The influence of affective cues on positive emotion in predicting instant
information sharing on microblogs: Gender as a moderator

ABSTRACT

Instant information sharing on microblogs is important for promoting social
awareness, influencing customer attitudes, and providing political and economic
benefits. However, research on the antecedents and mechanisms of such instant
information sharing is limited. To address that issue, this study develops a research
model to investigate the factors (affective cues in particular) that drive users to
instantly share information on microblogs and explores the moderating role of gender.
An online survey was conducted on a microblogging platform to collect data for
testing the proposed research model and hypotheses. The results confirm the positive
effects of informational (i.e., information uniqueness), ambient (i.e., information
crowding), and social (i.e., social interactivity) cues on individuals’ positive emotion,
which subsequently promotes their urge to share information on microblogs.
Moreover, the moderating effects of gender are identified. This study contributes to
the understanding of instant information sharing from an impulsive behavior
perspective. The results also provide important insights for service providers and
practitioners who wish to promote instant information sharing on microblogs.
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1. Introduction

Microblogs (e.g., Twitter) are proliferating across various domains largely due to
their support of instant information sharing (Castillo et al., 2013). Compared with
traditional social media platforms (e.g., discussion forums and blogs), microblogs
allow users to create and disseminate content, information, and opinions more widely
and quickly, almost as soon as they experience an event (Cambria et al., 2016; Tobias,
2011). For instance, Twitter, an information network that uses interest graphs, has
been described as the 21st century’s newspaper (Wexler, 2014). Statistical reports
indicate that 86% of Twitter users use the platform for news, with 74% of them doing
so daily (Rosenstiel et al., 2015). To keep up with the news, 40% of Twitter users use
the platform to be alerted to breaking news. Microblogs have increasingly become a
crucial way to enhance situational awareness and obtain a better global picture of
events (Tobias, 2011), not only in terms of social issues, but also financial and
political issues (Lee & Ma, 2012).

To achieve these benefits, microblogs have continuously encouraged their users
to contribute timely and useful information to promote social awareness (Wang et al.,
2015). It has been recognized that instant information from social media can enable
users to effectively solve problems, share experiences, and store memories (Wang et
al., 2012). Large-scale, real-time information sharing is critical for the development
and maintenance of microblogs (Kwak et al., 2010; Munar & Jacobsen, 2014; Wang
et al., 2013). However, most users contribute hardly any information after their initial

use: the top 15% of Twitter users contribute around 85% of all tweets (Richter, 2013),



and more than 40% of Twitter users never tweet, only following other people’s tweets
(Brain Statistic Research Institute, 2015). In other words, there is relatively low
“real-time” use of social media for content sharing (Munar & Jacobsen, 2014). Hence,
it is crucial to understand and capture what drives individuals to instantly share
information on microblogs (Lee & Ma, 2012; Stieglitz & Dang-Xuan, 2013).

Despite this emerging trend of instant information sharing, this issue has received
little theoretical and empirical research attention (Malik et al., 2016; Wang et al.,
2015) and the limited number of existing studies tend to merely use descriptive
approaches or content analysis (Nagarajan et al., 2010; Sakaki et al., 2010; Wang et
al., 2012). The underlying mechanism of instant information sharing has yet to be
empirically verified. To fill this research gap, the first objective of this study is fo
investigate the antecedents that influence users’ to instantly share information on
microblogs, with particular attention given to emotion as a potential driver. Typically,
instant information sharing occurs when individuals experience an unplanned
situation suddenly and thoughtlessly (Bermingham & Smeaton, 2010; Tobias, 2011).
There is then a continuous loop of interaction between users and the social media
environment that generates spontaneous, unstructured, and multi-faceted user
responses (Rosso et al., 2016). Moreover, information sharing on microblogs always
conveys individuals’ emotional state and the intended emotional communication
(Bollen et al., 2011), which might trigger a high level of arousal and information
diffusion (Stieglitz & Dang-Xuan, 2013). Hence, we propose that microblogs provide

and reinforce affective cues (environmental signals that can influence emotions)



through which instant information sharing can be more emotional and impulsive, and
less rational and deliberate.

Moreover, the relative effects of these antecedents in predicting information
sharing in microblogs are likely to be contingent on individual characteristics such as
gender (Walton & Rice, 2013; Zhang et al., 2015). Gender differences have been
extensively investigated in various decision-making processes, including information
sharing (Holmberg & Hellsten, 2015; Lu & Hsiao, 2009; Taylor, 2004). However,
previous research suggests that the contingency of gender differences in technology
use depends on the nature of the technology and the usage settings (Venkatesh &
Morris, 2000; Zhou et al., 2014). Hence, caution is needed when extending previous
findings regarding traditional information sharing behavior (as a reasoned action) to
the context of instant information sharing in microblogs (as an impulsive behavior).
Given the research gap on this issue, the second objective of this study is fo
investigate the role of gender differences in individuals’ instant information sharing
behavior on microblogs.

The remainder of this paper is organized as follows. First, we provide a review of
the literature relevant to instant information sharing in microblogs. Next, we develop
the research model and propose the associated hypotheses. This is followed by a
description of the methodology, data analysis, and results. Finally, we conclude with
discussions on the implications for both theory and practice, as well as the limitations

and directions for future research.



2. Theoretical background and research model
2.1. Instant information sharing in microblogs

Unlike sharing professional knowledge or past experience, information sharing
on microblogs tends to be temporally and cognitively constrained, and to function in a
relatively unplanned, spontaneous, and emotional manner (i.e., sharing news
anywhere and anytime) (Lee & Ma, 2012; Wang et al., 2015). Time constraints limit
one’s attention to the elements of the environment (Howard & Sheth, 1969) and
consequently lead a decision maker to choose a satisfying solution instead of an
optimal one (Gao et al., 2011). Hence, when an incident occurs, information is
delivered immediately on microblogs without a reduction in the timeliness of the
information provided (Tobias, 2011). Such behavior is referred to as instant (real-time)
information sharing (Bermingham & Smeaton, 2010; Joly et al., 2010). Research
shows that instant information sharing can change individuals’ behavior and
emotional states by addressing a wide variety of needs (Wang et al.,, 2012).
Furthermore, it is extremely valuable for monitoring societal changes in contexts and
mental states (Zhao & Rosson, 2009) as information is shared and distributed across
society in a timely and direct fashion (Lee & Ma, 2012). For these reasons,
microblogs have become a widely used platform for individuals to create and publish
information and thoughts in real time (Oh & Syn, 2015).

In short, instant sharing behavior is always spontaneous and reactive in nature
(Bermingham & Smeaton, 2010). This “reactiveness” is aligned with the impulsivity
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anticipated utility (Strack et al., 2006). Therefore, instant information sharing on
microblogs tends to be a stochastic behavior rather than a deterministic event (Gao et
al., 2011) and, hence, can be conceptualized as a reactive and impulsive behavior
(Wang et al., 2015). Based on this conceptualization, theories of impulsive behavior
are appropriate in capturing and understanding the underlying mechanisms of instant
information sharing in microblogs. However, prior studies have investigated
information sharing primarily from the lens of reasoned action and behavioral
intention, using theories such as the theory of planned behavior, motivational theory,
and social exchange theory (Chai et al., 2011; Munar & Jacobsen, 2014; Oh & Syn,
2015). Common to these theories is the assumption of complete rationality, that is,
that information sharing is primarily based on rational evaluations of the
consequences of the sharing behavior. Hence, traditional theories on reasoned action
may be inadequate to explain the impulsive mechanism of instant information sharing.
Next, we review the literature on impulsive behavior and extend the affective

response model (ARM) to develop our research model (see Figure 1).
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Fig. 1. Research model.



2.2. The role of urge in instant information sharing

Broadly speaking, impulsive behavior refers to “the wish to do something elicited
on a specific spot” (Strack et al., 2006, p. 206). According to this definition, one of
the distinctive aspects of impulsive behavior is a sudden and spontaneous desire to act
(Rook & Hoch, 1985). This strong and spontaneous inclination is reflected by the
involvement of a behavioral urge, which refers to arousing behavior with an
automatic and irresistible emotional reaction to environmental cues (Kacen & Lee,
2002).

To be more specific, the impulsive mechanism functions as “a network in which
information is processed automatically through a fast and parallel spread of activation
along the associative links between contents” (Strack et al., 2006, p. 208). From this
perspective, a behavioral urge can be conceptualized as a proxy of impulsive behavior.
Being powerful and sometimes irresistible, behavioral urges precede the immediate
action and have a positive relationship with the likelihood of engaging in the
impulsive behavior (Beatty & Elizabeth Ferrell, 1998). Consistent with this
perspective, the driving force of an individual’s instant behavior is the high desire (i.e.,
urge) to act (Verplanken et al., 2005).

In contrast with intention-driven information sharing in traditional media, the
preparedness of instant information sharing (i.e., the felt urge) is more likely to be
spontaneous and automatic without prior consultation and evaluation (Wang et al.,
2015). Given the difficulty of capturing actual information sharing behavior at the
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urge to share as a proxy for instant information sharing. Based on previous definitions
of urge (Kacen & Lee, 2002), we define the urge to share information as the
automatic and irresistible arousal experienced by an individual to instantly share
information in a microblog.

2.3. The effect of positive emotion on the urge to share information

Instant information sharing is often emotionally oriented (Choi & Toma, 2014;
Rosso et al., 2016; Stieglitz & Dang-Xuan, 2013). It has been highlighted that
emotions act as crucial determinants in successful and effective communication in
social interactions (Cambria, 2016). That is, an important motivation of instant
information sharing in microblogs is to release instantly aroused emotional responses
rather than to satisfy utilitarian needs and wants (Davis & Sajtos, 2009; Wang et al.,
2013). As a result, instant information sharing behavior can cause a psychological
conflict and struggle (i.e., emotion) similar to impulsive purchasing.

In a consistent manner, the psychology literature on impulsive behavior suggests
that affective environmental cues primarily exert an emotional effect on the organism,
who subsequently engages in the behavioral response (Eroglu et al., 2001). That is, the
impact of the affective cues on response is mediated by the emotional response
(Mehrabian & Russell, 1974). Likewise, according to ARM, emotions are “induced
affective states” attributed to affective cues that generate arousal and action
tendencies (Zhang, 2013). From this perspective, it is the awareness of environmental
cues that triggers emotional responses (Beatty & Elizabeth Ferrell, 1998; Verhagen &
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and choose their behavioral responses correspondingly, such as approach versus
avoidance (Mehrabian & Russell, 1974).

Emotional responses include both positive and negative valences. Previous
research on impulsive behavior has consistently found a positive effect of positive
emotion on behavioral urge (Beatty & Elizabeth Ferrell, 1998; Hyo-Jung et al., 2011).
However, prior studies have generated mixed findings regarding the effect of negative
emotion on users’ felt urge, which is found to be negative in some cases (Verhagen &
van Dolen, 2011) but insignificant (Beatty & Elizabeth Ferrell, 1998) or ignored
(Graa & Dani-elKebir, 2012; Hyo-Jung et al., 2011) in other cases. Consistent with
these previous findings we propose that only positive emotional experiences are
associated with the behavioral urge to instantly share information on microblogs. This
is mainly because instant information sharing is more likely to be an approach
behavior (driven by positive emotion) than an avoidance behavior (driven by negative
emotion) (Beatty & Elizabeth Ferrell, 1998). Although both positive and negative
emotions can be stimulated when sharing information, the former may be more
conducive because of the sense of reward, the reduced decision complexity, and the
high energy levels produced (Rook, 1987; Rook & Gardner, 1993). Such emotional
experiences are more likely to spark impulsive behavior and induce the urge to share.
In contrast, users are more likely to share negative feelings to intimate friends
face-to-face instead of in microblogs (i.e., easily accessible and non-intrusive media)

to cheer up (Choi & Toma, 2014). Echoing this point, previous research has found



that negative emotion is not a major driver for the urge to update one’s status in real
time in microblogs (Wang et al., 2015).

Positive emotion refers to “the extent to which a person feels enthusiastic, excited,
and inspired” (Verhagen & van Dolen, 2011, p. 321). These emotional responses have
been widely used as the key antecedents of impulsive behavior in previous research.
For instance, it has been highlighted that impulsive behavior is a result of one’s
attempt to strengthen positive emotion (Mick & DeMoss, 1990). Similar effects of
emotional responses have been proposed in the context of media use, which is driven
by the need to strengthen positive emotion (Katz et al., 1973).

In the context of microblogs, it has been found that Twitter is more likely to be
used to share positive events (Choi & Toma, 2014). Analogously, strengthening
positive emotion has been identified as a crucial factor that influences individuals’
real-time status update in microblogs (Wang et al., 2015). Thelwall et al. (2011) also
found evidence that interest in events increases with strong positive sentiments. From
this perspective, we infer that the urge to instantly share information is sparked by a
user’s desire to satisfy their positive affective needs (Katz et al., 1973). Hence, we
propose the following hypothesis:

HI. Microblog users’ positive emotion positively influences their urge to share
information on microblogs.

2.4. The influence of affective cues on positive emotion
As mentioned previously, instant information sharing in social media tends to be
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evaluation and disregard for the consequences of communication readily induce
individuals to be controlled by affective cues, rather than the reflective decision
making process (Rosso et al., 2016; Strack et al., 2006). Importantly, it should be
noted that the influence of affective dimensions (i.e., feelings and emotions) emerges
not only in personal engagement (Celli et al., 2016; Rangel & Rosso, 2016) but also in
crowdsourced content (Aljanaki et al., 2016; Tobias, 2011).

Affective cues refer to those specific characteristics or features that manifest the
affective quality of the stimuli (Zhang, 2013). According to ARM, affective cues
“affect internal states of the individual” and can be conceptualized as “an influence that
stimulates the individual” (Eroglu et al., 2001, p. 179). That is, emotional reactions are
determined by affective or environmental cues that contain affective information,
such as characteristics of time, product, ambient, design, and society (Graa &
Dani-elKebir, 2012; Hyo-Jung et al., 2011). Referring to these factors, we identify the
affective cues that fit the context of the current study and categorize them into three
types: informational (i.e., information uniqueness), ambient (i.e., information
crowding), and social (i.e., social interactivity) cues. Such cues are predicted to affect
users’ emotional responses (i.e., positive emotion), which in turn spark the urge to
share information in microblogs. The subsequent paragraphs explain our main reasons
for choosing these characteristics.

2.4.1. Information uniqueness
Given that instant information sharing tends to be spontaneous and without a lot

of reflection, the cognitive and affective forces guiding individuals’ behavior are



typically elicited at a specific time and place (Hofmann et al., 2009; Rook, 1987).
That is, the information being shared is produced and delivered at a specific point in
time and space (Singh et al., 2010). Following this line of reasoning, it is assumed that
the input to motivate instant information sharing in microblogs is the time and
location sensitivity of that information. This lens is in line with the notion of
spatio-temporal granularity used to detect events in microblogs (Singh et al., 2010).
Hence, information uniqueness with time and location sensitivity is proposed as an
affective cue that stimulates users’ instant information sharing in microblogs.

Information uniqueness not only represents the originating point of the
information but also involves the specific manner in which it is presented and
perceived. From this perspective, information uniqueness has been characterized as
unique, original and distinguishable (Wang & Strong, 1996). As time and location
change, there will be much less, or even no use for, information seeking and sharing.
One reason for this sharp drop is that the dynamic nature of the various environments
makes the information less vital over time and space (Ballou & Pazer, 1995).
Correspondingly, information uniqueness increases when the information being
contributed to the community is important without any redundancy and when it is
likely to influence the outcome at the specific point in time and space (Ling et al.,
2005).

Thus, information uniqueness is proposed as a key affective cue that may
influence users’ emotional response (DeLone & McLean, 1992). This is mainly

because information sharing with high uniqueness (e.g., being the first to report an



urgent event) is normally viewed by microblog users as delivering high value to
others (Wang et al., 2015). Users who have the opportunity to share such information
will be more likely to experience an increase in positive emotion for being able to
provide first-hand and highly valuable information to others. Thus, it has been
highlighted that high uniqueness and specific goals will make individuals contribute
more (Ling et al., 2005). In contrast, users’ positive emotion and impulse/urge to act
on the sharing behavior diminishes with time or spatial distance (Hofmann et al.,
2009). Hence, we propose the following hypothesis:

H2. Microblog users’ perceptions of information uniqueness positively influence
their positive emotion.
2.4.2. Information crowding

As outsourced real-time platforms, microblogs create real-time scenarios and
provide situational awareness through users’ instant information sharing (Tobias,
2011). In other words, a great deal of user-generated content produces real-time maps
of when an incident occurs and allows for real-time sensing of the world
(Bermingham & Smeaton, 2010). Previous studies have suggested that perceived
crowding (i.e., the perception of environment density and personal sensation (Stokols,
1972)) acts as a key ambient characteristic that influences impulsive behavior (Graa &
Dani-elKebir, 2012; Hyo-Jung et al., 2011). Consistent with this viewpoint, we
propose that perceived information crowding (i.e., a large amount of information
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incident occurs (Bermingham & Smeaton, 2010; Demirbas et al., 2010)) will affect
users’ emotions and behavioral urge.

According to the crowd psychology literature, individuals in a crowd allow their
behavior and emotions to be affected by people in their surroundings with which they
share similar emotional experiences (Glynn et al., 1999). Extending this point into the
current context of instant information sharing, perceived information crowding will
inform users’ thoughts and behavior, causing them to be influenced by the crowd in
the microblog community. That is, individuals tend to have the same emotions and
engage in similar behavior as the crowd. This is mainly because information crowding
in microblogs increases the tendency to approach and participate through
user-consensus (Tobias, 2011), thus acting as a positive (rather than negative)
subjective experience and facilitating the desired behavior (i.e., instant information
sharing) (Hui & Bateson, 1991). Hence, we believe that information crowding will
positively influence individuals’ positive emotion and eventually their instant
information sharing behavior. We propose the following hypothesis:

H3. Microblog users’ perceptions of information crowding positively influence
their positive emotion.

2.4.3. Social interactivity

Microblogs provide the critical functions of facilitating wusers’ timely
communication and social value (Zhao & Lu, 2012). This pattern of social interaction
has been identified as a crucial determinant of impulsive behavior (Graa &
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interactivity in a microblog setting has a bearing on users’ emotions and behavioral
urges. Given that we are investigating the social characteristics of instant information
sharing, we focus on human-human interactions (i.e., interpersonal communication
between users), rather than the interactivity between users and the system. From this
perspective, interactivity is defined as “the degree to which two or more
communication parties can act on each other” in a microblog (Liu & Shrum, 2002, p.
54).

Microblogs are primarily designed for user-to-user interactivity (Zhao & Lu,
2012). They allow users to easily communicate with others via interacting functions
such as commenting, replying, retweeting, and following (Hsi-Peng et al., 2010). The
human-human interaction thus produces great user values, positive attitudes, and
satisfaction (Hsi-Peng et al., 2010; Lee & Cho, 2011; Zhao & Lu, 2012), contributes
to seeking positive evaluations, and leads to the avoidance of criticism from others
(Park &Chung, 2011). The social values and communication benefits yielded from
interactivity cause users to experience positive emotional changes and promote their
instant information sharing behavior on microblogs. To some extent, social
interactivity serves as the underlying basis of information creating and sharing
(Hsi-Peng et al., 2010). Consistent with this point, network structures with high
interactivity have been found to play a crucial role in the dynamics of information
flow, and consequently promote information sharing within a microblog (Hsi-Peng et

al., 2010). Hence, we propose the following hypothesis:



HA4. Microblog users’ perceptions of interactivity positively influence their positive
emotion.

2.5. The moderating role of gender in instant information sharing

According to the social role theory (SRT), the difference in social behavior
between genders stem from the socialization process (i.e., societal and cultural
expectations) (Eagly, 1987). A fundamental assumption of SRT is that males are
characterized as more agentic (i.e., masterful, instrumental, and competitive) and
females are characterized as more communal (i.e., friendly, cooperative, and
emotionally expressive) (Archer, 1996). In other words, men focus largely on
outcome, whereas women focus more on interpersonal relationships (Chai et al.,
2011).

Based on this line of reasoning, prior research has indicated that gender
differences play a key role in information sharing behavior, such that men prefer to
use knowledge management systems, whereas women are more likely to use
socialization and interpersonal strategies (Taylor, 2004). Similarly, in
computer-mediated communications, males tend to get and give information whereas
females tend to post and understand information (Lu & Hsiao, 2009). Extending this
to the microblog context, the effect of commitment on consumer participation in
enterprise microblogging has been demonstrated to be stronger for females, whereas
trust has a stronger effect on commitment and participation for males (Zhang et al.,
2015). Taken together, this line of literature suggests that women are more interested

in the interpersonal communication of information sharing, whereas men are more



interested in the informative and functional aspects of this behavior (Weiser, 2000).

While these findings provide a useful insight in understanding users’ information
sharing behavior as a reasoned action, instant information sharing tends to be more
impulsive and less deliberate (Wang et al., 2015). Therefore, the relative influence of
affective cues on emotions and urges might be different due to this changed usage
setting. In this case, we should adapt previous propositions about the role of gender to
the instant information sharing context with caution.

Due to the agentic nature of males and their “instrumental and competitiveness
component”, we propose that informational (e.g., more instrumental) and ambient
(e.g., more competitive) cues have a deeper impact on positive emotions in males. On
the contrary, social cues (e.g., more interpersonal) have a more meaningful effect on
positive emotion in females. In line with this assumption, prior research has found
that men tend to focus more on information and opinion, whereas women are more
interested in social interactions when using blogs (Pedersen & Macafee, 2007). Hence,
three further hypotheses are proposed as follows:

H5. The effect of information uniqueness on positive emotion is greater for males
than for females.

H6. The effect of information crowding on positive emotion is greater for males
than for females.

H7. The effect of social interactivity on positive emotion is greater for females than
for males.

Furthermore, based on the psychology and neurology literature, gender



differences exist because of the development of organizing factors at critical phases,
such that hormones play a permanent role in influencing the vulnerability of
impulsive behavior (Weafer & de Wit, 2014). Specifically, it has been suggested that
males are more likely to engage in impulsive behavior than females, albeit with a
difference depending on the task and subject (Weafer & de Wit, 2014). Consistently,
scholars have found that, compared to women, men show greater sensation seeking
tendencies (Cross et al., 2011). Extending this finding to the context of the current
study, we hypothesize that when experiencing positive emotion, men are more likely
than women to have the urge to instantly share information on microblogs.

HS8. The effect of positive emotion on the urge to share information is greater for
males than for females.
3. Methodology

To test the proposed research model, an online survey of microblog users was
conducted in China, which has the largest population of microblog users in the world.
We chose Sina Weibo (http://www.weibo.com) as the research site of this study,
because (1) it is the most popular microblog service and the largest social platform in
China, and (2) users are highly encouraged to share information instantly on Sina
Weibo by posting graphical and emotional content with images, music, and video files
attached.
3.1. Measurement

As shown in Appendix A, the majority of the constructs were measured using

multiple items adapted from previous studies, using a seven-point scale ranging from
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1 (strongly disagree) to 7 (strongly agree). The measures for urge to share information
and positive emotion were adapted from Beatty and Elizabeth Ferrell (1998),
information uniqueness from Wang and Strong (1996), and social interactivity from
McMillan and Hwang (2002). The scales for information crowding were developed
on the basis of its definition and existing scales on perceived crowding (Hui &
Bateson, 1991; Machleit et al., 2000).

3.2. Data collection

The survey was conducted in early April, 2014. Two well-trained post-graduate
students were recruited to independently send invitation messages with a link to the
online questionnaire to microblog users. A total of 550 active users who had ever
posted information in trending topics in microblogs received this private invitation.
Incentives (i.e., a phone card valued at RMB30) were provided to encourage
participation in the survey. The data collection lasted for one month and ended when
no new responses were being generated.

To select eligible respondents for the survey, we used the following selection
criteria. At the beginning of the survey, we first provided the definition and examples
of instant information sharing, and required respondents to indicate whether they had
ever shared instant information on Sina Weibo. If they answered yes, the respondents
were further asked to recall the last time they instantly shared information and answer
relevant questions. We also collected their demographic information (i.e., age, gender,
and education) and their usage experience (i.e., length and frequency of usage). In this

way, we were able to target the expected population of microblog users.



In total, 341 microblog users responded to the online questionnaire for a response
rate of 62 percent. After screening for invalid responses (e.g., retweeting rather than
tweeting), 34 questionnaires were excluded and 307 valid responses were processed
for further analysis. To test the non-response bias, T-tests of each item were
conducted between the first and last 50 respondents. The results indicated no
significant difference between the two groups (p > 0.10 in all cases), demonstrating
no serious concern about non-response bias in this study (Armstrong & Overton,
1977). Table 1 shows the respondents’ profile, which is quite similar to the microblog

user profiles in China reported in prior studies (Wang et al., 2015; Zhao & Lu, 2012).

Table 1

Respondents’ profile.

Characteristic Distribution  Percentage

Gender Female 181 58.96%
Male 126 41.04%

Age 12-20 99 32.25%
21-30 208 67.75%

Education Junior high school 4 1.30%
Senior high school 6 1.95%
Undergraduate 201 65.48%
Postgraduate 96 31.27%

Length of usage Below 1 month 8 2.60%
Under 3 months 26 8.47%
Between 3 and 6 months 47 15.31%
Between 6 and 12 months 69 22.48%
Above 12 months 157 51.14%

Frequency of usage  Less than once a month 7 2.28%
Once a month 22 7.17%
Once a week 52 16.94%
Several (<7) times a week 79 25.73%
Once a day 59 19.22%

Several times a day 88 28.66%




4. Data analysis and results

LISREL 8.70 was used to analyze the data. We chose LISREL, one of the most
widely used structural equation modeling techniques in the IS field, because of its
appropriateness for strongly theory-based, confirmatory research (Gefen et al., 2011).
Following the two-step analytical procedure, we first assessed the measurement
model and then evaluated the structural model (Hair et al., 2006).

4.1. Measurement model

Confirmatory factor analyses were performed to assess the psychometric
properties of the measurement model for the whole sample and for the two
subsamples (i.e., males vs. females). As expected, and as shown in Table 2, the
composite reliability (CR) and the average variance extracted (AVE) of each
construct exceeded 0.70 and 0.50 respectively, demonstrating good convergent
validity (Fornell & Larcker, 1981). Furthermore, the square root of AVE for each
construct was greater than the correlations between the specific construct and other
constructs (see Table 3), thereby supporting high discriminant validity (Fornell &
Larcker, 1981).

The measurement model fit was evaluated by using multiple fitness indices.
Table 4 shows the y*/degrees of freedom (df), goodness-of-fit index (GFI), adjusted
goodness-of-fit index (AGFI), comparative fit index (CFI), normed fit index (NFI),
non-normed fit index (NNFI), and root mean square error of approximation (RMSEA).
All statistics satisfied the acceptable ranges, indicating a good fit of the measurement

model (Bentler & Bonett, 1980; Segars & Grover, 1993).



Table 2

Results of the confirmatory factor analysis.

Construct  Item Full sample Female subgroup Male subgroup
Loadings CR AVE Loadings CR AVE Loadings CR AVE
Information IU1 0.73 0.80 0.57 0.73 0.82 0.61 0.76 0..78 0.54
uniqueness [U2 0.83 0.90 0.75
(I0) U3  0.69 0.69 0.69
Information IC1 0.86 0.89 0.68 0.84 0.89 0.67 0.88 0.90 0.69
crowding IC2 0.87 0.87 0.88
(I0) IC3 0.82 0.85 0.79
IC4 0.73 0.71 0.76
Social SI1 0.77 0.88 0.64 0.80 091 0.71 0.74 0.83 0.55
interactivity SI2  0.79 0.83 0.75
(S SI3  0.84 0.88 0.78
SI4  0.79 0.86 0.69
Positive PE1 0.85 0.92 0.75 0.86 0.91 0.72 0.83 0.93 0.78
emotion PE2 0.95 0.94 0.96
(PE) PE3 0.88 0.84 0.92
PE4 0.77 0.73 0.81
Urge to USI1 0.80 0.83 0.63 0.79 0.86 0.67 0.84 0.79 0.56
share USI2 0.85 0.89 0.75
information USI3 0.72 0.78 0.64
(USI)
Table 3
Inter-construct correlations and square roots of AVE.
IU IC SI PE USI
Full
IU 0.76
IC 0.19 0.82
SI 0.26 0.59 0.80
PE 0.34 0.34 0.39 0.87
USI 0.31 0.39 0.38 0.42 0.79
Female
IU 0.78
IC 0.15 0.82
SI 0.20 0.63 0.84
PE 0.23 0.30 0.43 0.85
USI 0.27 0.37 0.44 0.34 0.82
Male
IU 0.74
IC 0.22 0.83




SI 0.35 0.52 0.74
PE 0.48 0.39 0.35 0.88
USI 0.38 0.41 0.31 0.57 0.75

Note: The diagonal elements are the square roots of the AVE extracted from each construct.

Table 4
Fit indices of the measurement model and structural model.

Fitindex Full Full Female Female Male Male Recommended

MM SM MM SM MM SM criteria
y2/df 1.98 2.25 1.92 2.13 1.64 1.67 <3.00
GFI 0.92 0.91 0.87 0.86 0.85 0.84

20.80
AGFI 0.89 0.87 0.82 0.81 0.80 0.80

20.80
CFI 0.98 0.97 0.96 0.96 0.97 0.96

20.90
NFI 0.96 0.96 0.94 0.93 0.92 0.92

20.90
NNFI 0.98 0.97 0.95 0.95 0.96 0.96

20.90
RMSEA 0.057 0.064 0.071 0.079 0.072 0.073 <0.08

Note: MM-measurement model; SM—structural model.

Common method bias was tested using two methods. First, Harman’s single
factor test indicated that no single factor accounted for the majority of the covariance,
suggesting no serious threat (Podsakoff et al., 2003). Second, a latent common
method variance (CMV) factor was included in the model to allow all the items to be
loaded on it. The structural model was examined both with and without the latent
CMV factor. The results showed that the CMV-based variance is very small and much
smaller than the construct-based variance, suggesting that the common method bias
was unlikely to be a concern in this study (Ayyagari et al., 2011; Podsakoff et al.,
2003).

4.2. Structural model



Figure 2 shows the results of the model test, including the variance explained and
path coefficients. An adequate amount (26 percent) of the variance in instant
information sharing is explained by the proposed model. The model supports H1,
meaning that positive emotion (8=0.51, t=7.91) significantly influences the urge to
share information. As for the antecedents of positive emotion, both information
uniqueness (B=0.26, t=4.15) and social interactivity (3=0.29, t=3.37) have significant
effects on positive emotions, and thus H2 and H4 are supported. However, the effect
of perceived information crowding on positive emotions is insignificant (3=0.13,
t=1.54, and thus H3 is not supported). Overall, a significant amount (28%) of
variation in positive emotion is explained by the three affective cues (i.e., information

uniqueness, information crowding, and social interactivity).

Information s
Uniqueness 0.26
- ns 051"
Informa_tlon 0.13 Positive Emotion Urge to Share
Crowding Information
R’=0.28 R’=0.26
0.29
Social

Interactivity

Fig. 2. Structural model assessment. Note: ***p<0.001; ns—non-significant.

We also conducted a between-group analysis to test the moderating role of gender
(see Table 5). To investigate gender differences, we followed the procedure proposed
by Keil et al. (2000) to compare the coefficient differences of the corresponding
structural paths for the two sub-samples (i.e., females vs. males). The results indicated

that the effects of information uniqueness (t spooled = -28.591, female path coeff. = 0.14,



male path coeff. = 0.45) and information crowding (t spooled = -18.872, female path
coeff. = -0.01, male path coeff. = 0.24) on positive emotion were significantly
stronger for males than females, supporting HS and H6. As expected, the effects of
social interactivity (tgpooled = 27.764, female path coeff. = 0.47, male path coeff. =
0.07) on positive emotions were found to be greater for females than males,
supporting H7. In addition, the results suggested that positive emotions (t spooled =
-22.354, female path coeff. = 0.43, male path coeff. = 0.66) exert a greater effect on
the urge to share for males than females, supporting H8. The results of the subgroup

analysis for females and males are shown in Fig. 3a and 3b, respectively.

Table 5

Path comparisons: Females (N; = 181) vs. males (N, = 126).

Paths Path coefficients tspooled Hypothesis
Female (N;=181) Male (N,=126) support

H5: Information 0.14(0.08)™ 0.45(0.11)"  -28591"  Supported

uniqueness =>

positive emotion

H6: Information -0.01(0.11)™ 0.24(0.12)" -18.872""  Supported

crowding =

positive emotion

H7: Social 0.47(0.12)"" 0.07(0.13)™ 27.764""  Supported

interactivity =>

positive emotion

HS: Positive 0.43(0.08)"" 0.66(0.10)""  -22.354™"  Supported
emotion => urge to

share information

Note. * p<0.05;***p<0.001; ns — non-significant.
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Fig. 3a. Path estimates of LISREL analysis for the female sample (N;=181).

Information .
Uniqueness 0.45
. * 0.66
Informa't ton 0.24 » Positive Emotion Urge to S}'lare
Crowding Information
. R’=0.37 R’=0.44
0.07" -
Social 7 -
Interactivity

Fig. 3b. Path estimate of LISREL analysis for the male sample (N,=126).

5. Discussion
5.1. Key findings

This study examines the effects of informational (i.e., information uniqueness),
ambient (i.e., information crowding), and social (i.e., social interactivity) cues on
positive emotion, which in turn predicts users’ urge to share information on
microblogs, as well as the moderating effects of gender on these relationships. The
outcome is a rich set of interesting findings.

Specifically, consistent with previous research, positive emotion is found to be a

crucial enabler of the urge to instantly share information on microblogs (Wang et al.,



2015). This finding provides evidence for our proposition that instant information
sharing is more impulsive and emotional in nature in comparison to traditional
information sharing. In terms of its antecedents, information uniqueness and social
interactivity are relatively balanced in influencing positive emotions, albeit with
social interactivity perhaps exerting a stronger effect.

Unexpectedly, the relationship between information crowding and positive
emotion is insignificant. We thus conducted a post hoc mediation test using Baron and
Kenny's method (Baron & Kenny, 1986). The results indicated that information
crowding was significantly associated with the urge to share, suggesting that the felt
urge can be directly affected by information crowding, bypassing the emotional
response (see Appendix B). A plausible explanation of this finding is that in the
context of social media, instant information sharing is vulnerably affected by
perceived crowding and is more likely performed in a spontaneous and unplanned
way than in traditional media (e.g., weblogs, discussion forums).

Moreover, the empirical findings provide support for the notion that gender
differences exist in the way various affective cues influence positive emotions and the
effects of positive emotion on the urge to share. Although instant information sharing
on microblogs is a largely impulsive behavior sparked by multiple cues, the strengths
of these affective cues are not equal in male and female users. Just as expected, the
results indicate that: (1) men are more sensitive to environmental cues with specific,
unique, and distinguishable values; (2) men are more likely to participate in the

community and share information when there is crowding; (3) men are more likely



than women to experience positive emotions and engage in impulsive information
sharing; and (4) women put more value on establishing and maintaining their
interpersonal relationships on microblogs. These findings offer important theoretical
and practical implications.

5.2. Theoretical implications

This study provides a number of contributions to research. First, while existing
research has pervasively investigated information sharing in various platforms, little
(if any) research has been devoted to understanding instant information sharing on
microblogs. With the goal of filling that research gap, the current study identifies the
characteristics of instant information sharing on microblogs (e.g., time constraints,
limited cognitive capacity, and emotional orientation), and thus contributes to
conceptualizing instant information sharing in the IS research. This exploration has
advanced research in this field by establishing a general understanding of instant
information sharing on microblogs, opening a new avenue for future research.

Second, while prior research on information sharing has mostly taken a reflective
(i.e., reasoned-action) view, the current study theorizes instant information sharing on
microblogs from the perspective of impulsive behavior. To advance our current
understanding of information sharing, we propose that instant information sharing on
microblogs is an impulsive behavior driven by affective cues. Extending the
impulsive behavior literature, we develop and validate a research model to investigate
the effects of three affective cues — informational, ambient, and social cues — on

individuals’ positive emotions, which in turn affect the urge to share. We extend the



theories of impulsive behavior, especially regarding the roles and antecedents of felt
urge (Beatty & Elizabeth Ferrell, 1998; Verhagen & van Dolen, 2011), into a new
context, namely, instant information sharing on microblogs. Hence, our study
contributes to the IS literature by adapting the urge-based view to understand instant
information sharing on microblogs, and providing an enriched explanation of the
unreflective information sharing domain.

Third, we contribute by extending the research on the social role of gender in the
context of instant information sharing. Consistent with prior research on gender
differences in information sharing (Chai et al., 2011; Taylor, 2004), our findings
suggest that men are more pragmatic, instrumental, independent, and task-oriented,
even when engaging in more impulsive behavior. As such, men are more likely to be
influenced by informational and ambient cues, such that a high level of information
uniqueness and perceived information crowding will significantly influence their
positive emotion. In contrast, women are more socially oriented when it comes to
instant information sharing, echoing their interdependent and interpersonal
characteristics (Eagly, 1987).

Furthermore, we offer insights into understanding gender differences from an
impulsive behavioral perspective. Contrary to the traditional view of females’
emotional orientation, males are more likely to feel the urge to share when
experiencing positive emotions, thus showing more impulsivity in instant information
sharing on microblogs than females (Cross et al., 2011; Weafer & de Wit, 2014). In

sum, gender plays a contingent role in influencing individuals’ instant information



sharing behavior. This moderating role of gender provides insights into understanding
and explaining individuals’ impulsive behavior.
5.3. Practical implications

This study has important managerial implications for at least two sets of
practitioners. First, it offers insights for microblog service providers in how to
motivate their users to contribute information instantly. Prior research has suggested
that community success largely depends on “making useful, timely, and helpful
information available to the community” (McLureet al., 2000, p. 170); the lack of
real-time information can inhibit the long-term sustainability of virtual communities
(Ling et al., 2005). Given the significance of instant information sharing, it is
important for microblog service providers to understand why individuals share instant
information with others and how to encourage impulsive sharing. The model
developed in the current study provides useful insights on this subject. Specifically, to
promote users’ urge to share information, microblog service providers could arouse
their positive emotions by strengthening the associated enablers. For instance, they
could (1) encourage users’ original information sharing by adding specific marks; (2)
increase information crowding by showing the total number of tweets; and/or (3)
enhance social interactivity by improving reciprocal relationships among users. In
addition, an automatic tool capable of mining real-time sentiments would be extremely
useful, not only for commercial purposes but also for monitoring intelligence in the

diffusion of cyber-information (Cambria et al., 2016).



Second, as microblogs have become a platform for promoting brands and for
word-of-mouth advertising, corporations and institutions have been paying attention
to users’ information seeking and sharing behavior on microblogs. It has been found
that social media technology usage contributes to social customer relationship
management (Trainor et al., 2014). Social media marketing activities also positively
influence customer equity (including value equity, relationship equity, and brand
equity) (Kim & Ko, 2012). Furthermore, empirical research has found that
user-generated content in social media influences consumer purchasing behavior (Goh
et al., 2013). Thus, understanding the mechanisms for individuals’ urge to share
information instantly is very important for these organizations to develop effective
systems to motivate more instant information sharing on microblogs. However, it
should be noted that there are gender differences in individuals’ emotional and
behavioral responses. In general, our results suggest that marketers should develop
different strategies for male and female users to stimulate their urge to share.
Highlighting informational cues and incorporating a great mass of ambient cues is
likely to be an effective strategy for males, but may be insufficient for female users
who put a much higher emphasis on social cues. Rather, to spark female users’
positive emotion, marketers should focus more on interpersonal relationships and
highlight the social interactivity in the process of instant information sharing. For that
matter, operators could utilize and expand social interactivity through various means,
such as (1) encouraging direct tweets signaled by an @ symbol (Huberman et al.,

2009); (2) conceptualizing an imagined audience evoked through tweets (Marwick &



Boyd, 2011); (3) improving the real-time feedback mechanism in conversations
(Boyd et al., 2010); and (4) enhancing the notification system by adding more
visualizations. Such illustrations and clarifications of the underlying process of
individuals’ instant information sharing would be significantly beneficial for

practitioners.

5.4. Limitations and future research direction

The current study is not without limitations, suggesting directions for future
research. First, although the three types of affective cues (e.g., information uniqueness,
perceived crowding, and social interactivity) proposed in our model account for a
sizeable amount of variance in the dependent variable, other types of cues (e.g., IT
facilitator) may also play roles in influencing users’ instant information sharing on
microblogs. Future research could extend the current study by investigating other cues
related to information sharing behavior and, possibly, comparing their relative
importance.

Second, despite being influenced by affective cues, impulsive behavior is also
potentially influenced by individual personalities (Hyo-Jung et al., 2011). Future
researchers should consider personal characteristics to investigate their effects on
instant information sharing.

Third, this study theorizes that instant information sharing on microblogs is an

impulsive behavior, rather than reasoned action. Nevertheless, behavior can be a



result of both impulsive and reflective mechanisms enabled by personal and
situational characteristics (Strack et al., 2006). Future researchers could investigate
how the reflective and impulsive mechanisms interact at various stages of information
processing to provide deeper insights for designers and managers to enable them to

build and maintain vibrant microblogs.

6. Conclusion

This study illustrates the factors and mechanisms that drive users’ urge to
instantly share information on microblogs. Specifically, we use an impulsive behavior
lens to understand that instant information sharing, which differentiates our study
from many previous efforts that adopt reflective perspectives to investigate
information sharing in traditional virtual communities. We also demonstrate the
moderating role of gender in users’ instant information sharing. The empirical
findings indicate that informational (i.e., information uniqueness), ambient (i.e.,
information crowding), and social (i.e., social interactivity) cues arouse individuals’
positive emotion, which subsequently promote their urge to share information. In
particular, males are more likely to be stimulated by informational and ambient cues,
whereas social cues play a more dominant role in female users. This study
complements the existing literature on information sharing as a reasoned action by
opening up a new avenue for future research on instant information sharing as an

impulsive behavior, and provides rich insights for practitioners.
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Appendix A. Measurement Scales

Information uniqueness adapted from Wang and Strong (1996)

1. I think that the information I have shared on Sina Weibo has been distinguishable.
2. I think that the information I have shared on Sina Weibo has been unique.

3. I think that the information I have shared on Sina Weibo has been original.
Information crowding self-developed on the basis of Tobias (2011)

1. A great deal of information was reported on Sina Weibo about that incident.

2. Large pieces of information were posted on Sina Weibo when that incident
occurred.

3. There was a lot of information generated by users on Sina Weibo about that topic.
4. Crowded information was shared on Sina Weibo on that theme.

Social interactivity adapted from McMillan and Hwang (2002)

1. Two-way communication was enabled on Sina Weibo.

2. Concurrent communication was enabled on Sina Weibo.

3. Sina Weibo was interpersonal.



4. Conversation was enabled on Sina Weibo.

Positive emotion adapted from Beatty and Elizabeth Ferrell (1998)

1. When sharing that information on Sina Weibo, I was excited.

2. When sharing that information on Sina Weibo, I was enthusiastic.

3. When sharing that information on Sina Weibo, I was proud.

4. When sharing that information on Sina Weibo, I was inspired.

Urge to share information adapted from Beatty and Elizabeth Ferrell (1998)

1. I experienced a number of sudden urges to share that information on Sina Weibo.
2.1 felt a sudden urge to share that information on Sina Weibo.

3. Even though it was not planned, I really wanted to share that information on Sina

Weibo.

Appendix B. Mediation Test

To test the potential mediating effects of positive emotion in the relationship
between environmental cues (i.e., information, ambient, and social cues) and the felt
urge, we used Baron and Kenny’s method (Baron & Kenny, 1986). As summarized in
Table B1, positive emotion fully mediated the effect of social interactivity and

partially mediated the effect of information uniqueness on the urge to share.

Table B1
The mediation effect test.
Constructs Path coefficient Mediation existence

IV. MV DV [v->DV IV->M IV+M-DV

IVSDV M=DV
IU PE USI 0257 025 019" 027" Partial
IC PE USI 0247 0.12™ 0217 027" None
SI PE USI 025" 029" 0.17™ 02777 Full




Notes. IV: independent variable; MV: mediator variable; DV: dependent variable; 1U:
information uniqueness; IC: information crowding; SI: social interactivity; PE:
positive emotion; USI: urge to share information. 'p<0.05; ~ p< 0.01;" p< 0.001.
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