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INTRODUCTION

Web mining is the use of data mining techniques 
to extract information from web documents. 
Although data mining is a well established field, 
the application of data mining techniques on 
web data is not an easy convertible task as web 
data, unlikely the well described and organized 
data in various databases are usually semi-
structured data (Lappas, 2008). With the rapid 
development of the internet, web mining has now 

become a very popular research area for many  
different disciplines.

In the age of Web 2.0 as users actively com-
municate, interact, and share content on the web, 
it become a very interesting research field the 
use of web mining techniques for online social 
network analysis. (Ting, 2008). Existing online 
social networks offer now a large variety of dif-
ferent types of multimedia data and metadata from 
textual to complex visual content, from tags to 
video content and from photos to sound content 
to name a few.
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ABSTRACT

In recent years there is a vast and rapidly growing amount of multimedia content available online. Web 
2.0 and online social networks have dramatically influenced the growing amount of multimedia content 
due to the fact that users become more active producers and distributors of such multimedia context. 
This work conceptualizes and introduces the concept of social multimedia mining as a new emerging 
research area that combines web mining research, multimedia research and social media research. New 
challenges in multimedia research, social network analysis research as well as trends and opportunities 
in research areas of social and communication studies and more specific in politics, public relations, 
public administration, marketing and advertising are discussed in this chapter.
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Social Multimedia Mining

On the one hand, the use of an evolving number 
of ubiquitous capture devices and on the other 
hand, the evolving number of social media sites as 
well as the increasing number of user involvement 
with those media, is leading to an unpredicted 
amount of web delivered multimedia content and 
applications. Social media such as wikis, blogs, 
forums, microblogs, vlogs, media sharing sites, 
virtual worlds, collaboration sites, and social 
networks offer a large variety of multimedia data. 
Moreover, the field of online social networks 
like Facebook, MySpace, Linkedin and the field 
of multimedia sharing content like YouTube, 
Flickr is already converging in various platforms, 
offering users’ the opportunity to both sharing 
content and forming groups of social networks. 
As a result, multimedia content on the web can 
stimulate even more web mining researchers for 
mining interesting and usable information from 
this content. Mining such multimedia content 
from online social networks, also presents new 
challenges and existing opportunities for mul-
timedia research (Boll, 2007; Naamarn, 2010), 
as well as research opportunities in a number of 
various disciplines as internet computing, social 
computing, marketing, business, pattern recogni-
tion, artificial intelligence, establishing that the 
research interest is interdisciplinary.

Herrera-Viedma and Pasi (2006) denote that 
due to the complexity of web research there is a 
requirement for the use of interdisciplinary ap-
proaches like statistics, databases, information 
retrieval, decision theory, artificial intelligence, 
cognitive social theory and behavioral science. 
Multimedia data increase the complexity of web 
research and such research around multimedia 
data on social media is a relatively new area. As 
a relatively new area, there is a lot of confusion 
when comparing research efforts from different 
point of views and therefore there is a need for 
surveys that record and aggregate efforts done 
by independent researchers, provide definitions 
and explain structures and taxonomies of the field 
from various points of view.

In this work, we will focus on emerging trends 
in mining multimedia data from social media in 
some research areas of communication studies 
(like political science, public relations, public ad-
ministration, advertising and marketing research).

This work is organized as follows: definitions 
and new terms are introduced in the next section, 
a survey in the literature for existing applications 
of multimedia mining in online social networks in 
the above research areas of communication studies 
will collect, organize and present various different 
approaches, trends and existing opportunities.

This work is differentiated from other surveys 
and related work as it combines and conceptualizes 
theory from multimedia mining, web mining and 
social media, introducing the social multimedia 
mining concept described in next section. At the 
same time, this article provides social network 
mining research perspective, multimedia mining 
research perspective as well as social and com-
munication science research perspectives so that 
to familiarize

A.  Multimedia and online social network min-
ing researchers to consider areas of interest 
in social and communication science as 
potential areas of research and applications;

B.  Social and Communication science research-
ers to consider current trends in multimedia 
and online social network mining for empow-
ering their web and online social network 
research activities.

SOCIAL MULTIMEDIA MINING

The web by itself may be considered as the largest 
existing multimedia application. The web provides 
an era where multimedia research agenda and mul-
timedia applications are rapidly changing. New 
terms using the word multimedia appear in the 
literature revealing the emerging research interest 
in working with multimedia data from the web. 
Such new terms are related in the literature with:



 

 

14 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/social-multimedia-mining/61508

Related Content

Capturing Market Mavens among Advergamers: A Case of Mobile-Based Social Networking Site

in Japan
Shintaro Okazaki, Jaime Romeroand Sara Campo (2012). Social Network Mining, Analysis, and Research

Trends: Techniques and Applications  (pp. 291-305).

www.irma-international.org/chapter/capturing-market-mavens-among-advergamers/61524

The Model-Driven Architecture for the Trajectory Data Warehouse Modeling
Noura Azaiezand Jalel Akaichi (2020). International Journal of Data Warehousing and Mining (pp. 26-43).

www.irma-international.org/article/the-model-driven-architecture-for-the-trajectory-data-warehouse-modeling/265255

Influence of Domain and Model Properties on the Reliability Estimates' Performance
Zoran Bosnicand Igor Kononenko (2009). International Journal of Data Warehousing and Mining (pp. 58-

76).

www.irma-international.org/article/influence-domain-model-properties-reliability/37405

Devising Parametric User Models for Processing and Analysing Social Media Data to Influence

User Behaviour: Using Quantitative and Qualitative Analysis of Social Media Data
Jonathan Bishop (2017). Social Media Data Extraction and Content Analysis (pp. 1-41).

www.irma-international.org/chapter/devising-parametric-user-models-for-processing-and-analysing-social-media-data-to-

influence-user-behaviour/161957

Efficient Summarization with Polytopes
Marina Litvakand Natalia Vanetik (2014). Innovative Document Summarization Techniques: Revolutionizing

Knowledge Understanding  (pp. 54-74).

www.irma-international.org/chapter/efficient-summarization-with-polytopes/96739

http://www.igi-global.com/chapter/social-multimedia-mining/61508
http://www.irma-international.org/chapter/capturing-market-mavens-among-advergamers/61524
http://www.irma-international.org/article/the-model-driven-architecture-for-the-trajectory-data-warehouse-modeling/265255
http://www.irma-international.org/article/influence-domain-model-properties-reliability/37405
http://www.irma-international.org/chapter/devising-parametric-user-models-for-processing-and-analysing-social-media-data-to-influence-user-behaviour/161957
http://www.irma-international.org/chapter/devising-parametric-user-models-for-processing-and-analysing-social-media-data-to-influence-user-behaviour/161957
http://www.irma-international.org/chapter/efficient-summarization-with-polytopes/96739

