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Progress and Implementation
I have started implementing the model. The setup (at least a first version) is pretty much there and I am unsure if I will need to make changes to it. This will probably depend on how the initial testing goes. 
As far as implementation goes for the agents vs. content, I’ve decided to use a scale of sorts to track arousal of the agents, which in turn determines their likelihood of sharing. 
I set a basic scale of emotions for the human agents. In a sense, it’s how attuned each agent is to this emotion- whether it is anger, sadness, humor etc. Also, there is an added attribute of connectedness to the online world in general. These would map against the video’s core message, again on some scale of the emotions it seeks to inspire. 
The mapping of these emotions against each other would translate to an arousal level within the agent. Multiple exposures to content would affect this value as well. I’m considering adding an enthusiasm factor as well for each agent. Essentially, how much is a particular agent “marketing” this content while sharing it? Something like “ERMAHGAHHHD YOU MUST SEE THIS” would garner more shares and watches than something like “Interesting..” would be the analogy.
As for the content itself, it will be propelled or hindered by how many different times and ways it is released by the creator. This is akin to the random-sparks we implemented in “Fire.” It could build up with multiple exposures to induce virality.  
Across different runs, while keeping the agents’ preferences the same for runs of different content, there would also be significant insight to be gained from changing the agents’ distribution and keeping the content and marketing, the same. This would perhaps even show up as that added X-factor that many people attribute to content going viral, i.e. how much of it is luck. So, I will add in a way to make it possible for agents to be randomized or agents to stay the same across runs. 
PS: Haven’t implemented enough yet. Tomorrow will be a busy day on MC! 

Thanks. 


Problem Statement: 
I plan to design and implement a model that would allow simulation of some form of online content across a network of people, i.e. computers. The goal of this model is to figure out how and why this content goes viral. Virality would be characterized by a large spike in the number of views/shares of said content over a short period of time. There are many theories that explain how content goes viral. I would like to take a MAM-based approach to explaining virality and see how that correlates to the models I find explaining it with other approaches. 

Guiding Questions
How important is content? 	Comment by David Weintrop: For each of these questions – you have to think about exactly how you are going to answer it – in other words, what does your model need to include, what do you need to measure, and how are you going to convince yourself (and others) that you’ve accurately captured the relevant aspects to answer the question. 

With that in mind – you might need to focus on in on one, or maybe two, of these questions.
 What leads to people sharing content as opposed to just viewing it? 
What conditions are required for the domino effect to come into play? 
How do factors like point of origin, number of points of origin and timing come in to play?
Theory
The challenging part is understanding why some content gets popular without necessarily going viral. At this point, it is important that we have a definition of virality to contrast with the idea of just popularity: 
1) Lots of shares between people
2) Build up to a critical mass after which velocity of sharing goes up significantly
3) Not necessarily limited to a wide audience. Can be targeted to smaller audiences. 
Jonah Berger, an associate professor of marketing at Wharton Business School, wrote a book called “Contagious: Why things catch on” and is considered one of the leading thinkers in the field of viral marketing. In his view, there are 6 things that make content go viral:
1) Popularity of the basic idea behind the content
2) Triggers / Daily reminders of the product/idea
3) Visibility of product/idea
4) Usefulness of content
5) Emotional Reaction
6)  Great story
In the specific case of viral marketing, there are some other important factors such as: 
1) Timing
2) Existing fan following/social presence

[image: ]
Virality is generally modeled as a simple contagion as opposed to a complex contagion. This implies that there content that goes viral will require only one view/interaction before it is shared per person. 
http://jonahberger.com/wp-content/uploads/2013/02/Arousal2.pdf - Emotion being key to arousal of the autonomous nervous system and thus – sharing. 

Implementation
Agents: 
Agents would be the single computers/users in the world who use the internet. 
Interactions
This is where the model gets complicated. Every agent is connected to some other agents and they form communities in some sense. All communities are inter-linked through one or more agents, as one would expect with the internet.
Agent rules would include:
1) Look at said content 	Comment by David Weintrop: What is ‘content’ in your model? What properties does it have?
2) Agents will be represented as gray spheres (similar to the virus model) and then will change color – yellow upon viewing the video and red upon sharing it. 
3) Agents who do not share the video will turn green until/unless they do
4) Agents will have personality “traits” that will map to the video and affect their willingness to see/share it	Comment by David Weintrop: What are these traits? Is there literature you can draw on that outlines the important traits for this phenomenon
5) Some agents in the world might be “asleep”, i.e. unable to view the content shared instantly. – different color perhaps	Comment by David Weintrop: What role do these agents play?

Content Behavior
1) Content can be introduced by the user into different parts of the network built.
2) Content can be “created” by the user to have different characteristics – funny, happy, sad, stupid, repetitive and so on. 
3) Content introduction can be timed and/or promoted. Essentially this is to account for corporations trying to make ads go viral on Youtube or similar phenomena	Comment by David Weintrop: I like this idea – how will it be implemented? What will it’s immediate affect be?
In many ways, I envision this to be somewhat similar to the “Fire” model with the random sparks built in (in a sense –connections within networks) 
The spread of the video is contingent on a number of factors and we can track its spread/virality based on how quickly users adopt it and what percentage of them end up sharing it. 
At the first tick, I would have the video get released- either on a single node or on multiple nodes and then have agents view it for a duration of one tick and then decide whether or not to share it. They may choose not to share it the first time but will share it if they see it often enough. It’s unclear if that could lead to a viral phenomenon or not. 
There’s also content that might go viral among a niche of people. I’m guessing this could be a quick localized spreading of the content before it gets put out once it has effectively reached its target audience (gamers, underground music fans etc) 

Why Netlogo
I think virality is an incredibly interesting concept and all the data has been broken out into various theories of how videos get viral but I haven’t found anything with a MAM approach thus far and would like to approach it in that sense. Will just a certain kind of video with the right kind of backing go viral? The evidence suggests so, thus far at least.
The emergent behavior I’d like to see would correlate with the different tenets set out by Prof. Jonah Berger and give me viral behavior for that kind of content. 
Could also potentially use BehaviorSpace to see how aggressively marketing the campaign (introducing at various nodes (perhaps more than once) would affect the viral behavior to make it more company specific. This would be kind of a study on the efficacy of a viral marketing campaign.

http://www.viralityexplained.com/

http://www.smartplanet.com/blog/pure-genius/q-a-jonah-berger-wharton-marketing-guru-on-what-makes-things-go-viral/10010

http://socialtriggers.com/craft-contagious-content/
http://www.huffingtonpost.com/jonah-berger/why-do-things-go-viral-ph_b_3275166.html#slide=2450390

http://jonahberger.com/wp-content/uploads/2013/03/Contagious-Framework-STEPPS.jpg

Why did the Harlem Shake go viral? http://qz.com/67991/you-didnt-make-the-harlem-shake-go-viral-corporations-did/

http://mypage.iu.edu/~weng/virality.html
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