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••BASIC MODEL: NO EXTERNAL INFLUENCEBASIC MODEL: NO EXTERNAL INFLUENCE

••MEDIA CAMPAIGNS INFLUENCE CHOICESMEDIA CAMPAIGNS INFLUENCE CHOICES



Peoples’prim ary
 

 
fear is to be 
different and 
isolated

PUBLIC OPINION FORM
 

ATION W ITHOUT MEDIA: 
In opinion debating, in cultural tren

 
ds…

NEUTRALITY

SUPPORT A
 POSITION

oi = 0

|oi| = 1
Radicals, 
heretics, 
outsiders…

CONTINUOUS OPINION MODELCONTINUOUS OPINION MODEL oi ∈ [−1, 1]
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HOW   DO PEOPLE INTERACT?

SOCIAL NETW
 

ORK TOPOLGY

SOCIAL INFLUENCE ACTION

DEPEND ON OPINION!



BEHAVIOR DEPENDS ON OPINIONSBEHAVIOR DEPENDS ON OPINIONS

RADICALS

NO NO prejudiceprejudice
in in choosingchoosing
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NEW
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••RANDOM OPINIONRANDOM OPINION

oi ∈ [−1, 1]

PN→i ∼ e−β|oN (oi−oN )|
••CONNECTS TO m  NODESCONNECTS TO m  NODES



Segregation



SOCIAL INFLUENCE RULES
 

Radicals are less
 

tolerantand m ore convinced

Opinion dependentTOLERANCE:

•Change
 

opinion:
•Interactif |oi − oj | < min(ti, tj)

oi(t+ 1) = oi(t) +
1
2 ti(t)(oj(t)− oi(t))

oj(t+ 1) = oj(t) +
1
2 tj(t)(oi(t)− oj(t))

ti(t) = 1− α|oi(t)| α ∈ [0, 1]
Radicals Neutral



PARAMETERS OF THE SYSTEM
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SEGREGATIONSEGREGATION
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SOCIAL INFLUECE RULESSOCIAL INFLUECE RULES: : 
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PHASE TRANSITION

ORDER PARAMTER

RELATIVE
 OUTSIDERS

 SIZE

s = 1− gclust
Nagents



PHASE TRANSITION
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PHASE TRANSITION

αcβ=3 αcβ=6αcβ=0

THRESHOLD

αc ∼ 0.57 β = 0

αc ∼ 0.85 β > 5



NEUTRALS

PUBLIC OPINION FORM
 

ATION
 

 
W ITH MEDIA:

MEDIA OPINIONMEDIA OPINION oM = 1

MEDIA support 
a position, with 
different possible 
intnsity

RADICALS



DIRECT MEDIA INFLUENCE:

The BIG AGENT

BABA

Interactswith allthe agents



INTERACTION WITH THE BIG AGENTINTERACTION WITH THE BIG AGENT

|oi − oM | < ti•Interactif

EACH AGENT

oi(t+ 1) = oi(t) +
1
2εti(t)(oj(t)− oi(t))

•Change
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STRONG MEDIA STRONG MEDIA 
INFLUENCEINFLUENCE

LOW
 

 MEDIA LOW
 

 MEDIA 
INFLUENCEINFLUENCE

NO MEDIA NO MEDIA 
INFLUENCEINFLUENCE







CONCLUSIONS

•Maintain their viewpoint over time (α
 

large)

•Are integrated
 

in the society (β
 

small)

BASIC MODEL
 When Do radical minorities have influence?

WHICH RESULTS FROM SOCIOLOGY?



Reversing the Asch Experim ent

Six subjects constituted the 
majority.
One confederate was the 
minority.
Subjects were asked to view 
a set of slides and state 
their color.  All slides were 
actually blue but varied in 
intensity.
Minority consistently said 
that the blue slides were 
green.

Control condition not exposed
to the minority only said 
green twice—less than 1% of 
the responses.
Among those exposed to 
minority view almost 10% of 
the total responses were green 
and 32% of the subjects 
reported seeing green at least 
once.
Evidence for minority
influence.



Minority Influence

To be influential a minority should be 
CONSISTENT (MOSCOVICI THEORY)

FROM OTHER EXPERIMENTS: A minority is 
influential if it is not a “double minority”. 
INTEGRATION IN THE SOCIETY.



CONCLUSIONS

•
 

LOW MEDIA PRESSURE(small
 

ε): 
SATURATION EFFECT

 
of too aggressive cam

 
paigns

• NON CONSISTENT RADICAL BEHAVIOUR (small
 

α)

MEDIA INFLUENCE
 When media campaigns are more influential?
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“CONVERGENCE SCENARIONS in an OPINION DEPENDENT COMMUNICATION
 

 
FRAMEW ORK ”

(In preparation)
F.G., S.Lottini, J.J.Ram asco

“THE SATURATION THRESHOLD OF PUBLIC OPINION :are aggressive
 

 
m edia cam paigns always effective?”
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