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a b s t r a c t

The user participatory nature of the social web has revolutionized the use of the conventional web. The
social web is an integral part of our daily life. Due to the resulting exponential growth of the social web, a
number of research domains have emerged, involving research activities that aim to study human nature,
to analyse human sentiments and emotions, and to find the impact of various users in the social net-
works. Recently, the research focus has shifted to identifying a user's influence on other users in a social
network. In the recent literature, we find a number of models proposed to find the most influential users
in the blogging community. In this paper, we review the models to find these influential bloggers. The
existing models are classified into feature-based and network-based categories. The feature-based
models consider the salient factors to measure bloggers' influence. The network models, on the other
hand, consider the graph-based social network structure of the bloggers to identify those who have the
most impact on fellow members. This survey introduces each model with its features, novel aspects, and
the datasets used. In addition to the discussion about the model, a comparative analysis of the datasets is
presented. We conclude by discussing applications of the relevant literature, exploring open research
issues and challenges, and sharing possible future directions in this active area of research.
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1. Introduction

Social web platforms provide an opportunity for users to
establish online social interactions by carrying out activities such as
participating in social networking websites and multimedia con-
tent sharing websites, blogging, online shopping, etc. (Gruber,
2008). Social networking sites have become an integral part of
our daily life, with a large portion of the world population inter-
acting using various social networking websites such as Facebook,
LinkedIn, and Twitter. Blogging is a popular way for people to ex-
press their views on a variety of social issues. The views expressed
can be in the form of text or multimedia, and these posts are known
as “blog posts”. The members of the blog who can create blog posts
are known as bloggers, or blog writers. The pool of all the web logs
of the social web is called “the blogosphere”. Blogs represent a
democratic world, where people can freely express their views in
blog posts. People can voice their agreement or discontent by
writing comments (Kim, Jeong, & Leeb, 2010). One of the fasci-
nating aspects of blogging is that it has facilitated the publishing of
information on the web (Chi, 2008). Now, we are not only the in-
formation consumers as we useweb to get information, but also the
information producers as we may share information using social
web channels.

In normal life, we consult various persons for their views and
opinions about various topics. Likewise, bloggers consult others
and seek their opinions about a number of social subjects, for
instance, buying the products of a specific brand, selecting a movie,
or advice on current fashion trends. These “others”whose advice or
guidance is sought are known as influential bloggers (Agarwal, Liu,
Tang, & Yu, 2012). Influential bloggers usually work in close
collaboration. They create their own special interest groups where
they initiate social or political discussions, spread awareness and
gather support (Agarwal, Mahata,& Liu, 2014). The identification of
influential bloggers has become significant due to the growing
popularity of blogs. For instance, they may sway public opinion by
helping to organize and mobilize social and political campaigns. It

has been argued in Agarwal et al. (2014) that the influential blog-
gers are the representatives of the virtual communities, thus they
are in a position that they can influence public views and opinions
this they can play a vital role. An organization can target such
bloggers for their marketing purposed and can save commercial
organizations millions of dollars in marketing and advertising ex-
penses (Berthona, Pitt, Plangger, & Shapirob, 2012; Onishi &
Manchanda, 2012). With the help of the influential bloggers,
companies can also improve their understanding of changing
market trends and offer better customer support (Aldhaheri &
Christian, 2013). The influential users also render useful services
in promoting citizen journalism. Even the mainstream media rely
on the blogs for top stories and news reports (Lee et al., 2010).

The influence propagation in different social media platforms
has been studied in a quantitative manner (Liu, Tang, Han, & Yang,
2012) by proposing a probabilistic model to discover the topics of
discussion between friends. The influence propagation model
doesn't only quantify the users' interest level towards the topic, but
also measures the strength of influence between the social media
friends. Domain specific influence on social media users has also
been explored (Caiv & Chen, 2009). Classification based research
(Trusov, Bodapati,& Bucklin, 2010) finds the influential bloggers on
the basis of their content in their blog posts. It also figures out the
influence over fellow online bloggers by maintaining the records of
online social interactions as well. A few authors haveworked on the
innovative properties of the blogosphere and social media plat-
forms. The features which encompass bloggers', blogging activity
and characteristics of blog content are incorporated into the
development of robust models, which provides improved results as
compared to baseline methods to identify the influential bloggers
(Eirinaki, Monga, & Sundaram, 2012; Li, Lai, & Chen, 2011; Qureshi,
Younus, Saeed, & Touheed, 2010). Because this research domain is
rapidly evolving, there is a constant need for a comprehensive
overview of the most significant research developments and cur-
rent research issues and challenges.

In this survey, we 1) classify the models for identifying
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