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DESCRIPTION
The atmosphere of social networks allows for the integration of
modern, complex internet and information technologies. This
marketing strategy not only expands marketing channels and
creates a network communication platform, but also satisfies
customers' needs for purchases across the board and expedites
customer transactions. The procedure is also an inevitable by-
product of societal change. But when businesses use social
networks for product marketing, they frequently have to deal
with the effects of numerous real-world circumstances.
Considering social networks, they have a significant audience,
the internet helps information spread more quickly, and more
and more individuals are getting involved in social work.
Businesses should have a reasonable understanding of how users
interact in social networks, analyse how social networks support
their own network marketing efforts based on that
understanding, and then suggest a working strategy and method
of marketing based on social networks for enterprise marketing
work. A suitable social network information communication
technique for businesses is to choose a limited group of
prominent users as "seed users" to disseminate content. The
social network's effective location makes it easier for users and
businesses to connect and offers a platform for the
dissemination of commercial information. Influence
optimization is the problem of choosing a few seed nodes to
enhance the spread of impact on social networks.

The Independent Cascade (IC) model and the Linear Threshold
(LT) model are two of the numerous existing influence diffusion
models that are the most well-liked and frequently quoted.
Although the LT model views the activation of a user by many
neighbours as a cooperative process, the IC model views it as an
independent activity involving multiple neighbours. The
estimate optimum seeding collection was chosen using an
optimization technique for the NP-hard influence maximization
issue. The IC model and the LT model's drawbacks, on the other
hand, are their operational efficiency and scalability restrictions
for large datasets. Hence, in order to increase the effectiveness of
influence maximization, academics have presented a number of

enhanced models. The maximisation of influence is a common
issue in social network viral marketing. With channels for the
dissemination of information, businesses attempt to market their
goods and services. As different users have varying interests in
various items and the actual communication effect of marketing
material is the consequence of the combined influence of
numerous elements, disseminating the knowledge to consumers
is unnecessary.

Users of social networks transfer information using the network
structure, and the characteristics of the network structure
influence and control whether information spreads over the
network over time. Small-world networks, scale-free networks,
and centrality are a few of these fundamental traits. Information
from social networks can analyse the dynamic evolution of the
network as well as influence user behaviour. The analysis of
information influence can be used to forecast internet users'
behaviour, comprehend user information consumption patterns,
and offer technical assistance to marketing in the development
of more effective information strategies. This study provides a
few techniques for assessing the importance of network nodes in
determining the influence of users on social network
information, starting with the nodes' importance in the network.
The process of creating and leveraging social media's market
value is done through marketing operations based on social
network service platforms. Their primary goal is to generate
income from social network services' user scale advantage. It was
proved that the degree of human exposure greatly affected
consumers' online comment search behaviour by comparing the
fixed length of time the participants spent on AOI. To optimize
the influence scale and interest while reducing the diffusion
budget, the influence maximisation model is used as an optimal
control problem. A type of complex network that possesses the
traits of a complex network is the social network. In order to
optimise influence, it is frequently used to explore the choice of
social network seed nodes. In actual corporate marketing, user
interest and corporation expense are more useful variables in
addition to influence. When a person in a social network learns
about a product, he or she may be interested in it and buy it or
promote it, or he or she may not be, and this could have
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unfavourable implications. If the cost of the seed set is within
the corporate budget, it is considered to be within enterprise
cost. This procedure is time-consuming since we need to identify

the ideal solution of the effect maximisation model, and our
next task is to optimise the solution process of the optimal
solution.
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