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Abstract — In Today’s computerized world, numerous e-commerce websites have social login where users can sign on 

the websites using their social networking username and password i.e. their Facebook account. Users can also post their 

newly purchased products on micro-blogs. And this micro-blog connection to the e-commerce product web pages. To 

Recommending a product on the premise of micro-blogging information that expects to recommend products from e-

commerce websites to users at social networking sites in “micro-blogging” ways. For this, users are connected to social 

networking sites and e-commerce websites where users’ and products’ feature representations from data collected from 

e-commerce websites  develop using feature based matrix factorization approach  for product recommendation and SVD 

feature to handle large data sets. 
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I. INTRODUCTION 

In recent years, the distance between e-commerce and social networking have become increases day by day. E-

commerce websites have many features with the characteristics of social networks, which mainly include real-time status 

updates and interactions between its buyers and seller. While conducting e-commerce activities on social networking 

sites, it is important to know the knowledge extracted from social networking sites for the development of product 

recommendation system. Problem of recommending products from e-commerce websites to users at social networking 

sites who do not have historical purchase records.  In product recommendation system only the users’ social networking 

information i.e. interpersonal communication data is available and transfer the social networking information into latent 

user features which can be effectively used for product recommendation. 

Connect users crosswise over social networking sites and e-commerce websites (users who have social 

networking accounts and have made buys on e-commerce websites) as an extension to guide user’s social networking 

elements to dormant components for product recommendation. 

Primary contributions are mentioned below: 

• Formulate a solution problem of recommending products from an ecommerce website to social networking users in 

―cold-start‖ position. 

• An instantiate a feature-based matrix factorization approach by incorporating user and product features for 

recommending a product. Matrix factorization technique is more overwhelming   methodology for recommendation of 

product. Whenever explicit feedback is not available, recommender systems can inform user preferences utilizing 

implicit feedback. 

• SVD Feature which is particularly intended to handle vast information sets. This SVD Feature toolkit is equipped for 

both rate forecast and collaborative ranking.     

II. LITERATURE SURVEY 

Literature survey mainly related with following points:  

2.1. MATRIX FACTORIZATION TECHNIQUE 

Recommender systems depend on various sorts of information which are regularly put in a matrix with one 

measurement representing users and the other measurement representing items of interest. The most helpful information 

is high-quality explicit feedback which incorporates explicit input contribution by user in regards to their enthusiasm for 

products. One quality of matrix factorization is that it permits joining of extra data. At the point when explicit feedback is 
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not available, recommender systems can inform user preferences using implicit feedback, which in a roundabout way 

reflects sentiment by watching user conduct including perusing history, search design, or even mouse movements. 

Implicit feedback usually denotes the presence or absence of an event therefore it is represented by a thickly filled matrix 

[6]. 

2.2. SVD FEATURE: A TOOLKIT FOR FEATURE-BASED COLLABORATIVE FILTERING: 

SVD Feature, a machine learning toolkit for highlight based collaborative filtering.SVD Feature is intended to 

tackle the feature-based matrix factorization. The feature based setting permits us to construct factorization models 

consolidating side data, for example, temporal dynamics, neighbor -hood relationship and various level information. The 

toolkit is equipped for both rate forecast and collaborative ranking, and is intended for preparing on vast scale 

information set. Recommender system, which recommends   things in view of users' interests, has turned out to be 

increasingly main stream in some circumstances. Collaborative filtering (CF) techniques, as the central purpose behind 

recommender systems, have been produced for a long time and keep to be a hot region in both scholarly world and 

industry. In this system, we concentrate on building collaborative filtering based recommendation toolkit which can 

successfully influence the rich data of information gathered and actually scale up to extensive information set. Matrix 

factorization (MF) is a standout amongst the most prominent CF strategies and variations of it have been proposed in 

particular settings. Be that as it may, customary methodologies outline particular models for every issue, requesting great 

efforts in building. Luckily the greater part of factorization models share numerous basic examples, which empowers us 

to abridge them into a solitary model and implement a bound together toolkit, called SVD Feature [4]. 

Collaborative Filtering utilizes some customary comparability measures to discover similarity among user i and 

j, for example, cosine-based likeness, Person correlation coefficient, adjusted cosine similarity. As appeared in fig.2 the 

user needs to rate number of things. 

                                                    Table 1: User/Item Rating Matrix 

 

 

 

 

2.3. SOCIAL NETWORK 

Including Social-media  input on Recommendation Systems is these days a standard and most famous 

recommenders as of now incorporate a route for users to talk about and impart insights on things. Social-Media services, 

specifically, have been focus of enormously expanding prevalence, thus changing the way individuals communicate with 

each other. With Social Networks and Micro-blog a large amount of feedback on different points has been gathered 

outside of space particular Social Media stage. Work is identified with studies on programmed user profiling and web site 

linkage deduction, particularly in the zones of cross-domain and product recommendation. The most applicable reviews 

are from by associating users crosswise over Facebook, they just concentrate on brand or classification level buy 

inclination in view of a prepared classifier, which can't be specifically connected to site for product recommendation 

task. Moreover, their elements just incorporate gender, age and Facebook likes, rather than an extensive variety of 

components investigated in approach [3]. 

 

Related work is based upon these reviews, particularly in the zones of cross-domain and product 

recommendation. Despite the fact that sharing a few similarities, and managing a certain task of practical value, product 

recommendation to micro-blogging users. 

 

III. ARCHITECTURE 

 

Recommending Product is a key test in recommendation framework as new users are constantly present in 

which social network are utilized to enhance the recommendation exactness for new users. Product recommendation 

system has been successfully exploited to solve information overload. Numerous e-commerce websites are worked 

around serving customized recommendations to user. In E-Commerce, similar to Amazon, it is imperative to taking care 

of mass size of data, for example, recommending user favored items and product. Many e-commerce websites are built 

around serving personalized recommendations to users. 

To separate micro-blogging highlights and change them into a dispersed component representation before 

exhibiting a feature-based matrix factorization approach, which fuses the educated circulated include representations for 

User /Item Item 1 Item 2 Item 3 Item 4 Item 5 

User 1 5 0 0 3 0 

User 2 0 4 3 0 2 

User 3 2 0 5 1 0 

User 4 1 3 0 0 3 
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product recommendation. What's more, this assistance user to recommending product from e-commerce sites to Social 

networking sites who don't have verifiable buy records. 

Users are connected crosswise over social networking sites and e-commerce websites. User’s who have social 

networking accounts and have made buys products on e-commerce website, give feedback related to purchase product on 

their micro-blog at social networking site as appeared in fig.3. This helps other individuals in user’s friend-list to 

recommending any product on e-commerce. 

 
Figure 1: Architectural view 

E-commerce site which is linked users across social networking sites and e-commerce websites. Numbers of 

user are login over this e-commerce site by using their Facebook account. User gives their feedback about purchased 

product with the help of liking, comments, rating etc. System gives notifications to interested user in product on their 

timeline or by sending message. Products are recommended from e-commerce websites to users at social networking 

sites to those who do not have historical purchase records related to particular product. 

IV. MICRO-BLOGGING ATTRIBUTES 

Proposed system solution to micro-blogging feature learning consists of following attributes: 

Demographic Attributes: 

A demographic profile of a user includes, for eg., gender, age and education can be utilized by e-commerce companies to 

give better customized services. We extract users’ demographic attributes from their profiles on Facebook. Demographic 

attributes have been appeared to be imperative in promoting, particularly for product recommendation. Main 

demographic attributes that are used: Gender, Age, Marital status, Education, Career and Interest [1]. 

Text Attributes:  

Users’ micro-blogs often writes regularly mirror their suppositions and interests towards particular themes. Thus, a 

potential correlation between text attributes and users’ buy preferences [1].  

Network Attributes: 

In the online web-based social networking space, it is frequently observed that users associated with each other are 

probably going to share similar interests. Accordingly, we can parse out latent user groups by the user’s patterns 

expecting that users in the same group share similar buy preferences [1]. 

Temporal Attributes: 

There might be exists connections between temporal activities patterns and users’ purchase preferences. Temporal 

activity attributes, consider two types of temporal activity attributes, namely daily activity attributes and weekly activity 

attributes. The daily activity attributes of a user is described by a distribution of 24 ratios, and the i-th ratio demonstrates 

the normal proportion of Facebook published within the i-th hour of a day by the user; similarly weekly activity attributes 

of a user is described by a distribution of seven ratios, and this i-th ratio demonstrates the normal proportion of facebook 

published within the i-th day of a week by the user [1]. 
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                                                            Table 2: Micro-blogging features 

Attributes Features 

Demographic Attributes Gender, Age, 

Martial-status, 

Education, 

Career, interest 

Text Attributes Topic 

distributions, 

Word embeddings 

Network Attributes Group preference 

Temporal Attributes Daily activity, 

Weekly Activity 

 

V. RECOMMENDATION PROCESS 

  By and large, every recommendation system takes after a particular procedure keeping in mind the end goal to 

deliver product recommendation, see fig.4.The recommendation methodologies can be characterized in light of the data 

sources they utilize. Three conceivable sources of information can be recognized as contribution for the recommendation 

process. The principle sources are the user information, things information and user evaluations. Product is the most 

generally utilized in the part of the product recommendation system. This information is anything but difficult to get as 

products are for the most part given a wide range of information [2]. 

 

Figure 2: Recommendation process 

Customers' consistency can be pick-up by recommender engines which is extremely important business in web 

based e-commerce. Since the product recommender system makes it simpler and quicker to discover new products, 

customers will return all the more frequently. The more a user uses a site and buys things, the more the product 

recommender system find out about the user and the better the suggestions gets. Recommendation is completely in light 

of social network which is connected with web based e-commerce sites [5].  We begin with following points:  

 Develop a product recommendation system which recommend preferred products on user’s social networking 

account 

 Develop a link between E-commerce application to social networking site in which user’s interest will be find out 

automatically with the help of comments , likings and ratings 
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CONCLUSION 

In this review paper, study product recommendation system on the basis of micro-blogging information. 

Recommending the product in easier way over the e-commerce websites which maps user’s attributes extracted from 

social networking sites into feature representations learnt from e-commerce websites. This is indeed effective in 

addressing the recommendation problem. 
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