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On the Basic Characteristics of the Micro-blog User’s
Information Behavior

.1 .2
Zhang Jing' Zhao Ling
(1. School of Economics and Management Beijing University of Posts and Telecommunications Beijing 100876 China;

2. Marxism Teaching and Research Institution Beijing University of Posts and Telecommunications Beijing 100876 China)

Abstract: Base on the data on Sina weibo the paper uses empirical methods to analyze micro-blog users” concerned
behavior comments behavior and forwarding behavior and describes the state of micro-blog overall user behavior in
detail and has a basic understanding for its static behavior. Micro-blog is a directed network with resource—rich and
more nodes more users release information by computers and mobile terminals and mobiles become more and more
popular; the number is bigger in economically developed regions compared with the developing areas; the user’s infor—
mation is self-centered and the users often publish the information about themselves or what they are interested in.

The network of users” concerned behavior comments behavior and forwarding behavior is less dense as a whole but
partially it tends to gather.

Key words: micro-blog; micro-blog users” information behavior; users” concerned behavior; users” comments behav—

ior; users” forwarding behavior

10. 58 o !
— 5l & :
2012 12
3.09
o Twitter 2.02
Semiocast o2
2012 12 Twitter 5.17 2005 Twitter
Facebook 1.41 N
;2012 6 Twitter
1 20130502
( NCET10-0264) ; (GDTI1231)

(1987—)



27 1 77 o
Twitter
3
64 961
ot o 1021
1123 x386 1122 x537
Z R PAZ BAT A T AR A
5 o
()
. . 1. ZA 7 X
. 8 N ( IPAD ).,
= AR R A w2
API o C7 -~ android +iPhone
N N o 100
o URL
o 1 o
1
o API 60%
o 22% o
65 536 <100 N N
V10 o o
ID\ N N hY AY
~URL. URL. N N N N N N o
N V. ; 2. WIRHA
ID. N URL-
N N ID. ID o
ID. N
N URL. N N N

ID



<78 ( ) 2014 1

° o

B |
gt
FHERE

HoAth 45 542
FHUB AT
FEM LA

I AIR |

iPad & i i

e

FALE 5
HIRGARE
BRI

(IpEN

T T T
0 10 000 20 000 30000 40 000 50 000
N EUN

1 ¥R PAZEEA KRB

14 000

12 000

10 000

8 000

N TN

6 000

X
2 FRER P ey P EE NS AR

600

500

400

300

N YN

200

»i%r%i’*é;

g%% y&\-%& é%’@% S il

\\\)

3 FRMA R PR sh A RO



27 1

«79 .

o

3. Az BB A B 5 A

TAHT & Le ] /%

[ e RN )

S =N WA

——PCEf - FHLE P

0 2 4 6 8 10 12 14 16 18 20 22 24
Bsf[a]

4 AP TR R E A A A e g

4 o .
7:00 ~11:00 °
11: 00 ;12: 00 ~ 17: 00
:17: 00 ~19: 00 ; o
19:00 ~23:00 :23:00 o
4:00 o
65 536 270
4
[T A TR L A 14 9 114 2
o 100 1
1 33845 F a7 100 #9533 25 R & (3 H)
27 311 1318 910 564 438
21 842 1318 830 563 437
4 995 1 300 824 561 429
4431 1 264 821 555 428
4274 1253 809 534 427
3 949 1 249 792 523 426
3 164 1241 780 520 424
2 804 1 201 700 519 423
2 644 1 165 698 495 421
1988 1072 690 494 415
1982 1058 685 488 414
1934 1 053 673 473 409
1 888 1 037 672 454 408
1 682 1032 636 453 405
1 634 960 630 448 403
1614 955 608 447 401
1518 953 600 446 400
1 486 943 584 444 398
1350 932 582 444 397
1 344 911 577 440 393




- 80 ( ) 2014 1
o 1
W\ R P AT A AT
. . ()
1
1. AFAE£2
o 4 500 15%
o 600 o
N 5 6 1021
o 1021 x1021
o - 7 0.001 0
“ v v roo« ” 1055, 1021 x1021
0.0020
2110,

YA P XREXF A%



27 1 * 81
4. 868 0. 095
0.905. o
o “ Twitter Tweet
» 9O
o 4 Twitter 5 N
Twitter 512 150 °
8
()
2. PR R 25 I AR £ R I-
2
. Spearman 2 °
2 B2 R R RS S 4069 Spearman 48 £ % 4
1. 000 0.557** 0.760**
0. 000 0. 000 0. 000 1124 x 386
64 698 64 698 64 698
0.557**  1.000 0. 468 * 0.002 6
0. 000 0. 000 0. 000
64 698 64 698 64 698
0.760**  0.468** 1. 000
0. 000 0. 000 0. 000 .
64 698 64 698 64 698
* * 0.01 B 6 ’
2 6
0.76 0. 557
0. 468

0. 000



-82- ( ) 2014

() 0. 002
DCCI 7 .

( 69.46%) . "

1621103
1102

%ﬁﬁ':‘w

2337 b B a
w3681 L1 214320 (T 5 156
4 BWIEBLILL = i 02173 s

A ™ vz

9930 > 24a 38,

fon0't | _egos 995 -'{95%;9;/{_%;‘
>

¥
TRl o

T HE—REALA



- 88 - ( ) 2014 1

4 J
; . 2007(7) : 84—187.
o 5 N
J. 2003( 1) : 72—74.
6  Baumol W J Panzar J] Willig R D. Contestable markets and the
o theory of industry structure M . New York: Harcourt Brace Jo-
3 vanovich 1982: 35—46.
7 .20 I
2002(5) : 17—24.
8 R A D
G .
o N 1994:3—95.
9 N
o M. . : 1999: 56—84.
10 . N J.

2008 34(2) : 19—30.

11 Aghion P Howitt P. A model of growth through creative destruc—

1 J.
2000( 2) : 3—10. tion J . Econometrica 1992 60(2) :323—351.
2 . M 12 Nelson R Winter S. An evolutionary theory of economic change
2010: 12—23. M . Cambridge: Harvard University Press 1982:79—85.
13 . M .
3 . - I 1996 ( 8) :
63—65. 1997.

( 82 )
:E— A é:’l:r: ‘i/t} °
1 Twitter 5 Facebook
EB/OL . (2012-9731) 2013940 . http: // www.
° 36kr. com/p/141021. html.
N 2 .30
EB/OL . (20120149 2013040 . http: //www. cnnic. com.
o 3 . Twitter: J . 2009( 8) :
60—63.
4 . I 2009( 11) : 53—55.
5 . J .
; 2012( 1) 1 88—94.
N 6
“« ” D . : 2012.
7
’ D . : 2012.

8  Twitter EB/OL . (2011-04-

o 01) 20130440 . http: //tech. ifeng. com/internet/detail _2011 _

04/01/5506939_0. shtml.

9 Tweet EB/OL . (2009-06-

12) 20130440 . http: // tech. sina. com. ¢n/i/2009-06-12/
16233175010_2. shtml.
10 DCCI . 2012 EB/OL .
o (201209300 20139440 . www. dcci. com. en.



