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An Examination of Microblog as News Source among
University Students in Mainland China

Abstract
Microblogging is increasingly extending its role from a chatting tool into an important part of
people’s life. It offers a platform on which users can share breaking news updates during
emergencies. This research explored the gratifications university students obtained from
microblog use, the content of the news university students most likely obtained from
microblog, and how microblog networks affect the use of microblog as the first news source.
Data were collected using a snowball sampling method of 461 university students in
Mainland China. Uses and gratifications and information diffusion theoretical frameworks
were used to analyze the data. The results show that students used microblog to seek the
following gratifications including ‘quick and convenient’, ‘information form’, ‘information
quality,” ‘interaction and feedbacks’, and ‘recognition needs.” Students liked to obtain
breaking news and interesting news, rather than serious news about politics and military on
microblog. The time spent and frequency on microblog was positively related to the use of
microblog as the first news source. Besides, the microblog network, which indicated by the
number of followings and number of followers a microbloggers had, was also positively

related to the use of microblog as the first news source.
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Introduction and Objectives of the Project

Online social media are in some cases gradually replacing person-to-person social
interaction and redefining the pattern in diffusion of information with millions of microblog
users worldwide. Microblogs such as Twitter and Xinlang microblog (a Twitter equivalent in
China), have recently generated much attention in many research fields due to its peculiar
features, especially in enormous popularity and relatively high degree of freedom on
information sharing. As more and more netizens got their account number in microblog, it
has become a valuable media to spread information.

Today, Twitter has more than 100 million users worldwide and generates more than 65
million “tweets” per day (Reuters News, 2010; Twitter blog, 2010). It is interesting to note
that Twitter usage in reporting and updating news peaks during prominent events, which
has been observed by many reporters (Information Week, 2008). Similarity, with more than
one hundred million registered users by the end of 2010 according to its latest financial
report, Xinlang microblog has been the news channel as the first source of breaking news in
China, such as Liu Xiaobo won Nobel Price and the high-rise fire in Shanghai.

Compared to traditional media, microblog allows a more instant and flexible form of
communication. Microblog sites typically restrict the length of posted messages. However,
these messages can be published and received via a wide variety of means, including the
Web, text messaging, instant messaging, and other third-party applications. Such a flexible
and broad-based architecture significantly lowers the threshold for participation and
encourages users' frequent updates. Consequently, microblog is now widely adopted by the

public to share and seek real-time information, especially during emergency events.
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In Mainland China, more than 30.6% netizens are students, while the utilization of
microblog among netizens is larger than 13.8% (27" China's Internet survey report, 2011).
Since 87% microblog users are using Xinlang microblog (Xinlang Microblog Report, 2011),
the group of students takes quite an important place in Xinlang microblog.

Therefore, this research will explore how university students in Mainland China adopt a
specific microblog platform, Xinlang Microblog, as a news source, especially as the first news

source, and how are news diffused in microblog.

Literature Review

After its launch in 2006, Twitter has become the largest and most well-known microblog
platform. As such, Twitter becomes an ideal candidate site for research. Since Twitter has
been blocked in Mainland China, Xinlang launched its microblog similar to Twitter in August
2009, which allows users to send up to 140-character text-based/ video / picture posts to a
network of followers via a variety of means. By default, Xinlang microblog are public so that
users can follow and read each other's posts without asking permission.

As a representative of microblog, most researchers are used to take Twitter as the
object of study. Early studies about microblog have focused on understanding the prevalent
usage and structural patterns of microblog. Akshay, Xiaodan, Tim, and Belle (2007) studied
the topological and geographical properties of Twitter's social network, and summarized
different user intentions of using Twitter, such as daily chatting and information sharing.
Some are focusing on the social networking aspects (Krishnamurthy, 2008), which

characterized distinct classes of Twitter users and their behaviors, including “broadcasters”
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(e.g. online radio stations and media outlets), “acquaintances” (users who exhibit reciprocal
relationships), and “miscreants” (e.g. spammers).
Recent studies have shifted the attention to some novel applications of microblog. For
instance, Jansen, Zhang, Sobel, and Chowdury (2009) studied Twitter as a platform of online
word of mouth branding. They analyzed more than ten thousand microblog posts containing
branding information, and claimed that microblog could play an important role in designing
marketing strategies and campaigns. In analyzing users’ posting activities and reading
behaviors, Ehrlich and Shami (2010) and Zhang, Yan, Jane and Wu (2010) found that
enterprise microblog could facilitate conversation and mutual assistance. Such user-to-user
exchanges and collaborations via Twitter were also identified in a public setting (Honeycutt
and Herring, 2009), in which the authors explored the potential of using Twitter as a
collaboration tool. The rich textual data that are freely available from Twitter also attract
interest from the text mining community. O’Connor, Balasubramanyan, Routledge, and Smith
(2010) applied sentiment analysis technique to extract public opinions and attitudes from a
large body of tweets. The results were compared with opinions derived from standard
polling and survey data, which highlighted the promise of using Twitter as a substitute or
supplement for traditional polling. Similar, but simpler, techniques were used by Jansen et al.
(2009) to understand user opinion fluctuations towards a particular brand.

Another important application of microblog that is of interest is its widespread
adoption and use during mass crisis and emergency events. Though traditional and official
communication channels remain in place, Web-based social media, such as search-term

surveillance (Ginsberg, Mohebbi, Patel, Brammer, Smolinski, and Brilliant, 2009), microblog,
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and online social networks have emerged as alternative forms of rapid dissemination of
information (Brownstein, Freifeld, and Madoff, 2009). Microblog has been widely used for
status updates and live news reports in emergency occasions such as Southern California
wildfires in 2007 (Sutton, Palen, & Shklovski, 2008), Mumbai terrorists attack in 2008
(Caulfield & Karmali, 2008), HIN1 Flu outbreak in 2009 (Adam, 2009), Icelandic volcano
eruption in 2010 (Shashank, 2010), and etc. Such emergency usages of microblog have
received increasing attention from academic researchers. Hughes, Starbird, and Palen were
among the first researchers who studied this phenomenon. In their studies, usage patterns
of Twitter surrounding emergency events were observed and compared with regular use. It
was noted that information propagation was more likely to happen in emergency occasions
than in regular situations. Hughes and Palen (2009) and Starbird and Palen (2010) took
advantage of the popularity of Twitter, and monitored incoming tweets for detecting crisis
events such as earthquakes and epidemic outbreaks. These applications clearly indicate a
role transition of microblog from a daily chatting tool into a valuable information sharing
platform and news source provider during emergencies. As a republication of Twitter, the
research about Xinlang microblog has many similarities with those of Twitter though the
amount is much less.

However, the studies of microblog as a news source are mainly based on breaking news
in emergency situation, while the phenomenon that microblog are becoming a news source
has been little mentioned. In Mainland China, due to the severe censorship of traditional
news media, some scholars have already realized that microblog will become an important

news source in the future. However, most of the researches in this field are still proceeding
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on a larger scope with relatively obscure boarder of both news provider and receiver, such as
the study about the transmission characteristics of news on Xinlang microblog (Lv, 2010) and
the effect of the news transmission on microblog in Mainland China.

This research focused on public news in microblog, especially those breaking news

events happened in the general public sphere.

Theoretical Framework
Uses and Gratifications Theory

As one of the most popular theory in mass communication research, Uses and
Gratifications Theory (UGT) emphasis more about consumers and audience instead of the
actual message itself by asking “what people do with media” rather than “what media does
to people” (Katz, 1959). The key concept of UGT is that the choices people make when
consuming media are motivated by their desire to fulfill certain cognitive and affective needs
(Katz et al., 1974).

When adopting the U&G theory to analyze blog and microblog, much research in user
intention detection has focused on understanding why we use such media and what
satisfaction they can bring. One research conducted by Nardi in 2004 about the users of blog
describes the different motivation for “why we blog”. The research finds that people use
blogs as a channel to share experiences, exchange opinions and give their comments. They
also discovered that blog users may have different attitude toward different social groups in
reality based on their belonging of virtual communities. According to another research by

Lento, Welser, and Gu (2006), the comments a blogger received from other people online
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and the relationship he or she has with other bloggers may influence the activity in the real
world. Users who are invited by people with whom they share pre-existing social
relationships tend to stay longer and active in the network. Moreover, certain communities
were found to have a greater retention rate due to existence of such relationships. Mutual
awareness in a social network has been found effective in discovering communities.

The former study have showed that there many factors may influence users behavior
online. Besides, there are interactions between online and offline behaviors among bloggers.
Yet the motivations for “why we microblog” have been little researched, and the relation
between microblog usage and microblog U&G has been little concerned. Therefore, research
questions and hypothesis in this study addressed the relationship between microblog uses
and gratification and microblog usage.

RQi: What are the gratifications university students acquired with microblog use?

Hi:  Amount of microblog usage (in terms of time and frequency of use) is positively related
to the intention of regarding microblog as the first news source.

H,:  The more students find microblog gratifying, the more they will regard microblog as
the first news source.

Hs.1: The more students find microblog gratifying, the more time they will spend in
microblog.

Hs,: The more students find microblog gratifying, the more often they will use microblog.

Information diffusion
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Information diffusion through online social networks has recently become an active research
topic. In blogging communities, Adar and Adamic (2005) analyzed the internal link structure
of blogspace to track the flow of information among blog entries. A diffusion tree were built
to visualize the likely routes of transmission for a specific diffusion. Such diffusion patterns
were also prevalent among microblogs. Lerman and Ghosh (2010) studied the diffusion of
news stories on Twitter, which was compared with the diffusion occurred on Digg in terms of
the diffusion rate and scope. It was noticed that the diffusion on Twitter generally
maintained a consistent rate and could penetrate farther than on other websites. Jiang and
Scott (2010) studied Twitter users' interaction behaviors. One important finding of the study
was that the majority of the interactions were one-way rather than reciprocal. This finding
was also supported in a recent study (Starbird et al. 2010), which claimed that news stories
were firstly distributed from media outlets and traditional service organizations, then spread
into the population.

In microblog, the information diffusion is largely based on the microblog network,
which indicated by the number of microbloggers a user follows and the followers a user has.
In reality, the microblog network may affect the microblog usage and the uses and
gratification of microblog use. Besides, along with the microblog network, the device users
used to browse microblog, the content users like to obtain from microblog and microblog
usage may also relative to the use of microblog as the first news source. Therefore, some

research questions and hypothesis in this section can be highlighted.
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RQ;:

RQ3:

RQ4I

Ha:

Ha.:

Microblog as News Source / 9

What kind of news content (for instance, culture/entertainment news, social news,
daily life/health news, etc.) people prefer to consume in microblog compare to
traditional news sources.

What kind of news form (for instance, short message, picture, video, etc.) people
prefer to consume in microblog compare to traditional news sources.

How can the demographics of microblog users (education level, gender and age),
microblog network (indicated by the number of microbloggers a user follows and the
followers a user has), the devices a user use (desktop computer, laptop, mobile
phone, tablet computer, etc.) to browse microblog, predict the use of microblog as
the first news source?

How can the demographics of microblog users and microblog network, the device a
user use to log on microblog, frequently used news media (for instance, television,
newspaper, news website, etc.) predict the time spend and frequency of microblog
use?

The more users find microblog gratifying, the more microbloggers they will follow.
The more users find microblog gratifying, the more microblog followers they will

have.

Methodology

Data collection and sampling

Qualitative survey: Focus Group

Three online focus groups were conducted on university students from mainland China in
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order to assess motivation items in microblogging. Questions about microblog usage,

Using Frequency&Time
of Microblog

Device

Use Microblog as First R Mews Confent and

Mews Source Form of Microblog

Cemographics
Microblog Metwork

microblog uses and gratification and microblog network were asked to the 15 university

students.

Quantitative survey: Online questionnaires

Questionnaire data for the study were collected by online questionnaire, which was in
Chinese, on www.sojump.com, with a snowball sampling of 461 Mainland China students
who were aged 15 and above. The questionnaire was piloted before the online survey which
from 7 April through 25 April 2011. Among the respondents, 59.9 % were aged 21-23, and
79.8% of them were undergraduate students. Within the sample, 305 out of 461
respondents were or now current users of Sina’s microblog, which named Xinlang Weibo.
Measures

Microblog usage. Respondents were firstly asked whether they used Xinlang Weibo or not.

Based on the answer, they were asked about their time spend and frequency of Weibo, the
10
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device they mostly used when browse Weibo, the number of people they followed on
Xinlang Weibo, and the followers they have. Over 66% of the respondents had used or now
current users of Xinlang Weibo. A 4-point scale was used to measure the Weibo use with

7

frequency, ‘1’ = ‘less than once everyday’, ‘2’ = ‘1-4 times everyday’, ‘3’ = ‘5-9 times everyday’
and ‘4’ = ‘more than 10 times everyday’. For time spend on Weibo, a 5-point scale was used
with ‘1" = ‘less than 15 minutes everyday’, ‘2’ = “15-30 minutes everyday’, ‘3’ = ‘31-60

minutes everyday’, ‘4’ = ‘61-90 minutes everyday’, and ‘5’ = ‘more than 90 minutes everyday’.
The amount of microbloggers the user follows was measures by a 5-point scale with ‘1’ =
‘less than 107, ‘2’ = “10-50’, ‘3’ =’51-100’, ‘4’ = “101-150’, ‘5’ = ‘more than 150’. In terms of the
number of followers on Xinlang Weibo, a 6-point scale was used with ‘1’ = ‘less than 50’, ‘2’ =
‘50-150’, ‘3’ =’151-200’, ‘4’ = ‘201-250’, ‘5’ = ‘251-300’, and ‘6’ = ‘more than 300’. Table 1
shows that frequency of Xinlang Weibo of use in Xinlang Weibo per day is quite high (with a
mean score of 3.15, indicating that the users will browse Xinlang Weibo about 5 to 9 times
everyday), and the average time spend on Weibo using is more than 30 minutes every day
(mean=3.39). The mean of the number of following and followers on Xinlang Weibo were
51-100 (mean = 3.05) and 50-151 (mean = 2.21) respectively.

Respondents were asked about the devices they most frequently used to browse
Xinlang Weibo. A multiple response question was used with ‘1’ = ‘desktop computer’, ‘2’ =
‘laptop computer’, ‘3’ = ‘mobile phone’, ‘4’ = ‘tablet computer’, ‘5’ = ‘others’. According to
Table 1, most of the users were likely to use laptop to browse Xinlang Weibo (mean =.79),
the second popular device to log on Xinlang Weibo is mobile phone (mean = .68) while the

desktop computer only take the third place (mean = .40).

11
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Getting news from microblog and other media. Respondents were asked the frequency of
getting news from 4 channels include both new media and traditional media regardless the
use of Xinlang Weibo. A 5-point scale with ‘1’ = 'never getting news from this media’, 2’ =
‘getting news 1-2 times every week’, ‘3’ = ‘3-4 times every week’, ‘4’ = ‘5-6 times every week’
and ‘5’=‘more than once everyday’ was used. The mean of each item is: Internet: 4.55,
mobile phone: 3.37, TV and radio: 2.36, news paper and magazine: 2.20. See Table 1.

(* Insert Table 1 about here *)
Types of news consumed on Weibo. Xinlang Weibo users were also asked about what kind of
content they read on both Weibo and traditional media. The classification of the news
content was based on the results from the focus group, which included 10 items including:
social news, politics and military news, financial news, technology news, sports news,
culture and entertainment news, daily life and health news, local news, professional news,
and others. The answers were not exclusive in both Weibo and traditional media, for users
may choose to obtain more than one kind of news from both media.
Use microblog as the first news source. Degree in considering Xinlang Weibo as the first
news source by the respondents was measured by a scale, which offered six popular news
events based on the result of the focus group. In this scale, 9 news channels were given with
‘1’ ='SMS’, ‘2’ = Xinlang Weibo’, ‘3’ = ‘News websites’, ‘4’ = ‘Online BBS and other websites’,
‘5’ = “Television/ Radio’, ‘6’ = ‘News paper/Magazine’, ‘6’ = ‘News paper/Magazine’, ‘7’ =
‘Told by other people’, ‘8’ = ‘Other channels’, and ‘9’ = ‘l don’t know about this news event’.
Respondents were asked for each popular news event which was the channel they first
obtained the news among the 9 channels. The Cronbach’s Alpha of this scale is .96.

12
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By recoding the variable of getting news from Xinlang Weibo into 1, and others into O,
which means the respondents will get 1 point each for news event only when they choose
the Weibo as the first news channel, then the gross of this scale will indicates the degree of
regarding Weibo as the first news source. Under this circumstances, the mean of the scale
comes out as 2.09, which means the respondents get at least 2 out of six news events from
Weibo at the first time.

Gratifications of microblog usage. Three focus groups consisted of 15 university students in
Mainland China were conducted. The topics of the focus group were concentrated on the
use of microblog, the current situation of getting news from microblog, the uses and
gratification of microblog usage and some demographic information. The similar
gratifications were combined and divided into five dimensions, while the minority ones were
excluded.

Base on the result of the focus group, the questionnaires were made and sent on
internet. A pilot research was carried out both online and offline in order to refine the
questionnaire. Three offline and five online testees were invited to respond to the trial
version of questionnaire and gave their suggestions about the ambiguous and inaccurate
items.

There were 19 gratification statements in five dimensions in the final version of the
online questionnaire. A five-point Likert scale was used (‘1’ = ‘strongly disagree’, ‘5’ =
‘strongly agree’).

Demographic. Personal data including education level, gender and age were asked.

13
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Findings
Gratifications university students acquired when getting news from microblog
Table 2 shows the mean and standard deviation of each of the 19 items of U&G of microblog.
A total of five dimensions were identified. The first dimension was ‘Quick and Convenient’,
which showed how university students who considered Weibo as a news source were
motivated by the specific attributes related to quick and convenient of Weibo news. The
reliability of the three items was acceptable, with Cronbach’s alpha at .75
The second dimension was ‘Information Form’ (alpha =.78). The factor consisted of
four statements stating that university students liked to use Weibo as news source due to
the scope in coverage and large quantity of microblog news. The advantages of multi-form
and rich in detail and were also key motivations which affected microblog as a news source.
The third dimension was ‘Information Quality’ (alpha = .80), indicating that some
university students considered Weibo as news source because it can meet their demands of
getting interesting information and accurate news reporting.

‘Interaction and Feedbacks’ was the fourth dimension, which showed a relatively
persuasive reliability with Cronbach’s alpha at .82. The items in this factors showed that
university students chose Weibo as news source mainly because they liked its function in
communicating with other users when reading the news. Due to this function, users can
quickly get the public opinion about a specific news event in a short time.

The last dimension was ‘Recognition Needs’ (alpha =.74) consisted of three statements
which articulated how university students hoped to being concerned by the public and
publicize their opinions.

14
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In conclusion, the five factors reveal that university students who use microblog as
news source mainly concern about the attributes of efficiency and convenience, which are
vital for news report. Multi-form is a relatively unique attribute of microblog news. Users can
get picture, video, audio, and weblink apart from literal description of a news event. Another
important factor Weibo supplies is to enable its users to communicate with each other when
browsing the news, so they can get the public opinion from the feedbacks of a news event
much easier than traditional ways. Besides, news on Weibo has more entertainment
properties than that in traditional media, which can generate huge attraction on young
students and that can offer them excellent topics when talking to peers. However, Weibo
users in university consider news on Weibo has low credibility: the item got the lowest score
among 19 statements in the scale. It is quite consistent with the current situation, indicating
that with the rampant of rumors on Weibo, it can scarcely meet users’ demands of getting
the truth.

(* Insert Table 2 about here *)
Types of news in Weibo and traditional source

Respondents were asked which type of news content they used to consume from
Weibo and traditional news source. Ten types of news content were given include: Culture
and Entertainment News, Social News, Daily Life/Health News, Profession News, Local News,
Politics and Military News, Other News, Technology News, Sports News, and Financial News.

The statistics shows that the most popular type of news on Weibo is culture and
entertainment news, more than 90% Weibo users in universities claimed that they will read
such kind of news from Weibo. The second type of news people paid much attention on

15
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Weibo is social news. More than 65% users were used to read social news on Weibo in their
daily life. The third type of news is about daily life and health. Results show that about 60%
university students who use Weibo were likely to obtain such type of news from microblog.
Profession news appears to be the fourth kind of news that more people obtain it from
Weibo other than traditional media. Approximately 31% users will browse news about their
professional specialty.

A chi-square test was run to see whether there is significant different between obtain
such ten types of news from Weibo and traditional media. The result of chi-square test
shows very large and statistically significant values for all types of news except Culture and
Entertainment News, which indicated the hypothesis that Weibo is equal to traditional
media as a news source should be rejected. According to the statistics, the percentage of
people who chose to consume Social News (x> = 33.78, p < .001), Daily Life/Health News (x> =
24.66, p < .001), Profession News (x2= 38.70, p < .001), Local News (x2= 46.85, p <.001),
Politics and Military News (x° = 54.00, p < .001), Technology News (x*= 55.57, p < .001),
Sports News (x° = 96.36, p < .001), Financial News (x*= 37.83, p <.001), and Other News (x° =
61.64, p <.001) on Weibo is quite different from the percentage of people who consume
such kind of news on traditional media. Therefore, it must be concluded that for most types
of news content, Weibo plays a quite different role as a news source compared to other
media.

(* Insert Table 4 about here *)
For the news on Weibo, the most common form is short message (Mean=.88), which
can not exceeding 140 Chinese characters. The second popular form of Weibo news is

16
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picture, about 83% Weibo news will appear in the form of picture within or without short
message. The mean of video, web link and other forms are .55, .42 and .08 respectively.
Hypotheses testing

To test Hy, a bivariate correlation was run. Results show that the time spent on Weibo (r
=.38, p <.01) and frequency of use (r = .35, p <.01) have significant association with the
intention of use Weibo as the first news source. The result is reasonable since people who
spend more time on microblog, he or she will automatically has more chances to get news
from this platform, hence microblog was considered as the first news source. Therefore, H;
is supported.

Bivariate correlations were run to prove H,. In the first factor of ‘Quick and convenient’
(r=.32, p<.01), all three items, which are ‘Speedy’ (r = .34, p <.01), ‘Convenient’ (r=.27,p
<.01) and ‘Easy to search’ (r = .20, p < .01), are all significant relate to the use of microblog
as the first news source.

The second factor ‘Information Form’ (r =.29, p < .01) is about the form of news on
microblog, consisted of four items which are ‘Large quantity’ (r =.31, p <.01), ‘Coverage’ (r
=.24, p <.01), ‘Multi-form’ (r =.20, p < .01) and ‘Rich in detail’ (r = .16, p <.01), all are
significant relate to the use of microblog as the first news source.

Then comes the factor of ‘Interaction and Feedbacks’ (r = .20, p <.01), which has
significant relation with the use of microblog as the first news source based on the result.
Among the four items in this factor, ‘Quality of the feedbacks’ (r=.12, p < .01), ‘Feedbacks
fast’ (r = .14, p < .05) and ‘Exchange views’ (r = .14, p <.05) are all have significant
correlation at .01 level, while the item ‘Get public opinion’ (r =.15, p < .05) has significant

17
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correlation at .05 level.

The ‘Information Quality’ is the forth factor in microblog U&G scale (r =.18, p <.01),
include five items: ‘Useful’(r = .19, p < .01), ‘Interesting’(r = .16, p < .01), ‘Credibility’(r = .07,
p < .05), ‘Concise’(r = .14, p < .05), ‘Follow-up reports’(r =.12, p < .05). As the result shows,
this factor is largely significant relate to the behavior of use Weibo as the first news source,
though the item ‘Credibility’ has no significant relate to the behavior.

The last factor is the ‘Recognition Needs’ (r =.14, p <.05). In this factor, only one out of
three items has significant correlation with the behavior of consider microblog as the first
news source, which is ‘Get things to talk’ (r=.22, p <.01).

Since four out of five factors have significant correlation with the specific behavior we
mentioned above, H; is then largely supported. See Table 3.

Both Hsz; and Hs; are partially supported according to the result of Bivariate
correlations. In Hs 1, 3 out of 5 items have significant correlation with the microblog using
time. They are ‘Quick and Convenient’ (r =.34, p < .01), ‘Information Form’ (r=.17, p <.01)
and ‘Interaction and Feedbacks’ (r =.13, p <.05).

While in Hs,, only 2 out of 5 items have significant correlation with the microblog using
frequency, in which the factor ‘Interaction and Feedbacks’ has been excluded. The
correlation level for ‘Quick and Convenient’ and ‘Information Form’ are .40 and .20
respectively. See Table 3.

The test of Hy 1 and Ha; also based on the result of Bivariate correlations. In Hs 1, the
data shows that there are positive relations between the quantity of users’ following on
microblog and the U&G of microblog use. ‘Quick and Convenient’ (r =.20, p <.01) and

18
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‘Recognition Needs’ (r =.19, p <.01) are the two most important factors that relate to the
number of followings on microblog, since most items in these two factors have significant
correlation with the quantity of users’ following. Because all the five factors are positive
related to the followings” amount, Hy 1 is fully supported at this extend. See Table 3.

Hs, is also fully supported due to all the five factors have significant correlation with
the followers’ number on microblog. Same as H, 1, the ‘Quick and Convenient’ (r =.19, p
<.01) and ‘Recognition Needs’ (r = .24, p <.01) are also the two most important factors that

relate to the number of followers on microblog. See Table 3.

Predicting the use of microblog as the first news source.

To answer research question three, regression analyses were run to see the
demographics of microblog users (education level, gender and age), microblog network
(indicated by the number of microbloggers a user follows and the followers a user has), the
devices a user use (desktop computer, laptop, mobile phone, tablet computer, etc.) to
browse microblog as predictors on the use of microblog as the first news source. Taken the
use of microblog as the first news source as dependent variable, regression analysis results
in Table 5 show that the use of microblog as the first news source motivated by microblog
network, which consisted of the number of microbloggers a user followed (B = .26, p <.001)
and the followers a user has (B = .40, p <.001), and the age of microblog user (B =-.14, p
<.01). The results of regression analysis suggest that the use of microblog as the first news
source is highly significant predicted by microblog network, and the age of users may also
affect the behavior of obtain news from Weibo. However, no significant relationship

19
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between users’ education level, gender and the use of microblog as the first news source

was found.

Predicting the time spend and frequency of microblog use.

[Taken blog use as dependent variable, regression analysis results in Table 5 show that
the time spend of microblog use is largely motivated by the microbloggers a user follows (B
=.39, p <.001) and the followers a user has (B = .26, p <.001),. Besides, gender (B =.19, p
<.001) is also an important indicator of the time spend on microblog.

When it comes to the frequency of microblog use, regression results in Table 5
represented that the frequency is significantly predicted by the number of microbloggers a
user follows (B = .35, p <.001) and the amount of followers a user has (f =.18, p < .01).
Other two significant predictors were the gender of users (B = .18, p < .001) and the use of
laptop computer to browse microblog (B = .12, p < .05).

(* Insert Table 5 about here *)

Conclusions and discussion
With the popular of Twitter, Xinlang Weibo and many other similar websites, microblog has
been a hot topic for social science research. This exploratory research uses Xinlang Weibo as
an example, focus on university students in mainland China, try to explore the behavior of
using microblog as the first news source and its correlation with uses and gratification of
microblog, microblog demographics, microblog usage and microblog network.

Firstly, people get many satisfactions from microblog using, they are ‘Quick and
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Convenient’, ‘Information Form’, ‘Interaction and Feedbacks’, ‘Information Quality’ and
‘Recognition Needs’ in order. University students in mainland China are most satisfied with
the factor of ‘Quick and Convenient’ and least satisfied with the factor of ‘Recognition
Needs’. Among the indicators for these factors, ‘speedy’ and ‘convenient’, which are the two
main indicators out of three for the factor of ‘Quick and Convenient’, get the first and second
highest score among all the satisfaction statements. ‘Credibility’, a indicator for ‘Information
Quality’, get the lowest score. As two main indicators for the factor of ‘Recognition Needs’,
‘Being concerned’ and ‘publicize my opinion’ get the second and third lowest score in
microblog uses and gratification. Based on the results above, we can conclude that though
microblog has both attributes of news media and social media, its functions as news media
can meet more demands of users compare to its functions as social media.

Secondly, the using time and frequency of microblog is positive related to the use of
microblog as the first news source. Besides, the microblog network, which indicated by the
number of following and followers a user has on microblog, is also positive related to the use
of microblog as the first news source. These findings reveals that the social media attribute
of microblog makes people spend more time on it, browse the website more frequently
compare to other media, which also increase the possibility of getting news from microblog
automatically.

Thirdly, according to the data, people who use microblog as the first news source feel
quite satisfied with the speediness and convenience, multi-formed information and the ease
of getting public feedbacks, which are quite crucial to news, especially for breaking news.
However, the accuracy and the credibility of news on microblog can not meet users’
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demands. In fact, the using frequency of microblog has a significant negative relation with
the satisfaction about credibility of news on microblog, which means, the more people use
microblog, the more they may feel unsatisfied with the credibility of the news on it. That
may because there are many rumors on microblog which are hard to refute.

Along with the word limit, one of microblog’s features, these characteristics make
people like to obtain breaking news and interesting news, rather than serious news about
politics and military on microblog. While in some important news events, people who get
news at first time on microblog will choose other news media such as newspaper and TV
instead of microblog for more details and follow-up reports. The shift of users from
microblog to other news media during the process of getting news is supported by the result
of statistics. In all the six important news events listed on questionnaire, the average
percentage of getting follow-up report from microblog (24.40%) is much lower than those of
getting the first time report from microblog (34.75%). In such cases, microblog is a kind of
supplement of other news media, which mainly offers topics or starting points to news
events.

Finally, based on the result of regression analysis, microblog network is one of the
most significant predictors of the use of microblog as the first news sources, which is also
motivated by the age of the users. The amount of microbloggers a user follows and the
followers a user has are significant predictors of the time spend and frequency of microblog
use. Besides, the gender of the users may also affect the using time and frequency of
microblog.

Although there are some interesting findings in this research, several limitations should
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be recognized. Firstly, though there are 461 valid questionnaires, only 305 of the
respondents claimed that they have used or now using microblog. This may because the
scope of research target is too narrow: only the university students in mainland China who
have used or now using Xinlang Weibo can be counted. For the data about microblog usage,
use microblog as news media, microblog uses and gratification can be get only from those
who use Xinlang Weibo, the base for most of the analysis is 305, which is a little low to get a
high reliability.

The second limitation is that this research is only based on Xinlang Weibo. Though it is
the largest and most popular microblog website in mainland China, the development speed
of other microblogs, such as Tecent Weibo, Sohu Weibo and Netease Weibo, are really fast.
During the research, some university students claimed that they don’t have a Xinlang Weibo
account but now are using microblog service supplied by other internet companies. They
can not fill up the questionnaires as a microblog user. This may generates some negative
influences on the representative of the research. Besides, some further researches can be
done about the differences between different microblogs in mainland China.

Last but not lease, the gender distribution showed in questionnaire may not exactly
reflect the real sex ratio of university microblog users in mainland China. It is because the
majority of users of the websites chosen as questionnaire issuing source are female. Though
86.6% respondents are female, in the analysis for research questions and hypothesis testing
in this research, there is no significant difference in microblog using between different
genders. Besides, further study which concerning the difference in microblog usage between
male and female is still needed.
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Table 1: General findings for time spend and frequency of Weibo use, the average of the
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microbloggers a user follows and the followers a user has, the device they mostly used

when browse Weibo, the average frequency of getting news from news media. (N=305)

Microblog Usage ° Mean Std. Deviation

1. Using Frequency 3.15 1.02

2. Using Time 3.39 1.37
Microblog N k®

icroblog Networ Mean Std. Deviation

1. The Number of Microblogger a User Followed 3.05 1.20

2. The Microblog Followers a User Has 2.21 1.51
Devices ° Frequency Percentage

1. Laptop Computer 242 79.3%

2. Mobile phone 206 67.5%

3. Desktop Computer 122 40.0%

4. Tablet Computer 23 7.5%

5. Other Devices 15 4.9%
Frequency of getting news from news media d Mean Std. Deviation

1. Internet 4.55 0.96

2. Mobile Phone 3.37 1.71

3. TV/Radio 2.20 0.99

4. News paper/Mmagzine 2.36 1.25

Notes:

a.

How often does the user use Xinlang Weibo everyday was coded‘1’="less than once everyday, 2’="1-4 times everyday’,
‘3’='5-9 times everyday’, ‘4’="more than 10 times everyday’.

How much time does the user spend on Xinlang Weibo was coded ‘1’=‘less than 15 minutes everyday;, 2’='15-30
minutes everyday, ‘3’="31-60 minutes everyday, ‘4’='61-90 minutes everyday, and ‘5’='more than 90 minutes
everyday’.

b. How many microbloggers does the user follow on Xinlang Weibo was coded ‘1’=‘less than 10, 2’="10-50, 3’="51-100,
‘4’="101-150’, ‘5’="‘more than 150 How many followers does the user have on Xinlang Weibo was coded ‘1’=‘less than
50, 2’="50-150, 3’="151-200’, ‘4’="201-250;, ‘5’="251-300°and ‘6’="more than 300..

c. The most frequently used device to browse Xinlang Weibo was coded ‘1’=‘yes’, ‘0’="no".

d. The frequency of getting news from 4 channels was coded ‘1’='never getting news from this media’, ‘2’=‘getting news

1-2 times every week;, ‘3’=3-4 times every week’, ‘4’=5-6 times every week’ and ‘5’=‘more than once everyday’ was
used.
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Table 2: Uses and gratifications of microblog. (N=305)

Mean Std. Deviation Cronbach's Alpha
Quick and Convenient 4.02 71 .75
Speedy 4.13 .28
Convenient 4.23 .25
Easy to search 3.70 33
Information Form 3.82 .70 .78
Large quantity 3.71 .22
Coverage 3.89 .23
Multi-form 4.05 .20
Rich in detail 3.65 .25
Information Quality 3.38 .69 .80
Useful 3.48 .19
Interesting 3.91 .16
Credibility 2.53 .19
Concise 3.58 .19
Follow-up reports 3.41 .19
Interaction and Feedbacks 3.79 .82 .82
Quality 3.55 .26
Feedbacks fast 3.76 .25
Get public opinion 4.00 22
Exchange views 3.83 .23
Recognition Needs 3.31 77 .74
Being concerned 2.97 32
Publicize my opinion 3.15 32
Get things to talk 3.81 .30
Total 91
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Table 3: Correlations among U&G, Microblog Usage, the Use of Microblog as the First News Source, and Microblog Network (N=305)

2 3 4 5 6 7 8 9 10
U&G of Microblog
1. Quick and Convenient .567** A1%* .39%* 28%* 34%* A0** 32%* 20%* 19%*
2. Information Form .63%* .54%* A4** A7%* 20** 29** A7** 16**
3. Information Quality 61** L55%** .08 .06 18** A1* A2*
4. Interaction and Feedbacks 56** 13* .10 20** A7* 13*
5. Recognition Needs .07 -.01 14* 19** 24**
Microblog Usage
6. Time T2x* .38** 39** 39**
7. Frequency 35%* 35%* 31**
8. Use Microblog as First News A0** A0**

Source

Microblog Network
9. No. of Microbloggers follows A8**

10. No. of Followers

Notes:

Scales used for U&G: 1= strongly disagree, 2= disagree, 3= neutral, 4= agree, 5= strongly agree.

#p <=.1; *p <=.05; **p <= .01.



Table 4: Chi-square test for the type of content of news on microblog and
traditional media (N=305)

First News Source

Weibo Traditional 2
Media X
Frequency % Frequency %
Culture/Entertainment News
Yes 277 90.8 223 73.1 2.41
No 28 9.2 82 26.9
Social News
Yes 199 65.2 243 79.7 33.78***
No 106 34.8 62 20.3
Daily Life/Health News
Yes 183 60.0 143 46.9 24.66%**
No 122 30.0 162 53.1
Profession News
Yes 93 30.5 79 25.9 38.70***
No 212 69.5 226 74.1
Local News
Yes 84 27.5 161 52.8 46.85%**
No 221 72.5 144 47.2
Politics/Military News
Yes 83 27.2 156 51.1 54.00***
No 222 72.8 149 48.9
Other News
Yes 80 26.2 49 16.1 61.64%**
No 225 73.8 256 83.9
Technology News
Yes 70 23.0 88 28.9 55.57%**
No 235 77.0 217 71.1
Sports News
Yes 62 20.3 101 33.1 96.36%**
No 243 79.7 204 66.9
Financial News
Yes 39 12.8 65 21.3 37.83***
No 266 87.2 240 78.7
Notes:

* p<.05; ** p<.01; *** p<.001
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Table 5: Regression Analyses of Demographics, Microblog Network, Most
Frequently Used Device as Predictors on the Use of Microblog as the First News
Source, the Time Spend on Microblog Use, and the Frequency of Microblog Use

(N=305)
Use of Frequency
Microblogas Time Spend on of Microblog
Predictors the First News Microblog Use Use
Source
B B B
Demographics
Education Level -0.05 0.03 0.07
Gender (M=1) -0.001 0.19%** 0.18%**
Age -0.14** -0.03 -0.09
Microblog Network
Followings 0.26*** 0.39*** 0.35%**
Followers 0.40%** 0.26%** 0.18**
Device
Laptop Computer (yes=1) 0.07 0.07 0.12*
R’ 0.24 0.25 0.21
Adjusted R’ 0.23 0.23 0.19
Notes:

*p <=.05; **p <= .01; ***p <=.001; N=305

41



Microblog as News Source / 1

BRI LSS — R S A G

L2 2O P
NS
BEAPLREFRMMEESE — R BEXEEET —HARBBG T REME
(http://t.sina.com.cn) {E R 55 —HEIACRAINTZE » Hph " fa AR - IFAR ALY
ENEH ~ BRENEETEN - RRHFEST Y 5 (3 A /IE A E AR REIR R AR ERA
BT MEARERETHZIEE -
B E AFTIEE S - BEEATE EMESE S > A FERBTEEE A
SRIEFTHCERIT] « S55b » EOEEIVGERAIEA NI &R S (R E - S5 ET800 -
JEH RS S 6 |

F—HT WEERARER

QA1 EEHATIHEAET - GRS ERG IR ?
1 2 3 4 5
AR E | 12 RELAT/E | 3-4X/E | 5—6 W/AE | BERERZ
A HHEdE | & HY R
HrE
AR E | 12 RELAT/E | 3-4X/E | 5—6 W/E | BERERZ
B. T 2 7 Hy S/
B
AR E | 12 RELAT/E | 3-4X/E | 5—6 W/E | BERERZ
C. #Hfl/MEsE | 2 7€ HL R
B
A E | 12 RELAT/E | 3-4X/E | 5—6 W/E | BRERZ
D. /NG | 1 & H R
B
QA2  fEEEERTHORIE ?
1L & 2. & [FHEBkEFEIUET])

QA3 PRI BT RSB HIIARIE 2 (H S8/ T Bl — X sefunE—X)

1. SEHARF] 1K 2,14 3.59 % 4.10 R LI

QA4 PRI B R A RISEE T4 R ?

1.15 438D 2.15-30 434% 3.31-60 474 4.61-90 435 5.90 4% DL

QA5 UM ERT R E R s is 2 (A28 ]

1. 2R 2. SR AR 3. T 4. P ERHE 5. Al




Microblog as News Source / 2

QA6 SEAEWTRIMI® EATRIE AV B RIVEBES R ?

1. fKFY 10 2.10-50 3.51-100
4.101-150 5.150 DL I~

QA7 AEMTRIE EAVISREER ©

1. fEKFA 50 2.50-150 3.151-200
4.201-250 5.251-300 6.300 DL |-

FE  HEERRL

QB1 {EMI# L H R EAHE A S AR 7 (A %3]

1 ttg 2. BUA/HZH 3. HhERAK 4. BHY 5. f2H
6. SUEBREE 7. AT/ 8. HhlE ] 9. BEAHRBHMR 10, HAl

QB2 FEEM - WAR - MR ERE L CEBTAVHIEAN SRS ? (A 25 ]

1 ttg 2. BUA/HZH 3. HhER A 4. BHY 5. f2H
6. SUEBREE 7. AT/ 8. HhlE i 9. BEAHRBHMR 10, HAl

QB3 AL/ GNI® FIERIRTE > — oS AP AR 2 (]3]

LofgiE () 2. ER (SFREES > Weif) 3. FUH 4 HHEGE 5 Hit

QB4 EERSTIEVMEE B LT A S ©

S 2. FrRMUME | 3. PIPHREIdEns | 4. sRE R MR
o

5. EQ/EERE | 6. TRARFEEE 7. MAEH 8. HAh | 9. REmH

EFE
A.2010 4E
3§ 1115 B

FOK K

B. 2011 4E [
9.0 4t E

C.2011 fi&r
PEE EAFT
(S stnia

e

D. “HEEF
"B

E. BRfLEZ
B%

F oK SIE/N
JEGELE




Microblog as News Source / 3

QBS  {EMETR A A SRR - SRR i IR 2 [T ]
S 2. FrRMMME | 3. PIPHRMEns | 4. st R EA IR R
AN
5. EEQ/EERE | 6. TRARFEEE 7. MAEH 8. Hfh | 9. F4E
BEE
A.2010 4E
3§ 1115 B
FOK K
B. 2011 4E [
9.0 4t E

C.2011 fi&r
FEE EAFT
(S stnia

e

D. “HREEF
"B

E. BRIUEZ
B%

F oK SIE/N
JEGELE

F=ER

IR R

QcC

BB ERE T

FEGL I8 EIERERTE > rIDMES RIRE B IREU T T EAYER K ? shiZ B

FEME | B | —fponk | Beae | 2auk

Quick and Convenient

RETTE

AJEFERUH RS > SRiHELE
fil T AL R

B. fESEHUHT Y > LEHEAD
ST AETHE

C. 5B ~ WERGE > BS
IR

Information Form

-GS

A FTEAERER

B. HrHNEE &R ERE

C EHFEEE (TFE
FERISCE - BIH - BUR)

D. HIENEE > A MM

Bl = &

HEAFINE




Microblog as News Source / 4

Information Quality

HilanE

AN ERA R

Hri B R

R EES

. PR > SRR

m o 0|lw >

‘REHTHREEE

RlR|R|R|Rk

NINININ|IN

Wiwliw w|w

BT I~ i
viuioiu|um

Interaction and Feedbacks

B EhEE(E6R

A HRIEIEA AR

B. frRAEIE R R

C. BEHEMARRIVEL

D. BiE¥imE HAH A AR
JifH

Recognition needs

TR E R

A HARZ ARG A
JE RN

B. A DUHERS B BHHCE I
BV E R

C. A DS B A S
Y3 EEEE

BIUHS  EAEAER

Qb1 EHEIYEEIR |

1 REFER/EREA

2. AR

3. fE IR

4. {14

QD2 EAYMEH]
1-5

2~

S

QD1 EHYAEHS
1.15-17

2.18-20

3.21-23

4.24-26

5.27 BLE

AR B EEEE R > BRI S |



	Abstract
	Introduction and Objectives of the Project
	Literature Review
	Theoretical Framework
	Uses and Gratifications Theory
	Information diffusion

	Methodology
	Data collection and sampling
	Qualitative survey: Focus Group
	Quantitative survey: Online questionnaires

	Measures

	Findings
	Gratifications university students acquired when getting news from microblog
	Types of news in Weibo and traditional source
	Hypotheses testing

	Conclusions and discussion
	REFERENCE
	第一部分  微博使用情況
	第二部分  新聞獲取偏好
	第三部分  微博使用滿意度
	第四部分  個人基本資訊


