recent digg first. Its URL is 

http://services.digg.com/1.0/endpoint?method=friend.getCommented 



         D2.1 Padget Design and Decision Model 

 

Page 558 of 625 

The required argument for this method is: 

• username: A user's username (required) 

The optional arguments for this method are: 

• count: Count of how many items to have in the response. 

• max_date: Max date represented as a unix timestamp. 

• min_date: Min date represented as a unix timestamp. 

• offset: Pagination offset 

METHOD: story.getComments 

Retrieve comments for a story. Its URL is:  

http://services.digg.com/2.0/story.getComments 

The required argument for this method is: 

• story_id: Story's id 

The optional arguments for this method are: 

• cursor: Cursor for paginating through content by identifier 

• sort: Sort result. Possible values promote_date-desc, promote_date-asc, submit_date-desc, 

submit_date-asc, digg_count-desc, digg_count-asc, date-desc, date-asc. Not all sort options are 

available on each endpoint.  

• limit: Maximum number of results to retrieve  

• order: Either ‘Ascending’ or ‘Descending’ orde 

METHOD: story.getDiggs 

Retrieve diggs for a given story. Its URL is:   

http://services.digg.com/2.0/story.getDiggs 

The required argument for this method is: 

• story_id: Story's id 

The optional arguments for this method are: 

• cursor: Cursor for paginating through content by identifier 

• limit: Maximum number of results to retrieve  

METHOD: story.getPopular 

Get popular stories matching specific arguments.Its URL is: 
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http://services.digg.com/1.0/endpoint?method=story.getPopular 

The optional arguments for this method are: 

• container: Container's short_name, i.e. technology.  

• count: Count of how many items to have in the response  

• domain: A domain. (e.g. digg.com)  

• max_promote_date: Max promotion date represented as a unix timestamp  

• max_submit_date: Max date represented as a unix timestamp  

• media: List or single medium name. Possible values include news, videos, and images. Default is 

all.  

• min_promote_date: Min promotion date represented as unix timestamp  

• offset: Pagination offset  

• size: Thumbnail size. ('t' = Thumbnail, 80x80 pixels. 'a' = Sized as for user profile history pages, 

30x30 pixels. 's' = Small, 48x48 pixels. 'm' = Medium 120x120 pixels. 'l' = Large, 160x160 pixels. 

'p' = Sized as for permalink pages, max 160 pixels in height or width, aspect ratio preserved.)  

• sort: Sort result. Possible values promote_date-desc, promote_date-asc, submit_date-desc, 

submit_date-asc, digg_count-desc, digg_count-asc, date-desc, date-asc. Not all sort options are 

available on each endpoint.  

• topic: Topic's short_name name. i.e. apple  

METHOD: user.getComments 

Retrieve comments for a given user username. Its URL is:  

http://services.digg.com/2.0/user.getComments 

The required argument for this method is: 

• username: A user's username  

The optional arguments for this method are: 

• cursor: Cursor for paginating through content by identifier 

• limit: Maximum number of results to retrieve  

 

17.11.5  Conclusion 

 

Digg Platform 

 Tool/Method Name Tool/Method Description 
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Internal Developed (Not 

available Internal 

Developed tools but we 

found two widgets which 

retrieve content in a way) 

Digg Widget Display the latest Digg news on user’s 

site with this widget. Allows for custom 

formatting and automatically updates 

on the fly. 

Digg Top Stories The hottest stories hitting the Digg 

database. 

Third – Party Tools Social Blade Story URL and title, Total Diggs, Diggs 

given by friends, Number of comments 

at the time the story went hot, Diggs 

per hour. 

 Di66.net Top words in titles, top words in 

descriptions, timeline of Digg’s stats, 

top users stats and top front page 

sources. 

API Methods (we will 

mention the methods which 

are used to retrieve content 

causal from user’s 

interaction through post 

activity) 

digg.getAll: Get the details of all diggs on stories, 

narrow down results with specific 

arguments. 

 comment.getAll: Get the details of all comments, narrow 

down results with specific arguments. 

 comment.getPopular:  

 

Get comments belonging to popular 

stories. 

 comment.getReplies:  

 

Retrieve comments replying to a 

comment. 

 dialogg.getComments: 

 

Get all the comments/questions for a 

specific Digg Dialogg. 

 digg.getPopular:  

 

Get all diggs on popular stories. 
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 friend.getCommented:  

 

Stories commented by given user 

friends, sorted most recent digg first. 

 story.getComments:  

 

Retrieve comments for a story. 

 story.getDiggs: Retrieve diggs for a given story. 

 story.getPopular: Get popular stories matching specific 

arguments. 

 user.getComments: Retrieve comments for a given user 

username. 

17.12 Other Social Analytic Tools 

When most people think of web analytics, they immediately think of Google Analytics (an extensive 

analysis about it folows). But there are many other, innovative statistic tools available on the web. These 

tools measure everything from user behavior, to search engine traffic, to real-time visitor tracking, and 

more. The following tools provide valuable data when analyzing several social media traffic.  

17.12.1  Sprout 

Listen, track and engage. These are the three basic social media guidelines for businesses. But there are 

just too many conversations to listen on the web. These conversations come in different form – 

Facebook updates, Tweets and blog posts. How are we supposed to make sense out of these data? That 

is why we need social media management tools to congregate and analysis conversations. Sprout Social, 

is one to be presented next. 

Sprout Social is a provider of social relationship management (SRM) services. It provides not only 

monitoring, but also engagement and discovery tools. On engagement, it is able to quickly tell users who 

are their influential followers and new followers on Twitter. Simply put, engaging with users’ Twitter 

followers now becomes more targeted and strategic. On discovery, Sprout Social provides 10 different 

tools, which they call them agents, to help users find new customers. Each agent has a specialized 

domain to find new customers. It could be based on business mentions, articles and blogs, keywords 

that are specified to users’ desired location, and many more. 

Location data management is another Social Sprout’s cutting edge product. Sprout Social is among the 

first to put actionable data behind check-ins. It keeps track of users’ tips and check-ins and visualizes 

trends for their business needs. This space is growing in importance, especially with Facebook Places and 

Deals now in place. For brick and mortar business owners, location is certainly a trend to watch since 

users data is closely related to users’ physical store. The most impressed is its easy-to-use interface.  
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Sprout Social SRM combines contact management and web monitoring with cross-posting to Facebook, 

Twitter, Yelp, LinkedIn and FourSquare into a single interface so that businesses interact with customers, 

geo-target messages, and schedule them for posting during key hours of the day to reach potential 

customers. The goal is to bolster online brand marketing and promotions to help expand the company's 

reach. 

Sprout gives brands a better way to connect with consumers through next generation display ads and 

engagement applications. Sprout’s Engage Platform empowers advertisers and publishers to rapidly 

deploy rich, interactive and social brand experiences that encourage consumer engagement. Fully 

integrated with the leading ad servers and social networks, Sprout campaigns can run anywhere the 

consumers spend time online.  

Some representative screenshots about Sprout’s Dashboard are in the following figures: 
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17.12.2  Trackur 

Trackur is a social media monitoring tool tracks nearly every element of online media, from blogs, RSS 

feeds and Tweets, to images and video. Trackur provides the ability to not only view conversations 

about a brand, but also view the increasing or decreasing volume of the conversation. That way, users 

can be alerted to any spikes in buzz from a product launch or a negative event. Plus, Trackur offers 

analysis of any website mentioning a term being monitored, allowing users to distinguish how influential 

that site is. One of important thing is the way that user can export any search result to an Excel 

spreadsheet for further analysis. 

Social media monitoring services are keyword based (queries and negative or exclusionary). When users 

enter a keyword in Trackur’s search system, the service will look for mentions in both ‘mainstream’ and 

social media, tweets, videos, images, tags and so on. They will get a nice overview of where that 

keyword – which would generally be a company, brand or product name – has been mentioned along 

with some graphs tracking such mentions over time. Users can save a search, which means Trackur will 

run it automatically every 30 minutes and notify them of new mentions across all of the media it tracks. 

With any of the paid versions of Trackur, users can save multiple search keywords to their personal 

dashboard, but the free version will only allow them to do that for one. For a lot of small business 

owners or marketers, free version will actually be sufficient, although the startup evidently hopes they 

will be tempted to pay for an upgrade at some point. 

Next there are some enlightening screenshots about Trackur: 
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17.12.3  Bit.ly 

Bit.ly URL shortening is very handy since they are included as a default service on Twitter and many 

other Twitter applications. Bit.ly is rock solid reliable with uptime, which is pretty critical when users are 

relying on their URL redirect to send traffic to whatever they are promoting. They can also get basic 

statistics for each URL that their shorten to show how productive the site is where it was shared.  In 

today’s succinct social web with Twitter, status updates and micro-content, being able to conserve 

space with a reliable URL shortener is very helpful. Stats abive that make this a ‘go to’ URL shortening 

service. 
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Bit.ly is a very good and widely used short URL for many reasons. Some of the reasons are: 

• Users can track links on a short URL they have created or that others have created on an 

aggregate link. 

• It counts shares on Facebook. 

• Makes it very easy to track performance on a specific link listing the conversations and 

displaying charts. 

• The Bit.ly sidebar is just off the hook, one of the easiest ways to share content without leaving 

the site. 

 

17.12.4  PostRank 

Traditional web analytics tools like Google Analytics are a great for both small and large bloggers and 

publishers. However, traffic data can only tell users so much. As conversations surrounding blog posts 

start to take in place other places (Twitter, Facebook, FriendFeed, etc.) and people use tumble blogs like 

Tumblr and Posterous to quickly comment and share helpful information, tracking that data and its 

correlation to overall traffic numbers can become really, really helpful. 

For smaller publishers or bloggers, getting all of this information in one place can be difficult. Today, 

PostRank is publicly launching PostRank Analytics as a way to capture social engagement and traditional 

metrics all in one place. 
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When users sign-up for a PostRank Analytics account, they just need to enter in their blog address and 

connect their Google Analytics account. Users can also enter in their Twitter username, so that their 

Twitter follower stats can be monitored in tandem with users’ web traffic. 

What PostRank Analytics does is take the Google Analytics data and show them the pageviews, Twitter 

followers and ‘engagement score’ for the day before. In the following paragraphs we will present 

PostRank key features.  

On its overview page, PostRank will display standard metrics like total page views, a PostRank 

engagement score which is an aggregate score based on many times users’ content is commented on, 

how often it is mentioned on Twitter, how many comments it has on FriendFeed, how many people 

bookmarked it using Delicious, etc. and optionally, the number of Twitter followers they have.  

 

 

The most interesting data can be found under the Analyze tab. Users can see a mashed-up view of all 

the posts on their blog and drill down to specific metrics for every post. PostRank aggregates data from 

all the major social networks and sharing sites like Twitter, Facebook, delicious, Reddit, and digg. In 

addition, it also uses BackType to track conversations around posts and displays traditional metrics like 

number of unique visitors and bounce rates from Google Analytics. 
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PostRank Analytics shows to users the list of people that are sharing their content the most for every 

social network individually in the last three months. They can easily see which users are bringing them 

the most benefit. 

Drill down further by clicking on a post title to bring up the Analyze Story page, which features traffic 

and engagement charts for that particular post. Users can also get to these pages from the timeline on 

the Overview page. 
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Usefully, the Analyze Story pages also contain a conversation feed, which brings together tweets, 

comments, blog posts and bookmarks related to that content, so that users can see – at a glance – what 

people are saying about their content. 

 

It also provides very useful demographic stats of these social networks displayed right above this data. 
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17.12.5  SocialToo 

SocialToo is a user’s companion to the social Web. SocialToo can help users to become social power 

users, by complementing their social experience, giving them all the tools they needs to harness the 

potential of their network. 

SocialToo can help make the social networks users belong to an easier place to build relationships, not 

just followers, and for that reason, SocialToo has built tools to make this possible: 

On Twitter: 

• Auto Follow – SocialToo can help users to automatically follow those Twitter accounts that 

follow them, within 24 hours. 

• Follower Synchronization – If users have been using Twitter for a while and just joined SocialToo, 

they can catch up their followers for a one-time fee, and their list will be in sync. 

• Block Automatic DMs From Other Services – If users are annoyed by all the automatic DMs 

generated by other services, they can block them by just the check of a box. 

• Social Surveys – SocialToo offers a robust set of online survey tools, where users can create and 

send polls to Twitter and other social networks, customizing the message. 

On Facebook: 

• Social Surveys –Users can also send their online surveys to Facebook, in addition to or instead of 

their Twitter account. They can post the survey to their Facebook profile or send it to specific 

friends. 

• Short Profile URLs – It can give users a unique URL to give friends so they can easily find their 

Facebook page. ‘Yourusername.socialtoo.com’ automatically redirects to users’ Facebook 

profile, so nobody has to remember his/her account number. 

Here are some examples of the types of data users will be able to see: 
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To get the analytics-powered profile, all a user needs to do is register an account, click on the link to get 

a special code from Facebook, provide the code (along with a SocialToo username and password), and 

submit that information. No Twitter username is necessary, although providing Twitter information will 

give users additional features for Twitter. When users logs in, they will see the new ‘SocialStats’ tab with 

statistics for their URL. 

 

17.12.6  Xinureturns 

Every user is important to know more about his/her web stats in order to increase it in future, he/she 

must check / analyze his/her blog / site frequently, so he/she can know whether his/her blog stats get 

better or worse, what need to repair, what need to increase, what need to add more.  

A  good site that offer us very great feature which is free analysis , give us statistics and detail web stats 

about blog/site, Xinureturns.com. 

XinuReturns is free site that offer free feature to analyze users’ site / blog. They can analyze their blog 

here anytime they want and it can be with the easiest way. Users do not need register to use 

Xinureturns service, and all they needs to do is type their URL to the box (look the example on picture 

bellow). 

 

Users can get their blog web stats such as: Google pagerank, technorati, alexa, dmoz, indexed pages, 

backlink, etc. 
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17.12.7  Sysomos’ Analytics and Monitoring Tools (MAP & Heartbeat) 

Sysomos provides two analytic tools: MAP (which stands for 'Media Analysis Platform') and Heartbeat. 

Both products are powerful (but costly) social media monitoring and analysis tools. In many ways, it is 

probably best to think of MAP and Heartbeat as companion pieces. Heartbeat basically provides a 

subset of MAPs features and is, with a strong focus on making it easy for companies to track social 

media metrics. MAP, on the other hand, is a far more powerful and flexible analysis tool. 

Sysomos’s MAP –MAP gives its users the ability to research any topic on blogs, social media sites, and in 

traditional news media reports. 

MAP is not just a tool for analyzing tweets. It can also quickly give a history of when and how often a 

Wikipedia article was edited, or what the most popular forum posts and YouTube videos about the any 

given topic were in the last 30 days. 

Another interesting function is MAP’s ability to create a list of the most authoritative blogs (and blog 

posts) about any given subject. This way, a firm can quickly create a list of blogs to contact about an 

upcoming launch of a rival phone, for example (for the Pre, by the way, MAP identified CNET and 

Engadget as the top blogs). Once a firm has identified these blogs, MAP can also provide a detailed 

analysis of the topics these blogs tend to write about, how many posts per month they publish (almost 

1000 per month for Engadget) as well as a list of blogs that tend to link to this blog's content. 

 

On the technical side, Sysomos is obviously doing some very interesting semantic analysis, which, among 

other things, allows the software to create very cool ‘BuzzGraphs’ that display the key search term in 

relation to the most often used terms around it (here is one for ‘Conan’, for example). MAP can also do 
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sentiment analyses, which will be really helpful for Public Relations (PR) firms who want to track the 

result of a campaign, for example. Given that MAP users can filter results by time, demographic, or 

language, the tools allow for some very detailed analysis. 

Both MAP and Heartbeat are surfing the current wave of enthusiasm for the real-time web, and MAP's 

crawlers index an enormous number of blog posts, forum posts, news reports, and tweets every hour. 

One interesting aspect of Sysomos' backend is also that the company keeps a complete cache of tweets, 

blog posts and news reports on its own servers, so that it never has to rely on the availability of Twitter's 

API, for example. Sysomos also manages to effectively filter out blog spam, which is not an easy feat. 

Sysomos Heartbeat - If MAP is for PR firms and maybe even news organizations who want to be able to 

analyze the reaction from social media sources about a given topic, Heartbeat is the companion product 

that firms would probably set up for their clients to use, as its focus is on monitoring specific terms in 

real-time. Besides giving users an overview of the most recent posts that included a specific keyword 

(usually a brand name in this context), Heartbeat also tracks data about sentiment, demographics (age, 

gender, location), and the language they wrote in. 

 

Heartbeat, which comes in a standard and pro version, does not feature all the in-depth analysis tools 

that MAP offers, though both products are based on the same platform. Instead, Heartbeat provides 

users with an easy to use dashboard, where they can track new blog posts and tweets about a product, 

for example. Users can then also tag specific blog posts and tweets (Heartbeat also automatically assigns 

tags to every item), and assign a follow-up to other users. The standard version supports up to 5 users, 

while there are no limitations on the number of users in the pro version. 
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MAP and Heartbeat are highly complex products, and we only got to touch upon a small sub-set of their 

features (Sysomos also offers Firefox extensions, for example).  

 

While Heartbeat is easy enough to use, MAP is clearly not meant to be used by casual users. It is one of 

those tools where one can jump in and start doing some basic analysis pretty quickly, but a training 

session with Sysomos' staff or a detailed look at the excellent introductory screencast and other 

documentation is definitely necessary.  
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17.12.8  Google Analytics 

 

Google Analytics (GA) is a free service offered by Google that generates detailed statistics about the 

visitors to a website. The product is aimed at marketers (policy makers) as opposed to webmasters and 

technologists from which the industry of web analytics originally grew. Also it can be used by single 

users. It is a widely used website statistics service, currently in use at around 57% of the 10,000 most 

popular websites. Another market share analysis claims that Google Analytics is used at around 49.95% 

of the top 1,000,000 websites (as currently ranked by Alexa). 

GA can track visitors from all referrers, including search engines, display advertising, pay-per-

click networks, email marketing and digital collateral such as links within PDF documents. Google 

Analytics shows users how people found their site, how people explored it, and how they can enhance 

people’s visitor experience. With this information, users can improve their website return on 

investment, increase conversions, and make more money on the web. 

Integrated with AdWords, users can review online campaigns by tracking landing page quality 

and conversions (goals). Goals might include sales, lead generation, viewing a specific page, or 

downloading a particular file. These can also be monetized. By using GA, marketers can determine which 

advertisements are performing, and which are not, providing the information to optimise or cull 

campaigns. 

GA's approach is to show high level dashboard-type data for the casual user and more in-depth data 

further into the report set. Through the use of GA analysis, poor performing pages can be identified 

using techniques such as funnel visualization, where visitors came from (referrers), how long they stayed 

and their geographical position. It also provides more advanced features, including custom visitor 

segmentation. 

Users can officially add up to 50 site profiles. Each profile generally corresponds to one website. It is 

limited to sites which have a traffic of fewer than 5 million pageviews per month (roughly 2 pageviews 

per second), unless the site is linked to an AdWords campaign. 

In this report we will mention briefly Google Analytics’ structure. Then we will continue with GA’s 

unique benefits including the opposite site too and after that, we are going to explore the dashboard in 

order to present the format of provided statistics and its true utility.Lastly, we will describe the 

installation procedure.  
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17.12.8.1  Google Analytics Structure 

 

17.12.8.2  Tracking Code 

Collect visitor data for users’ website using the Google Analytics tracking code. The tracking code works 

by the inclusion of a block of JavaScript code on their website pages. When visitors to users’ website 

view a page, this JavaScript code executes the tracking operation for Analytics. Data about the page visit 

is collected and sent to the Analytics server through a list of parameters attached to a single-pixel image 

request. 

Without any customization, the tracking code snippet supplies users’ Analytics reports with a wide 

variety of data about their website pages, their visitors' loyalty, AdWords traffic sources, and more. If 

users want to use Analytics for other types of web analytics – such as ecommerce tracking or tracking 

visitors across domains – they will need to customize the tracking code. 

17.12.8.3  Management API 

The Google Analytics Management API improves access to Analytics account and configuration data. It 

offers the following benefits: 

Flexibility – Easily adjust the scope of users’ account request. For example, they can access the data for 

all their Analytics accounts and profiles in a single request, or just request data from a specific profile. 

Performance – Reduce feed response time by retrieving goals only for a single profile rather than 

parsing through all goals for all accounts/profiles. 

Structure – Traverse the hierarchy of users’ data in Analytics. The Management API provides parent and 

child links in each feed, which users application can use to programmatically query linked data objects. 

Currently, the Management API supports read-only access to five components of the Google Analytics 

Management system: 

1. Account data 

The account feed is the entry point to all management information for the authenticated user. 
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To request an account feed, you can use the following URL:  

https://www.google.com/analytics/feeds/datasources/ga/acounts 

 

2. Profile data 

Users’ application can either request the profile feed by following the link in a web property feed entry, 

or it can request the profile feed by using the URL directly. 

Users can retrieve all the profiles for a specific account or a web property using the following URL: 

https://www.google.com/analytics/feeds/datasources/ga/acounts/[accountID]/webproperties/[webPropertyID]/pr

ofiles 

The account ID is the central string of numbers in the web property ID used in the tracking code. 

The webPropertyID is of the form UA-XXXX-YY, as found in the tracking code. This URL requests the 

profiles for the web property UA-87987-1 under account 87987. 

https://www.google.com/analytics/feeds/datasources/ga/acounts/87987/ webproperties/UA-87987-1/profiles 

To request profiles for all the accounts or web properties that users have access to, they can use the 

special identifier ~all for the account or web property entity ID fields: 

https://www.google.com/analytics/feeds/datasources/ga/acounts/87987/ webproperties/~all/profiles 

Users can expand this same request to include all accounts, their web properties and their profiles: 

https://www.google.com/analytics/feeds/datasources/ga/acounts/~all/ webproperties/~all/profiles 

3. Web property data 

Users can retrieve the Web Property Feed by making a request to the URI below. This URI can also be 

found in each of the parent Account Entries allowing developers to traverse the Management API 

Hierarchy. 

You can retrieve all web properties for a specific account using the following URL: 

https://www.google.com/analytics/feeds/datasources/ga/acounts/[accountID] / webproperties 

An account ID is the central string of numbers in the web property ID used in the tracking code. For 

example, if the web property ID is UA-12345-2, then12345 is the account ID. This URL requests all the 

web properties for an account with the ID 12345. 

https://www.google.com/analytics/feeds/datasources/ga/acounts/12345 / webproperties 



         D2.1 Padget Design and Decision Model 

 

Page 578 of 625 

To request web properties for all the accounts that users have access to, they can use the special 

identifier ~all as the account ID: 

https://www.google.com/analytics/feeds/datasources/ga/acounts/~all / webproperties 

4. Goal data 

Users’ application can either request the goal feed by following the link in a profile feed entry, or it can 

request the goal feed by using the URL directly. 

Users’ can retrieve all the goals for a specific account, web property or profile using the following URL:  

https://www.google.com/analytics/feeds/datasources/ga/accounts/[accountID]/webproperties/[webPropertyID]/p

rofiles/[profileID]/goals 

The account ID is the central string of numbers in the web property ID used in the tracking code. 

The webPropertyID is of the form UA-XXXX-YY, as found in the tracking code. The profileID is the 

numeric profile ID.This URL requests all goals for profile 4849 that belongs to web property UA-12345-1. 

https://www.google.com/analytics/feeds/datasources/ga/accounts/12345/webproperties/UA-12345-

1/profiles/4849/goals 

To request goals for all the accounts, web properties, or profiles users have access to, users can use the 

special identifier ~all in the account, web property, or profile ID fields. For example: URL to request all 

goals for an account with the ID 12345:  

https://www.google.com/analytics/feeds/datasources/ga/accounts/12345/webproperties/~all/profiles/~all/goals 

URL to request all goals for a web property with the ID UA-12345-2, under the account 12345: 

https://www.google.com/analytics/feeds/datasources/ga/accounts/12345/webproperties/UA-12345-

2/profiles/~all/goals 

URL to request all goals for all profiles for all the web properties for users: 

https://www.google.com/analytics/feeds/datasources/ga/accounts/~all/webproperties/~all/profiles/~all/goals 

5. Advanced segments 

Here we will show how to retrieve advanced segment information using the Management API. Users can 

retrieve all advanced segments using the following URL: 

https://www.google.com/analytics/feeds/datasources/ga/segments 

17.12.8.4  Data Export API 

With the Google Analytics Data Export API, users can develop client applications to request data from an 

existing Analytics profile for an authorized user, and refine the results of the request using query 

parameters. Currently, the Data Export API supports read-only access to users’ Google Analytics data. 
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The current feeds in the Data Export API contain two general categories of Analytics data: 

1. Analytics account and profile data 

Retrieving Account Data 

With the Google Analytics Export API, users can use the Account Feed to retrieve a list of all the 

accounts authenticated users have access to. To access the Google Analytics Account Feed using the 

protocol, send an HTTP GET request to: 

 https://www.google.com/analytics/feeds/accounts/default 

Users have to be sure to also add the authorization token to this request. Here is an example of an HTTP 

request, containing a non-secure token, that users might send to Analytics:  

GET /analytics/feeds/accounts/default?v=2   

Content-Type: application/x-www-form-urlencoded  

Authorization: AuthSub token="l0g3SVzK0Q4m3t9fj1QscYPiAJ-trg6WyvhPNYlGy_A"  

User-Agent: Mozilla/5.0 (Windows; U; Windows NT 5.1; en-US; rv:1.8.1.14) Gecko/20080404 Firefox/2.0.0.14  

Host: www.google.com/analytics  

Accept: text/html, image/gif, image/jpeg, *; q=.2, */*; q=.2  

Connection: keep-alive 

2. Analytics report data from a single profile 

17.12.8.5  Google Analytics Benefits and Controversies 

17.12.8.5.1  Advantages 

Google Analytics is constantly being updated and improved, and is a must-have resource for users’ 

search marketing campaign.  It will show them valuable data about their visitors that they can use in 

combination with their Google Sitemap and other Google services.  

Viewing visitors by timeframe, geography, and source 

One of the advantages of Google Analytics is that it will allow users to view how many visitors their site 

is getting based on a specified time frame (from one day to all time).  They will be able to drill-down and 

see where visitors are coming from geographically, whether visitors found particular users via a search 

engine (and which keywords visitors used), or whether visitors were referred by another website.  

Viewing visitor details - from page views to bounce rate 
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Users will also be able to see details on their visitors, such as how long visitors stayed on their website, 

which pages they visited, which links they clicked on, and more.  The bounce rate reflects how many 

visitors bounced in and out of one page, and how many stayed longer.  This information will give users a 

good idea of which entry pages (pages visitors arrived via) need work (ie. if users have a high bounce 

rate for a particular page they will want to adjust their content to be more visitor friendly so they hang 

around longer).  They will also see which exit pages (pages that visitors left from) need work, as these 

pages are the ones that caused visitors to leave users’ site. 

What kind of computer and connection are user’s visitors using? 

Another advantage of Google Analytics is that it will provide users with further data on their visitors 

such as which web browser are they using, what is their monitor resolution, what is their Internet 

connection speed (ie. dial-up vs. broadband), do they have JavaScript support turned on or off, etc. This 

data will help users web designers optimize their website for the majority of their visitors, as they will be 

able to view their own website from their perspective. 

Analyze and compare their visitors' keyword usage 

While we're not going to go into all the features Google Analytics offers, we're going to highlight one of 

the most important advantages of Google Analytics:  the keywords traffic sources.  

By visiting Traffic Sources � Keywords users will be given a list of all the keywords, sorted by popularity 

that visitors used to find their web pages.  They should use this data to see how effective their search 

marketing campaign, in particular how effective their link building is, and find out which pages are 

bringing in the most visitors.  They can then analyze these pages, what they have done to promote 

them, and apply similar techniques to their lesser performing pages. 

Combining analytics with adwords 

One of the huge advantages of Google services is that users can all communicate and share data with 

each other.  This means users can use Analytics data together with AdWords and AdSense data to 

optimize all of their campaigns. We already showed them how they can use the keywords traffic sources 

together with their Google sitemap data to find out which of their keyphrases are performing the best, 

and which ones need work.  

In the AdWords section user will be able to analyze users’ AdWords campaigns' effectiveness.  In 

particular, they will be able to analyze specifically how visitors from their AdWords campaign are doing 

on their site, where they came from, how long they stayed, etc. They will be able to see which keywords 

are working for their and which ones are not, and thereby be able to optimize their AdWords 

campaigns. 

17.12.8.5.2  Disadvantages 

Google Analytics is a widely used and it has many fans with a good reason: it is zero-cost, its rich array of 

features: very good reporting capabilities, the ability to slice and dice the data in almost every 
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conceivable way, the slick ajax-ified interface, and the support for advanced utilities like advanced 

segmentation and something using on e-commerce sites – goals and funnels – filters.But to be objective, 

there is the controversy point of view: 

1. The analytics data is not available in real-time, users have to wait until midnight passes the next 

day to see yesterday’s data 

2. The data is not users’ – it’s Google’s – and for all of the clean image that Google has (‘don’t be 

evil’), believed that users would prefer to have their own copy of their website trend and visitor 

data. 

When users need to check reports, they access them online via the Google Analytics interface. 

The reports cannot easily be taken with them, and they have no way of archiving their data 

efficiently. 

Worse still, is that Google retains control over users’ data at all times. If Google changes the 

interface or style of reporting, users is stuck with having to deal with what they give them. 

If we are talking about USERS’ web site, THEIR visitors and THEIR analytics, why should Google 

have all the power? 

3. GA fails in SEO – The trouble is that Google Analytics uses what is called ‘page tagging 

technology’. Without getting too deep on this, it is important that we understand this fact. That 

is, the program is only capable of recording information on browsers that execute JavaScript. 

Automated browsers (including all spiders like Googlebot, Yahoo! Slurp, Bing, Ask, Baidu etc.) 

never execute JavaScript in users’ source code. So, while Google Analytics may do a great job of 

tracking their human visitors, they are unable to give them the goods on spider behavior, so 

users know absolutely zero about it from looking at their GA reports.  

In order to make the most of users’ SEO efforts they need to know when a spider is coming in, 

what pages they’re requesting, and how often they will come back. Using this information is 

how users can launch and optimize new pages, set up the best internal links and prioritize their 

source code changes. 

To track these visitors that in the vast majority of cases go totally unnoticed, users need a 

server-side scripting package that logs all visits to a database, including search engine spiders. 

There are a few free ones, and one very good of these is CrawlTrack – freely available to 

download at http://www.crawltrack.net/ 

The install for CrawlTrack is reasonably straightforward, and can be completed in a few minutes. 

All users need to do is upload the CrawlTrack files to a new directory on their hosting account, 

create a new database on their hosting accounts’ MySQL server, include a piece of CrawlTrack 

PHP code in their website code (in a header file, or another appropriate file, as indicated by the 

CrawlTrack documentation) and go through the automated installation procedure. 

CrawlTrack does not interfere with Google Analytics, users can run them side-by-side no 

problem, and enables them to see which spiders are crawling their site and how often.  

This data shows the percentage of visits from certain spiders. A table at the bottom shows how 

often each spider is crawling users’ site, broken down by each individual spider. Note: a ‘Visit’ is 

one individual page load by the spider. 
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Users can click on the name of the spider (e.g. GoogleBot) to drill down into detailed crawl stats 

for that specific robot. This view will give users individual crawl stats for each page of the site 

crawled, as well as stats into what percentage of their site pages were not crawled. Here is a 

screenshot of the ‘Crawlers’ activity view from one websites. 

 

 

4. No Support for Log Files 
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Log file analysis opposes page tagging when it comes to the technologies behind web analytics. 

Tools that rely on log files are using hard coded server logs to users’ all information. Every 

request for a file on users’ site is recorded, along with an IP address, users’ agent, and in most 

cases – the referral string. While it can be a bit more work to use these applications – the data 

they get back makes it a necessary evil. 

The best part about log analysis is in the filters users can build. It is known Google Analytics tries 

to address this to some degree but it is lacking at best in the control that users have. 

Unfortunately, Google Analytics will not allow them to upload log files (or, retrieve them via 

FTP/HTTP) as other applications do. If they could build this feature in, it would be a win-win 

situation. Users could use GA to track all of their data — and so could Google! 

Google Analytics is not a useless tool but if users are looking to make the most of their time spent on 

analytics, they should do themselves the favor of using multiple tools. It’s for the basic analytics if users 

want more special analytics about add publicity and targeted ads to\, we would suggest to choose a 

more sophisticated analytics platform.  

All in all, analytics is a try and error business, so everyone should try and learn by his own mistakes. 

17.12.8.6  Who is it for? 

Google Analytics provides tracking for anyone with a web presence, whether it is a small hobby website 

or a giant online enterprise. It's one of the most powerful web analytics solutions on the market - and it 

is free for anyone to use. In addition, Google AdWords customers can even see their Analytics data from 

inside their AdWords account – Google has added a tab with users’ Analytics reports and settings. They 

just go to Reporting ���� Google Analytics. Plus, Analytics automatically tags users’ AdWords 

campaigns for detailed tracking, and AdWords advertisers benefit from unlimited pageviews.  

Now, we are presenting what kind of questions Analytics can answer for different users: 

For Executives: 

• Which marketing initiatives are most effective? 

• What are accurate traffic patterns/trends on users’ websites? 

• Which customer and customer segments are most valuable? 

For Marketing Professionals: 

• Where are users’ visitors coming from and what do they do on their site? 

• How can users’ website convert more visitors into customers? 

• Which keywords resonate with prospects and lead to conversions? 

• Which online ad or creative is the most effective? 

For Content & Web Developers: 

• Why do so many people leave users’ site without doing what they want? 

• Are there website design elements that are turning visitors away? 
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• What site content are people most interested in? 

17.12.8.7  Google Analytics Installation Instructions 

This step – by – step installation procedure is intended for the rapid setup and successful configuration 

of a set of reports for a profile. If users need more detailed information on any topic, they can search 

Google’s Help Centre. 

Step 1 – Create a Google Analytics account 

Potential users should visit the website http://www.google.co.uk/analytics and create a Google Account. 

If they do not have they go to ‘Sign up now’. They have to follow the instructions, enter website’s URL 

(making sure to select either http:// or https:// from the drop-down list), enter a nickname for this 

account in the Account Name field and then, click ‘Continue’. They have to read the Google Analytics 

Terms of Service. If they agree with these terms, they can select the ‘Yes’ checkbox and then 

click ‘Create New Account’ to continue.  

The ‘Tracking Instructions’ page that appears contains the tracking code that users will need to paste 

into each page of their site. However, Google recommends that they complete some additional steps 

before pasting this code to ensure that the collected data is relevant. If they’d prefer to install the 

tracking code right away, they have to skip to Step 4 for instructions. 

Otherwise, click ‘Continue’ on the ‘Tracking Instructions’ page to access their new account. 

Step 2 - Configure profile 

It is important for users to configure their profile in order to get the most out of their reports. To access 

their profile settings: In the ‘Website Profiles’ table, they should find the profile to edit, click it. The 

Profile Settings page appears. Then, click ‘Edit’ on the Main Website Profile Information table. 

Default page 

Setting this to the default (or index) page of users’ site allows Google Analytics to reconcile log entries 

for www.example.co.uk andwww.example.co.uk/index.html, for example. These refer in fact to the 

same page, but are reported as two distinct pages until the Default Page setting has been configured. 

Exclude URL Query Parameters 

Does users’ site use dynamic session or user identifiers? They can instruct Analytics to ignore these 

variables and not count them as unique pages. Enter any query parameters to exclude, separated by 

commas. 

E-Commerce Website 

To enable e-commerce reporting and the E-Commerce Analysis report set, they can select ‘Yes’. More 

information on e-commerce reporting is available in Step 10. 
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Step 3 – Edit the tracking code for custom website setups 

The tracking code that is provided to users is designed to work with most site setups. However, there 

are a few scenarios that require small updates to the tracking code on each of their pages. If any of the 

following apply to the specific users, they should follow the instructions (by pressing the links – we don’t 

mention procedure because it is about changes to the code) to update their code before adding it to 

their pages. 

Learn how to: 

1. Track multiple domains in one profile (e.g. a main site as well as a secure store site) 

2. Track more than one subdomain in one profile 

3. Track multiple domain aliases 

Step 4 – Add the tracking code to your pages 

Users add the tracking code to their pages 

Google Analytics only tracks pages that contain the Google Analytics tracking code. They will need to 

add this code to each page of their site, either manually or through the use of includes or other 

methods. 

To access his tracking code: 

1. Sign in to Google Analytics. 

2. From the Analytics Settings page, find the profile for which they would like to retrieve the 

tracking code. Note: that tracking codes are profile specific. 

3. From that profile's Settings column, click Edit. 

4. At the top right of the Main Website Profile Information box, click Check Status. 

5. Users’ tracking code can be copied and pasted from the text box in the Instructions for adding 

tracking section. 

Basic installation – Users should sopy and paste the code segment into the bottom of their 

content, immediately before the </body> tag of each page they are planning to track. If they use a 

common include or template, they can enter it there. 

<script type="text/javascript"> 

var gaJsHost = (("https:" == document.location.protocol) ? "https://ssl." : "http://www."); 

document.write(unescape("%3Cscript src='" + gaJsHost + "google-analytics.com/ga.js' 

type='text/javascript'%3E%3C/script%3E")); 

</script> 

<script type="text/javascript"> 

try{ 

var pageTracker = _gat._getTracker("UA-xxxxxx-x"); 

pageTracker._trackPageview(); 
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} catch(err) {} 

</script> 

Users will need to update the “xxxx-x” in the sample above with their own Google Analytics account 

number. They can access their personalised tracking code in its entirety by following the instructions 

in Where can I find my tracking code? 

Once they have completed this step, Google Analytics will begin collecting traffic data. The data will be 

displayed in their reports within 24 hours. 

Database driven sites – Users should insert the tracking code on their index.php page or equivalent (e.g. 

default.php, index.cfm). 

Pages with frames – A web page containing frames will generate multiple pageviews: one for the 

framing page (containing either a FRAMESET or IFRAME tag within its HTML code) and one for each page 

shown in a frame. As a result, pageviews may be somewhat inflated. Even if a page on users’ site only 

appears as a frame for another page, Google still recommend tagging it with the entire tracking code. If 

a visitor reaches the page through a search engine or a direct link from another site and the page does 

not contain the tracking code, the referral, keyword and/or campaign information from the source will 

be lost. 

Step 5 – Users Links with their AdWords account 

For AdWords advertisers, Google Analytics can currently import cost data from AdWords campaigns. To 

link users’ AdWords and Analytics accounts, sign in to their AdWords account and follow the steps 

provided after the click ‘Google Analytics’ from the Reporting tab. 

Step 6 – Create goals and funnels 

If users’ website is designed to drive visitors to a particular page, such as a purchase or email signup 

page, they can track the number of successful conversions using goals and funnels in Google Analytics. 

• A goal is a website page a visitor reaches once they have made a purchase or completed 

another desired action, such as a registration or download. 

• A funnel represents the path that users expect visitors to take in order to reach the goal. 

Defining these pages allows them to see how frequently visitors abandon goals (and where they 

go instead) and the value of the goal. 

Each profile can have up to 4 goals, with a defined funnel for each. To set up goals and funnels: 

Enter Goal Information: 

1. From the Analytics Settings page, find the profile for which users will be creating goals and 

click Edit. 

2. Select one of the four goal slots available for that profile and click Edit. 
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3. Enter the Goal URL. Reaching this page marks a successful conversion. For example, a 

registration confirmation page, a checkout complete page or a ‘thank you’ page. 

4. Enter the Goal name as it should appear in the Google Analytics account. 

5. Turn the goal On or Off. This selection decides whether Google Analytics should track this 

conversion goal at this time. In general, users will want to set the Active Goal selection to On. 

Then, Define a funnel by following these steps: 

1. Users enter the URL of the first page of their conversion funnel. This page should be common to 

all users working their way towards their Goal. For example, if they are tracking users flow 

through their checkout pages, do not include a product page as a step in their funnel. 

2. Enter a Name for this step. 

3. If this step is a Required step in the conversion process, select the checkbox to the right of the 

step. If this checkbox is selected, users reaching the goal page without travelling through this 

funnel page will not be counted as conversions. 

4. Continue entering goal steps until users’ funnel has been completely defined. Users may enter 

up to 10 steps or only a single step. 

Finally, configure Additional settings by following the steps below: 

1. If the URLs entered above are Case sensitive, select the checkbox. 

2. Enter a Goal value. This is the value that is used in Google Analytics ROI calculations and can be 

either a set value for the page or a dynamic value pulled from their e-commerce receipt page.  

3. Select a Match Type. There are three different Match Types users may select for their goal: 

Exact, Head or Regular Expression. 

− Exact Match: This option requires that the URLs entered as their funnel and goal URLs 

exactly match the URLs shown in the reports. For example, there can be no dynamic session 

identifiers or query parameters. Note: If they are using an exact match for a goal (i.e. 

http://domain.co.uk/page.html), any trailing spaces will cause the goal to be invalid. If they 

are using partial matching (i.e. ^/page.html), trailing spaces are not an issue. 

− Head Match: If users’ website has dynamically generated content, use the Head Match filter 

and leave out the unique values. For example, if the URL for a particular user is 

http://www.example.co.uk/checkout.cgi?page=1&id=9982251615 but the ID varies for 

every other user, enter http://www.example.co.uk/checkout.cgi?page=1 and select Head 

Match as his match type. 

− Regular Expression Match: This option uses regular expressions to match his URLs. This is 

useful when the stem, trailing parameters or both can vary between users. For example, if a 

user could be coming from one of many subdomains and his/her URLs use session 

identifiers, use regular expressions to define the constant element of his URL. For example, 

page=1 will match "http://sports.example.co.uk/checkout.cgi?page=1&id=002" as well as 

"http://fishing.example.com/checkout.cgi?page=1&language=fr&id119." 

4. Click Save Changes to create this Goal and funnel or Cancel to exit without saving. 
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Step 7 – Users Tag their advertising campaigns 

Note to AdWords users: If users will only be tracking AdWords campaigns, they may skip this step. Once 

they have linked their AdWords and Analytics accounts, AdWords keywords are automatically tagged 

with the required tracking variables. 

Tagging their online ads is an important prerequisite for allowing Google Analytics to show them which 

marketing activities are really paying off. Tagging involves inserting and defining specific variables to the 

links that lead to their website. 

Generally speaking, they need to tag all of their paid keyword links, their banners and other ads and the 

links inside their promotional email messages, except those in Google AdWords, which are automatically 

tagged. Fortunately, the tagging process goes smoothly once users understand how to differentiate their 

campaigns. In addition, the URL Builder tool makes it easy to tag users their links. 

Step 8 – Creating Filters 

A filter is used to include, exclude or change the representation of certain information in a report.  

Filters are not required, but using them will help users define the data that is displayed and how they 

see it. Since filters affect the way that data is displayed in their reports, it is important to set them up as 

soon as possible. Filters added after their account begins collecting data will not affect their old data. 

Users will want to create filters if: 

• They want to see reports for a certain subdomain or subdirectory only. 

• They would like to exclude traffic from certain people or places. 

• Their dynamic parameters would be more easily readable as descriptive text strings. 

There are a number of other reasons why users may want filters, but if none of these apply to them, 

they can safely skip ahead to the next step. 

A filter consists of: 

• The name of the filter 

• The type of filter they would like to implement 

• The filter field that is affected.  

• The filter pattern is the string that will be matched against the filter field. This field uses regular 

expressions, a special syntax that uses wildcards and text strings for matching. 

To create a filter: 

1. Click the Filter Manager link from the Analytics Settings page. 

2. Click Add Filter. 

Filter Types 
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Analytics provides three predefined filters, useful for common tasks, as well as a number of custom 

filters. 

Predefined filters: 

1. Exclude all clicks from a domain (hostname): Use this filter to exclude clicks that originate from 

a specific network, such as user’s internal work network. 

2. Exclude all clicks from an IP address: This filter works to exclude clicks from certain sources. 

Users can enter a single IP address or a range of addresses 

3. Include only traffic from a subdirectory: Use this filter if users want a profile to report only on a 

particular subdirectory (such as www.example.co.uk/motorcycles) 

Custom filters: 

• Exclude Pattern: This type of filter excludes log file lines (hits) that match the Filter Pattern. 

Matching lines are completely ignored; for example, a filter that excludes Netscape will also 

exclude all other information in that log line such as visitor, path, referral and domain 

information. 

• Include Pattern: This type of filter includes log file lines (hits) that match the Filter Pattern. All 

non-matching hits will be ignored and any data in non-matching hits is unavailable to the Urchin 

reports. 

• Search & Replace: This is a simple filter that can be used to search for a pattern within a field 

and replace the found pattern with an alternative form. 

• Lookup Table: Selecting this filter allows user to select a lookup table name which may be used 

to map codes to human intelligible labels. For example, the phone models table maps 

abbreviated phone platform identifiers to the model and manufacturer names for phone-based 

Web browsers. 

• Advanced: This type of filter allows user to build a field from one or two other fields. The 

filtering engine will apply the expressions in the two Extract fields to the specified fields and 

then construct a field using the Constructor expression.  

• Uppercase / Lowercase: Converts the contents of the field into all uppercase or all lowercase 

characters. These filters only affect letters and will not affect characters or numbers. 

Common uses 

Report traffic to a subdomain only - If users have their tracking code on their entire domain, but would 

like to view reports about a particular subdomain on their own, they can create a filter to include only 

traffic to their subdomain. 

Exclude internal IP addresses - If they would like to exclude traffic from internal IP addresses, so that 

their own visits and those of their employees don't show up in their reports, enter their IP address in the 

filter below. They can also filter out a range of addresses.  

Step 9 – Grant access to other users 
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Google Analytics provides the ability to add any number of users to the account and to grant varying 

levels of access to the reports. 

Granting profile access 

To allow access to another user, follow the instructions below.  

1. Click User Manager. 

2. Click Add. 

3. Enter the user's email address, last name and first name. 

4. Select the User Type for this user: View reports only or Account Administrator, which allows the 

user to edit account settings. 

5. If user selected View reports only, select the profiles to which this user should have access. 

Reports for profiles that are not selected will not be available to this user. 

6. Click Add to move these profiles into the Selected Website Profiles list. 

7. Click Finish to create the new user. 

Step 10 – Enable e-commerce transaction tracking 

With some simple additions to user’s receipt page, Google Analytics can automatically detect and record 

transaction and product information. The required information is placed into a hidden form which is 

parsed for transaction and product information. Most template driven e-commerce systems can be 

modified to include this information in the receipt. 

Users will also need to enable e-commerce reporting for their website's profile: 

• From the Analytics Settings page, click Edit next to the profile they would like to enable. 

• Click Edit from the Main Website Profile Information box 

• Change the e-commerce Website radio button from No to Yes. 

 

17.13  Conclusions on Social Analytics Tools 

Social media come about a major role in publicity and effectiveness that is why is important to know 

some analytics about, in order to measure users’ popularity and to make easy for Policy makers to 

define or improve a strategy. That is why we search and mark analytic tools which provided either from 

the same SM to its users or Third – Parties. We found out that in many cases the Third – Party tools are 

much better than internal developed. Also some of the SM did not develop worthy or did not develop at 

all users – centered analytics, instead all of them developed API methods for retrieving content. Now we 

are going to present our foundings shortly for each one of the social media and we will present at the 

end a total table with all analytic tools (internal developed or Third – Party).  

Blogger recently created a new tab ‘Stats’ in which users can see interesting information like how many 

people saw a specified post, blog’s views (per day, week, month, generally), where come from the 
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people who explore users’ blog and what is the sources that they found the blog. Of course plenty of 

Third – Party tools had created before that, some of them specialized in some blog’s 

properties/features, some other tools give to their users a generally glance of their blog. Generally, 

Blogger provides very tangible and useful analytics for its users with no effort, they are ‘installed’ in a 

blog from the beginning.  

Picasa is owned by Google that is why they did not develop internal analytics but they promote at 

Picasa’s help the use of Google Analytics for this purpose with extended details about GA’s installation, 

use and utility. In general after our extended search we could not find other Third – Party tools which 

can retrieve Picasa’s data. Except for UI analytics Picasa has developed a small but good enough variety 

of API methods for retrieving content.  

YouTube although, is owned by Google too has its own analytic tool which is called YouTubeInsight. 

YouTubeInsights can tell you everything from the age of your viewers to which parts of the world you 

are most popular in, how people are discovering your videos and more. YouTubeInsigts is too easy to 

understand and start using this. Also, there are many API methods developed from YouTubewhich are 

helping in extracting important information.  

Twitter is a very useful micro-blogging site. Instead of its popularity and utility Twitter recently 

understood the neseccity to create its own analytics which will be ready for use at the end of 2010 or 

early 2011. But many other companies which realize Twitter’s power made a great and grand variety of 

Third – Party tools which can give users information for anything they want and can imagine with less 

effort and cost. Unless Twitter did not develop an analytic tool it would developed many REST APIs. 

As for Facebook the words are poor to express what happened with this SM. There is an orgasm of 

analytic tools which developed to cover the needs of statistics for the policy makers. Facebook as we 

saw two years ago take a major role at US presidential elections of 2008. From now and then there is an 

unexpected increase of its popularity for political and marketing matters, that is why many companies 

invest too much in creating good analytic tools. Users can find many of them some very worthy than 

others, some for free and some other under payment. Most of them are remarkable and can give users 

useful information. As for Facebook indentifing its power is trying harder and harder to develop better 

analytics. That is difficult for everyone even more the Third – party companies because of Facebook’s 

complexity and privacy rules and other rules which protected its uniqueness. Although Facebook has 

developed its own analytics for Administrators which can give to marketers and Policy Makers the 

valuable information for their aims.  

Delicious hasn’t developed neither its own completed analytic tool, although the dissatisfaction of its 

users which is expressed in Delicious forum, nor notable API methods for retrieving content. But have 

been created some Third – Party tools. In general about Delicious did not give so much attention about 

statistics because of its purpose, however if exist some tools it will be helpful. 

Flickr has developed its own stats but they are only available to pro account holders, under payment. Of 

course because it is one of the most popular photo and video sharing network, many others have 
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created analytic tools. It is remarkable to say that Flickr developers created many different and worthy 

APIs for retrieving information that shows its power.  

Ustream did not develop its own powerful analytic tool but its users can see some metrics concerning 

shows, recorded and highlighted videos, Crowd members, and events which are all Ustream’s activities.  

LinkedIn did not create a separate analytic tool but provides significant and helpful analytics at its user 

profile. Also, for this purpose some APIs were created. It is strange that there is not Third – Party tools 

for this purpose. 

Last but not least is Digg. Digg’s owners have not created internal tools or remarkable statistics, instead 

have created many significant Third – Party tools. As for the API, they have notice an important progress 

in developing many of them which help in retrieving data from all its provided activities.  

In the following table we present for every social media the provided internal analytics in the second 

column.  In the third column we present Third – Party tools which provide different analytics than the 

internal tools. In other words with the previous columns we compare the Internal analytics with Third – 

Party Tools. And in the fourth column we provide the API methods which are useful for retrieving not all 

information about users, profiles, post but specifically, the information about users’ interaction 

concerning post activity. Post activity is differentiated for each SM, some examples about this 

interaction should be comments, ratings, retweets, views, digs, etc.   
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Social 

media 

Internal 

developed 

Third - Party Tools API methods 

Blogger Analytics in real 

time, Pageviews 

in different time 

like today, 

previous week, 

Pageviews all 

time history, 

Traffic in 

different time 

like Last week, 

Last month, post 

is doing well in 

terms of traffic 

bringing to user’s 

blog,   

information 

about audience 

such as browser, 

operating system 

and country 

GA: web traffic, 

sends automatics 

alerts if there is 

significant change 

in his data patterns, 

customization 

acooring user's 

needs.                                        

SiteMeter: 

counters - give user 

the right picture of 

the web traffic, 

data about readers, 

real time website 

tracking. Who all 

are visiting his site, 

where they had 

come from, how 

they had found 

him, what all 

interests them and 

much more.                

StatCounter: 

configurable hit 

counter, a real time 

detailed web 

statistics.                    

MyBlogLog: track 

of outgoing links, 

blog traffic, can add 

top links to increase 

traffic.                                            

Feedburner: how 

many people are 

subscribing to your 

RSS feed,  what 

articles are they 

clicking inside your 

Retrieving all blog posts:  

To retrieve the user's posts.  

 Retrieving a blog post again:If a user want to 

retrieve a post that he has retrieved before.    

Retrieving posts using query parameters:  Lets user 

request a set of entries that match specified criteria. 

Retrieving all comments for a post: User can 

retrieve the comments for a particular post.     

Retrieving all blog comments: User can get the 

comments from all posts. 
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RSS feed. 

Picasa Not available 

Internal 

Developed tools 

GA: Track number 

of visitors to user's 

photos 

Request list of photos from album: To get a feed 

listing all of the photos in an album.     

Request photos recently uploaded: It is also 

possible to retrieve the photos associated with a 

user, but without specifying any particular album 

Request photos by community search: With the 

API, someone can search photos uploaded by other 

users, as long as they are in a public album.   

Retrieving a photo again: If a user wants to retrieve 

a photo that he has retrieved before.   

Listing comments by user: The following request 

returns a feed of the 10 most recent comments.   

Listing comments by photo: User can also retrieve 

all of the comments associated with a particular 

photo. 

YouTube Video views, 

videos 

popularity, time 

it takes for a 

video to become 

popular, 

demographics, 

how people are 

finding their 

YouTube 

content, how 

engaged a user’s 

viewers are with 

their 

‘Community’ 

Insight feature, 

information 

about 

subscribers - 

which countries 

GA: Is only available 

on brand channels. 

How do visitors find 

my brand channel, 

how loyal are my 

viewers: how often 

do they come back 

to user's channel, 

how much time do 

people spend on 

my channel, where 

are users located 

and what languages 

do they speak. 

Standard video feeds: Retrieve standard YouTube 

feeds                              

Retrieving region-specific standard video feeds: 

Retrieve region-specific standard feeds by inserting 

a region ID       

Retrieving category-specific standard video feeds: 

Retrieve category-specific standard feeds by 

appending an underscore and a category name                           

Videos uploaded by a specific user: Retrieve a feed 

containing all of the videos uploaded by a specific 

user                 

Related videos: Retrieve a list of videos that are 

related to another video.      

Browsing with categories and keywords: Retrieve a 

feed of all of the videos that are in a particular 

category or that are associated with a particular 
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viewers are 

subscribing from, 

how many 

people 

subscribed or 

unsubscribed 

during a specific 

time period - find 

out the most 

subscribers by 

visiting personal 

YouTube 

channels 

keyword  

Searching for videos: Retrieve a list of videos 

matching a user-specified search term.                                                   

Retrieving information about a single video: 

Retrieve information about a single video                                             

Retrieving information about the currently logged-

in user's videos: Retrieve the most up-to-date 

information for a video uploaded by the currently 

logged-in user                                 

Retrieving comments for a video: Retrieve or 

append the list of comments for the video                                        

Retrieving a user's profile: A user profile contains 

information about a user, such as the user's 

hobbies, occupation, or favorite books, music and 

movies. 

Twitter Twitter 

Analytics: 

Expected 

Analytics about: 

information 

about which 

tweets are most 

successful, which 

tweets caused 

people to 

unfollow, and 

who the most 

influential users 

are that reply 

and retweet 

their messages 

TwitterCounter: 

statistics of 

user's followers, 

following, and 

daily tweets, he 

could compare 

Twitalyzer: 

measure influence, 

popularity, velocity 

and generosity.                           

Klout: influence 

metrics. 

TweetStats: how 

many tweets per 

hour, day and 

month, as well as 

user looks at his 

tweet timeline and 

reply statistics, user 

can track his level 

of interaction and 

look at areas that 

need improvement. 

TweetMeme: 

Hottest Links on 

Twitter - Displays 

popular topics on 

Twitter and those 

search: This method returns tweets that match a 

specified query.                   

statuses/firehose: Returns all public statuses. 

statuses/home_timeline: Returns the 20 most 

recent statuses, including retweets if they exist, 

posted by the authenticating user and the user's 

they follow.  

statuses/public_timeline: Returns the 20 most 

recent statuses, including retweets if they exist, 

from non-protected users. The public timeline is 

cached for 60 seconds.  

statuses/retweets_of_me: Returns the 20 most 

recent tweets of the authenticated user that have 

been retweeted by others. 

statuses/retweeted_to_me: Returns the 20 most 

recent retweets posted by users the authenticating 

user follow.  

statuses/retweeted_by_me:  
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growth of 

multiple twitter 

accounts or 

compare them 

with his 

competitor’s 

expansion 

people talking 

about that topic. 

TweetEffect: Gain / 

Lose followers.                           

Twitter Grader: 

measure power and 

reach on twitter. 

TwitterPsych: 

Create psycological 

profile.            

Twitter Analyzer: 

Number of readers 

that have been 

exposed to user's 

message, his tweet 

habits, who is 

retweeting his 

updates, twitter 

follow statistics, 

growth rates, 

conversations being 

made about him, 

the size of his 

audience and his 

followers' 

demographics.          

TweetMetrics: 

Hidden network of 

Twitter contacts 

that are really 

relevant for user, 

stats about his 

Twitter account.                 

Twoolr: Lists his 

account growth, 

content posted  and 

community, tracks 

how he uses 

Twitter, words he 

uses most in his 

tweets, how he 

Returns the 20 most recent retweets posted by the 

authenticating user.  

statuses/retweet: Returns all retweets.  

statuses/mentions: Returns the 20 most recent 

mentions (status containing @username) for the 

authenticating user.  

statuses/retweets/:id: Returns up to 100 of the first 

retweets of a given tweet. 
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interact with his 

followers and how 

they interact with 

him. Tweeple 

Twak: How many 

followers he has 

and how many he 

has lost.                            

Cligs: Real-time and 

detailed web 

analytics for each 

shortened url he 

uses. 

Facebook Pages: Daily new 

fans, daily active 

fans, daily post 

views, daily post 

feedback, page 

views, 

Interactions and 

Comments 

(number of likes, 

comments and 

wall posts per 

day, number of 

daily post views, 

daily post 

feedback, daily 

shares, feedback 

per share, 

reshare rate in 

addition to the 

number of likes, 

comments and 

unsubscribes), 

Post Analytics, 

Demographics 

(gender, age, 

country, city and 

language) 

Coremetrics: 

Measures  the role 

Facebook plays in 

influencing 

subsequent website 

visits, behaviors, 

and conversions. 

Omniture: 

Demographics,   

traffic metrics such 

as page views, 

referrals, and time 

spent on a page.                                              

Unica: how do key 

influencers use the 

application vs. the 

average user, 

Demographics, e.g. 

how do people at 

various age ranges 

use the application, 

Geographic 

location, e.g. how 

to users from 

different parts of 

the country or 

world prefer to use 

photos.get: Returns all visible photos according to 

the filters specified.          

links.get: Returns all links the user has posted on 

their profile.                     

notes.get: Returns a list of all of the visible notes 

written by the specified user  

notifications.get: Returns information on 

outstanding Facebook notifications for current 

session user   

stream.getComments: This method returns all 

comments associated with a post in a user's stream.              

streamcomments.get: Returns all comments for a 

given XID posted through fb:comments or the 

Comments Box (which is created with the 

fb:comments (XFBML) tag).                                  

admin.getMetrics: Returns values for the 

application metrics displayed on the Usage and 

HTTP Request tabs of the application's Insights 

page. User can view the metrics in 1-day, 7-day, and 

30-day increments over a given date range, which 

cannot exceed 30 days. This way, user can review 

metrics for all of the 1-day, 7-day, and 30-day 
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Applications: 

Daily active 

users, daily new 

users, total 

installed users by 

number and by 

percentage 

change, daily 

Unique Logged-

in Widget 

Viewers, total 

installed users, 

Demographics 

(age and 

gender), 

Permissions, 

Daily Content 

Shared via 

Application, 

including Publish 

Story, Update 

Status, Post 

Share and Post 

Photos, graph of 

Requests, 

including 

Requests Accept, 

Requests Ignore 

and Requests 

Skip, Referral 

Traffic to 

Application. 

the application, 

Relationships or 

affiliations, e.g. 

how to married 

folks vs. bachelors 

differ in their 

preferences for 

using the 

application.                         

Webtrends: views, 

visits, bounce rates 

and time on site for 

Facebook shares, 

ads, apps and 

custom tabs. 

Kontagent: is great 

for getting 

visualizations and 

filtering. Statistics 

about traffic , 

virality, 

engagement, 

retention, revenue 

and user 

demographic data. 

Comprehensive 

tracking and 

measurement 

analytics to help 

them maximize ROI 

for their marketing 

investments.            

GA: traffic tool.  

Unique Visitors,  

Visits,  Page Views,  

Referring Source.                          

MixPanel: event 

tracking. 

KissMetrics: 

funnels tool. 

periods that end within the given date range.  

admin.getRestrictionInfo: Returns the demographic 

restrictions for the application.  

links.getStats: Returns information about one or 

more Facebook Share implementations. 
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Delicious Delicious has not 

analytics with 

the strict 

definition of 

Analytic Tools 

but there are 

some services 

about searching 

in Delicious and 

others which we 

will present next. 

Of course should 

be better if 

Delicious 

supported 

analytics for its 

users taking into 

consideration 

their complaints.    

Delicious Search: 

search the 

context of the 

page he is on 

(looking for a 

specific user's 

bookmarks, 

search others’ 

bookmarks. If 

user is looking at 

a specific tag, he 

can search only 

items with that 

tag.), search a 

user network's 

bookmarks. 

Linkrolls: show 

user's latest 

bookmarks. 

Tagometer 

Badge: show 

user's tags and 

del.icio.us network 

explorer: View the 

relationships 

between people on 

del.icio.us.           

Delicious Soup: 

Play with the 

relationships 

between user’s 

tags. Analyze his 

bookmarks by 

visualizing tag 

relations in the 

form of soup blobs. 

extisp.icio.us: View 

user’s tag cloud in 

different ways. 

Cloudalicious: View 

a graph of the 

tagging history of a 

URL. Yummy Tag 

Buffet: View a 

dynamic timeline of 

user’s bookmarks 

and tags.      

del.icio.us 

direc.tor: Allows 

user to view his 

bookmark tags in a 

hierarchy and then 

sort them by name, 

tags or time 

created. 

Bookmarks 

Insuggest: Analyzes 

user’s online 

bookmarks and 

recommend other 

bookmarks that 

matches his taste.           

del.icio.us 

Delicious because of the way it functions does not 

have methods which are used to retrieve content 

from user’s posting activity, such as comments, 

views, ratings etc, like is happening in other social 

media. 
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how many saves 

he has made to 

each. Tagrolls: 

show off user's 

various tags and 

allow people to 

explore them. 

Del.icio.us URL: 

Url's history 

subscriptions 

network: Browse 

the network of 

del.icio.us users as 

defined by their 

inbox subscription 

lists. 

Flickr Daily activity, 

views of photos,  

most popular 

photographs, 

how people 

found user's 

pictures 

Top Galaxy: 

provides an 

exceptional visual 

experience when 

searching for 

images. Flickr 

Ralated Tag 

Browser: Offers the 

ability to surf 

Flickr's keywords or 

tags.           

Picishare: Provides 

a good alternative 

to using standard 

digital image search 

tools. Basic 

searches: with a 

specific keyword or 

tag in the search 

box, another 

feature allows 

sorting of digital 

pictures found by 

the search engine 

by relevance, 

interesting, date 

taken, or date 

posted with up to 

100 items per page.  

LiteFlickr: Shows 

most interesting 

flickr.photos.search: Return a list of photos 

matching some criteria. Only photos visible to the 

calling user will be returned. To return private or 

semi-private photos, the caller must be 

authenticated with 'read' permissions, and have 

permission to view the photos.               

flickr.people.getPhotos: Return photos from the 

given user's photostream.  

flickr.photos.getInfo: Get information about a 

photo. 

flickr.photos.people.getList: Get a list of people in a 

given photo.  

flickr.activity.userComments: Returns a list of 

recent activity on photos commented on by the 

calling user.  

flickr.photos.comments.getList: Returns the 

comments for a photo.  

flickr.photos.comments.getRecentForContacts: 

Return the list of photos belonging to user’s 

contacts that have been commented on recently.  

flickr.photosets.comments.getList: Returns the 

comments for a photoset.  

flickr.stats.getCollectionStats: Get the number of 

views on a collection for a given date.                 

flickr.stats.getPhotosetStats: Get the number of 
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items uploaded on 

Flickr for the 

current day. A 

search box permits 

a search for a 

specific keyword or 

tag. Multicolr 

Search Lab: Search 

through 10 million 

of Flickr’s most 

interesting and 

creative commons 

pictures based on 

color. 

views on a photoset for a given date.                      

flickr.stats.getPhotoStats: Get the number of views, 

comments and favorites on a photo for a given date.  

flickr.stats.getPhotostreamStats: Get the number 

of views on a user's photostream for a given date.  

flickr.stats.getPopularPhotos: List the photos with 

the most views, comments or favorites.                 

flickr.stats.getTotalViews: Get the overall view 

counts for an account. 

Ustream Are about user’s 

shows (number 

of unique 

viewers, viewer 

hours), recorded 

and highlighted 

videos, Crowd 

members, and 

events. 

Not available listAllChannels: This command returns all the 

channels belonging to a particular user. 

listAllVideos: 

This command returns all the videos belonging to 

the user specified in the UID provided.                 

ChannelgetComments: 

This command returns any comments for the user 

profile specified by the UID.  

VideogetComments: 

This call returns any comments for this video as an 

array of comment arrays.  

getMostViewers: User can use the Stream Subject 

to get information about live shows — the newest, 

most recently started, and the show with the most 

viewers. He can also return shows randomly, useful 

if he wants to present a constantly changing sample 

of live broadcasts. 

popular: API based search engine: Ustream.TV built 

a powerful, new search engine for developers to use 

in exploring and accessing Ustream.TV content. It 

gives them far more visibility into Ustream’s content 

than they might expect from the typical content 

site. Specifically, the API-based search engine gives 

developers broad and deep visibility into Channel, 
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User and Video records. 

LinkedIn Profile Stats: 

Gives user a 

brand new 

perspective on 

his professional 

brand on 

LinkedIn, user 

understands and 

react to his 

audience, he can 

measure his 

influence, 

Exclusive insights 

for subscribers, 

User is in control 

of his image.                       

Who's viewed 

my profile: 

provides a list of 

the people who 

have recently 

viewed user’s 

Profile. Network 

statistics: The 

Network 

Statistics page 

offers a variety 

of information 

about his 

network 

including 

estimates on size 

as well as 

regional and 

industry 

groupings.                 

Viewers of this 

profile also 

viewed… : This 

Not available Getting More Comments and Likes on a Specific 

Network Update: By default, a network update 

containing more than 5 comments will only return 

to the specific user  the most recent five. 
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service shows 

user in his profile 

who else 

professionals he 

probably knows. 

Digg Not available 

Internal 

Developed tools. 

We found two 

widgets which 

retrieve content 

in a way:         

Digg Widget: 

Display the latest 

Digg news on 

user’s site with 

this widget. 

Allows for 

custom 

formatting and 

automatically 

updates on the 

fly. 

Digg Top Stories: 

The hottest 

stories hitting 

the Digg 

database 

Social Blade: Story 

URL and title, Total 

Diggs, Diggs given 

by friends, Number 

of comments at the 

time the story went 

hot, Diggs per hour.                                   

Di66.net: top words 

in titles, top words 

in descriptions, 

timeline of Digg’s 

stats, top users 

stats and top front 

page sources. 

digg.getAll: Get the details of all diggs on stories, 

narrow down results with specific arguments.  

comment.getAll: 

Get the details of all comments, narrow down 

results with specific arguments.  

comment.getPopular: Get comments belonging to 

popular stories. 

comment.getReplies: Retrieve comments replying 

to a comment.  

dialogg.getComments: 

Get all the comments/questions for a specific Digg 

Dialogg.  

digg.getPopular: Get all diggs on popular stories.                       

friend.getCommented: Stories commented by given 

user friends, sorted most recent digg first.   

story.getComments: Retrieve comments for a story.  

story.getDiggs: Retrieve diggs for a given story.        

story.getPopular: Get popular stories matching 

specific arguments.  

user.getComments: Retrieve comments for a given 

user username. 
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Finally, we present all analytic tools in brief using a Total Table.  

ID Platform 

Name or 

Company 

Name 

URL Media 

Type 

Coverage 

Providing Statistics Internal 

Developed 

/Third Party 

Tools 

Free/ 

Paid 

1 Blogger 

Stats 

http://draft.blogg

er. 

com/home?pli=1 

Blogger Pageviews, post views, traffic 

sources of blog, country 

visitors visiting for user’s 

blog. 

Internal Internal 

2 Google 

Analytics 

http://www.goog

le. com/analytics/ 

Blogger How much traffic that user is 

sending where providing 

daily report emailed, get 

report in excel and PDF 

format, external links to 

which visitors are leaving 

Third Party Free 

3 SiteMeter http://sitemeter.

com/ 

 Real time website tracking, 

counter tools which give him 

access to the vital 

information and data 

required about his sites 

audience,  who all are visiting 

his site, where they had 

come from, how they had 

found him, what all interests 

them etc. 

Third Party Free the 

Basic 

version 

4 StatCounter http://statcounte

r.com /blogger/ 

 Configurable hit counter, a 

real time detailed web 

statistics. 

Third Party Free 

mostly 

5 MyBlogLog http://www.mybl

oglog .com/ 

Blogger Track of outgoing links, blog 

traffic, can add top links to 

increase traffic. 

Third Party Free 

6 FeedBurner https://www.goo

gle.com/ 

accounts/Service

Login?  

service=feedburn

Blogger, 

Twitter 

allmost all 

How many people are 

subscribing to user’s RSS 

feed,  what articles are they 

clicking inside your RSS feed. 

Third Party Free 
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er& 

continue=http:// 

feedburner 

.google.com/fb/a

/ myfeeds 

&gsessionid= 

tHnktx299VNW 

PtMjF2d5kw 

7 Google 

Analytics 

http://www.goog

le. com/analytics/ 

Picasa Track number of visitors to 

user’s photos. 

Third Party Free 

8 YouTubeInsi

ght 

http://www.you

tube. 

com/t/advertisin

g_insight 

Youtube Video views, videos 

popularity, how much time it 

takes for a video to become 

popular, demographics and 

some new metrics. 

Internal Free 

9 Google 

Analytics 

http://www.goo

gle 

.com/analytics/ 

Youtube How do visitors find user’s 

brand channel, how loyal are 

his viewers: how often do 

they come back to his 

channel, how much time do 

people spend on his channel, 

where are his users located 

and what languages do they 

speak. 

Third Party Free 

10 Twitter 

Analytics 

Has not 

presented official 

Twitter Expected Analytics about: 

which tweets are most 

successful, which tweets 

caused people to unfollow, 

and who the most influential 

users are that reply and 

retweet their messages. 

Internal Free 

11 TwitterCoun

ter 

http://twitterco

unter 

.com/ 

Twitter Statistics of user’s followers, 

following, and daily tweets, 

user could compare growth 

of multiple twitter accounts 

or compare them with his 

competitor’s expansion. 

Third Party Free 
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12 Twitalyzer http://www.twit

alyzer. 

com/ 

Twitter Measure influence, 

popularity, velocity and 

generosity. 

Third Party Free 

13 Klout http://klout.com/ Twitter Influence metrics Third Party Free 

14 TweetStats http://www.twe

etstats 

.com/ 

Twitter Number of tweets per hour, 

day and month, as well as 

look at user’s tweet timeline 

and reply statistics,track his 

level of interaction and look 

at areas that need 

improvement 

Third Party Free 

15 TweetMeme http://tweetmem

e.com/ 

Twitter Hottest Links on Twitter - 

Displays popular topics on 

Twitter and those people 

talking about that topic. 

Third Party Free 

16 TweetEffect http://tweeteffec

t.com/ 

Twitter Gain / Lose followers Third Party Free 

17 Twitter 

grader 

http://twittergra

der.com/ 

Twitter Measure power and reach on 

twitter. 

Third Party Free 

18 TwitterPsyc

h 

http://tweetpsyc

h.com/ 

Twitter Create psycological profile Third Party Free 

19 Twitter 

Analyzer 

http://twitteranal

yzer.com/ 

Twitter Number of readers that have 

been exposed to his 

message, user’s tweet habits, 

who is retweeting user’s 

updates, twitter follow 

statistics, growth rates, 

conversations being made 

about him, the size of his 

audience and his followers' 

demographics 

Third Party Free 

20 TweetMetri

cs 

http://www.twit

ter- 

Twitter Hidden network of Twitter 

contacts that are really 

relevant for user, stats about 

Third Party Free 
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friends.com/ his Twitter account. 

21 Twoolr http://twoolr.co

m/ 

Twitter Lists user’s account growth, 

content posted  and 

community, tracks how he 

use Twitter, words he use 

most in his tweets, how he 

interacts with his followers 

and how they interact with 

him. 

Third Party Depend

s on 

Statistic

s but 

mostly 

Paid 

22 Tweeple 

Twak 

http://tweepletw

ak.com/login 

Twitter How many followers he has 

and how many he has lost 

Third Party Free 

23 Cligs http://cli.gs/ Twitter Real-time and detailed web 

analytics for each shortened 

url user uses. 

Third Party  

24 Insights  Facebook Daily Active users, Page 

Views, Interactions and 

Comments, Post Analytics, 

Demographics,  Daily Unique 

Logged-in Widget Viewers, 

Permissions, Referral Traffic 

to Application etc. 

Internal Free 

25 Coremetrics http://www.cor

emetrics 

.com/company/

2010/ 

pr03-02-10-

coremetrics- 

announce-roi-

facebook.php 

 Measures  the role Facebook 

plays in influencing 

subsequent website visits, 

behaviors and conversions. 

Third Party Paid 

26 SiteCatalyst 

/Omnitute 

http://www.om

niture. 

com/en/product

s/ 

Facebook, 

Twitter 

Demographics,   traffic 

metrics such as page views, 

referrals, and time spent on a 

page. 

Third Party Paid 
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online_analytics/

sitecatalyst 

27 Unica http://www.unic

a. 

com/solutions/

web- 

analytics-

solution.htm 

 How do key influencers use 

the application vs. the 

average user, Demographics, 

e.g. how do people at various 

age ranges use the 

application, Geographic 

location, e.g. how to users 

from different parts of the 

country or world prefer to 

use the application, 

Relationships or affiliations, 

e.g. how to married folks vs. 

bachelors differ in their 

preferences for using the 

application. 

Third Party Paid 

28 Webtrends 

extends 

Analytics 9 / 

Webtrends 

http://www.we

btrends. 

com/products/a

nalytics 

/facebook.aspx 

Facebook Views, visits, bounce rates 

and time on site for Facebook 

shares, ads, apps and custom 

tabs. 

Third Party Paid 

29 Social 

Analytics 

and 

Marketing-

Automation 

Suite  / 

Kontagent 

http://www.kont

agent.com/ 

Facebook Visualizations and filtering. 

Statistics about traffic , 

virality, engagement, 

retention, revenue and user 

demographic data 

Third Party Only 

Basic 

Analytic

s are for 

free 

30 Google 

Analytics 

http://www.goo

gle. 

com/analytics/ 

Facebook Traffic analytics. Unique 

Visitors, Visits, Page Views, 

Referring Source. 

Third Party Free 

31 Mixpanel http://mixpanel.

com/ 

Facebook Event tracking Third Party Paid 
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32 KissMetrics http://www.kiss

metrics.com/ 

Facebook Funnels tool Third Party Paid 

33 Delicious 

Search 

 Delicious Search the context of the 

page he is on (looking for a 

specific user's bookmarks, 

search others’ bookmarks. If 

user is looking at a specific 

tag, he can search only items 

with that tag.), search a user 

network's bookmarks. 

Internal Free 

34 Linkrolls http://www.deli

cious. 

com/help/linkrol

ls 

Delicious Show user’s latest bookmarks Internal Free 

35 Tagometer 

Badge 

http://www.deli

cious. 

com/help/tago

meter 

Delicious Show user’s tags and how 

many saves he has made to 

each. 

Internal Free 

36 Tagrolls http://www.deli

cious. 

com/help/tagrol

ls 

Delicious Show off user’s various tags 

and allow people to explore 

them. 

Internal Free 

37 Del.icio.us 

Url 

http://www.deli

cious. 

com/url/ 

Delicious Url's history Internal Free 

38 Blue Dt API http://faves.co

m/ 

Developers.aspx 

Delicious Find, save and share 

interesting Web content with 

friends and family. 

Third Party Free 

39 BibSonomy http://www.bibs

onomy. 

org/help/doc/ap

Delicious Sharing bookmarks and lists 

of literature. 

Third Party Free 
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i.html 

40 GroupMe http://groupme.

org/ 

GroupMe/api/ 

Delicious Extends the idea of social 

tagging systems 

Third Party Free 

41 hbookmark http://groups.go

ogle 

.com/group/hbo

okmark 

Delicious Archive and sort links via 

twitter. 

Third Party Free 

42 Read It Later 

API 

http://readitlate

rlist. 

com/api/ 

Delicious Allow users to save web 

pages to read or use later 

Third Party Free 

43 Flickr Stats http://taggalaxy.

de/ 

Flickr Daily activity, views of 

photos,  most popular 

photographs, how people 

found user's pictures 

Internal Paid 

44 Top Galaxy  Flickr Provides an exceptional 

visual experience when 

searching for images. 

Third Party Free 

45 Flickr 

Ralated Tag 

Browser 

http://www.airti

ghtinteractive 

.com/projects/r

elated_tag 

_browser/app/  

Flickr Offers the ability to surf 

Flickr's keywords or tags. 

Third Party Free 

46 Picishare http://www.pici

share.com/ 

Flickr Provides a good alternative 

to using standard digital 

image search tools. Basic 

searches: with a specific 

keyword or tag in the search 

box, another feature allows 

sorting of digital pictures 

found by the search engine 

by relevance, interesting, 

date taken, or date posted 

Third Party Free 



         D2.1 Padget Design and Decision Model 

 

Page 611 of 625 

with up to 100 items per 

page. 

47 LiteFlickr http://www.litef

lick.com/ 

Flickr Shows most interesting items 

uploaded on Flickr for the 

current day. A search box 

permits a search for a specific 

keyword or tag. 

Third Party Free 

48 Multicolr 

Search Lab 

http://labs.ideei

nc.com 

/multicolr/ 

Flickr Search through 10 million of 

Flickr’s most interesting and 

creative commons pictures 

based on color. 

Third Party Free 

49 Profile Stats  LinkedIn Gives user a brand new 

perspective on his 

professional brand on 

LinkedIn, user understands 

and react to his audience, he 

can measure his influence, 

Exclusive insights for 

subscribers, User is in control 

of his image. 

Internal Free 

50 Who's 

Viewed 

My Profile 

 LinkedIn Provides a list of the people 

who have recently viewed 

user’s Profile. 

Internal Free 

51 Network sta

tistics 

 LinkedIn The Network Statistics page 

offers a variety of 

information about his 

network including estimates 

on size as well as regional 

and industry groupings. 

Internal Free 

52 Social Blade http://socialblad

e. 

com/digg/diggfp

data. 

php 

Digg Story URL and title, Total 

Diggs,  Diggs given by friends, 

Number of comments at the 

time the story went hot, 

Diggs per hour 

Third Party Free 



         D2.1 Padget Design and Decision Model 

 

Page 612 of 625 

53 Di66.net http://di66.net/ Digg Top words in titles, top words 

in descriptions, timeline of 

Digg’s stats, top users stats 

and top front page sources. 

Third Party Free 

54 Sprout http://sproutsoc

ial.com/ 

Twitter, 

Facebook, 

LinkedIn 

Sprout users engage 

customers, gain feedback and 

achieve targeted audience 

growth. The Social 

Dashboard combines 

message distribution and 

monitoring in order to track 

key metrics and provide 

competitive insights. The 

application helps businesses 

discover and target new 

customers on the Web 

through the use of deep 

database logging and search 

capabilities that let Sprout 

Social SRM users target 

customers based on their 

profile characteristics, 

including location, job roles, 

employer and more. 

Third Party Free -30 

Days 

Trial 

Version 

55 Trackur http://www.trac

kur.com/ 

Facebook, 

Twitter, 

blogger 

Get unlimited search results, 

anyone can share user’s 

login, get reports, CSV 

export, RSS and email alerts, 

how popular certain keyword 

concepts are on the social 

web, monitor what people 

are saying about user’s 

brand, identify a certain 

measure of influence and 

where they’re saying it, 

seeing social keyword 

popularity trends can be 

quite useful for taking 

advantage of real-time 

Third Party Free 

version 

suitable 

for 

individu

als or 

Small 

Business

es 
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marketing opportunities. 

56 Bit.ly http://bit.ly/ Twitter, 

Facebook 

Track links on a short url, 

counting shares on Facebook, 

easy to track performance on 

a specific link listing the 

conversations and displaying 

charts, the Bit.ly sidebar is 

just off the hook, an easy 

ways to share content 

without leaving the site. 

Share, track and analyze 

user’s liks. 

Third Party - 

57 PostRank http://www.pos

trank.com/ 

Facebook, 

Twitter, 

LinkedIn, 

Delicious, 

Flickr, 

Blogger 

Engagement scores to gauge 

how well pieces of content 

(i.e., a blog post, a news 

article) convinced users to 

take action (i.e., re-Tweet, a 

blog post comment, an RSS 

view), shows the messages 

and comments from other 

sites that are contributing to 

the engagement score. In 

addition to individual pieces 

of content, also maps out 

engagement activity and 

number of page views for 

entire blogs or websites per 

day. User can easily see what 

content on his competitors 

blogs are getting popular and 

where. PostRank also offers 

integration with Google 

Analytics 

Third Party Paid – 

starts 

at$9 per 

month 

58 SocialToo http://socialtoo.

com/ 

Facebook, 

Twitter 

Providing a related API for 

Twitter and Facebook clients 

to integrate, retrieve, and 

provide further statistics for 

each user's Facebook profile. 

Future releases will also 

Third Party - 
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include the ability to track 

which specific Twitter, and 

Facebook users are clicking 

on a user's SocialToo URL. 

Users can set up their own 

custom keywords and 

phrases which they can 

block, unfollow, ignore, or do 

as they please, adding that to 

daily e-mails that track user’s 

new followers and 

unfollowers, auto follow, 

polling tools, and more. 

59 Xinureturns http://xinuretur

ns.com/ 

 SEO Site Statistics Tool - 

Check PageRank, Backlinks, 

Indexed Pages, Rankings 

Third Party Free 

60 Sysomos’ 

analytic 

tools – MAP 

& Heartbeat 

http://sysomos.

com/ 

Twitter, 

Blogger, 

Facebook, 

Youtube 

MAP is Sysomos' flagship 

product, offering customers 

the ability to effectively 

listen, measure, understand 

and engage. Alsodelivers 

insight into the key 

conversations, why they're 

happening and who's driving 

them. 

Heartbeat is a cost-effective, 

real-time social media 

monitoring and 

measurement tool, provides 

constantly updated 

snapshots of online 

conversations, including a 

variety of user-friendly and 

informative graphics. 

Third Party Paid 
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http://www.makeuseof.com/tag/how-to-organize-your-web-with-delicious-essential-toolbox/ 

http://adsenseforfeeds.blogspot.com/ 

http://bookmarks.insuggest.com/index.php? 

http://www.alexandrasamuel.com/20101020/the-10-best-tool-collections-for-delicious-users 

http://www.unsungcomposers.com/forum/index.php?action=profile;area=statistics;u=239 

http://support.delicious.com/forum/comments.php?DiscussionID=5119 

http://www.mkyong.com/jquery/how-to-get-delicious-bookmark-count-with-jquery-and-json/ 

http://www.searchenginejournal.com/delicious-tools-tags/8482/ 

http://www.socialmediaexaminer.com/how-to-use-delicious-social-bookmarking/ 

http://www.delicious.com/help/learn 



         D2.1 Padget Design and Decision Model 

 

Page 621 of 625 

http://www.programmableweb.com/apis/directory/1?apicat=Bookmarks 

http://blog.programmableweb.com/2007/09/28/12-social-bookmarking-apis/ 

http://www.quickonlinetips.com/archives/2005/02/absolutely-delicious-complete-tools-collection/ 

17.14.7  Flickr Analytics 

http://www.noblenet.org/ethomsen/flickr/flickr-stats/ 

http://june.typepad.com/june/2007/12/flickr-has-stat.html 

http://www.flickr.com/help/stats/ 

http://statsr.net/ 

http://idaconcpts.com/2008/08/09/web-analytics-of-flickrcom-using-google-trends/ 

http://www.flickr.com/groups/flickrhacks/discuss/ 

http://www.programmableweb.com/api/flickr 

http://www.suite101.com/content/top-5-search-tools-for-finding-flickr-images-for-use-in-education-

a273456 

http://mentalaxis.com/words/flickr-tools/ 

17.14.8 Ustream Analytics 

http://econsultancy.com/uk/blog/3761-2-easy-ways-to-track-social-networks-in-google-analytics 

http://helpcenter.ustream.tv/content/broadcast-metrics 

17.14.9 LinkedIn Analytics 

http://windmillnetworking.com/2010/04/19/linkedin-network-statistics-do-you-believe-them/ 

http://help.linkedin.com/app/answers/list#s=eyJzZiI6eyIxMDQxMjgiOnsiZmlsdGVycyI6eyJub190cnVuY2

F0ZSI6MCwicGFnZSI6MSwic2VhcmNoVHlwZSI6eyJmaWx0ZXJzIjp7ImRhdGEiOjV9fSwia2V5d29yZCI6eyJm

aWx0ZXJzIjp7ImRhdGEiOiJQcm9maWxlIFN0YXRzIn19LCJwIjp7ImZpbHRlcnMiOnsiZGF0YSI6eyIwIjpudWxs

fX19LCJjIjp7ImZpbHRlcnMiOnsiZGF0YSI6eyIwIjpudWxsfX19fX19LCJjIjoyfQ.. 

http://help.linkedin.com/app/answers/detail/a_id/4508/kw/Profile%20Stats/session/L3NpZC9xaVJ1QUl

kaw%3D%3D 

http://help.linkedin.com/app/answers/detail/a_id/42/kw/Profile%20Stats/session/L3NpZC9xaVJ1QUlka

w%3D%3D 

http://learn.linkedin.com/the-homepage/profilestats/ 
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http://help.linkedin.com/app/answers/detail/a_id/4627 

17.14.10 Digg Analytics 

http://mashable.com/2007/08/16/digg-toolbox/ 

http://mashable.com/2009/01/20/how-to-get-the-most-out-of-digg/ 

http://mashable.com/2008/02/24/digg-analysts-tools/ 

http://econsultancy.com/uk/blog/3761-2-easy-ways-to-track-social-networks-in-google-analytics 

http://www.searchenginejournal.com/analyze-digg-success-with-these-tools/8258/#ixzz148c2jFfl 

http://mashable.com/2007/07/20/dugg-analyzer/ 

http://designora.com/tools/digg-developer-resources/ 

http://www.1stwebdesigner.com/development/30-most-valuable-digg-tools-you-should-use-daily/ 

17.14.11 Other Analytics tools for Social media 

http://sproutsocial.com/ 

http://www.penn-olson.com/2010/11/12/sprout-social-social-media-management/ 

http://www.pcmag.com/business/article/sprout-social-launches-new-srm 

http://techcrunch.com/tag/sprout/ 

http://techcrunch.com/2008/11/17/track-those-users-sprout-puts-google-analytics-into-flash-tool/ 

http://www.crunchbase.com/company/sprout 

http://techcrunch.com/2010/05/13/sprout-social/ 

http://venturebeat.com/2010/05/13/sprout-social-social-business-tools/ 

http://www.trackur.com/ 

http://www.slideshare.net/StefanBetzold/social-media-monitoring-tools-an-overview 

http://gigaom.com/collaboration/roundup-social-media-monitoring-tools/ 

http://www.toprankblog.com/2009/12/near-free-social-media-monitoring/ 

http://smallbiztrends.com/2010/03/trackur-gives-smbs-a-free-social-media-tool.html 

http://techcrunch.com/2010/02/25/trackur/ 



         D2.1 Padget Design and Decision Model 

 

Page 623 of 625 

http://www.marketingpilgrim.com/2010/02/free-social-media-monitoring-tools.html 

http://socialmouths.com/blog/2010/04/05/10-free-twitter-tools-i-will-use-today/ 

http://bit.ly/ 

http://www.toprankblog.com/2009/12/near-free-social-media-monitoring/ 

http://blog.postrank.com/ 

http://blog.postrank.com/2010/11/introducing-the-postrank-facebook-analytics-app/ 

http://mashable.com/2009/09/24/pagerank-analytics/ 

http://www.readwriteweb.com/archives/postranks_launches_new_dashboard_to_track_engageme.ph

p 

http://inchoo.net/tools/postrank-analytics-when-google-analytics-is-not-enough/ 

http://gigaom.com/collaboration/track-engagement-with-postrank-analytics/ 

http://blog.socialtoo.com/ 

http://www.readwriteweb.com/archives/socialtoo_offers_new_tools_to_fight_twitter_dm_spa.php 

http://socialtoo.com/about 

http://socialtoo.com/upgrade 

http://oneforty.com/item/socialtoo 

http://www.twi5.com/socialtoo-your-companion-to-the-social-web/1045/ 

http://corporaterisks.info/blog/?p=685&cpage=1 

http://www.earningstep.com/free/xinureturns-get-your-blog-or-site-web-stats-with-single-click/ 

http://sixrevisions.com/tools/12-social-media-monitoring-tools-reviewed/ 

http://www.slideshare.net/StefanBetzold/social-media-monitoring-tools-an-overview 

http://www.webdesignbooth.com/10-social-media-monitoring-tools-to-monitor-your-brands-

performance-and-results/ 

http://www.toprankblog.com/2009/02/visualizing-blog-analytics/ 

http://techcrunch.com/2010/03/10/radian6-launches-powerful-social-media-engagement-and-

monitoring-console-for-brands-and-agencies/ 
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http://mashable.com/2009/07/07/viralheat/ 

http://www.simplyzesty.com/social-media/social-media-analytics-2-tools/ 

17.15  Information about API Methods 

http://code.google.com/intl/el-GR/apis/gdata/docs/directory.html 

http://wiki.developerforce.com/index.php/Blogger_API 

http://code.google.com/intl/el-GR/labs/ 

http://code.google.com/intl/el-GR/apis/blogger/index.html 

http://code.google.com/intl/el-GR/apis/picasaweb/docs/2.0/developers_guide.html 

http://code.google.com/intl/el-GR/apis/picasaweb/docs/2.0/reference.html 

http://code.google.com/intl/el-GR/apis/picasaweb/overview.html 

http://code.google.com/intl/el-GR/apis/youtube/overview.html 

http://code.google.com/intl/el-GR/apis/youtube/2.0/developers_guide_protocol_video_feeds.html 

http://code.google.com/intl/el-GR/apis/youtube/2.0/developers_guide_protocol.html 

http://code.google.com/intl/el-GR/apis/youtube/2.0/reference.html 

http://apiwiki.twitter.com/Twitter-API-Documentation 

http://apiwiki.twitter.com/Twitter-REST-API-Method:-users-search 

http://dev.twitter.com/ 

http://developers.facebook.com/docs/reference/rest/ 

http://developers.facebook.com/docs/reference/rest/#data-retrieval-methods 

http://developers.facebook.com/docs/api 

http://developers.facebook.com/ 

http://www.delicious.com/help/api 

http://code.flickr.com/ 

http://developer.ustream.tv/data_api/docs 

http://developer.linkedin.com/index.jspa 
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http://developers.digg.com/ 

17.16  Google Analytics 

http://code.google.com/intl/el-GR/apis/analytics/ 

http://www.google.com/support/analytics/ 

http://code.google.com/intl/el-GR/apis/analytics/docs/gdata/gdataDeveloperGuide.html 

http://code.google.com/intl/el-GR/mobile/analytics/ 

http://code.google.com/intl/el-GR/apis/analytics/docs/gdata/gdataDeveloperGuide.html 

http://code.google.com/intl/el-GR/apis/analytics/docs/gdata/gdataReference.html 

http://www.eblogtemplates.com/how-to-install-google-analytics-on-blogger/ 

http://ko-kr.facebook.com/note.php?note_id=421021620990 

http://www.alistapart.com/articles/internal-site-search-analysis-simple-effective-life-altering/ 

http://www.kaushi 

.net/avinash/index.php?s=engagement+metrics&submit=Search. 

http://www.flyte.biz/resources/newsletters/08/08-google-analytics.php 

http://www.mahalo.com/how-to-use-google-analytics-for-beginners 

http://analytics.blogspot.com/ 

http://www.guruofsearch.com/advantages-google-analytics 

http://www.google.com/analytics/apps/results?category=Social%20Media%20Analytics 

http://www.searchenginejournal.com/google-analytics-fails-for-seo-purposes/5722/ 

http://webreach.ie/blog/google-analytics-disadvantages-you-cant-track-your-website-crawlers/ 

 


