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ABSTRACT 

In our daily lives,social media,particularly microblogs,are playing an increasingly 

important role.An emerging trend is the use of microblogs as a modern e-commerce 

channel,increasing numbers of businesses are using microblogs to achieve their goals of 

connecting and building relationships with existing and potential customers.Microblogging is 

a mixture of blogging and instantly informing updates that permits clients to form brief 

messages to be posted and shared with a group of spectators online. This paper gives 

information about how microblogging influences the buying behaviour of consumers to help 

advertisers grasp their new tool and make the most of it.For this research,data were collected 

from 50 respondents and 50 were useful.Frequency analysis is done for this research. 

Keywords:Microblogging, Consumer Buying Behaviour 

INTRODUCTION 

Marketing digitally is developing at a pace of 25-30% in India yearly. What's more, if 

measurements are to be accepted, India has arrived at 500 million clients of the web before 

the finish of 2018. The rapid digitization, online entries, web-based social networking 

channels, and so forth lead to a development of advanced promoting in a pattern standard 

creative mind. An Indian goes through around 4-5 hours daily looking through online 

networking, messages, and programs. . Sites, online journals, showcasing efforts, SEO 
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procedures, and so on have infiltrated profound into the measurements of the detail that 

impacts one's quality on the web. Thus, it takes some well-prepared specialists to make a 

social representing a brand. Around 70-80% of the populace is devoted to making buys on the 

web, and web based business sites like Flipkart, Amazon, Myntra, and so on are causing a 

ripple effect with their impact over the market. To discuss SEO, in case you're not positioning 

great on web search tools, it's not affecting your business. You're leaving 3.5 billion open 

doors on the table each and every day. In our everyday lives, internet based life, especially 

microblogs, are assuming an inexorably significant job. Use microblogs as an advanced 

internet business stage is a developing pattern, expanding quantities of organizations are 

utilizing microblogs to accomplish their objectives of drawing in with present and potential 

clients and building connections. However advertisers completely comprehend what clients 

are searching for on a corporate microblog what are the elements that produce individuals' 

affinity to begin and continue following microblog brands, and how dynamic microblog 

showcasing technique influences purchaser disposition and conduct. In light of the past 

research audit and overview directed for this report, this paper presumes that microblog 

promoting affects client conduct and mentality to assist advertisers with comprehension and 

take advantage of their new device. 

OBJECTIVES OF THE STUDY 

The main objective is to study how effective the microblogging affect consumer’s 

attitude and behaviour,to know the reasons that generate people’s inclination to start and 

keep following brand’s microblog,to identify what kind of microblog consumers prefer and 

also to know about the impact of microblogging in promoting the product/service . 

LIMITATIONS 

Many were unware of the term microblogging so identifying the respondents was 

difficult.Since the time was insufficient inferring the impact of microblogging was difficult. 

REVIEW OF LITERATURE: 
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Ding, D., Conti, M., &Figueiredo, R. (2019) has done a paper which says how to overcome 

the constraints (e.g., vulnerability to central server failure) of current existing microblogging 

systems (e.g., Twitter, and Weibo), researchers have proposed many suburbanized 

microblogging solutions.In this paper SAND model is proposed: a microblogging system 

builds upon associate overlay wherever users have non-public scientific discipline 

connections to their social friends, enabling trustworthy social communication even on 

divided networks. We assess SAND through a simulation-based analysis considering a real-

world dataset crawled from Twitter, as well as an artificial dataset that has high flexibility to 

tune network parameters. 

Liu, Q., Shao, Z., Tang, J., & Fan, W. (2019) has drawn upon the speculation of planned 

behaviour (TPB) and therefore the self-regulation framework, the aim of this paper is to 

research whether or not and the way factors for social media continuance behaviours work 

otherwise between social networking sites and microblogging. 

Piao, G., &Breslin, J. G. (2018) empirically investigated that with the growing     quality of 

microblogging services like Twitter in recent years, associate degree increasing range of 

users are victimized these services in their daily lives. The large volume of knowledge 

generated by users raises new opportunities in varied applications and areas. Inferring user 

interests plays a big role in providing personalised recommendations on microblogging 

services, and additionally on third-party applications providing social logins via these 

services, particularly in cold-start things. 

Buechel, E. C., & Berger, J. (2018) observed that online social networks became 

extraordinarily in style. We tend to demonstrate that one among the foremost in style options 

of on-line social networks, microblogging (e.g., tweeting or sharing Facebook standing 

updates), is driven partly by its rudderless nature. Microblogging permits folks to at the same 

time categorical themselves to an outsized variety of potential communication partners while 

not having to handle anyone specifically. As a result, this communicating is especially valued 

once folks feel socially apprehensive; it permits them to succeed in out while not having to 

impose communication and doubtless trouble anyone specifically. These findings shed 
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lightweight on one reason why folks use on-line social networks and supply insight into the 

worth of rudderless communication. 

Vaast, E., Safadi, H., Lapointe, L., &Negoita, B. (2017) has explored how the use of social 

media provides new ways of communication and collective participation. In order to describe 

these new forms of collective interaction in which actors coproduce and share content based 

on a matter of mutual interest, the idea of connective action was introduced. Nonetheless, 

how social media usage actually provides connective behaviour that still needs to be 

investigated. The findings allow us to expand on the definition of connective affordances as 

collective level affordances that actors in interdependent group roles update. Connective 

affordances expand research into affordances as a related term by taking into account not 

only the relationships between technology and users, but also the form of interdependence 

between users and the consequences of this interdependence. 

Zhao, Z., Zhang, Y., Li, C., Ning, L., & Fan, J. (2017)According to him, microblogging, is 

an internet-based social media application, is well adopted by folks to indicate their concepts 

and to exchange their minds. It's conjointly a valuable resource to capture people's interests, 

thoughts and actions. The contents that individuals announce are wide unfold with distinctive 

topical feature and contain sentiment-rich data of people. During this paper, a microblogging 

data processing system is developed, that has 3 useful modules: information preparation, 

topic analysis and sentiment computing. 

Hachaj, T., &Ogiela, M. R. (2017) proposed a novel technique that analyze a social 

webwork diagrammatic as a net of microblogging accounts. Supported hashtags in users 

posts we are going to observe not solely the foremost widespread topics users are giving 

opinions about however conjointly what are the teams of individuals that cite sure topics 

clusters. 

Choi, K. S., &Im, I. (2015) proclaimed that microblogging (e.g., Twitter) employed in 

bicycle with a mobile device jointly integrated unit is quickly rising because the most 

wellliked alternative for cluster communication among mobile users. 
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Hennig-Thurau, T., Wiertz, C., &Feldhaus, F. (2015) provided an empirical check of the 

'Twitter result,' that postulates microblogging word of mouth (MWOM) shared through 

Twitter and similar services affects early product adoption behaviours by now dispersive 

consumers' post-purchase quality evaluations. This is often a probably crucial issue for the 

success of experiential media merchandise and alternative products whose distribution 

strategy depends on a hyped unharness. 

RESEARCH METHODOLOGY: 

Research Design: 

A  quantitative  research  approach  with  is  implemented  in  for  this  research,  and 

sources  of  information  that  is    used  in this  research is primary data. Sample population is 

randomly selected ,therefore 50 respondents  have been made involved in this survey through  

convenient  sampling  method.  Well-structured  questionnaire  with 12 statements is  used  to  

collect  information.Frequency analysis is used as a statistical tool to analyse the data. As the 

frequency implies the number of occurrence such that the rate of usage can be calculated. 

 

DATA ANALYSIS: 

Table 1.Demographic profile of respondants 

S.No Parameters No. of respondants % 

1 Gender 

 Male 

 Female 

 

26 

24 

 

52 

48 

2 Age 

 Less than 25 years 

 25-35 years 

 More than 35 years 

 

3 

45 

2 

 

6 

90 

4 



 Think India Journal 
ISSN: 0971-1260Vol-22, Special Issue-21 

National Conference on  

 Recent Advances in Commerce, Management 

and Computer Science (NRCACMC-2020) sponsored 

by 

Department of Commerce, VEL TECH RangaSanku Arts College, 

Avadi, Chennai-62 

Held on 4th January 2020 

 

 

P a g e  | 660  Copyright ⓒ 2019Authors 

 

3 Educational Qualification 

 UG 

 PG 

 Others 

 

26 

18 

6 

 

52 

36 

12 

 

Table 2: Frequency  analysis of microblogging sites    

Usage per 

day/microblogging 

sites 

Instagram Twitter Tumblr Reddit Pinterest 

Never 3 3 14 24 14 

1-3 times 3 3 4 19 24 

3-5 times 6 6 24 5 4 

5-7 times 20 20 7 4 7 

More than 7 times 18 18 1 0 1 

 

Table 3: Frequency analysis of responding a microblog 

Response to a microblog Frequency 

Click all the microblogs related to a service/product 22 

Click the microblog which is necessary 32 

Ignore the microblog 20 

View fully the information provided 15 

Click the link if provided in the microblog 33 

Surf related to the service/product in the internet 16 

Does this microblog trigger you purchase a product/service? 

 Yes 

 No 

 

29 

12 
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 Maybe 9 

Are you likely to change your attitude towards a certain brand or 

product or service after you have read positive 

comments/reviews/microblogs etc. about it 

 Yes 

 No 

 Maybe 

 

 

 

30 

8 

12 

 

Table 4: Rank of options in a microblog  

 

Options   No of Users  Rank  

Image  32  2  

Hashtags  4  6  

Caption  22  5  

Tags  28  4  

Short Videos  30  3  

Price Details  40  1  

Table 5:Frequency Analysis on degree of agreement against each statement given below 

(SD-Strongly Disagree,D-Disagree,N-Neutral, A-Agree,SA-Strongly Agree) 

S.no Statement SD D N A SA 

1 I prefer reading a blog rather than short stories 4 1 3 24 18 

2 Microblogs provide faster and prompt mode of 

communication 

2 7 2 17 22 

3 I prefer sites which provides information in a 

nutshell 

3 10 7 20 10 

4 I surf through hashtags/captions in social sites 2 6 17 7 8 
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5 I don’t mind clicking the product/service related 

microblog while going through other stories 

 

4 4 5 21 16 

6 Microblogs have a great credibility than 

advertisements/editorial and other marketing 

means on social media 

 

3 3 5 22 17 

7 Microblogs influence you to try new 

brands/products/services 

4 5 4 13 24 

 

FINDINGS 

 Table 1 shows the demographic profile of the respondants.This frequency analysis of 

gender shows that there are 52.0% of Male and 48.0% of Female. It is observed that 

majority are Male. 

 It is clear from the table that majority of the respondents are those whose age lies between 

25 to 35 years (84.9%) followed by less than 25 years (5.7%) and more than 35 

years(3.8%). It is inferred from the table that majority of respondents are from middle 

aged group. 

 It is clear from the table that majority of respondents are Under Graduates (52.0%) 

followed by Post graduates (36.0%) and other courses (6.0%). It is inferred from the table 

that majority of the respondents are under graduates. 

 Table 2 shows that the frequency of usage for Instagram and twitter are high when 

compared to other microblogging sites like reddit, pinterest, tumblretc., 

 From table 3 we can infer that the frequency of clicking the link provided in the 

microblog is high(66%)  and also 64 %of the respondents agree clicking the necessary 

microblog. 
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 It shows that 58% of the respondents are triggered by a microblog to purchase a 

product/service and for 60% of the respondents microblog influences their buying 

attitude. 

 Table 4 shows the ranking order of options used in a microblog. From the table it is 

interpreted that consumers expecting price details first, secondly image and then followed 

by short videos, tags, caption and hashtags 

 Table 5 shows the opinion the respondents have about the microblogs. 

SUGGESTIONS 

 Include price details since most of the people are looking for price details regarding the 

service provided so that it will be easy for the consumers to compare the rates of services 

offered in different competitive firms. 

 Microblogs can be concentrated more in Instagram and Twitter since the users frequency 

of usage is high in those sites. 

 Placing a link in the microblog influences the consumer to click and further influence the 

consumer to purchase the product/service as well clicking the link increases the website 

traffic. 

 Having an active microblog account helps you reach consumers more efficiently. 

CONCLUSION  

New trends are rising in the area of digital marketing each and every 12 months with the 

improvement of technology. People are increasingly using the Internet to talk with others, 

elicit information, find recommendations, engage with pals etc. Social advertising i.e. 

advertising over the social networks via the Internet may additionally show to be a reasonable 

new tool for any business; small or big, searching for to build a loyal customer base by means 

of grasp the wants of the customers. These networks are freely handy to everyone and they 

generate large amount of facts every day, which is of the pastime to the marketers. By 

carefully understanding the behaviour of the people, it allows businesses to target precise 

customer segments and enhance their servicing capabilities. One of the new trends in digital 



 Think India Journal 
ISSN: 0971-1260Vol-22, Special Issue-21 

National Conference on  

 Recent Advances in Commerce, Management 

and Computer Science (NRCACMC-2020) sponsored 

by 

Department of Commerce, VEL TECH RangaSanku Arts College, 

Avadi, Chennai-62 

Held on 4th January 2020 

 

 

P a g e  | 664  Copyright ⓒ 2019Authors 

 

marketing is microblogging. Running a blog is a long-time commitment and can be an 

exhilarating experience. Fortunately, microblogs are here to jump-start your writing engine.  

 

BIBLIOGRAPHY  

1.Ding, D., Conti, M., &Figueiredo, R. (2019). SAND: Social-aware, network-failure 

resilient, and decentralized microblogging system. Future Generation Computer Systems, 93, 

637-650.  

2.Liu, Q., Shao, Z., Tang, J., & Fan, W. (2019). Examining the influential factors for 

continued social media use: A comparison of social networking and microblogging.Industrial 

Management & Data Systems. 

3.Buechel, E. C., & Berger, J. (2018). Microblogging and the value of undirected 

communication. Journal of Consumer Psychology, 28(1), 40-55.  

4.Piao, G., &Breslin, J. G. (2018). Inferring user interests in microblogging social networks: 

a survey. User Modeling and User-Adapted Interaction, 28(3), 277-329.  

5.Vaast, E., Safadi, H., Lapointe, L., &Negoita, B. (2017). Social Media Affordances for 

Connective Action: An Examination of Microblogging Use during the Gulf of Mexico Oil 

Spill. MIS quarterly, 41(4). 

6.Zhao, Z., Zhang, Y., Li, C., Ning, L., & Fan, J. (2017). A system to manage and mine 

microblogging data. Journal of Intelligent & Fuzzy Systems, 33(1), 315-325.  

7.Hachaj, T., &Ogiela, M. R. (2017). Clustering of trending topics in microblogging posts: A 

graph-based approach. Future Generation Computer Systems, 67, 297-304.  

8.Choi, K. S., &Im, I. (2015). Comparative Analysis of the Use of Mobile Microblogging and 

Nonmobile Online Message Board for Group Collaboration. International Journal of 

Electronic Commerce, 19(4), 112-135.  



 Think India Journal 
ISSN: 0971-1260Vol-22, Special Issue-21 

National Conference on  

 Recent Advances in Commerce, Management 

and Computer Science (NRCACMC-2020) sponsored 

by 

Department of Commerce, VEL TECH RangaSanku Arts College, 

Avadi, Chennai-62 

Held on 4th January 2020 

 

 

P a g e  | 665  Copyright ⓒ 2019Authors 

 

9.Hennig-Thurau, T., Wiertz, C., &Feldhaus, F. (2015). Does Twitter matter? The impact of 

microblogging word of mouth on consumers’ adoption of new movies. Journal of the 

Academy of Marketing Science, 43(3), 375-394.  

 

 


