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ABSTRACT 

 

This study is based on the weibo (microblog) platform in China, focusing on entertainment, sports, and 

political news broadcasts, aiming to observe the changes of microblog opinion field including the time 

lags between the live broadcasted news and weibo hot topics occurred, and the changes of the sentiment 

indexes of microbloggers during the broadcasting time. The warm-up and rebounce phenomena are 

unique features between television media and weibo (microblog). Also, Changes in weibo’s sentiment 

indexes reflect public opinion formation mechanism. 

 

INTRODUCTION 

 

Microblog is Chinese equivalence of Twitter, and its Chinese name is weibo. China’s weibo users 

surpassed 274 million on June 30, 2012, which means the penetration rate of weibo was over 50.9% 

among Chinese Internet users [1]. The majority of mass communications scholars, represented by 

McCombs, thought that media agenda-setting was a key factor during the formulating process of public 

opinion [2]. Perceptions, attention, and focusing time of audience are factors taken into consideration 

when the media’s agenda-setting effect is studied. Althaus and Tewsbury found that people exposed to 

print news for 5 days adjusted their agenda in response to that exposure, and that print readers modified 

their agendas differently than online readers did
 
[3].

 
Roberts et al claimed that electronic bulletin boards 

have agenda-setting effects on immigration, health and taxation, with time lags varying from 1 day to 7 

days
 
[4].

  

 

Does that mechanism apply to the weibo environment? Do time lags exist between live news and 

weibo’s hot topics? What are the changes of the sentiment indexes during the broadcasting time? Those 
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are the questions interested us, and we attempted to discuss them in this study. 

 

THE SETTING OF THE STUDY 

 

In order to distinguish the agenda-setting effects of different types of live news, we selected three types 

of news: the 31st Hong Kong Film Awards Presentation Ceremony for entertainment events, the New 

York Knicks vs. Detroit Pistons’ basketball game for sport events - due to the extremely popular 

Chinese-American player Jeremy Lin, and the press conference of the fifth session of the Eleventh 

(Chinese) National People’s Congress’（NPC） live broadcasts for political news events. We captured 48 

hours’ weibos from 00:00 to 23:59 on the day and the day after the TV live broadcast of the events, and 

conducted content analysis. 

 

The tools for the content analysis should be those that can get weibo content, calculate the weibo 

numbers hourly, and analysis the sentiment indexes. To fulfill the demands, we ISI (the Internet Science 

Institute) at Wuhan University, China developed ROST HT, ROST GUB, and ROST EA as tools. 

 

The steps of data collection and processing: 

1.Through the Baidu search engine, the leading search engine in China, we obtained the live broadcasts 

list. 

2.Through the Baidu hot news search, we sequenced the live news according to their frequency of 

appearance, and selected the most reported above events,  

3.We used ROST HT to capture the weibos’ reports, in a time frame of 48 hours from 00:00 to 23:59 on 

the day and the day after the TV live broadcast. 

4. Using ROST GUB, we captured a total of 2085 weibos of the three events. We then calculated the 

sentiment indexes by ROST EA. 

 

WARM-UP AND REBOUNCES PHENONMENON BERWEEN LIVE BROADCASTS AND 

WEIBO HOT TOPICS  

 

Stone and McCombs suggested that it might take six months for a national topic of average interest to 

register among those of importance to the public [5]. We see weibo as 'para-media' or the public opinion 

outlet in China. Therefore, the above finding may have their parallels in the interaction between TV 

broadcasting, and weibo. The quantities of tweets posted in a given time during the TV broadcasting 

time period is a reflection of time lag between live TV news and weibo.  

 

Warm-up phenomenon: With the effect of TV agenda setting, weibo audience discuss the topic before 

the broadcasting time rebounce phenomenon: weibo users are attracted by the traditional media’s reports, 

and pay attention to the topic again the day after the broadcasting. We will have a further discussion 

about the phenomena and analyze the data in entertainment, sports, and social-political news. 

 

Entertainment event: The 31st Hong Kong Film Awards Ceremony:According to Figure 1, weibo fever 

lasted from 16:00 to 24:00 on April 14, and 8:00 to 16:00 on April 15. Amounts of weibos increased 



 

 

 

rapidly in the period 2 hours before the broadcasting. We may call it the warm-up phenomenon. From 

08:00 to 16:00 on April 15, some rebounces came before the decline of the mania. It is because the news 

reports attracted the audiences’ attention. 

Figure 1: “Heat Chart” of the 31st Hong Kong Film Awards Ceremony 

 

 

 
 

Sports event: New York Knicks vs. Detroit Pistons game:According to Figure 2, weibo fever lasted from 

08:00 to 12:00 on March 25, and 8:00 to 16:00 on March 26. In common with the entertainment news, 

this event was under great concerned in the period of 2 hours before and during the broadcast, also the 

daytime the day after the broadcast. It indicated the warm-up phenomenon and rebounces phenomenon 

applied to sports events.  

Figure 2: “Heat Chart” of Knicks vs. Pistons game 

 

 

 
 

Political affairs: The press conference of the fifth session of the Eleventh NPC:According to Figure 3, 

weibo fever emerged from 08:00 and lasted to 12:00 on March 14, and the same on March 15. Sharing 

the same pattern with the two events above, the warm-up phenomenon and rebounces phenomenon also 

seemed to have a role on political affairs. 

Figure 3: “Heat Chart” of the Press Conference of the Fifth Session of the Eleventh NPC 



 

 

 

 

In warm-up period, interaction between the television and social media users can be achieved through 

two paths. First, audience of live broadcasts may tweet online. Second, television media uses weibo 

directly to lead the weibo users However, there are information losses: for path 1, it is the weibo usage 

rate of audience; for path 2, it is the information arrival rate of television media’s weibo. To expand the 

information arrival rate is the most effective way for the television media. Firstly, propagate the 

broadcast by weibos of the programs and hosts who are usually celebrities. Secondly, focus on weibo 

followers and send private letters (an application of weibo like email) to the loyal followers who 

comment on the weibo often. 

 

In rebounce period, the interaction paths are similar to the warm-up period. However, television media 

can be both active and passive during the interaction. Interaction between the television media and users 

is formed when the television media report the topic again. As for other media, including the newspaper 

and radios, make reports by collecting material on weibo became a common habit. As a result, 

multidirectional interaction is formed between the television and other media, the media and the users. 

Making full use of the interaction can help develop news resources and shaping the media brand.  

 

CHANGES OF SENTIMENT INDEXES DURING LIVE BROADCASTS 

 

Emotions, in addition to information, play a significant role in human decision-making [6]. In the 

process of agenda-setting, the audience's awareness and sentiment is affected, so sentiment indexes 

should be concerned as a factor of agenda-setting effects. The positive sentiment presents a supportive 

attitude of the audience. The neutral is a stable attitude of the audience, while the negative is a critical 

one. The combinations of these three sentiments reflect the changes in the state of mood of the audience. 

By observing weibos’ sentiment indexes changing during 48 hours’ weibos from 00:00 to 23:59 on the 

day and the day after the TV live broadcast of the three events, finding can be obtained: 

 

The sentiment indexes of this entertainment event fluctuated From 00:00 to 12:00 on April 15, neutral 

sentiments held an overwhelm position, with slowly increasing positive and negative From 16:00 on 

April 15 to 08:00 on April 16, positive and negative sentiments maintained about 40% proportion while 

neutral sentiments were less. After 8:00 on April 16, the neutral and positive shared the main proportion. 

 



 

 

 

From 00:00 to 8:00 on March 25, neutral sentiments held an overwhelm position, while negative 

sentiments declined firstly and then rose up. From 08:00 on March 25 to 08:00 on March 26, positive 

sentiments maintained the major proportion as well as the negative After 08:00 on March 25, neutral 

sentiments increased and became stable. 

 

From 00:00 to 10:00 on March 14, neutral sentiments held an overwhelm position. From 10:00 on 

March 14 to 08:00 on March 15, the proportions of positive sentiments exceeded neural ones with some 

functions. After 08:00 on March 15, neutral and positive sentiments became the mainstream. 

 

In warm-up and rebounce period, users’ sentiments are more easily to change. These changes can be 

divided into three phases: 

 

Calm phase: before the start of the live broadcast (warm-up period), the neutral sentiments overwhelm 

positive sentiments, and negative sentiments accounted for little, which indicated audience are 

indifferent Polarization phase: during the broadcasting, the positive sentiments and negative sentiments 

rose sharply, and the neutral sentiments began to decline. The advent of live broadcast drove the 

audience to focus on the event, and mainstream opinions were emerged. When live broadcast came to 

the medium-term, the proportion of positive and negative was higher than neutral sentiments, and the 

audiences were apparently at polarization stage. Polymerization phase: after a certain time of 

fermentation, the neutral sentiments picked up and the negative sentiments began to decline. Audience 

finally accepted one or more popular opinions. 

 

Process of information can be divided into 3 sections: public interest, arguments, and the mainstream 

opinion. In the calm phase, audience attention is not focused on certain events and opinions, so neutral 

sentiments are obvious. Public who are attracted by the topic and willing to voice themselves out are of 

great significance, which is also the main task of warm-up period. In the polarization phase, public 

express their view and that gives birth to the public opinions and creates the polarization sentiments. 

Live broadcasts activate the public while weibo is full of argument. In the polymerization phase, several 

opinions are widely accepted by the audience and the sentiment trend to a particular one.  

Figure 7:  Models of Interaction between Live Broadcasts and Weibo 

 

 

 

 

 

 

 

 

 

 

 

CONCLUSION 
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This study observed that the TV live news broadcasting demonstrated agenda-setting effects on the 

weibo, with time lags. It was interesting to notice that for different types of news – entertainment, sports, 

and political affairs, the time lags between TV broadcast and the peak of weibo activities were all about 

two hours. The warm-up and rebounce phenomena were unique features in the interaction between 

television and weibo. Changes in weibo’s sentiment indexes were summarized as calm, polarization, and 

polymerization phases that are reflections of the public opinion formation mechanism, which shows how 

the weibo opinion field works. However, the study did not take the degree of significance into account. 

In our future studies, focus will be on the study of the degree of significance. 
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