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Motivation 

• Growing fascination with the “connectedness” of 
modern society 

 

• The study of social networks 
– The study of human nature  

– More than ever we are connected to each other 

 

• The study of online social networks 

– How are people connected in an online setting 

– Sometimes it is hard to directly observe a social network 

• Hidden/hard-to-reach populations 

• Implicit connections 

 



Demographics of the Internet Users in China  

• In 2010, the number of Internet users in China has reached 420 millions 
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Age of Internet Users in China Occupations of Internet Users in China 



Censorship 
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• Facebook is blocked (in China), Twitter is blocked, Blogbus is blocked, 
CNN is blocked… 

 

 



Internet Utilization in China 

• Chinese Internet users utilize the Internet to: 

– Seek out the information  

– Make friends with like-minded individuals  
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Investigating Culture Differences in Social Media 
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• How do online relationships differ from the more 

traditional relationships in Chinese society? 

• How do the characteristics of online relationships in the 

Chinese web differ from that in the general web? 

The Evolution of Friendships in 

Chinese Online Social Networks 

What trends in Chinese Social Media 
• How do people in China use online social networks to 

share information?  
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The Evolution of Friendships on Douban 
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Analysis of the Douban Network 
 

• Homophily  
– The concept of people bonding with similar others. A social network's 

surrounding context can be the formation of its friendship links 

– Offline 

• Foci: gender, age, religion, education 

– Online  

• [Backstrom et al., 2006] – LiveJournal 

• [Crandall et al., 2008] – Wikipedia 
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Statistic Analysis of User Profiles 
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Time Analysis of Friendships 
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• We look at percentage of added and deleted friendships in which the 

two users involved share at least one friend, music, book, movie, 

discussion group, or event in common  
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Time Analysis of Followers 
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• 76% of the users joining a discussion group do not have 

friends that are already members 

• 85% of the new readers for any particular book have at 

least one friend that is already a reader 

 

• Observations 

– Triadic closure is a major force behind the formation of online 

friendships 

– More friendships are formed between members of the same 

discussion groups 

– Users are less likely to form friendships by indicating interests in the 

same media items on their profiles 

 

 

 



• A type of dyadic (two-party) relationships between individuals in the 

Chinese society 

• Guanxi base 

– Same birth place, same school, friends, family members, partners… 

• The exchange of resources/capital 

–  feeling 

–  trust 

 

 

情 

信/信任 
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• We observe that some discussion group topics can be seen as 

guanxi base in the traditional concept of guanxi, while others can not  



Comparison to Related Work 

        LiveJournal 

 [Backstrom et al., 2006] 

        Wikipedia 

     [Crandall et al. , 2008] 

• Probability of an 
individual joining a 
LiveJournal community 
increases as the 
number of their friends 
who have already 
joined increases 

• Editors tend to share 
common interests prior 
to becoming 
acquainted and form 
friendships after editing 
the same Wikipedia 
articles 

• Keep in contact with 
existing friends 
 
• Blog posts 

 

 

• Interest in the topic 
 
• Collaboration 

 

          Douban  

• Users share 
common interests 
before joining the 
discussion group and 
form friendships after  

• Interest in the topic 
 
• Discussion 

 

      Chinese BBS 

                [Jin, 2009] 

• Sub-forums: same city, 
same province, same 
profession, same interest 
 
• BBS users tend to establish 
friendships and participate in 
discussions in their 
corresponding sub-forums, 
while popular discussion 
topics propagate from sub-
forum to sub-forum 
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Back to Our Questions 
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• How do online relationships differ from the more 

traditional relationships in Chinese society? 

 

 

 

• How do the characteristics of online relationships 

in the Chinese web differ from that in the general 

web? 



What Trends in Chinese Social Media 
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•  We examine the key topics that trend on Sina Weibo and 

contrast them with our observations on Twitter  

– We discover that there is a vast difference in the content shared in 

China when compared to a global social network such as Twitter 

 

 

 



Sina Weibo 
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Retweeted 2225 times 



Trending Topics on Sina Weibo 
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Trend-setters on Sina Weibo 

• One of the main forms of information propagation in social 
networks such as Twitter and Sina Weibo is through 
retweets 

 

• Trend-setters are users whose tweets consistently cause 
keywords to appear in the top trending keywords list   

 

• We monitor the list of top trending keywords every hour 

– For each new top trending keywords, we retrieve the most retweeted 
tweets in the past hour 

– We rank the top 20 most retweeted authors appearing in at least 10 
trending topics each 



Top 20 Most Retweeted Users in Sina Weibo and Twitter 

 

 



What is “Silly Jokes”? 



Verified Accounts Among Top 100 Trend-setters 



Profile Information of Top Trend-setters 

Sina Weibo 

Twitter 



Analysis of 1732 Random Profiles 

50.24% 56.43% 

5.57% 8.03% 



Back to Our Questions 
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• How do people in China use online social networks 

to share information? 

– On Sina, the trends are created almost entire due to 

retweets of media content such as jokes, images and 

videos 

– On Twitter, the trends have more to do with current global 

events and news stories. The effect of retweets is not as 

large 
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