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요    약

본 연구는 소셜 미디어 플랫폼 회원들의 중국 위챗 정보 공유 의도을 평가하기 위한 모델을 제안한다. 

이 데이터는 중국 위챗 사용자들로부터 나왔으며, 150명의 위챗 사용자들이 이 조사에 참여했다. 이 

연구의 결과는 정보 공유 의도가 태도, 주관적 규범, 인지된 행동 제어에 의해 직접적으로 영향을 

받는 반면, 평판과 호혜적관계는 태도와 긍정적인 관련이 있으며, 인상은 정보 공유에 대한 인지된 

행동 제어에 긍정적인 관련이 있다는 것을 보여준다.

키워드 : 정보 공유 의도, 위챗 모멘트, 평판, 호혜적 관계, 인상

Ⅰ. Introduction

Social media platform use has been defined as a 

particular consumption of digital media that provides 

a mechanism for users to connect, communicate, and 

interact with each other through social networking sites 

and instant messages (Cheng et al., 2017; Correa et 

al., 2010). Nowadays more and more people are using 

social media platforms to share information. A social 

media platform is a digital media interaction platform 

that connects people, creates and shares contents, proc-

esses, and recovers knowledge and information 

(Ghaisani et al., 2017; Lewis, 2010; Noh and Kang, 

2021). Many social media sites are primarily designed 

to facilitate communication among individuals and 

groups for example, twitter, LinkedIn, Microblogs, 

WhatsApp, Line and WeChat (Cheng et al., 2017).

Moments is a function of the smartphone app Wechat, 

launched on 19 April 2012 in the WeChat version 

4.0. It serves new social-networking functions for 

Wechat users. The Chinese translation of Moment is 

known as “Friends’ circle”, which means users can 

share and get access to accepted WeChat friends’ in-

formation, creating an intimate and private communi-

cating circle within the users’ choice of close friends 

(<Figure 1>).

The “sharing” function in Moments is of simple 

operation that it only needs a click on a button. 
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<Figure 1> The screenshot of WeChat Moments.

Participants of Moments take pleasure in sharing and 

being shared possibly out of curiosity and vanity, en-

hancing the popularity of integrating the function 

“sharing to Moments” into many other applications 

or websites. What are frequently shared include selfies, 

cuisines, travel scenery, essays, propaganda, notices 

and even rumors. Getting “like”s is another desire 

among participants. The culture of “like” in Moments 

suggests a means of pursuing and highlighting one’s 

existence and indicates the rule of interaction among 

members in a circle. A “like” conveys a strong emo-

tional expression of one’s stand and has a social and 

dissemination function to some extent (Wei and Wang, 

2014). 

Internet users around the world spend an average 

of 2h and 22 min a day on social networking sites, 

and have an average of 8.5 social media accounts 

and tend to use each platform for different purposes 

(Bayindir and Kavanagh, 2018; Chen et al., 2019). 

Users of SNSs of different functions manifested differ-

ent behavioral characteristics (Chen et al., 2019; 

Montag et al., 2015; Montag et al., 2018). Facebook 

is still the largest social network site with respect to 

user numbers, but it falls behind YouTube in terms 

of its weekly visiting rate; YouTube leads in the visiting 

rate by 7% over other SNS, although it has fewer 

users (Bayindir and Kavanagh, 2018; Chen et al., 2019). 

According to the 2018 Annual Data Report of WeChat, 

published by Tencent, 45 billion WeChat messages 

are sent every day. However, the average sojourn time 

of a single visit is obviously shorter than that of 

Headline, an SNS for sharing news and content. 

Most WeChat friends have a realistic basis, and 

individuals prefer to use WeChat to satisfy their need 

for society and affection (Chen et al., 2019; Gan, 2017, 

2018). WeChat Moments is a function that allows 

users to share their life and posts on the WeChat 

application. The main users of WeChat are Chinese, 

yet there are more than 200 million WeChat users 

from other countries. Although cultural factor of trust-

ing beliefs plays a role in the self-disclosure decisions 

of users from various cultures (Chen et al., 2019; 

Krasnova et al., 2012), the need for social communica-

tion and the motivations for using social media applica-
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tions are consistent throughout the world. Therefore, 

the current study could be generalized to a large extent.

A friend may know a person through the information 

shared on his or her WeChat Moments, so WeChat 

Moments is also used to promote users’ real social 

identities. Users of WeChat Moments mainly share 

mood notes, as well as notes related to learning and 

working, daily chores, cuisines, travel, etc. The posting 

patterns that are available to users include text and 

picture, as well as text and photos or short videos, 

which may enhance communication effects (Chen et 

al., 2019). Through WeChat Moments, on the one 

hand, users find emotional support via interpersonal 

communication with friends; on the other hand, they 

shape their own images through shared information. 

As a smart phone based social networking site, its 

rich and diverse features further highlight the fragmen-

tation in information sharing and acquisition. At the 

same time, WeChat Moments also helps friends over-

come the limits of time and space in socialization 

(Chen et al., 2019).

Before social networking sites had gained wide-

spread popularity, studies on computer-mediated com-

munication (CMC) suggested that anonymity in cyber-

space, with an absence of reality, could promote ex-

pression (Butler et al., 2009; Chen et al., 2019; Joinson, 

2001, 2007). However, an anonymous identity may 

have different impacts on users’ disclosures behaviors 

(Chen et al., 2016). Information sharing in various 

online contexts has been used as a way to enhance 

users’ real-world relationships (Chen et al., 2019; 

Subrahmanyam et al., 2008). With its deep integration 

of networks and real societies, the cyberspace of real 

societies is equipped with a network communication 

space based on realistic relationships, and it plays an 

increasingly important and extensive role in providing 

a convenient communication platform for people’s 

work and life (Chen et al., 2019; Ibrahim, 2010). The 

most representative example of such a cyberspace in 

China is WeChat. 

According to Noh and Kim (2016), sharing Online 

information behavior is one type of internet behavior, 

it involves sharing knowledge and information over 

the Internet, which is believed to be a progression 

of conventional knowledge sharing. Our synthesis of 

the motivational drivers (identified from both prior 

literature and our interviews) that influence users’ will-

ingness to share information results in three broad 

categories that resonate with the intellectual streams 

most often used to explain social action: economics, 

social psychology, and sociology (Coleman, 1988). 

In contrast, this study was concerned with the factors 

that can push WeChat members to share information. 

This article focuses on anticipated reciprocal 

relationship. Anticipated reciprocal relationships cap-

ture users’ desires to maintain ongoing relationships 

with others, specifically with regard to information 

provision and reception. 

This study makes two major contributions: Firstly, 

it applies and explains the TPB theory in the context 

of a social media platform network, and second, it 

discovers and develops the components that influence 

attitudes. It has been discovered that WeChat social 

media platform publishers can improve the function 

of WeChat Moments, set the recognition level function, 

and improve the level and access to the circle of friends 

realize and enhance the honor function, thereby bringing 

users’ attitude and willingness to share. Secondly, the 

Moments function may be used to not only communi-

cate information but also as a platform for improving 

friendship relationships. It can boost the incentive func-

tion for sharing information, for example. The improve-

ment of reciprocal relationships has always encouraged 

readiness to exchange information, as well as actualize 

the cycle and long-term usage of WeChat Moments.

The remainder of this paper proceeds as follows. 
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The next section reviews relevant literature on theory 

of planned behavior, unified theory of acceptance and 

use of technology (UTAUT), and information sharing 

behavior, as well as some motivational discussions 

toward them and then develops the research hypotheses 

based on the regulatory focus theory. Given the nature 

of the research question, a laboratory experiment is 

used to test the hypothesized model. Finally, results 

and their implications are discussed. 

Ⅱ. Literature Review

Understanding the theory of reasoned action history 

requires a quick review of the theory. Fishbein (1963) 

offered a hypothesis on the links between ideas about 

an item and attitudes toward that thing in the 1960s. 

He proposed the concept for the link between attitude 

and conduct intention in 1967. Many scholars focused 

on the link between a stimulus item’s attitude and 

the related conduct with respect to that object at the 

moment.

The TRA (Ajzen and Fishbein, 1980) argues that 

behavior is determined by an individual's desire to 

do, or not to execute, a specific activity. Intention 

is, by the way, governed by two independent variables: 

attitudes and subjective norms. An individual’s favor-

able or negative judgment of doing an act is referred 

to as their attitude toward conduct. A person’s view 

of the societal pressures on him to perform or not 

perform an act is referred to as a subjective norm. 

(See <Figure 2>).

According to social exchange theory, social trade 

generates social benefits such as sentiments of accept-

ance, prestige, and respect. Employees receive recog-

nition and respect by demonstrating their expertise 

to others, resulting in a better self-concept. According 

to O’Dell and Grayson (1998), employees share their 

best practices because they want to be acknowledged 

by specialists and other employees. Kollock (1999) 

discovered that users who have access to information 

had a higher status in the company. Thus, it is hypothe-

sized that employees’ view that sharing valuable knowl-

edge would improve their reputation and status on 

the work is a significant motivator/facilitator for sharing 

valuable knowledge (Chennamaneni, 2006). 

Reputation is an alternative set of rewards that goes 

beyond monetary reward (Jeppesen and Frederiksen, 

2006; Lai and Chen, 2014); reputation can help an 

individual obtain and maintain his or her status within 

a community (Jones et al., 1997; Lai and Chen, 2014; 

Marett and Joshi, 2009), because he or she wants others 

to see him or her as a knowledgeable person with 

valuable expertise (Davenport and Prusak, 1998; Lai 

and Chen, 2014). Previous research has indicated that 

building a reputation is a strong motivator for knowl-

edge sharing (Davenport and Prusak, 1998; Lai and 

Chen, 2014) and can help an individual develop a 

positive attitude toward knowledge sharing (Hsu and 

Lin, 2008; Lai and Chen, 2014). If a member’s reputa-

tion is enhanced, his or her level of involvement in 

a community increase (Xu et al., 2009).

We developed the TPB theory, applied it to the 

WeChat Moments of social media platforms, developed 

hypotheses affecting attitudes and perceptual control 

behavior, conducted theoretical review and data ver-

ification of the hypotheses, and finally verified our 

models and hypotheses using the above theoretical 

review.

Ⅲ. Research Framework

3.1 Research model

TPB and UTAUT has received attention from many 

researchers and is extensively adopted in improving 

understanding of the determinants of information tech-
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<Figure 2> Research Model

nology usage (Ajzen 1991; Ajzen, 1988; Harrison et 

al., 1997; Ho et al., 2011; Venkatesh et al., 2003). 

WeChat Moments are similar to general Internet-based 

information systems that have a significant impact on 

individual behaviors (Ho et al. 2011; Lin, 2006). Thus, 

this study applies the TPB and UTAUT as the major 

part of its theoretical framework.

Based on a review of the extant literature, Venkatesh 

et al. (2003) developed UTAUT as a comprehensive 

synthesis of prior technology acceptance research. 

According to the Theory of Reasoned Action (TRA), 

the behavior of the individual is affected by behavioral 

intention, and behavioral intention is affected by person-

al attitudes and subjective norms. But when user behav-

ior is significantly affected by external factors the power 

of the TRA to predict individual behavior is relatively 

weak; The TPB can strongly explain behavior when 

studying information adoption and knowledge sharing. 

In addition to attitude, subjective norms, and perceived 

behavioral control, the three constructs of TPB, this 

study also combines three extraneous variables to the 

TPB, as shown in <Figure 2>. When two individuals 

are influenced by their social and organizational con-

texts, especially when unspecified cooperative outputs 

such as knowledge are exchanged, the social exchange 

relationship is a major determinant of their attitudes, 

according to Constant et al. (1994) and others (Blau, 

1967; Organ and Konovsky, 1989). In contrast to eco-

nomic transaction, social interaction creates relation-

ships of friendship with and/or superiority over others, 

as well as dispersed, undefined commitments (Organ 

and Konovsky, 1989). The main focus is on the relation-

ship itself, rather than any potential external advantage 

(Blau, 1967). Employees who feel their mutual con-

nections with others might improve through knowledge 

sharing, and who are motivated by a desire for justice 

and reciprocity (Huber, 2001), are more likely to be 

enthusiastic about information sharing.

3.2 Hypotheses Development

The TPB is substantially level of the TRA that 

involves tests expected behavioral control (Ajzen, 

1988). TPB reveals the people’s motivation to carry 

out a given behavior. The main point intentions in 

common research are evaluate to find the motivational 

elements that original the people’s behavior in case 

of their achievement, awareness to carry out the 

behavior. The suggestion was altered from TRA that 

belief the purpose of people’s behavior impacted by 

the motivation, social norms by Ajzen, (1991) is per-

ceived control behavior (PCB). The TPB of Ajzen 

(1991) maybe more indispensable and also the popular 

model of social-psychological about determining and 
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evaluating people’s intention (Ajzen, 2001). Intentions 

for participating in an explicit behavior could be consid-

ered the closest antecedent to actual behavior, and 

intention toward the behavior is formed by three factors: 

the effect or attitude toward the behavior, subjective 

norm, which could be analyzed as social pressures 

for people who perform the behavior, and perceived 

behavioral control, which is the perceived ease or con-

fidence toward a behavior (Eddosary et al., 2015; Noh 

and Kim, 2016; Noh and Kang, 2021).

TPB based on the TRA (Ajzen and Fishbein, 1980). 

this study also combines three extraneous variables 

to the TPB, as shown in <Figure 2>. We derive the 

first three hypotheses from the original TPB, and the 

remaining three hypotheses from the three added con-

structs (Lai and Chen, 2014). Consequently, we propose 

an additional hypothesis as follows.

H1: Subjective norms about information sharing are 

positively related to intention to share 

information. 

H2: Attitude toward information sharing is positively 

related to intention to share information.

H3: Perceived behavioral control over information 

sharing is positively related to intention to share 

information.

Reputation is an alternative set of rewards that goes 

beyond monetary reward (Jeppesen and Frederiksen, 

2006; Lai and Chen, 2014); reputation can help an 

individual obtain and maintain his or her status within 

a community (Jones et al., 1997; Lai and Chen, 2014; 

Marett and Joshi, 2009), because he or she wants others 

to see him or her as a knowledgeable person with 

valuable expertise (Davenport and Prusak, 1998; Lai 

and Chen, 2014). Previous research has indicated that 

building a reputation is a strong motivator for knowl-

edge sharing (Davenport and Prusak, 1998; Lai and 

Chen, 2014) and can help an individual develop a 

positive attitude toward knowledge sharing (Hsu and 

Lin, 2008; Lai and Chen, 2014). If a member’s reputa-

tion is enhanced, his or her level of involvement in 

a community increases (Xu et al., 2009). Prior studies 

have provided evidence that reputation can enhance 

the information-sharing behaviors of community mem-

bers (Lai and Chen, 2014; Wasko and Faraj, 2005).  

According to social exchange theory, social trade 

generates social benefits such as sentiments of accept-

ance, prestige, and respect. Employees receive recog-

nition and respect by demonstrating their expertise 

to others, resulting in a better self-concept. According 

to O’Dell and Grayson (1998), employees share their 

best practices because they want to be acknowledged 

by specialists and other employees. Kollock (1999) 

discovered that users who have access to information 

had a higher status in the company. Thus, it is hypothe-

sized that employees’ view that sharing valuable knowl-

edge would improve their reputation and status on 

the work is a significant motivator/facilitator for sharing 

valuable knowledge (Chennamaneni, 2006). Therefore, 

we propose another hypothesis.

H4: Reputation are positively related to attitude to-

ward information sharing.

Lewis’ argument that using social media platforms 

for private activity is to maintain a friendship (Lewis, 

2010). Personal information sharing activity is moti-

vated by the wish to improve interpersonal communica-

tions (Noh and Kang, 2021). When a user who partic-

ipates in WeChat Moments volunteer information on 

a topic, this user may have no expectation of being 

helped in return by the recipient. This user may, how-

ever, feel entitled to, and believe he/she will receive, 

help from some other member of the group in the 

future (Ho et al., 2011; Kollock, 1999). Consequently, 
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Items Frequency Proportion

Gender
Male 89 89.0%

Female 61 61.0%

Age

20-29 97 97.0%

30-39 34 34.0%

>40 19 19.0%

Education
Undergraduate 108 108.0%

Graduate 42 42.0%

Information sharing experience

< 1 year 14 14.0%

1-2 years 66 66.0%

2-3 years 45 45.0%

>3 years 25 25.0%

<Table 1> Samples of the Research

we propose an additional hypothesis as follows.

Constant et al. (1994) and others (Blau, 1967; Organ 

and Konovsky, 1989) argue that when two individuals 

are influenced by their social and organizational con-

texts, especially where unspecified cooperative outputs 

such as knowledge are exchanged, the social exchange 

relationship is a major determinant of their attitudes. 

Social exchange, distinct from economic exchange, 

establishes bonds of friendship with and/or super-

ordination over others, and engenders diffuse, un-

specified obligations (Organ and Konovsky, 1989). 

The concern is primarily with the relationship itself, 

and not necessarily any extrinsic benefit that might 

directly follow (Blau, 1967). Thus, employees who 

believe their mutual relationships with others can im-

prove through their knowledge sharing, and who are 

operating on the basis of their desire for fairness and 

reciprocity (Huber, 2001), are likely to have positive 

attitudes toward information sharing.

H5: Friendship-reciprocity are positively related to 

attitude toward information sharing.

People share information to express personal im-

pression of themselves. Moreover, the most incompat-

ible motive is the same: to be more famous (Ghaisani 

et al., 2017; Noh and Kang, 2021). The survey of 

sensational information showed that the most popular 

motivation was to share impressions online. It has 

to do with the characteristic of sensational information, 

which prompts people to share it to get some particular 

impression (Ghaisani et al., 2017; Noh and Kang, 2021; 

Vista, 2005). Therefore, 

H6: Impression is positively related to perceived 

behavioral control over information sharing.

Ⅳ. Methods

4.1 Participants

Collecting data via Internet questionnaire is appli-

cable when researching Internet behavior (Dillman, 

2000; Ho et al., 2011). Internet methods can provide 

access to samples beyond the reach of methods typically 

used in psychological research (Gosling et al., 2004; 

Ho et al., 2011). Thus, 150 Wechat users were randomly 

invited to fill out a questionnaire on a designated Web 

site from June 2 to June 29, 2021.
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Variable REPU SNBJ FRRE ATTI IMPR PBCO ISIN

REPU_Reputation .69 .63 .33 .37 .52 .16 .41

SNBJ_Subjective norms .76 .47 .21 .38 .29 .09

FRRE_Friendship-reciprocity .81 .66 .12 .33 .37

ATTI_Attitude .85 .47 .17 .09

IMPR_Impression .61 .55 .23

PBC_Perceived behavioral control .58 .59

ISIN_Information sharing intention .73

<Table 2> Discriminate Validity

Index Criteria Value for this study

X²/ df <3 2.21

GFI_Goodness of fit index >0.80 .88

Root mean square error of approximation <0.05 .04

AGFI_Adjusted goodness of fit index >0.80 .92

NFI_Normed fit index >0.90 .97

NFI_Normed fit index >0.90 .93

CFI_Comparative fit index >0.95 .98

<Table 3> Goodness of Fit Indices

*Reference (Bagozzi and Yi, 1988; Bentler and Bonett, 1980; Bentler, 1990; Bollen, 1989; Browne and Cudeck, 

1993; Hayduk, 1987; Scott, 1994)

4.2 Measures

The constructs in this study were measured using 

five-point Likert scales, where a score of 5 means 

strongly agree and a score of 1 means strongly disagree. 

There are a total of 11 items for measuring 4 constructs; 

these items are modified from existing literature 

(<Appendix A>).

4.3 Data Analysis

This research is based on the TPB and UTAUT 

to investigate the relationship among constructs and 

the test of fitness of the research model. The authors 

are using the structural equation modeling research 

method, SPSS, and LISREL to analyze the data. The 

internal consistency reliabilities (Chronbach’s a) ex-

ceed 0.7 for each construct, suggesting that their reli-

ability is satisfactory (Ho et al., 2011). In the measure-

ment model, all factor loadings for indicators measuring 

the same construct are significant, and the values of 

average variance extracted are all larger than 0.58, 

showing tht all indicators effectively measure their 

corresponding construct and support convergent val-

idity (Ho et al., 2011). In addition, as suggested by 

Fornell and Larcker (Fornell and Larcker, 1981; Ho 

et al., 2011), the variance extracted estimates should 

be greater than the squared correlation estimate; thus, 

according to the empirical test results of this study, 

discriminant validity is successfully achieved, as shown 

in <Table 2>. 

The overall goodness of fit indices (GFIs) indicate 

that the fit values of the model are all satisfactory, 

as shown in <Table 3>. 
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When goodness of fit index (GFI) is <0.9, it is 

assumed that there is still an acceptable fit between 

the structural model and the empirical data while both 

GFI and adjusted goodness of fit index (AFI) are >0.8 

(Browne and Cudeck, 1993; Ho et al., 2011). Both 

path coefficients as well as their corresponding t values 

for the structural model are described in <Table 3>. 

Hypothesis Coefficients  t-Values

H-1 .23** 3.01

H-2 .47* 2.28

H-3 .53** 3.22

H-4 .33* 2.33

H-5 .19** 3.27

H-6 .15** 3.10

<Table 4> Path Coefficients and t Values

* t > 1.96; ** > 2.58.

Ⅴ. Results

The test results in <Table 4> reveal that all the 

six paths were significant, with t values >1.96. Three 

paths display higher significance levels, with t values 

>2.58. Through the above data analysis, it can be con-

cluded that all our hypotheses have been well verified.

H1: Subjective norms about information sharing are 

positively related to intention to share infor-

mation.

H2: Attitude toward information sharing is positively 

related to intention to share information.

H3: Perceived behavioral control over information 

sharing is positively related to intention to share 

information.

H4: Reputation are positively related to attitude to-

ward information sharing.

H5: Friendship-reciprocity are positively related to 

attitude toward information sharing.

H6: Impression is positively related to perceived 

behavioral control over information sharing.

Ⅵ. Conclusion 

The results of this study reveal that information-shar-

ing intention is influenced directly by attitude, sub-

jective norms, and perceived behavioral control (Ho 

et al., 2011). In turn, reputation is positively related 

to attitude; friendship-reciprocity is positively related 

to attitude; and impression is positively related to per-

ceived behavioral control on information sharing. These 

represent implications that can help social media plat-

forms encourage their members to share their 

information. 

Personal information sharing activity is motivated 

by the wish to improve interpersonal communications. 

The results support Lewis’ argument that using social 

media platforms for private activity is to maintain a 

friendship (Lewis, 2010). Chinese respondents attach 

more importance to friendship, which highlights the 

characteristics of Chinese relationship culture (Noh 

and Kang, 2021). Friendship-reciprocity is critical in 

a willingness to share information. A social media 

platform can strengthen members’ friendship-recipro-

city through a mechanism rating any kind of positive 

contribution, whether technical or authorship. 

The results of a survey of information sharing showed 

that the most popular motivation was to share im-

pressions online. The result has to do with the character-

istic of sensational information, which prompts people 

to share it to get some particular impression (Ghaisani 

et al., 2017; Noh and Kang, 2021; Vista, 2005). im-

pressions should be given to enhance sharing intention. 

Our findings suggest that reputation is a significant 

predictor of information-sharing behavior in pro-

fessional practice communities (Lai and Chen, 2014; 

Wasko and Faraj, 2005). Future research could examine 
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the influence of social media platforms type in order 

to understand fully its role in information-sharing 

intention.

This study’s contribution is the application and ex-

planation of TPB theory in social media platform net-

works, as well as the discovery and development of 

elements influencing attitudes. Recognition and respect 

in the network environment can improve information 

sharing attitudes and promote readiness to split, A 

good mutual benefit and friendship connection will 

also improve the attitude of sharing, consequently in-

creasing the desire to share knowledge. Personal im-

pressions can influence one’s conduct, and personal 

impressions influence one's readiness to disclose 

information. It has been discovered that the WeChat 

social media platform senders may improve the WeChat 

Moments function, establish the recognition level func-

tion, boost the level and access to the Moments, realize 

and enhance the feeling of honor function, therefore 

bringing users’ sharing attitude and Willingness. 

WeChat Moments may be used to not only convey 

information but also as a platform for improving friend-

ship relationships. It can improve the interaction func-

tion of Moments, as well as the incentive function 

for sharing information, among other things. The devel-

opment of reciprocal relationships has always enhanced 

people’s desire to exchange information and actualize 

the cycle and long-term usage of WeChat Moments.

6.1 Discussion and Implications

Based on TPB theory network practice research 

and research on the influence factors of willingness 

to share information based on social media platforms, 

this paper develops a new application and interpretation 

of TPB theory from a network perspective, discovering 

the antecedent factors that affect attitudes and the con-

trol factors of perceived behavior control.

For social media platform developers, improving 

the information sharing function and upgrading the 

reciprocal connection and recognition system qualities 

of WeChat Moments would improve the number of 

social media platform users and user happiness, result-

ing in increased user stickiness.

6.2 Implications and Future Research

There are several limitations to the research. First, 

the sample selection focuses on Chinese Wechat mem-

bers and does not consider other Wechat languages. 

Second, this study ignored types of users (e.g., position, 

background). Further research should investigate the 

different types of social media platform members.
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<Appendix A> Constructs and items

Reputation (Source: Wasko and Faraj, 2005)

REPU 1. I earn respect from others in WeChat Moments by sharing.

REPU 2. I feel sharing improves my status in the WeChat Moments.

REPU 3. Sharing improves my reputation in the WeChat Moments.

Friendship-reciprocity (Source: Constant et al. 1994 ; Huber 2001; Kankanhalli et al. 2005; Noh and Kang, 

2021)

FRRE 1. When sharing through the WeChat Moments, I believe that I will get an answer after I give an 

answer.

FRRE 2. When sharing through the WeChat Moments, I expect somebody will respond when I am in need.

FRRE 3. When sharing through the WeChat Moments, I expect to get back what I need when I need it.

FRRE 4. When sharing through the WeChat Moments, I believe that my requests for information will be 

answered.

Impression (Source: Noh and Kang, 2021)

IMPR 1. I’d like to share with my impressions（latest events） on the Internet through the WeChat Moments.

IMPR 2. WeChat Moments has become an indispensable sharing tool in our life.

Intention to sharing information (Source: developed based on Marett and Joshi, 2009)

ISIN 1. If I had some information about a topic, I would consider posting it on the WeChat Moments.

ISIN 2. If I had some information regarding a question someone asked, I would share this information with 

others.
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