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Abstract— Social media usage has become an essential and 

important part of day-to-day activities of people. Social 

Networks are the most common platform for this generations 

to share ideas, activities. The users of these sites are 

increasing day by day. Various social networking sites are 

Facebook, twitter, YouTube, Instagram, snapchat etc. This 

paper shows survey on a different ranking mechanism of 

social media such as Page rank, Polarity, Engagement rate, 

etc. this mechanisms are necessary to manage and control the 

amount of insane information by filtering and ranking 

everything in order to ensure they are right there for users' 

viewing pleasure. 
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I. INTRODUCTION 

Ranking information of social network was done initially 

with a generic criterion based on the isolated content of the 

explored pages. Different methods were used in the earlier 

versions of search engines. The following section shows the 

various methods used to find active and influential data. 

II. RANKING MECHANISM 

A. Page Ranking 

Page Rank, is a method for rating Web pages objectively and 

mechanically, effectively measuring the human interest and 

attention devoted to them. A major application of Page Rank 

is searching. Page Rank measures the influence [11] of each 

vertex within the graph. Here it is used in social media 

networking. The goal of Page rank [10] is that better node 

point or are pointed by another better nodes. So, the authority 

of a node depends on the nodes that point to it. Moreover, to 

avoid the rank sink [10] problem some probability of jumping 

to whatever node in the graph is introduced, this probability 

breaks the not truly increment of authority due to the cycles 

of the graph. Here it uses random jump to get out of the loop. 

 
Fig. 1: Page Ranking 

B. Node Ranking 

The rating method of Node Ranking c is based on the idea 

that each node on the graph has an associated degree of 

authority measure initially, all nodes are assumed to have the 

same authority. After running Node Ranking the resulting 

authority measure is used to infer the reputation of a node 

within the graph that is the reputation of a member of his 

community. Node Ranking follows a random walker strategy 

to explore the graph. It starts in a randomly selected node and 

proceeds by selecting one of the nodes that can be reached 

through outedges. The fundamental thought of the Node 

Ranking calculation is that every node has an expert and a 

piece of its power is spread to the out-node by means of out-

edges. The authority of a node depends on the authority of its 

in-nodes. 

 
Fig. 2: Node Ranking Algorithm[1] 

 Here some functions that require additional 

explanation. getNode (): returns a randomly chosen node of 

the graph. The probability is uniform. getNextNode(node x): 

returns one of the out neighbors nodes of the node x. Each 

node has a set, that can be empty, of out-edges that point to 

another node. This function can return a null node to stop the 

path of the random walker by introducing some elements of 

randomness. When getNextNode() returns a empty node, in 

fact, the path is broken. There are two cases where the path is 

broken: 1) If the algorithm arrives at a node that has been 

already visited in the previous steps. 2) The walker evaluates 

the jumping probability whenever it reaches a node. 

passAuthority(node x): this function assigns part of the 

authority of node x to all the nodes that are pointed by x. 

converge( ): this function can be evaluated anytime, it's a test 

to all the nodes of the graph. Each node remembers its last 

increment in the authority. When all the nodes of the graph 

are steady/stationary the algorithm ends. 

C. Reputation 

Reputation is commonly employed as the measure of the 

trustworthiness of users in on-line communities for a 

particular brand. Reputation systems play an important role 

in the process of trust establishment and management[13]. 

For the right and secure working of notoriety frameworks, a 

few attractive prerequisites ought to be fulfilled. It elicits the 
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requirements for reputation metrics along with the features 

necessary to achieve such requirements. Reputation systems 

can be analysed from three perspective or view, namely 

1) Formulation, 

2) Calculation 

3) Dissemination. 

 The formulation measurement describes the 

mathematical model and input for the assessment of 

reputation values. It includes two main points: the reputation 

measure and the mathematical model (metric) used to 

aggregate ratings. Reputation can be measured using discrete 

or continuous values. The calculation measurement addresses 

the practical design and implementation of the algorithm for 

surveying reputation, whereas the dissemination 

measurement focuses on the mechanisms for the distribution 

and storage of ratings and reputation values among entities 

within the system. The main feature of the calculation and 

dissemination dimensions is the structure of the reputation 

system, which can be either centralized or decentralized. 

Reputation marketing and building a good online reputation 

are critically important. However, they are not stand-alone 

growth strategies. Reputation marketing yields the most 

positive returns when coupled with other online and offline 

marketing efforts since the effectiveness of these efforts is 

increased by a good reputation. Here all of this ranking 

algorithm. it uses the reputation as a medium to rank the 

entities. 

D. Engagement Rate 

Engagement means establishing and sustains relationships 

while developing a level of trust that makes people 

comfortable enough to do business with you [9]. Engagement 

rate can be calculated using their friend can interact with 

user's posts or make them show up in their Newsfeed using 

data like total numbers of like, shares, and comments are 

available in per post of user, and using data we can find out 

how many people are engage with user's profile. This method 

is used in Facebook to know how much user is interacted with 

that particular page and share the same information. 

 
Fig. 3: Engagement Rate 

III. CONCLUSION 

Social networks are the way in which the interaction is a 

commonly done. The various ways through which exchange 

of ideas is done are text messaging, voice chatting, photo 

sharing, etc. and for this various algorithm are available. In 

this paper, some effective algorithm and metrics are 

reviewed.it is also measured that node ranking is efficient 

than page ranking due to its effective strategy. Reputation is 

also one of the very important because it establishes trust and 

management. 
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