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In the last years, the quantity of socio-economic data has grown steeply
thanks to the diffusion of Internet and the raise of electronic devices. The In-
ternet diffusion lead to a paradigm change based on new tools. Data extracted
from these tools could represent strategic sources to help companies to reach
competitive positions for leading the markets. Social media represent an im-
portant instrument to mine data and raise the consumers’ knowledge. They are
able to declare their preferences just giving a ”like”. This study aims to in-
spect the mechanism behind users’ behaviour. In particular, the attention will
be focused on missing expression of the ”likes”. A statistical model has been
proposed to discern a ”Like” from a ”Dislike” from a ”Nothing”. The proposed
approach could help companies to measure how much a brand is known and
how is good to influence users’ choices.
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