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1. Introduction

Many studies explored the existence of a powerful

node and the influence of homophily to explain the

spread of information which had been compared to viral

contagion and word-of-mouth communication.

The notion of influence is crucial in the success of a

brand and defines how the society functions. For

example, if a network of users decided to adopt a

brand, the goal is to trigger a larger cascade of further

adoptions. But what greatly influence the user to adopt

and diffuse information? How does norm affect the

spread of information?

In this research, we study the pattern of information

diffusion in Facebook pages based on de-emphasizing

the role of a powerful node and homophily [1]. We

propose the Diffusion with Norm Algorithm, and define

norm as the sum of external and internal factors,

broadcast media and feedback from adopters

respectively, which has the greatest influence over

users to adopt and diffuse information.

2. System Model

The Diffusion with Norm Algorithm consists of three

steps, which are as follows:

1. Initialization Step

All users begin in state 0

∀u ∈U, S(u) = 0,

where U is the set of all users and S(u) is the state of

user u: ACTIVE (adopter) and INACTIVE [1]. The user

becomes AWARE when a neighbor user becomes ACTIVE.

2. Norm Calculation Step

We propose that Norm has great influence on the user to

adopt and diffuse information. Hence, we define Norm as

N = p + q,

where p is the innovation coefficient and the average

value if 0.02 and is often less than 0.01 and q is the

imitation coefficient whose average value is 0.38 with a

typical range between 0.3 and 0.5.

3. Adoption Step

We used Bass model [2] to show the adoption of a

product with norm at time slot t, thus

P(t) = p + q/m *(C(t)),

where M is the total potential market, C(t) is the

number of fans at t and the value of P(t) is within 0-10≤α≤1.
Adoption of information has high probability of

diffusion if the norm is high, therefore near the value

of 1, as shown in Fig. 1.

Fig. 1. Diffusion with Norm Algorithm

3. Conclusion and Future Works

In this work, we propose that norm greatly affects

the user to adopt and diffuse information. While this

study opens a new perspective on information diffusion,

we plan to extend this research to explore the ex-

pansion of a network. Future research would study the

factors to make the customers participative and utilize

FB pages to create a good brand image.
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