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ABSTRACT 
Advertisement diffusion largely thrives on the popularity of social media. Various 

factors like the characteristics of advertised product, advertisement content, 

sender and recipient can motivate the diffusion. However, whether and how the 

diffusion can be facilitated by social media feature design is largely ignored. 

Besides, given that advertisements in the same piece of information can be 

perceived as informative or manipulative, the diffusion decision process of 

potential transmitters may differ from other types of information and remain 

unclear in literature. This study investigates the benefit-cost calculus on the 

advertising diffusion by drawing on the stimuli–organism–response model and 

rational choice theory as overarching framework. Specifically, this study 

examines the effect of product value on the decision process for advertisement 

forwarding. Different types of customization of forwarding operation are also 

involved as design factors that facilitate forwarding. The decision, which is 

distinguished by the target of product value (self vs. other), focuses on the self- 

and others-based benefit-cost calculus (i.e., self-image congruence vs. self-image 

concern and relationship maintenance vs. perceived norm violation). Two 2 

(product value: high vs. low) x 2 (customization of justification: without vs. with) 

x 2 (customization of directed dialog accessibility: without vs. with) factorial 

designs were employed to test the proposed research model. Results show how 

product value as information characteristic determines diffusion decision calculus. 



 

Results also suggest that customization of justification is beneficial to the 

diffusion of advertisement with the self-valued product, whereas customization of 

directed dialog accessibility helps the diffusion of advertisement with the 

other-valued product. The theoretical contributions and practical implications of 

the findings are discussed. 
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1. CHAPTER 1: INTRODUCTION 

Social media has become an essential routine for advertising given its pervasive 

usage. Commercials around the world nearly doubled their spending on social 

media advertising in the past two years (from $16 billion in 2014 to $31 billion in 

2016); this level of spending is likely to exceed $35 billion in 2017 (Cooper 2018). 

Compared to advertisements on fixed positions in an interface (e.g., banner ad), 

the main kind of social media advertisements are those posted by commercial’s 

official accounts and appear in the newsfeeds of a user, and thus can be diffused 

via users’ forwarding. Advertisement forwarding is valuable for commercials 

because forwarded advertisements endorsed by the forwarder can lead to several 

favorable consequences, such as consumer’s awareness, interest, adoption (De 

Bruyn and Lilien 2008), trial, purchase of products and services (Subramani and 

Rajagopalan 2003), and website sign-up (Trusov et al. 2009). 

There is a line of research focusing on situational factors motivating 

advertisement forwarding. Forwarding could be motivated by the characteristics 

of the advertised product or advertisement content, or even the incentives for the 

forwarding from commercials. However, social media advertisement forwarding 

context has its own peculiarity. Firstly, rather than user-generated content like 

word of mouth, original commercial advertisement is expected to be diffused 

within social media network, which is dominated by communal relationships like 
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friendship (Ellison et al. 2007). The original advertisement effect can be retained as a 

result while the commercials don’t have to pay for the transmission. Secondly, unlike 

conventional channels like email, forwarding on social media is open to the 

public by default, which takes the form of broadcasting (Barasch and Berger 2014). 

So, it’s worthwhile to study whether the factors can still motivate forwarding in 

current context, and what are the decision processes triggered by the factors. 

What’s more, how this motivated forwarding via feature design can be facilitated 

is also needed to be explored. 

In this research, the advertisements studied in this research are those posted by 

commercials’ official accounts, and the social media platform selected for this 

research is Weibo.com (the largest social media service in mainland China). In 

particular, this study: 1) studies whether and how the forwarding decision 

processes are influenced by an environmental factor, namely, the value of the 

advertised product; and 2) assesses the role of forwarding customization in the 

forwarding decision process. The studies on the decision process and perceived 

product value are the basis of further exploration on the role of forwarding 

customization. The rest of introduction part will discuss these issues one by one. 

• Perceived product value as the motivating factor 

In the present research, we choose the value of the advertised product, which 

refers to an individual’s overall assessment of the utility of the product as the 
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focal factor motivating advertisement forwarding. The selection of this external 

variable for this research is attributed to the fact that the perceived product value 

in an advertisement can be a significant external drive to motivate the 

transmission of the advertisement. The product value perceived by the consumer 

is considered the fundamental basis for all marketing activity and the precursor of 

consumer behavior, such as word of mouth (Pihlström and Brush 2008) since 

product value is a primary motivation for customer purchasing (Xu et al. 2009b), 

which in turn can lead to word-of-mouth activities (McKee et al. 2006). 

Word-of-mouth activities are encouraged because value is related to a range of 

individual and altruistic advantages (Dekhili and Achabou 2013). 

Given these advantages, high product value could be an incentive for people to 

participate in the activities to make a self-impression that he or she is influential 

on the topic of the product (McKee et al. 2006). People can also build and retain 

relationship by transmitting useful information to benefit others (Koch and 

Benlian 2015). However, little is known on whether it is effective in triggring 

social media advertisement forwarding and how it works. Therefore, we employ 

perceived product value as the motivating factor to investigate whether and how it 

drives advertisement forwarding, which is the first goal of this study. The reasons 

why perceived product value is suitable and feasible for this research are 

elaborated in the end of section 2.4. 

• Decision process of advertisement forwarding 
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Existing literature suggests that the decision process of advertisement forwarding 

consists of various perceptions (Phelps et al. 2004), emotions (Dobele et al. 2007), 

and attitude toward advertisement (Camarero and San José 2011). Different from 

the external situational factors like perceived product value, these studies provide 

abundant insights on the internal factors that facilitate advertising diffusion action 

in the decision process. However, in the decision process, the factors that hinder 

diffusion are largely ignored, but are equally important. Limited scholarly 

attention is paid to the impediments of advertisement forwarding in the decision 

process. 

This omission of impediments may be attributed to the fact that research on the 

determinants of advertising diffusion follows the paradigm of research on 

information diffusion determinants, which focuses only on the factors that 

motivate diffusion (Chung 2017; Liu et al. 2012b; Stieglitz and Dang-Xuan 2013; 

Zhang et al. 2014). While this paradigm may suffice for the goal of diffusing 

information, it is inadequate for the current context of advertisement forwarding 

on social media. This deficiency is attributed to the fact that compared with the 

general information in diffusion research, advertisement is a type of information 

that not only appeals to the audience in an informative and entertaining way 

(Phelps et al. 2004), but may also cause negative outcome by being manipulative 

(James and Kover 1992), such as by being irritated and skeptical (Okazaki et al. 

2010). When an advertisement in a newsfeed in social media is recognized as 
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manipulative, irritating, or skeptical, the audience is likely to avoid the 

advertisement by intentionally ignoring or scrolling out of view (Cho 2004). Thus, 

advertising success, which is driven by subsequent behavior (e.g., liking and 

purchase) after viewing in social media networks (Brettel et al. 2015), is difficult 

to achieve. To achieve success, the obstacles of advertisement forwarding must be 

understood. The impediments of advertisement forwarding should be 

investigated. 

Although we propose that the negative side of advertising could have an influence 

on advertisement forwarding in general, the specific forwarding decision process 

involving the consideration of the negative side in the current context remains 

unknown. According to rational choice theory, human behavior is directly 

influenced by expected outcomes (which denotes to the expected events following 

performing the behavior) in decision making (Bulgurcu et al. 2010). For example, 

disclosing personal information to a software with location-based services is 

influenced by expected outcomes, such as unpredictable problems (Xu et al. 

2009a). However, irritation and skepticism are negative attitudes toward 

advertising. They are not the expected outcomes of forwarding advertisement on 

social media, and thus may not be able to influence forwarding behavior directly. 

For instance, for a consumer, the claims of one advertisement with incentives 

could be skeptical while the outcome of forwarding the advertisement could be 

beneficial resulting from the promised incentives. In this case, the expected 
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outcome of forwarding (getting the promised incentive), rather than the attitude 

towards the advertisement (skepticism), can drive the forwarding directly. In other 

words, the relevant negative attitudes provided by existing literature cannot be 

considered as impediments of forwarding. Identifying potential expected 

outcomes specific to this context is necessary in understanding advertisement 

forwarding decision. To fill this gap, the second objective of the current study is 

to investigate how advertising is diffused and affected by the positive and 

negative expected outcomes of diffusion. 

Users build connections with other people on social networks (Kane et al. 2014). 

The term “friends” does not have the same meaning as friends in everyday sense. 

In social media, “friends” offer the “imaged audience” to encourage users to pay 

attention to their impression management (boyd and Ellison 2007). The two basic 

social needs are managing impressions and affiliating with others; these needs 

motivate a user to use online social networks (Nadkarni and Hofmann 2012). 

These two needs are also fundamental kinds of needs (self-based needs such as 

self-expression and social-based such as helping others) that are satisfied in 

diffusing information (Alexandrov et al. 2013; Barasch and Berger 2014; 

Constant et al. 1994). In the context of social media advertising diffusion, we 

propose to investigate how advertisement forwarding is influenced by positive 

and negative outcomes in expectation in self- and social-based approaches. In 

terms of fulfillment of self-based needs, we rely on impression management 
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theory to identify self-image congruence as the impetus and self-image concern as 

the impediment of diffusion calculus. Both the self-image congruence and the 

self-image concern are self-based outcomes that occur once the advertisement is 

forwarded in social media networks. Analogously, in terms of forwarding the 

fulfillment of social-based needs, we rely on social exchange theory to identify 

relationship maintenance and perceived norm violation as the impetus and 

impediment of the calculus. Correspondingly, both relationship maintenance and 

perceived norm violation are social-based outcomes potentially caused by social 

media advertisement forwarding. 

• Role of forwarding customization 

Except for the situational factors with regard to the what is transmitted (e.g., 

perceived advertised product value), communication can also be shaped by the 

medium (Berger and Iyengar 2013), which could be social media in current 

context. As it is discussed above, social media has its unique communication 

mode in advertisement forwarding. The motivated forwarding decision process 

may also be influenced by the design of social media. However, prior research on 

advertisement diffusion neglects the possible influence of IT-enabled features on 

the decision process. In effect, information diffusion can be encouraged by the 

artifacts of IT system. For example, in online communities, the artifact, such as 

instant messenger, contributes to the participation of users to share knowledge to 

other members by supporting the experience of virtual copresence (Ma and 
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Agarwal 2007). In this regard, the effect of system artifacts on the aforementioned 

diffusion decision process ought to be explored. Thus, the third goal of this study 

is to examine the system artifact capable of facilitating diffusion and how these 

artifacts work. 

We identify the kind of IT artifacts that enable the customization of forwarding to 

explore how these artifacts work in the current context. Customization of 

forwarding denotes to the ability to tailore the forwarding to an individual 

preference. This kind of artifact is usually placed in the dialog box of forwarding, 

which can be triggered from the forwarding button on a social media interface. 

For example, two typical features are the feature “Comment” for commenting on 

the forwarded post and the feature “@” for targeting the forwarding to a specific 

receiver. With these two features, users can decide whether and how to write 

comments to articulate why the advertisement is forwarded and publicly targets 

the intended receiver. In other words, the “Comment” feature allows users to 

customize the justification of forwarding via editing the content forwarded to 

receivers. The feature of “@” allows users to customize the access of directed 

dialog by freely selecting the targeted receipient. 

The design features are essential for advertisement forwarding on social media 

network. As company-generated content (CGC), advertisement may lack adequate 

information for consumers, and this can be resolved by additional information via 

user generated content (Berger 2014). In current context, the features of 
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forwarding customization can serve to add user-generated content (UGC) to the 

advertisement, which may benefit the transmission of advertisement. Besides, 

people hold more positive evaluation to the action they take part in (Troye and 

Supphellen 2012). By using the customization features, forwarder can participate 

in generate the final transmitted content, which turns the pure CGC into UGC to 

some extent. This may also benefit the forwarding by diminishing the 

aforementioned negative side of advertisement. However, to our knowledge, no 

academic exploration on whether and how customization features can facilitate 

advertisement forwarding. 

 

In summary, this study pursues three research questions: 

(1) Whether and how is advertisement forwarding influenced by the value of the 

advertised product? 

(2) How is advertisement forwarding on social media networks determined 

through self vs. social based calculus? 

(3) How is the effect of product value affected by forwarding customization? 

 

The rest of this study is organized as follows. In Section 2, the theoretical 

foundation of the study is formed by reviewing relevant research. Sections 3 and 
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4 are developed for research questions 1 and 2, respectively. Research models and 

hypotheses for each research question are proposed. The research methodology 

illustration and data analysis report are also presented. Finally, the thesis 

concludes with the discussion of theoretical contributions, practical implications, 

limitation, and future research in Section 5. 
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2. CHAPTER 2: THEORETICAL BACKGROUND 

This section reviews the overarching framework of the SOR research model. 

Studies on advertisement diffusion in social media networks are reviewed in this 

section. Rational choice theory and research on impression management and 

social exchange are then reviewed. The benefit and cost of advertisement 

forwarding derived from these studies in the theoretical perspective of rational 

choice are also presented as part of the organism. Finally, the review on the 

research in customization and the role of customization as the stimuli and in 

linking the organism is provided. 
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2.1 SOR model as framework 

To investigate the factors that influence advertisement forwarding within an 

integrated structural view, we employ the SOR model, which is adopted from 

environment psychology and widely applied in commercial research. This model 

suggests that the situational stimuli (S) influences an individual’s internal 

reactions (O), which in turn affect the behavior response (R) (Mehrabian and 

Russell 1974). The stimuli refer to the external environmental cues that are 

independent from the focal individual. They come in various forms and in specific 

contexts (Jiang et al. 2010). For example, the stimuli can manifest themselves as 

products, brands, logos, ads, packages, prices, stores and store environments, 

word-of-mouth communication, newspapers, television, and other impinging 

factors in consumer research (Jacoby 2002). The organism denotes the internal 

psychological process of an individual as the reaction to the external stimuli in the 

mind. The reactions to the external stimuli can be cognitive reactions in people’s 

minds, such as perceived usefulness and affective reactions triggered by an 

environment like perceived enjoyment (Eroglu et al. 2003). Response is incited as 

the behavioral consequence of the external stimuli and internal organism. 

This model is extended from the classical stimuli-response (S-R) theory in 

behaviorism (Chang 2017). In the classical stimuli-response frame, the stimuli 

directly affect the response. The human mind is regarded as a black box in this 

process (Liu et al. 2013). The SOR paradigm improved the previous model by 
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integrating the organism into the relationship between stimuli and response. The 

improved model emphasizes the importance of individual’s cognitive and 

affective reactions in explaining the formation of human behavior, which 

originates from the external stimuli. Thus, the SOR model can be suitably 

employed in this study, which aims to shed light on the process through which 

environmental stimuli (value of product in the advertisement and customization of 

forwarding) influence responsive behavior (advertisement forwarding).  

This model offers a structure that integrates environmental stimuli and the internal 

organism and the subsequent behavioral response. The role of targeted factors can 

be examined in this structure. Indeed, prior studies drew on the model for both 

marketing stimuli like bonus and discount (Xu and Huang 2014) and various 

design feature stimuli, such as merchandise description (Parboteeah et al. 2009) 

and product images (Won Jeong et al. 2009), and design feature characters stimuli, 

such as web interactivity (Animesh et al. 2011; Ning Shen and Khalifa 2012) and 

recommendation agent trade-off transparency (Xu et al. 2014). 

In this regard, the SOR model is used as an overarching framework for this study. 

In the current context, the stimuli are operationalized as value of the product in 

the advertisement and customization of forwarding; organisms are operationalized 

as the benefits and costs of advertisement forwarding; and response is 

operationalized as advertisement forwarding behavior. The stimuli, organism, and 

response are elaborated in each subsection.  
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2.2 Diffusion as response: Research on advertising diffusion 

in social media networks 

Response in the SOR model may be nonverbal and verbal (Jacoby 2002). 

Communicative acts, such as word-of-mouth communication, can be subsumed 

into these responses (Jacoby 2002). In the current study, the diffusion behavior 

(i.e., forwarding) of the advertisement in social media networks by an individual, 

which is also a type of communicative act, serve as response in the SOR model. 

According to prior research on advertising forwarding, literature is mainly 

focused on two streams of topic: one is about how to make advertisements from 

the commercials passed along by the recipients in the stream of behavioral 

research (for a review, see Section 2.3); the other is how to design the mechanism 

to diffuse the advertising in the stream of management science research (Bampo 

et al. 2008). Advertising is commonly diffused via online social media networks, 

which is powerful in accelerating transmission (Petrescu and Korgaonkar 2011). 

As a result, research attention on advertising diffusion was extended to the social 

media context. Literature in this area usually focuses on how the characteristics of 

diffusion mechanism influence forwarding in the management science stream. 

The following table lists some examples in this stream. 

 

• Table 2. 1  Advertising Diffusion Literature in the Management Science 
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Stream 

Study Method 

(Leskovec et al. 2007)) 
Person-to-person product recommendation 
network analysis, modeling 

(Bampo et al. 2008) Simulation 

(Stonedahl et al. 2010) Simulation 

(Liu-Thompkins 2012) Social networks analysis 

(Schulze et al. 2014) Social networks analysis 

 

Except for the numerous studies conducted in the management science paradigm 

based on mathematical models and computer simulations, there are also few 

advertising diffusion researches in the behavioral paradigm in the social media 

context. The knowledge based on the researches in the behavioral paradigm 

requires researchers to interview or survey the participants directly (Bampo et al. 

2008). For instance, Hinz et al. (2011) compared the effectiveness of advertising 

diffusion between people with different social network structures via field 

experiments and real data; they suggested that people with a high number of 

connections to others should be selected as the initial targets of advertising 

diffusion to ensure the success of the campaign. However, compared to the 

studies in the management science paradigm, limited academic attention has been 

paid to advertising diffusion research in behavioral paradigm.  

This imbalance between the two streams of research in the emerging context of 

social media may be attributed to the fact that researchers usually rely on social 
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network analysis (SNA), which is a strategy for investigating social structures 

(Otte and Rousseau 2002), to understand the phenomenon in this context. 

However, the underlying theories are developed primarily through studies of 

offline social networks, which do not consider the new capabilities of social 

media platforms (Kane et al. 2014). For example, the interactivity granted by the 

platform can make users increasingly active (Stewart and Pavlou 2002). Moreover, 

social media platforms can lead to a social synchrony (the tendency of a group of 

people to perform similar actions in response to a trigger (De Choudhury et al. 

2009)), which can be an opportunity for advertising diffusion (Petrescu and 

Korgaonkar 2011). The new features of social media have considerable theoretical 

implications for SNA (Kane et al. 2014). Therefore, behavioral research is 

necessary to understand advertising diffusion in the social media context. This 

need is also one reason for the significance of the current research. 
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2.3 Decision process as organism 

Prior literature on the SOR model suggests that the organism in this model could 

be operationalized as motives or expectations (Jacoby 2002). In the current study, 

the organisms are the expectations of the outcomes of advertisement forwarding, 

which can motivate or hinder behavioral response (i.e., advertisement forwarding). 

In this section, the decision process of advertisement forwarding is investigated 

based on rational choice theory, which indicates that behavior is the consequence 

of expected benefit and the cost to do so. The expected benefits and costs, that is, 

the organisms in the SOR paradigm, are identified with impression management 

theory and social exchange theory. 

Prior research on the determinants of advertisement forwarding 

Before reviewing relevant literature on the organisms under the SOR model, we 

first provide a literature review on the determinants of advertisement forwarding. 

In these studies, the determinants, both external (such as the stimuli) and internal 

(such as the organism), directly influence forwarding behavior or behavioral 

intention.  

• Table 2. 2  Determinants of Advertisement Forwarding 

Study Context Determinants 
External Internal 

(Phelps et al. 2004) Sending 
pass-along email 

(The email is) 
funny, 
entertaining, 
exciting, etc. 

Enjoyment, having 
good time, helping/ 
caring /thanking 
/encouraging 
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others, unwinding 
oneself etc. 

(Dobele et al. 2007) Viral marketing 
campaign 

/ Emotions (both 
positive and 
negative*) 

(Leskovec et al. 
2007)) 

Viral marketing 
campaign 

Times the 
interactions are 
repeated; Size of 
the group; 
Whether the 
group is tightly 
knitted 

/ 

(Bampo et al. 2008) Viral marketing 
campaign 

Social structure of 
a digital network 

/ 

(Huang et al. 2009) Sending 
pass-along email 

Social capital 
(structural) 

Social capital 
(relational); 
Social cognitions 
(self-efficacy, 
image, affection) 

(Stonedahl et al. 
2010) 

Viral marketing 
campaign 

Network 
structures 

/ 

(Ho and Dempsey 
2010) 

Online content 
forwarding  

/ Need to belong, to 
be different, to be 
altruistic, personal 
growth 

(Abedniya and 
Mahmouei 2010) 

Viral content 
rapid diffusion in 
social network 
sites 

Playfulness, 
critical mass, peer 
pressure, 
community driven 

Perceived 
usefulness, 
perceived ease of 
use (of the social 
networking site) 

(Camarero and San 
José 2011) 

Viral message 
receiving, 
opening and 
forwarding 

Social capital 
(structural) 

Prior attitudes, 
social capital 
(relational); 

(Chu 2011) Facebook ad 
pass-on behavior 

Group 
membership 

/ 

(Eckler and Bolls 
2011) 

Video ad 
forwarding 

Emotional tone 
(pleasant, 
unpleasant, 
coactive) 

/ 

(Liu-Thompkins 
2012) 

Viral marketing 
campaign 

Message quality; 
Tie strength 

/ 
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between 
advertiser and 
disseminator; 
Influence of 
disseminator 

(Taylor et al. 2012) Viral video 
sharing 

Self-brand congruity,  
entertainment, 
product category 
involvement 

Self-expressiveness 

(José-Cabezudo and 
Camarero-Izquierdo 
2012) 

Viral marketing 
email opening 
and forwarding 

Message content, 
source, subject; 
structural social 
capital 

Relational and 
cognitive social 
capital, motivation, 
ability 

(Schulze et al. 
2014) 

Viral marketing 
campaign 

Unsolicited vs. 
solicited message; 
Message without 
vs. with incentive; 
Direct vs. 
broadcast 
message; 
Source of the 
message (friend 
vs. stranger). 

/ 

(Hayes and King 
2014) 

Viral ad referral Brand relationship 
strength 

Referral motivation 
(altruism and 
self-expression) 

*Note: The negative emotions (sadness, anger, fear, disgust) can also be the drive for the 
viral campaign. One example is that sadness can be used effectively to encourage support 
for the viral marketing campaigns of charitable organizations (Dobele et al. 2007). 
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Rational choice theory 

Rational choice theory has been a dominant tool in the study of economic 

phenomena. This theory was also extended into the area of human behavior 

research. The core points of this theory in a large body of literature were 

summarized by social psychologists: human beings are rational and rationality 

involves calculation; in the center of the calculation is cost-benefit analysis; 

people choose behavior based on calculation; the choice pursues the 

maximization of individual pleasure when all other conditions are equal (Gül 

2009).  

In rational decision making, people first detect possible actions and the 

corresponding predictions on the outcomes (Paternoster and Pogarsky 2009). The 

given preferences for outcomes determine whether and how much the individual 

is satisfied with the outcome and whether the outcome is perceived to be related 

to a benefit or cost (McCarthy 2002). Such a potential outcome is used to assess 

one of the ways to act; the final choice is made by weighing the overall 

assessments of costs and benefits (Bulgurcu et al. 2010). Benefit and cost cannot 

exist only as the overall assessment of the outcomes, but also as numerous 

concrete representations, and drive different behavioral consequences in the 

specific contexts. For example, in a study of employee’s internet use policy 

compliance; the perceived benefits of compliance are saving time and money, 

convenience, and interesting work life. The perceived costs of compliance are 
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perceived detection probability, perceived sanctions, subjective norms against 

Internet abuse, and security risks (Li et al. 2010).  

Rational choice theory is helpful in understanding human behaviors, but it is not 

without controversy, especially in the assumption that an individual makes 

rational decisions since people cannot guarantee being completely rational under 

any circumstance. For example, some of the decisions involve alternatives 

attaching with unexchangeable value like life safety (Luce et al. 2001). The 

benefits and costs are emotionally difficult to balance. Another instance is that 

people are limited by their capacity to be rational. In the heuristic-systematic 

model, individual decisions are made on the basis of cognitive shortcuts because 

of limited cognitive ability or capacity for information processing (Chaiken and 

Trope 1999). Given that the temporal outputs are difficult to consider, the 

decisions to spend time rely more on heuristics than decisions to spend money. 

These studies suggest the scope to employ rational choice theory. In the current 

study, rational choice theory is used to depict the process through which the 

decision on advertisement forwarding is made.  
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Rational choice and impression management 

As discussed in the last section, people seek the maximum of their objective in 

the decision-making process. In the nonymous online environment, such as 

Facebook (a popular social network site), presenting themselves to others is a 

commonly seen objective of users (Zhao et al. 2008). Thus, the presentation of 

information on the site, including advertisement forwarding without a specific 

target, can be reasonably recognized as the behavior of pursuing self-presentation. 

This concept can be viewed from the theoretical perspective of impression 

management. 

Impression management was first conceptualized by Goffman as the process in 

which people attempt to influence the views of other people hold about them 

(Goffman 1959). To manage this impression, people usually expect to obtain: 1) 

social and material outcomes; 2) maintenance of self-esteem; and 3) identity 

development (Leary and Kowalski 1990). The pursuit of these goals via 

impression management depends on the relevance between the impression and the 

goal, the value of the desired outcomes, and the discrepancy between one’s 

desired and current image (Leary and Kowalski 1990). Self-presentation is 

conducted strategically to obtain desired social outcomes, such as approval, 

deference, power, compliance, and support (Kowalski and Leary 1990). The 

development and popularization of online communication granted individuals 

with an increased ability to control self-presentation in online settings (Ellison et 



Chapter2 

 23 

al. 2006).  

The principal tenet of this line of research is that people intentionally project a 

desired self-image to the audience in social interactions to manage the impression. 

Any action that reflects a self-image consistent with the desired one can lead to a 

subjective experience called self-image congruence (Malär et al. 2011). By 

contrast, self-inconsistent actions can result in a perception of self-image concern 

which threatens the preferred self-impression of others (White et al. 2014). As a 

result of the two-side nature of advertising, self-image congruence and self-image 

concern can serve simultaneously in the framework of benefit and cost for a 

rational choice on the action, namely, advertisement forwarding in the current 

context. When people have a goal of presenting a desired self-image via 

advertisement forwarding, they will assess the possibility to experience 

self-image congruence and self-image to make decisions.  
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Rational choice and social exchange 

Another important objective of information generating via social media networks 

is initiating and maintaining interpersonal relationships (Cheung et al. 2011). In 

this relation-based perspective, advertisement forwarding can be viewed as a 

behavior in exchange for social benefits, such as friendship. Thus, advertisement 

forwarding for others can be brought into the theoretical perspective of social 

exchange.  

Rational choice theory emphasizes cost-benefit analysis in human decision 

making. In social exchange, the weighing of potential benefits and costs also 

plays a central role in the decision. In the exchange for tangible and intangible 

resources, the resources given away or the negative outcomes of exchange are 

seen as costs, whereas received resources or positive outcomes are treated as 

benefits (Kankanhalli et al. 2005). Social exchange theory suggests that people 

will not take part in social interaction unless they expect that some social rewards, 

such as approval, status, and respect, will be obtained through interaction (Blau 

1964). In other words, individuals search for maximum benefits and the minimum 

of costs in social interaction.  

Information sharing, which is a commonly seen interaction in an online 

environment, also involves the process of social exchange. By doing others a 

favor via sharing of useful knowledge, people are able to enjoy helping others in 
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return (Wasko and Faraj 2005). The enjoyment is a benefit for such an action. 

Indeed, people are motivated to help others if they expect that future returns will 

be higher than their efforts (Beck et al. 2014). Given that the current study 

focuses on the advertisement forwarding for others in a relation-based perspective, 

the dominant benefit identified in this context is the maintenance of the 

relationship between the forwarder and the targeted others (Park et al. 2011). 

Assisting each other is an indicator of relationship maintenance (Stafford and 

Canary 1991). If the advertisement is informative or entertaining, it is likely to be 

helpful for the recipient and, thus, contribute to retaining interpersonal 

relationship. 

Nevertheless, the possible cost brought about by the forwarding should be 

discussed because of the two-side nature of the advertisement. The commercial 

nature of advertisement make the forwarding of the advertisement inappropriate 

in an affection-oriented relationship (Wentzel et al. 2014). Therefore, the cost 

identified here is the violation of relationship norm, which refers to the act that 

disobeys the rules in a relationship (Aggarwal 2004). This research uses the 

constructs relationship maintenance and perceived norm violation to characterize 

cost-benefit analysis.  
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2.4 Product value as stimuli 

In the SOR model, stimuli are the external factors from the environment 

(Mehrabian and Russell 1974). The stimuli encountered by the individual include 

product-related factors, such as product diversity (how diverse the listed products 

vary on an auction web) (Cui et al. 2016), product availability (how available the 

needed product can be found on a website) (Liu et al. 2013), product type 

(utilitarian or hedonic) (Liao et al. 2016), and the product itself (Jacoby 2002) in 

relevant research. In the current context of social media advertising, we target 

another character of product that is visible in the advertisement, namely, the 

perceived value of the product, to serve as the stimuli that engender the 

subsequent inner reactions and behavioral responses. 

The perceived product value is defined as consumer’s overall assessment of the 

utility of a product based on perceptions toward receiving and giving (Zeithaml 

1988). Based on the general definition, the overall perceived value includes three 

dimensions, namely, functional, emotional, and social, which are derived from 

different aspects of the product utility (Sweeney and Soutar 2001); functional 

value refers to the utility derived from the perceived quality and expected 

performance of the product or derived from the product due to the reduction of 

short and long term costs; emotional value refers to the utility derived from the 

feelings or affective states that a product generates; social value refers to the 

utility derived from the product’s ability to enhance self-concept. The definition 
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and dimensional taxonomy are widely applied in existing literature as a basis for 

capturing the nature of the perceived value of the product or of other relevant 

targets like service or experience. The specific applications of the construct and 

its dimensions vary in line with the targets and contexts of the perceived value. A 

literature review of these relevant researches is presented in the following table. 

• Table 2. 3  Applications of the Construct of Perceived Product Value Its 

Dimensions and Role in the Study 

Study 
Context/ 

Target of value Perceived value 
Dimension / role of 

value 

(Babin et al. 1994) 

Shopping 

experience 

The value of shopping 

experience includes both 

utilitarian and hedonic 

aspects. 

Utilitarian; Hedonic / (scale 

developing) 

(Sirdeshmukh et 

al. 2002) 

Shopping 

experience 

The value is the perception of 

the benefits minus the costs 

(price/time/effort) of 

maintaining an ongoing 

relationship with a service 

provider. 

(overall) / mediator 

(Suri and Monroe 

2003) 

Product 

information 

processing 

Perceived value represents a 

trade-off between perceived 

sacrifice and perceived 

quality.  

(overall) / independent 

variable 

(Snoj et al. 2004) 

Mobile phone use Perceived value presents a 

trade-off between benefits 

and sacrifices perceived by 

customers in a supplier’s 

offering. 

(overall) / dependent 

variable 

(Kim et al. 2007) 

Mobile internet 

adoption  

A consumer’s overall 

perception based on 

the considerations of its 

benefits and sacrifices needed 

to acquire and/or use it. 

(overall) / mediator 

(Turel et al. 2007) Acceptance of The perceived value concept Performance/quality; 
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wireless short 

messaging services 

represents a comparison of 

the ‘give’ and ‘take’ 

components of using products 

and services. 

Money; Emotional; Social / 

independent variable 

(Kuo et al. 2009) 

Mobile 

value-added 

services 

Perceived value is the 

evaluation of the benefits of a 

product or a service by 

customers based on their 

advance sacrifices and 

ex-post perceived 

performance when they use 

mobile value-added services. 

(overall) / independent 

variable; mediator 

(Wiedmann et al. 

2009) 

Luxury 

consumption 

Different sets of consumers 

will have different 

perceptions of the luxury 

value for the same brands, 

and that the overall value 

would integrate these 

perceptions from different 

perspectives. 

-Financial: price value; 

-Functional: usability, 

quality, uniqueness value; 

-Individual: self-identity, 

hedonic, materialistic value; 

-Social: conspicuous, 

prestige value. 

/ (conception developing) 

(Kim et al. 2011) 

Digital items 

purchase 

The value frameworks 

incorporates three pertinent 

dimensions (functional, 

emotional, social) of 

customer consumption value. 

-Functional: price utility, 

functional quality; 

-Emotional: aesthetics, 

playfulness; 

-Social: social self-image 

expression, social 

relationship support; 

/ independent variable 

(Shukla and Purani 

2012) 

Luxury 

consumption 

Luxury goods have three 

distinct value based 

dimensions: the material, the 

individual and the social. 

-Symbolic/expressive 

-Experiential/hedonic 

-Utilitarian/functional 

/ independent variable 

(Yang and Lin 

2014) 

Facebook 

stickiness 

From the cost-benefit 

paradigm, the perceived value 

is a trade-off between 

cognitive benefits and 

cognitive costs. 

-Epistemic (novelty); 

-Hedonic; 

-Social 

/ independent variable 

(Im et al. 2015) New product 

creativity 

(Perceived product value is 

an outcome of new product 

creativity.) 

-Utilitarian; 

-Hedonic 

/ mediator 

(Hartline and 

Jones 1996) 

Hotel service 

WOM 

Perceived value is a global 

assessment of the service 

(overall) 

/ mediator 
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performance, with the 

consideration of time, effort 

and money spent on the hotel. 

(McKee et al. 

2006) 

Service 

participation and 

response (exit; 

WOM)  

High customer value of a 

service stems from efficient 

participation of customer in 

the service. The more 

customers value a service, the 

less likely they are to leave 

and the more likely they are 

to express positive word of 

mouth). 

(overall) / mediator 

(Pihlström and 

Brush 2008) 

Post purchase 

behavior 

(repurchase; 

willingness to pay; 

WOM) 

Perceived value is defined 

here as a multidimensional 

construct consisting of 

monetary, convenience, 

emotional, social, 

conditional, and epistemic 

value. 

-Monetary; 

-Convenience; 

-Emotional; 

-Social 

/ independent variable & 

mediator 

(de Matos and 

Rossi 2008) 

WOM activity Customer-perceived value is 

a trade-off between benefits 

or gets (quality, convenience, 

volume, etc.) and costs or 

gives (money, time, efforts, 

etc.). 

(not applicable) / 

independent variable 

(Koch and Benlian 

2015) 

Viral marketing 

referral 

(Higher product value is 

triggered by product scarcity 

due to the fact that people 

generally value things that are 

harder to attain more.) 

(overall) / mediator 

(Shi et al. 2016) Social media brand 

page contribution 

Perceived value consists of 

three dimensions, existing 

literature includes different 

coverage and labels for the 

contents of the three 

dimensions. 

-Functional: information 

quality, product-related 

learning, economic benefit; 

-Emotional: entertainment, 

arousal; 

-Social: interactivity, 

collaboration, social 

presence 

/ independent variable 
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Prior studies suggest that the perceived product value influences the diffusion of 

product related information, such as word-of-mouth (de Matos and Rossi 2008; 

Fang et al. 2008; Hartline and Jones 1996; McKee et al. 2006). It is found that 

viral advertisement is likely to be transmitted when the product in the 

advertisement is perceived as high-value because this advertisement can enable 

the recipient to recognize the larger investment on him/her and help build social 

capital for the transmitter (Koch and Benlian 2015). 

The construct of product value is a feasible stimulus in the current S–O–R model, 

which includes the benefits and costs calculus in self-based and social-based 

approaches. First, product value is a variable that stems from the comparison of 

gain and loss on the product (Kim et al. 2007; Kuo et al. 2009; Sirdeshmukh et al. 

2002). The benefit and sacrifice components are clarified and assessed before an 

overall evaluation of the perceived value is made (Zeithaml 1988). With an 

understanding of the pros and cons of the product, people are expected to judge 

clearly the benefit and cost to forward the advertisement. For example, after 

knowing the acceptable utility but disfavored appearance of a cellphone, a 

forwarder can easily find that forwarding does not contribute to self-image 

congruence, but could create self-image concern. 

Second, product value can form the standpoint of oneself vs. others (i.e., the 

product is valuable for oneself vs. others), which fits the framework that covers 

the two fundamental streams of diffusion motivations (self vs. social based needs) 
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in the context of social media; this standpoint may guide people to concentrate on 

the corresponding decision (about oneself vs. other people) on advertisement 

forwarding. In practice, the attention focus of an individual can be directed by 

one’s surroundings (Mor and Winquist 2002). People have a natural tendency to 

focus on the opinions and interests of oneself, but this propensity can be 

decreased by seeing a concrete signal of other people, such as their names 

(Barasch and Berger 2014). In this sense, people are likely to focus on self-based 

calculus when the product in the advertisement is valuable for himself or herself. 

When a product is valuable to other people, they are involved in other-based 

calculus before they forward the advertisement. 
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2.5 Customization of advertisement forwarding as stimuli 

Except for product value, the customization of advertisement forwarding can be 

the stimuli in the current context. Prior IS research suggests that the ability 

enabled by website design features, e.g., website interactivity, can serve as the 

stimuli that influence consumers and their behavioral response (Animesh et al. 

2011; Jiang et al. 2010; Ning Shen and Khalifa 2012). In this study, we propose 

that customization of advertisement forwarding, which refers to the capacity to 

adapt the forwarded advertisement by adding one’s own content and operations, 

can be the stimuli that influence the advertisement forwarding decision process 

and behavior. 

Customization denotes the degree to which goods or services can be tailored to 

individual preference (Teng 2010) and the ability for IT design, which is usually 

initiated by the consumer (Arora et al. 2008). A large stream of research on the 

customization of tangible products is made first and then followed by services 

(Sunikka and Bragge 2012), which indicates that customization for the product is 

valuable for the involved consumers as it delivers a good fit of the product and 

consumer preference when the preference is well understood and expressed by the 

consumer (Franke et al. 2009). For example, for the self-designed product, the 

comparison with the design of professionals is important for the satisfaction of the 

product, given that a salient distance away from the professionals will result in 

negative self-assessment (Moreau and Herd 2010). 
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The merits of customization also extend to the IT-enabled products and services. 

For example, a self-customized marketing email can significantly increase 

website traffic by “enabling the right content to reach the right person at the right 

time” (Ansari and Mela 2003). Technology helps collect accurate consumer 

preference and give out precious feedbacks to ensure that the enduring consumer 

relationship will be established. For an IT-enabled product such as hypermedia 

system, customization means being in control of the initiation, proposal, selection, 

and production (Kobsa et al. 2001). The forms of customization vary in terms of 

the level of control that a user has over the IT product. 

The process of customization includes content acquisition, representation and 

secondary inference, and production (Kobsa et al. 2001). When the targeted 

content is a type of information, it needs to be identified and collected first. The 

collected information will then be expressed. For example, users have an 

individual profile page constructed by themselves on social media networks 

(Kane et al. 2014). The components of the individual profile page, such as a 

photograph, needs to be uploaded by the user which will then be saved and 

presented on the page by the social media website; this is a typical process of 

online customization. 

Compared with information received without customization, customized 

receiving can affect the perceptions (Kalyanaraman and Sundar 2006) and attitude 

of the recipient toward the information (Li and Kalyanaraman 2013). Particularly, 



Chapter2 

 34 

customized advertisement has the merits of great relevance and fit (van Doorn 

and Hoekstra 2013), which leads to increased purchase intention (Franke et al. 

2009). This influence can result from the sense of engagement and control (Kim 

et al. 2015; Sundar and Marathe 2010) granted by customization. In existing 

literature on customization, customizing the content that will be received boost 

advertising effectiveness (Bright and Daugherty 2012; Hanus and Fox 2017; Lee 

et al. 2015). However, little is known about the perceptions and attitudes of the 

user toward sending customized content. 

Customized receiving and sending of information on social media are different for 

two reasons. First, customized receiving and sending of information are different 

operations in practice. The gist of customization operation is allowing users to 

modify some aspects of an interactive interface to a certain degree to fit their 

preferences (Marathe and Sundar 2011). In the context of online social media 

networks, customized receiving denotes that users can freely determine who and 

how many accounts to subscribe to so as to receive wanted information on their 

newsfeed. By contrast, customized sending means that users can tailor a piece of 

information into their desired form (e.g., with picture or video) before they send it 

out. Second, the advantages of customized receiving and sending for users may be 

different. On the one hand, customized receiving is known to increase relevance 

(van Doorn and Hoekstra 2013) and reduce information overload (Ansari and 

Mela 2003). On the other hand, no such academic attention has been paid to what 
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users can benefit from customized sending. 

As outcomes of information sending on social media usually contribute to the 

goals of online identity construction and relationship building (Alexandrov et al. 

2013; Barasch and Berger 2014; Constant et al. 1994) and prior research provides 

various evidence on positive customization effects (Li and Kalyanaraman 2013) 

by increasing sense of engagement (Sundar and Marathe 2010) and control 

(Marathe and Sundar 2011), we can reasonably infer that customization can also 

facilitate information sending. 

In current context, a forwarding can be customized in two ways. When a user 

clicks on the forwarding button, a dialog box pops up. Two focal features in this 

research, which enable two different dimensions of customization in an 

advertisement forwarding, are “@” and “Comment” in the dialog box (see Table 

2.4 in the end of section-2.5 for the illustration). 

On the one hand, the user can decide whether or not to write something for the 

forwarding via the feature “Comment”. The feature “Comment” is used to express 

the users’ ideas about the reposting. In an forwarding, the content (e.g., characters, 

figures, and emojis) in “Comment” will be presented together with the original post 

into the recipient’s newsfeed. For example, users can articulate their reasons to 

forward an advertisement by writing the reasons down as the “Comment”. Usually, 

social media users write “Comment” to relax or seek for light interaction (Smock et 
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al. 2011). Users write more comments on social media if they feel less worried about 

their privacy (Celebi 2015). Anything written via “Comment” could serve as a 

justification for the forwarding. People have the need to justify their behavior for 

a variety of reasons (e.g., impression management and social exchange) 

(Simonson 1989). The provision of customizing capacity can just satisfy such a 

demand. In other words, customization of justification can provide the user with 

the ability to explain why the advertisement is forwarded. 

On the other hand, the user can decide whether and how to use the design feature 

of “@” in the dialog box, which is used to target the specific receiver of the 

forwarding. The feature “@” is used to direct the advertisement to particular 

recipient(s). In an advertisement forwarding, if the feature “@” is used to mention the 

targeted recipient, the user need to type the “@” sign into the dialog box followed 

with the recipient’s name. Then the recipient’s name will follow the “@” sign to be 

publicly shown in the wall post. Besides, the recipient will receive an extra reminder 

via private mail from the system. All the visitors to the social media can see this 

mentioning by using “@” sign. It resembles a publicly displayed private dialog. It has 

been found that the use of feature “@” indicates the intention to initiate a conversion 

(Honeycutt and Herring 2009). Also, the publicly displayed dialog via using “@” 

shows the meaningfulness and importance of the relationship (Burke et al. 2011). 

This communication via “@” is termed as direct message on social media 

networks, which is proposed as an indicator of a strong social tie and would 
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facilitate the mongering of rumor (Oh et al. 2013). The directed communication 

could be effective and responsive since it easily captures one’s attention 

(Amaldoss and He 2009) and is likely to evoke norms of reciprocity (Goh et al. 

2013). In the current context, “@” is a door through which a dialogue is opened 

and supports the accessibility of direct dialogue. As such, customization of direct 

dialogue accessibility grants entrance to initiate a conversation between the 

forwarder and targeted receiver. The two types of customization in this context 

are illustrated in the following table. 

• Table 2. 4  Customization Design Features 

Customization of justification 

 
Customization of direct dialog accessibility 
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3. CHAPTER 3: STUDY-1 

As mentioned in the Introduction section, two fundamentals need to be satisfied 

in information diffusion, i.e., the need to express oneself and help others. This 

section starts with the specific information diffusion, namely, advertisement 

forwarding with the goal of self-expression. In this chapter, the research model on 

this goal is established by developing the hypotheses at first. To test the model, a 

lab experiment is conducted, and then the data analysis is followed. The findings 

will be discussed at last. 

3.1 Research model and hypothesis development 

Based on the discussion of rational choice theory and impression management, 

the research model for advertisement forwarding is presented in Figure 3.1. 
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• Figure 3- 1  Study-1: Research Model 

The core of the model is self-based calculus, which consists of perceived benefit 

and cost of forwarding advertisement on social media, namely, self-congruence 

and self-image concern in the current context. The value of the product in the 

advertisement is posited to influence the perceived benefit and cost of 

advertisement forwarding. Furthermore, the effects of product value on self-based 

calculus will be moderated by customizations. Specifically, the customization of 

justification, which is enabled by the design feature “Comment“ while forwarding, 

is proposed to reinforce the effects of product value on self-congruence and 

self-image in the model. The customization of direct dialogue accessibility, which 

is afforded by the design feature “@”, is also expected to reinforce the same 

effects. 
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Perceived benefit of forwarding: Self-image congruence 

According to rational choice theory, perceived benefit or the belief of favorable 

outcome will motivate behavioral consequence (Bulgurcu et al. 2010). In the 

current context, the forwarding of advertisement would be driven by perceived 

benefit in the self-based calculus, i.e., self-image congruence elicited by the 

forwarding behavior. 

Self-concept is defined as the cognitive and affective understanding of who we are, 

whereas self-image congruence is the perception of fit between self-concept and 

mental representation of one object or behavior (Malär et al. 2011). When the 

object just mentioned is a product, the mental representation of the product is 

termed as product-user image. This product-user image reflects the stereotype of 

the generalized users of the product. When this product-user image is consistent 

with the self-concept of the consumer (i.e., the self-image), the subjective 

experience generated in the interaction between these two images is denoted as 

self-image/product image congruity or self-image congruence for short (Sirgy et 

al. 1997). Self-image congruence was studied in the settings of automobile, 

tourism (Hosany and Martin 2012) and hospitality service.   

According to self-verification theory (Swann Jr et al. 1992), people have the 

desire to verify and sustain their existing self-concepts, which indicates being 

consistent with one’s self-concept is a natural need. To satisfy this need, people 
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are motived to search for experiences that can affirm their sense of self. When the 

sense of self is confirmed, the self-image congruence will be experience because 

satisfying the sense of self affirmation involves the fit between the experience and 

one’s self-concept. Thus, self-image congruence affects certain behavior through 

the motivator of the need for self-consistency (Sirgy et al. 1997). Specifically, if a 

behavior is believed to have an outcome of self-image congruence and 

self-consistency is needed, this behavior would be conducted in the situation for 

self-based reason.  

When it comes to online social media networks, self-image congruence is an 

important impetus to trigger forwarding by the user. Individuals have a 

fundamental tendency to communicate their self-concept to others in everyday 

social life (Jones et al. 1981). The use of social media grants the unprecedented 

opportunity for such a communication with the audience from the platform. In the 

daily use of social media, the content generated by a user via posting and 

forwarding will be maintained on the user’s personal profile. Thus, the creation of 

content via posting and forwarding could be regarded as a means of contributing 

to communication, which therefore constructs the online self-concept of oneself. 

Social network users have been found to construct their online self-concept with 

self-identity claims, which vary from implicit visual illustration like pictures to 

explicit verbal narratives (Zhao et al. 2008). Moreover, the content in terms of 

narratives, signs, symbols, material objects, and places used to present online is 
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generated in line with one’s self-concept in the nominal online community with 

real online/offline friends (Schau and Gilly 2003). In summary, forwarding on 

social media could be driven by self-image congruence, which acts as an expected 

benefit for behavior.  

In addition, self-image congruence can also be one motivation for advertisement 

forwarding on social media. In prior research on word of mouth, self-based 

motivation was established as one central motive for sharing word-of-mouth 

information (Packard et al. 2016). This finding means that sharing of word of 

mouth is encouraged because that information is important or useful and sharing 

can help achieve some self-based goals such as being self-consistent or boasting 

self-esteem. Similarly, forwarding advertisement is, to some extent, similar to 

sharing word of mouth. The advertisement consists of the product and promotion 

information. The information could be useful for the audience. The sharing of 

such information could show an individual’s association with the product (Schau 

and Gilly 2003). To present such an image to the audience, the advertisement 

would be forwarded to the audience in the social media. Given that sharing on 

social media is directed to all the followers and open to all the visitors, the user 

who forwards the advertisement could be more concentrated on himself or herself 

rather than other people. Thus, it is possible to postulate the following hypothesis.  

H1: Self-image congruence between the user and advertisement forwarding will 

increase the likelihood of forwarding the advertisement.  
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Perceived cost of forwarding: Self-image concern 

Contrary to the perceived benefit of a specific behavior, perceived cost will 

impede behavior. Perceived cost in the current context is self-image concern, 

which will less likely to encourage users to forward the advertisement. 

The self-image concern in the current study refers to the concern to present a 

negative self-image to other people (White et al. 2014). Presenting such an 

undesired self-image to other people means that a threat to the self-concept will 

be experienced. Self-threat has been the focus of many research in recent years 

(Townsend and Sood 2012; Ward and Broniarczyk 2011; White et al. 2012). 

Self-threat is the perception with regard to negative perceived evaluations from 

other people, and usually attached with self-conscious emotion like 

embarrassment (Dahl et al. 2001). Despite the global negative experience of 

self-threats, threats in a specific context also attracted academic attention. For 

example, research on public coupon redemption identified sense of cheapness, 

which is the worry perceived by others as a penny-pincher and stingy, to be an 

impediment of consumer’s redemption (Ashworth et al. 2005). The potency of 

such a threat to be negatively evaluated by others will make people believe that 

the consequence of this action is negative in the aspect of self-image. Taking such 

an action will facilitate self-image concern, which will act as a cost of action in 

the stage of decision.  
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To avoid experiencing the global or specific self-threat and unpleasant emotions, 

an individual may give up the actions associated with the threat, which may also 

be applied to online settings. Researchers found that inaction is a way for users to 

cope with the embarrassing situation in online social networks (Choi et al. 2015). 

In the context of forwarding on social media, self-awareness (Uhrich and Tombs 

2013) exists because the behavior will be witnessed by the audience (maybe 

imaged by the user). The online setting is an environment in which self-image 

will be noticed and cared by the user. A behavior with the potency to create a 

negative impression will generate the concern of self-image before it has been 

done. Therefore, self-image concern will in turn impede the behavior, i.e., 

forwarding in the current discussion.  

In marketing communication, advertisement is usually assumed as informative, as 

well as manipulative and deceptive (Deval et al. 2013). With the negative side of 

naïve theory on advertisement, forwarding the advertisement would be 

inappropriate when the evaluation of the audience has been taken into 

consideration, even though the forwarding is driven by the positive characteristic 

of the advertisement such as useful or entertaining (Ho and Dempsey 2010). This 

inappropriateness would result in the belief that the forwarding will be judged by 

the audience as a negative action; thus, this action will lead to self-image concern. 

A typical example comes from those commercials who include their coupon or 

their discount information in the advertisements (Garretson and Clow 1999). 
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Existing literature shows that coupon redemption in public place does harm to 

one’s perceived impression on others since it’s a signal of cheapness and 

stinginess (Ashworth et al. 2005). If so, forwarding such kind of advertisements 

publicly could also be perceived as negative to one’s self-image. Further, the 

forwarding of advertisements without coupon or discount can also be perceived as 

intrusive by the audience; as a result of the forced exposure (Edwards et al. 2002) 

in their timelines. Thus, forwarding this kind of advertisement could also hurt 

forwarder’s self-image. To avoid negative experience, it is reasonable to predict 

that the user will not be willing to forward the advertisement when the self-image 

concern is expected. Hence, we propose the following hypothesis.  

H2: The self-image concerns on forwarding the advertisement will decrease the 

likelihood of forwarding the advertisement. 
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Advertisement and self-based calculus: Role of product value 

Commercials want their product promotion advertisements to be disseminated in 

social media networks. For the advertisement, we propose that the value of the 

product to the user is a crucial factor that influences the user to decide whether to 

forward it. Product value is a multifaceted conception that includes value from 

utilitarian, emotional, and social dimensions (Im et al. 2015; Kim et al. 2011; Liu 

et al. 2012a; Sweeney and Soutar 2001). These values can create the link between 

one consumer and the product. When the consumer and product are somehow 

associated, it can be a part of the self-concept, which can be presented online 

(Belk 2013). 

In the daily use of social media, users may involve the process of online 

impression management when they forward online content. Self-presentation 

theory argues that people are willing to present desired self-images to others to 

avoid exposure of undesired self-image (Goffman 1959). Self-presentation differs 

in terms of protective and acquisitive styles (Barasch and Berger 2014). 

Protective self-presentation suggests that people stay away from things that make 

them look bad, whereas the acquisitive one indicates that people seek social 

approval by linking themselves to positive things. People need to manage the 

impressions they make on others. This need is motivated by how valuable and 

desirable the impression is, and the discrepancy between desired and current 

image (Leary and Kowalski 1990). As mentioned in the past section of hypothesis 
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development, the construction of a desired self-image is an important goal in 

online social media networks (Zhao et al. 2008).  

Social media users will pay attention to the image they project on their online 

profile. Any action on the profile (such as posting, forwarding other’s post, and 

commenting) combined with a potential positive self-image will be welcomed by 

users. By contrast, negative impression in advance would contribute to the 

concern on impression management, which is referred to as self-image concern in 

this study.  

For the focal factor in this study, i.e., product value to the user, different level of 

the value (i.e., high vs. low) can give rise to different consequences in the 

self-based calculus of advertisement forwarding. As argued above, the 

achievement of self-image congruence requires aself-image consistent with the 

product-related image. When a product is categorized as high value, the product is 

likely to satisfy the match between the product and the user’s self-concept. It is 

because that the value of the product is user’s overall assessment of the product 

(Zeithaml 1988); high product value means that the benefit derived from the 

product is significantly higher than the cost on the product. In this case, the image 

connected with the high-value product will be acceptable to the user. Therefore, 

the impression of forwarding the advertisement will be integrated into the 

self-concept by the user when interacting with the product. The extrinsic 

product-related image will then be congruent with the user’s self-image, which 
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results in self-image congruence. However, the low value product may have low 

possibility to generate the match since product value is a basis for self-product 

match. Actually, an advertisement of an irrelevant product has no plausible reason 

to be forwarded in social media. Such an action may make the audience feel 

disrupted by the noisy content. Thus, negative evaluation and opinion seem 

inevitable, which will elicit self-image concern. Thus, we propose the following 

hypotheses.  

H3: Product value to the user is positively associated with the self-image 

congruence achieved by advertisement forwarding. 

H4: Product value to the user is negatively associated with the self-image concern 

caused by advertisement forwarding. 
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Moderating role of customization 

Adapted from prior literature (Teng 2010), customization in current context refers 

to the degree to which the forwarding on social media can be tailored to satisfy 

the unique needs or preferences of an advertisement forwarder. As it is discussed 

in the part of background, there are different dimensions of forwarding 

customization in current context. For this research, we focus on the two important 

features, which can enable the customization dimensions. To be specific, the 

presence of the feature “Comment” supports the customization of justification, 

and the presence of the feature “@” supports customization of direct dialogue 

accessibility. 

The effect of customization of justification is going to be discussed under two 

scenarios. In the first scenario, the feature “Comment” is not provided in the 

forwarding operation, i.e., customization of justification is not enabled. Under this 

scenario, users only forward the original advertisement post without any 

explanation. They can only rely on the pure advertisement to express themselves. 

For the low-valued products, they cannot be employed to accomplish the goal of 

self-expression by nature. It is because that low value means the product could be 

instrumentally, emotionally and symbolically useless or irrelevant for a user 

(Sweeney and Soutar 2001). That’s impossible to use a totally useless or 

irrelevant product to express oneself since it cannot stand for any important or 

desired aspect of oneself. For the high-valued products, as it is discussed for H3, 
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they could a have positive effect on achieving the goal of self-expression. 

However, original advertisement is not specifically designed for self-expression. 

Without the feature “Comment” to adapt the forwarding, the original 

advertisement may not express the desired self accurately. If so, the forwarding 

may only have the effect of high perceived value of the product at most. 

By contrast, under the second scenario where the feature “Comment” is provided 

in the forwarding operation, the effects will be different. For low-valued products, 

they are still not usable for self-presentation as it is mentioned above. The 

presence of feature “Comment” enables users to justify their forwarding as an 

explanation to the behavior (Daly and Geyer 1994). The explanation itself can 

serve as a way to express the self by articulating the reason of forwarding. It can 

rectify the negative views of the audience towards forwarding. As such, 

self-expression may be partially accomplished by the explanation. For 

high-valued products, both the high perceived product value and the justification 

can contribute to achieving the goal of self-expression separately. When the 

customization of justification is granted, a forwarder has the capacity to show 

how the high-valued product is related to the self accurately. Self-concept is 

multifaceted with unknown aspects (Reed et al. 2012), forwarding the original 

advertisement cannot accurately tell people why “the product is me”. By 

justifying the forwarding, the forwarder can clearly present what the relation 

between the product and the self is and how it can be a part of the self (Mogilner 
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and Aaker 2009). (Actually, according to our results of study-1, 81% of the 

subjects who used this feature declared the relationship between the products and 

them). Using the combination of the product advertisement and the customized 

justification is better than using the advertisement or the justification only to 

present the self accurately, and thus achieve higher level of self-image 

congruence. 

We then propose the following hypothesis.  

H5a: The effect of product value on self-image congruence will be stronger when 

customization of justification is enabled. 

Self-image concern is caused by the unreasonable forwarding of commercial 

advertisement, which can be recognized as deceptive and manipulative at times. 

Customized justification also works to help resolve self-image concern. The effect 

is also discussed in two scenarios. In the first scenario, the feature “Comment” is 

not provided in the forwarding operation, i.e., customization of justification is not 

enabled. At this time, only the original advertisement can be forwarded to the 

recipients without a single word from the forwarder. For the low-valued products, 

as the product is irrelevant and unimportant to the forwarder,  it is reasonable to 

infer that the forwarding is for certain commercial goals. This is the very source 

of self-image concern in current context. For the high-valued products, although 

they have a positive influence on reducing self-image concern (which is discussed 
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in the part for H4), forwarder’s concern on being recognized as a commercial 

conduct still exists.  

In the second scenario, the feature “Comment” is usable for the forwarders. It 

means that they can articulate the reasons to forward as they want. The 

justification itself makes the forwarding meaningful (as we mentioned above, 81% 

of the subjects who used this feature declared the relationship between the 

products and them). It can also serve as an excuse to distract the attention of the 

audience towards the commercial advertisement (Blair and Roese 2013) , and thus 

the forwarder could worry less on the self-image associated with the forwarding. 

Especially for the combination of high product value and justification, the 

self-image concern will be furthest limited as the intention of self-expression is 

obviously presented. 

Thus, we propose the following hypothesis.  

H5b: The effect of product value on reducing self-image concern will be stronger 

when customization of justification is enabled. 

We can postulate that the customization of direct dialogue accessibility helps 

increase self-image congruence and reduce self-image concern. The effect of 

customization of direct dialogue accessibility on self-image congruence is also 

examined in two scenarios. Firstly, the feature “@” is not enabled in the 

forwarding operation. Forwarders only rely on forwarding the original piece of 
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advertisement to express who they are. As it is discussed early, self-expression in 

this way is not accurate to achieve self-image congruence. For low-valued 

products, it’s difficult to accomplish the goal via forwarding their advertisement 

merely. Similarly, for high-valued products, although the high product value may 

be favorable for self-expression, the effect is also limited. 

Secondly, the feature “@” is enabled in forwarding. In this scenario, the 

accessibility of a direct dialogue means that it can be done successfully between 

two people (Karahanna and Straub 1999). If accessibility can be customized, it is 

equivalent to saying that users are free to choose whom and how many friends 

they want to talk to in the forwarding dialogue. For the low-valued products, the 

effect from customization of direct dialogue accessibility may influence the 

self-image congruence by itself. If the accessibility can be customized, a 

forwarder can use the feature “@” to target the forwarding to specific recipient(s). 

At this moment, the forwarding is a public dialog between the forwarder and the 

recipient(s). As such, the forwarder may obtain the congruence of the self-image 

regarding a helpful friend via forwarding. When the advertised product is high 

valued, this dialog may be a recommendation of the product or an inquiry of 

advice to the recipient(s). In short, the self-image regarding the relationship with 

the recipient(s) can be accurately showed to victims. According to the research on 

relational self, self-concept includes the relational aspect, which is self-associated 

with relationships with significant others (Andersen and Chen 2002). Therefore, 
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explicitly presenting the relationship can be viewed as part of self-presentation. In 

effect, public display of the relationship is found to be a device of 

self-presentation in the social world (boyd and Ellison 2008) because impression 

management is a motive for initiating and retaining a particular relationship. Thus, 

forwarding is consistent with the focal user’s self-image, and self-image 

congruence can easily be achieved. 

H6a: The effect of product value on self- image congruence will be stronger when 

the customization of direct dialogue accessibility is enabled. 

Self-image concern, which is caused by the forwarding of commercial 

advertisement, is likely to become less salient when customization of direct 

dialogue accessibility is enabled. In the scenario without the feature “@”, 

forwarders can only forward the original advertisement. At this time, the 

advertisement for a high-valued product may cause less concern than a 

low-valued product as it makes the forwarding more comprehensible (as in H4). 

It’s reasonable for people to forward a valuable product advertisement without 

extra explanation.  

By contrast, in the scenario with the feature “@”, the concern could be different. 

If the feature “@” can be used, the goal of the forwarding can be clearly 

illustrated to all the witness. That is, forwarding with “@” shows the targeted 

recipient(s) explicitly. It can be naturally treated as a dialog or sharing by witness. 
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For a low-valued product, the concern on forwarding could be buffered by the use 

of the feature “@”. For a high-valued product, the forwarding shows a complete 

dialog with recipient(s). Self-image concern may become less salient for two 

reasons. Firstly, discussing a high-valued product with a friend on social media 

looks more likely a normal dialog, which is irrelevant to any commercial goal. 

People in this dialog thus have little self-image concern caused by the 

commercial-related suspicion. Secondly, the attention focus shifts to someone else 

rather than to the forwarder him/herself (Barasch and Berger 2014). With using 

the feature “@”, users can be involved in a specific dialogue, and focus less on 

their self-image. Hence, users would be less worried about their impression 

presented to the public. In summary, if customization is provided in the system, 

we propose the following hypotheses. 

H6b: The effect of product value on reducing self-image concern will be stronger 

when the customization of direct dialogue accessibility is enabled. 
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3.2 Research method 

Weibo was selected as the online social media platform for the present study 

because: (1) it is the largest and most widely used social media platform in 

mainland China; (2) it provides service for the commercials to insert 

advertisements into the targets’ timeline that leads to a natural advertisement 

exposure; (3) it provides the functionalities that enable customization of 

justification and direct dialogue accessibility during message forwarding, and, 

thus, suitable for the investigation of advertisement exposure and forwarding. 

Experimental design 

A laboratory experiment with 2 (product value: high vs. low) x 2 (customization 

of justification [CSTJ]: without vs. with) x 2 (customization of direct dialogue 

accessibility [CSTA]: without vs. with) factorial design was conducted to test the 

proposed hypothesis. This design is illustrated in Table 3.1. 

• Table 3. 1  Experimental Design 

PV High product value Low product value 
Customization no CSTA with CSTA no CSTA with CSTA 
no CSTJ Group1 Group2 Group5 Group6 
with CSTJ Group3 Group4 Group7 Group8 
 

A simulation of product advertisement exposure is used. Product value was 

manipulated by collecting the high vs. low value product of oneself via a 

questionnaire sent online before laboratory experiment. The subjects need to 
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report a product in the questionnaire that they treat as valuable and another 

product that is unvalued. According to the assignment, the high vs. low valued 

product will be used to view the advertisement in the laboratory experiment. 

Customizations were manipulated with a video specification. In the video, the 

affordance (without vs. with) of each design feature enabling the dimension of 

customization was specified. This method is valid because: 1) the design features 

enabling customization are usable by default on Weibo. The social media platform 

does not allow developers to alter the features. 2) Any other specifically designed 

social platform cannot duplicate the social media context, and, thus, impair the 

realism of the advertisement exposure and forwarding context. 3) Field 

experiment cannot provide the specifically designed advertisement to each subject, 

although it seems close to an actual situation. 4) Using video can impressively 

and clearly articulate the treatments to the subjects. 

Sample and experimental procedures 

Subjects in the current experiment were university students from Mainland China. 

Prior to the laboratory experiment, the Weibo account of the subjects were 

checked by a research assistant. The criteria are as follows. (1) The subject had 

posted/reposted at least one message; and (2) the subjects had at least five friends 

on social media. The criteria were implemented to ensure that: (1) the subject 

used Weibo to share information rather than just lurk and receive information; (2) 

the subject’s account had the property of social interaction.  



Chapter3 

 58 

The qualified subjects were then given a questionnaire to report the products, 

which were valuable to them. The product should be publicly discussed on social 

media to avoid private ones, which have no possibility of being shared and 

discussed online. Moreover, the product should be reported accurately with its 

brand and specific name. Valueless products were reported in the same 

questionnaire.  

A total of 161 subjects were randomly assigned to one of the eight experiment 

conditions (see Table 3.2). After their arrival, each subject was asked to view a 

personalized product advertisement. The advertisement was specifically edited for 

the subject according to the product reported before laboratory experiment and 

the condition in terms of low vs. high product value (one example can be found in 

Appendix A), and inserted into the subject’s Weibo timeline by an experiment 

assistant. Before starting to view the advertisement, the subject was told that 

he/she can view the advertisement as usual. Besides, the subject was also 

informed that the advertisement had been found from the company’s official 

Weibo account. They company has no connection with the experimenters. The 

subjects were then instructed to view a general instruction video with regard to 

the operations on forwarding a certain message on Weibo. In the next step, the 

subjects viewed the video of customization manipulation (the screen shot is in 

Appendix B). Based on the manipulation of customization, the subjects were 

asked to decide the forwarding and complete the post task questionnaire of the 



Chapter3 

 59 

variables tested in the experiment. Each subject was paid￥30 (around 4.2 US 

dollars) as a participation reward.  

• Table 3. 2  Experimental Design: Subject Number 

PV High product value Low product value 
Customization no CSTA with CSTA no CSTA with CSTA 
no CSTJ 20 20 21 18 
with CSTJ 20 21 23 19 
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3.3 Data analysis 

Subject background 

The subjects were recruited from university students in mainland China. The links 

to participating in the experiment were posted publicly on the most commonly 

used social networking sites among these students like QQ, WeChat, Weibo, and 

the university bbs. In the resulting sample, among the 161 subjects, 28 were male 

and 133 were female. There were more females in our sample. This sample can be 

suitable because the target of our research is the social media users; in practice, 

females are more likely to use social media networks (Ahn 2011; Hargittai 2007; 

Thelwall 2008). Besides, prior research on social media has used 

female-dominant sample (Pagani et al. 2011) as well. In addition, among the 

students, 45 were graduates and 116 were undergraduates. The subjects use Weibo 

1.4 times a day on average, with the average Weibo experience of 2.3 years. No 

significant differences were found among the subjects who were randomly 

assigned to each of the eight experimental conditions with respect to grade, 

gender, and Weibo experience, which indicate that their demographics were 

homogeneous across different conditions. 

Manipulation check 

The manipulation checks for product value for oneself was done by asking the 

subjects to rate on three items if the product in the advertisement was valuable for 
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them (see Appendix for manipulation check items). On a seven-point Likert scale, 

subjects in the low product value conditions reported a mean value of 2.19 

(standard deviation, 1.00). Subjects in the high product value conditions reported 

a mean value of 5.54 (standard deviation, 0.71). The difference was significant (p 

< 0.001). Thus, the manipulation for product value worked as expected.  

The manipulation check for the customization of justification was conducted by 

asking the subjects three questions to measure the extent to which the 

customization of justification is afforded. The level of the customization is 

significantly different. Low customization of justification conditions (mean=2.65, 

SD=1.34) and high customization of justification conditions (mean=5.46, 

SD=0.94), p < 0.001. Likewise, the manipulation check for the customization of 

direct dialogue accessibility was conducted by asking another question. The 

difference on the level of customization is also significant. Low customization of 

direct dialogue accessibility conditions (mean=2.52, SD=1.12) and high 

customization of direct dialogue accessibility conditions (mean=5.28, SD=1.14), 

p < 0.001. These results provide evidence to support that the manipulations for 

both were successful.  

Measurements 

Two items that measure self-image congruence perception between the 

advertisement forwarding and the subject were adapted from Malär et al. (Malär 
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et al. 2011) (Cronbach’s alpha = 0.77; AVE= 0.799). Four items that measure 

self-image concern were adapted from White et al. (White et al. 2014) 

(Cronbach’s alpha = 0.91; AVE= 0.792). The items are shown in Table 3.3. 

• Table 3. 3  Measurements 

Construct Source Items 

Self-image 
Congruence 

(Malär et 
al. 2011)  

[SCRT1] Forwarding the ad is consistent with how I 
see myself. 
[SCRT2] Forwarding the ad is a mirror image of me. 

Self-image 
Concern 

(White et 
al. 2014) 

[SICN1] I am concerned with the publicly displayed 
aspects of myself when forwarding this ad. 
[SICN2] I am self-conscious about the way I looked to 
others when forwarding this ad. 
[SICN3] I am concerned about the way I present 
myself to others when forwarding this ad. 
[SICN4] I wish to avoid looking foolish when 
forwarding this ad. 

The discriminant validity of the constructs was assessed and presented in the table 

of cross loading. Items load well on their intended factors and slightly on the 

other factor (see Table 3.4). In addition, Table 3.5 shows that the square roots of 

the AVE are greater than the correlations of the construct and other constructs. 

Taken together, the evidence indicates adequate construct reliability and validity 

in this study. 

• Table 3. 4  Cross Loadings 

 CSTA CSTJ FWD PV SCRT SICN 
CSTA1 0.973 0.091 0.052 -0.099 -0.029 -0.023 
CSTA2 0.955 0.156 0.080 -0.049 0.007 -0.019 
CSTA3 0.939 0.169 0.054 -0.055 0.010 -0.089 
CSTJ1 0.144 0.934 0.108 -0.071 0.155 -0.055 
CSTJ2 0.138 0.973 0.087 -0.131 0.102 -0.026 



Chapter3 

 63 

CSTJ3 0.112 0.965 0.050 -0.149 0.045 -0.041 
FWD 0.061 0.078 1.000 0.534 0.509 -0.490 
PV1 -0.033 -0.082 0.513 0.944 0.578 -0.353 

PV2 -0.109 -0.126 0.521 0.955 0.577 -0.342 

PV3 -0.076 -0.165 0.465 0.915 0.530 -0.273 

SCRT1 -0.034 0.057 0.549 0.646 0.950 -0.426 

SCRT2 0.034 0.131 0.308 0.363 0.833 -0.091 

SICN1 0.002 -0.033 -0.389 -0.271 -0.222 0.872 

SICN2 -0.044 0.002 -0.408 -0.281 -0.281 0.922 

SICN3 -0.073 -0.085 -0.477 -0.329 -0.333 0.872 

SICN4 -0.026 -0.016 -0.457 -0.339 -0.345 0.892 
*Note: CSTA=Customization of Direct Dialogue Accessibility; CSTJ= Customization of Justification; 

FWD=Forwarding; PV=Product Value; SCRT=Self-image Congruity; SICN=Self-image Concern (these are 

the abbreviations for the constrcuts in study-1) 

• Table 3. 5  Square Roots of AVEs and Correlations 

Square Roots of AVEs and Correlations 
 CSTA CSTJ FWD PV SCRT SICN 
CSTA 0.956      
CSTJ 0.133 0.958     
FWD 0.061 0.078 1.000    
PV -0.078 -0.131 0.534 0.938   
SCRT -0.010 0.092 0.509 0.599 0.894  
SICN -0.042 -0.040 -0.490 -0.345 -0.337 0.890 
The diagonal elements (in grey background) were the square roots of AVEs. Other 
elements were correlations between constructs. 

 

Impacts of self-based calculus 

A logistic regression was conducted to test the effects of self-image congruence 

and self-image concern on forwarding. To facilitate interpretation of the results, 

we standardized self-image congruence and self-image concern scores before 

fitting the regression models with forwarding. Both self-image congruence 

(β=1.389, p < 0.001) and self-image concern (β=-1.513, p < 0.01) have significant 
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effects on forwarding. Therefore, H1 and H2 were supported. 

Results on self-image congruence 

A multivariate analysis of variance (MANOVA) was conducted to detect the joint 

effects of product value and customization of justification on self-image 

congruence and self-image concern. The overall effect is significant (F = 4.304, p 

= 0.015). MANOVA for interactional effects of product value and customization 

of direct dialogue accessibility was also conducted, which yielded an insignificant 

effect (F = 0.686, p = 0.505). Further analyses of variance (ANOVAs) performed 

separately on self-image congruence and self-image concern were run to test the 

hypotheses. 

ANOVA with self-image congruence as the dependent variable yields the 

significant effect of product value and the significant effect of interaction between 

product value and customization of justification (see Table 3.6). In general, a high 

product value leads to a higher level of congruence than lower product value. 

Thus, H3 is supported. The significant interaction effect suggests that the effects 

of product value are moderated by customization of justification. Specifically, (1) 

along with the change of product value from low to high, self-image congruence  

increased in with and without customization of justification conditions, which 

confirmed the main effect of product value (see H3); and (2) the increment was 

large when the customization of justification was granted (see Figure 3-2). In 
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summary, H3 and H5a were supported, whereas H6a was not.  

• Table 3. 6  Hypothesis Testing Results from ANOVAs 

Source DF Sum of 
squares 

Mean 
square 

F p-value 

ANOVA1—Dependent variable: Self-congruity 
PV 1 73.885 73.885 54.132 <0.001 
CSTJ 1 3.069 3.069 2.248 0.136 
CSTA 1 0.430 0.430 0.315 0.575 
PV*CSTJ 1 5.713 5.713 4.186 0.042 
PV*CSTA 1 1.876 1.876 1.375 0.243 
CSTJ*CSTA 1 1.490 1.490 1.092 0.298 
PV*CSTJ*CSTA 1 0.648 0.648 0.475 0.492 
Error 153 208.831 1.365   

• Table 3. 7  Multiple Comparison  

PV High product value Low product value 
Customization no CSTA with CSTA no CSTA with CSTA 

no CSTJ 3.475 
(1.262) 

3.475 
(1.045) 

2.405 
(0.995) 

2.583 
(1.396) 

with CSTJ 4.450 
(1.120) 

3.900 
(1.054) 

2.370 
(1.217) 

2.417 
(1.166) 
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• Figure 3- 2  Estimated Marginal Means of Self-Image Congruence 

*Note: In this graph, 0 stands for low periceved product value while 1 stands for high 
perceived product value. 
 

Results on self-image concern 

ANOVA on self-image concern reveals the significant effect of product value, and 

the interaction between product value and customization of justification (see 

Table 3.8). On the contrary to self-congruity, a high product value leads to a lower 

level of self-image concern than lower product value in general. This result 

suggests that H4 was supported. In addition, the significant interaction effect 

indicates the moderating role of customization of justification. In particular, (1) 
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consistent with the main effect of product value, self-image concern decreases 

under both without and with customization of justification conditions; (2) the 

decrement was large when the customization of justification was afforded. Thus, 

H4 and H5b were supported, whereas H6b was not. These supported effects are 

shown in Figure 3-3.  

• Table 3. 8  Hypothesis Testing Results from ANOVAs 

Source DF Sum of 
squares 

Mean 
square 

F p-value 

ANOVA2—Dependent variable: Self-image concern 
PV 1 44.941 44.941 27.790 <0.001 
CSTJ 1 3.397 3.397 2.100 0.149 
CSTA 1 1.285 1.285 0.794 0.374 
PV*CSTJ 1 8.158 8.158 5.044 0.026 
PV*CSTA 1 5.508E-5 5.508E-5 0.000 0.995 
CSTJ*CSTA 1 0.655 0.655 0.405 0.526 
PV*CSTJ*CSTA 1 1.370 1.370 0.847 0.359 
Error 153 247.431 1.617   

• Table 3. 9  Multiple Comparison 

PV High product value Low product value 
Customization no CSTA with CSTA no CSTA with CSTA 

no CSTJ 4.138 
(1.344) 

3.900 
(1.204) 

4.560 
(1.154) 

4.694 
(1.596) 

with CSTJ 3.338 
(1.220) 

3.214 
(1.047) 

5.033 
(1.146) 

4.542 
(1.466) 
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• Figure 3- 3  Estimated Marginal Means of Self-Image Concern 

*Note: In this graph, 0 stands for low periceved product value while 1 stands for high 
perceived product value. 

 

3.4 Summary of findings and discussion 

Findings 

Hypothesis testing is summarized in Table 3.10. The main effects of product value 

on both benefit and cost of self-based calculus were significant. Calculus 

influences the advertisement forwarding in the expected direction. The 

customization of justification reinforces the effect of product value on the 

calculus, whereas the customization of direct dialogue accessibility did not have 
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such an effect. 

• Table 3. 10  Summary of Hypotheses 

Hypothesis Supported? 
H1: Self-congruity achieved by ad forwarding will increase the 
likelihood of forwarding. 

Yes 

H2: Self-image concern caused by ad forwarding will reduce 
the likelihood of forwarding. 

Yes 

H3: Product value is positively associated with the 
self-congruity achieved by ad forwarding. 

Yes 

H4: Product value is negatively associated with the self-image 
concern caused by ad forwarding. 

Yes 

H5a: The effectiveness of product value on the self-congruity 
will be stronger when the customization of justification is 
enabled. 

Yes 

H5b: The effectiveness of product value on the self-image 
concern will be stronger when the customization of 
justification is enabled. 

Yes 

H6a: The effectiveness of product value on the self-congruity 
will be stronger when the customization of direct dialog 
accessibility is enabled. 

No 

H6b: The effectiveness of product value on the self-image 
concern will be stronger when the customization of direct 
dialog accessibility is enabled. 

No 

 

Discussion 

Most of the effects in the research model are supported by the results, which 

confirm the expectation from H1 to H5. However, the prediction on the 

moderating role of customization of direct dialogue accessibility in H6a and H6b 

are not supported. This finding means that no significant effect was found on 

whether design feature “@” is activated in advertisement forwarding.  

We expected that the feature “@” can help obtain self-image congruence because 
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the use of “@” involves another person into the reason of forwarding, which is a 

presentation of the relational aspect of the self. The result indicates that this 

feature is not as effective as predicted, which may be caused by the low frequency 

of the relational self-presentation in all the self-product stories. In practice, a user 

can share a liked product advertisement attached by an experience with someone 

else. Thus, the feature “@” is used, which happens only in a small number of 

forwarding contexts. Forwarding behaviors include the presentation of the 

individual self, which consists of attributes (individual traits and interests) that 

differentiate the person from others. The individual self has a higher rank than the 

relational self in the three-tier motivational self-hierarchy (Sedikides et al. 2011). 

To this end, the feature “Comment”, which enables the customization of 

justification, is enough. 

Similarly, with the lack of demand to use the feature, the effect of weakening 

self-image concern is also limited in the result. Few forwarders use this feature to 

distract the attention of the imaged audience, although it could be a potential 

coping strategy to deal with the concern. 
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4. CHAPTER 4: STUDY-2 

The empirical study on advertisement forwarding with the goal of self-expression 

was conducted in the last section to verify most of our speculations. In this 

section, we will continue the empirical investigation on advertisement forwarding 

with the goal of helping others. The experiment is, to some extent, similar but it 

was adjusted to the said context in this study. In this chapter, the research model 

on this goal is established by developing the hypotheses at first. To test the model, 

a lab experiment is conducted, and then the data analysis is followed. The 

findings will be discussed at last. 

4.1 Research model and hypothesis development 

Figure 4-1 shows the research model in this study.  
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• Figure 4- 1  Study-2: Research Model 

This model is derived from the discussion of rational choice theory (which serves 

as the overall framework) and social exchange theory. The center of the model is 

the relation-based based calculus, which contains relationship maintenance and 

perceived norm violation, which act respectively as the perceived benefit and the 

perceived cost of advertisement forwarding in the current context. The value of 

the product in the advertisement is proposed to influence the perceived benefit 

and perceived cost of the forwarding, i.e., the relation-based calculus. We 

postulate that the effects are moderated by customization. 

In particular, the customization of directed dialog accessibility, which is afforded 

by the design feature “@”, is expected to strengthen the effects of product value 

on relationship maintenance and perceived norm violation. By contrast, the 

customization of justification, which is enabled by the design feature “comment 

while forwarding,” is regarded as the ability to reinforce the effects of product 

value on the same effects.  
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Perceived benefit of forwarding: relationship maintenance 

In line with the overarching framework of rational choice theory, the perceived 

benefit of forwarding, namely, relationship maintenance in the current context, is 

likely to directly motivate advertisement forwarding behavior.  

Relationship maintenance literature defines this kind of activities in relation to 

four processes intended to keep a relationship 1) in existence, 2) in a specified 

state or condition, 3) in satisfactory condition, and 4) in repair (Dindia and 

Canary 1993). According to this definition, maintenance actions contribute to a 

specified state (usually sustainable and favorable) of a relationship. In extant 

maintenance research, maintained relationships vary from business-to-customer to 

interpersonal, and, consequently, have specific focal points. For example, in the 

relationship between service providers and consumers, relationship maintenance 

is centered on the ability of the company to retain current customers (Aurier and 

N’Goala 2009). This maintenance consists of two complementary facets, i.e., the 

length of the relationship duration and the exclusivity of the exchange 

relationship. For interpersonal relationships, maintenance behaviors aim to sustain 

positive feelings for the existing relationships via constructive positive actions 

and avoiding negative behavior (Park et al. 2011). In the current study, the 

maintained target relationships include interpersonal associations within one 

social media platform.  
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In addition to the relationship maintenance research in offline real-world contexts, 

several scholars investigated relationship maintenance in computer-mediated 

communications in recent years, especially in social network sites, because of the 

emergence of IT-enabled communication contexts. One stream of literature on 

online relationship maintenance involves the offline relationship maintained 

through an online situation. For instance, prior research found that users on 

Facebook, one of the most commonly used social network sites, prefer to 

maintain and strengthen their existing relationships rather than create different 

connections with new friends (Ellison et al. 2007). Another vein of literature 

explores pure online relationship maintenance. One typical example is the study 

that investigates relation between blog characteristics and the use of blog for 

relationship maintenance (Stefanone and Jang 2007). These studies confirm that 

online elements affect relationship maintenance (Rabby 2007).  

Relationship maintenance presents multiple benefits for an individual. Prior 

literature concluded that strategical maintenance behavior results in a relation 

with the characteristics of love, liking, satisfaction, commitment, and control 

mutuality in the maintained relationship (Dainton 2000). Moreover, relationship 

maintenance is considered a predictor of individual psychological well-being 

(Burke and Kraut 2016). Well-being includes mood, perceived social support, 

satisfaction with life, and the absence of negative mental health conditions, such 

as depression, stress, and loneliness. These benefits could entice an individual to 
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undertake maintenance behaviors. 

Similar to traditional advertisement, social media advertisement could be 

informative or useful (Phelps et al. 2004). That is, the advertisement could convey 

helpful product or promotion information. In such cases, advertisement 

forwarding supports the maintenance of the relationship because the 

advertisement provides value to the targeted receiver. The forwarding shows 

attention and care toward the receiver and resembles assurance, which is one of 

the strategic maintenance behaviors in offline relationships (Stafford and Canary 

1991). When people believe that forwarding can lead to relationship maintenance, 

they would undertake such action. 

In summary, the hypothesis posited in this section is as follows. 

H7: Perceived relationship maintenance expected to arise from advertisement 

forwarding increases the likelihood of forwarding. 
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Perceived cost of forwarding: Perceived norm violation 

In contrast to the perceived benefit that motivates advertisement forwarding, the 

perceived norm violation, which represents the perceived cost, inhibits 

forwarding.  

Social norms are inevitably taken into account when referring to interpersonal 

relationships. Norms have various forms and conceptualizations, and we focus 

primarily on social norms in this study. Social norms entail explicit statements or 

implicit rules and standards shared by a group of people, guiding and restraining 

social behavior without legislations (Cialdini and Trost 1998). Social norms exist 

in mental representations, which can provide knowledge to guide situationally 

appropriate behavior (Aarts and Dijksterhuis 2003).  

These norms are embedded in social relationships to direct behavior, and any 

violation of these norms may damage relational harmony and cause resistance and 

counter-attack (Kam and Bond 2009). Indeed, these violations act as precursors of 

certain negative consequences. For example, prior study suggests that the 

perception of norm violation, a judgment that indicates the extent to which one 

actor violates a norm, contributes to the cognitive blame and aggregate anger 

about the harm (Ohbuchi et al. 2004). Moreover, as social norms are held by all 

the members in a collective, norm violations may evoke dissatisfaction from an 

uninvolved third-party in the same collective, and thus cause third-party 
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punishment (Fehr and Fischbacher 2004). In this study, the focal conception, 

namely, perceived norm violation, emphasizes the judgment of the behavior from 

the standpoint of the perpetrator. Specifically, it denotes the extent to which the 

(potential) forwarder considers advertisement forwarding as a violation of the 

norms on the involved social media platform. 

Interpersonal relationships can be clustered into two groups distinguished by 

whether a relationship is market exchange oriented. Fiske (1992) presented a 

four-type division (i.e., communal sharing, authority ranking, equality matching, 

and market pricing). This division seems complex, but the last kind, namely, 

market pricing relationship, can be significantly excluded from the other three 

because it complies with the exchange oriented rules and norms. Clark and Mils 

(1993) dichotomized interpersonal relationships. The taxonomy of exchange vs. 

communal relationships was adopted in their study to depict a relationship on a 

social media network. In exchange relationships, people usually balance 

measurable inputs and outputs. Any benefit received should be paid for with an 

equipotent benefit. This type of relationship often exists between commercials 

and consumers in a marketplace. By contrast, people do not have to pay for the 

benefit and help received in communal relationships. Furthermore, people care 

more about the needs and emotional states of others. People give and accept help 

with no monetary payment and keep track of the needs of others while being 

responsive to their emotional states (Aggarwal 2004). These relationships can be 
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built among family members, friends, and acquaintances.  

Applying the behavioral norms of the exchange relationships in communal 

relationships or vice versa could generate the perception of norm violation, and 

results in unfavorable consequence (Aggarwal 2004). In social media networks, 

followers usually come from offline friends (Ellison et al. 2007). Users should 

obey the norms carried by communal relationships. Meanwhile, commercials 

have many official accounts on the same social media platform. They disseminate 

their advertising messages into communal relationship networks via access of 

certain private users. The advertisement is sent by the commercials. This practice 

is acceptable to some extent in a business-to-consumer relation because the 

advertisement is occasionally informative or tolerated for the sake of exchanging 

it for free social media use (Schumann et al. 2014). 

When a private user performs the same action, i.e., sends an advertisement to 

other users, such deed would not be acceptable. Specifically, the sender could be 

inferred as playing the role of a commercial, and, hence, initiating an exchange 

relationship. However, as the sender and the receiver(s) stay in the communal 

relationship, an exchange-relational behavior, such as sending an advertisement, 

will be deemed inappropriate. It is because that the communal relationships, e.g., 

friendships, has an intrinsic orientation: these relationships are not built or 

maintained for extrinsic material benefits, which is the key character of the 

exchange relationships (Grayson 2007; Price and Arnould 1999). The two types 
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of relationships are not compatible. For example, in the customer referral 

programs, employees are found to be resistant to recommend the services of their 

company to their friends. The reason may be that employees are unwilling to turn 

the friends into consumers since such deed is applying market-price norms in a 

place free of commercial interests (Wentzel et al. 2014). 

Perceived norm violation in current context denotes to a possible consequence of 

advertisement forwarding. Social media is a place dominated by the norm among 

friends (Ellison et al. 2007), which is not compatible with norms of exchange. 

Actions in line with non-exchanging norms may contribute to retain the 

relationship among friends. It is because that the norms embeding in the 

relationship regulating people’s behavior in an appropriate way. Any action 

breaking the norms is likely to be harmful for the relationship. As such, perceived 

norm violation could be negativele associated with relationship maintenance. 

In the current context, a user inclined to forward an advertisement may worry 

about violating the norms within his/her networks. Hence, the following 

hypothesis is formulated. 

H8: Perceived norm violation expected to be induced by ad forwarding reduces 

the likelihood of forwarding.  
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Advertisement and other-based calculus: Role of product value 

With regard to other-based advertisement forwarding, the value of the advertised 

product is also an essential factor that influences the forwarding decision. As 

argued in the corresponding section on the self-based calculus, the value of the 

product has a multifaceted nature. Despite the multiple dimensions of product 

value for an individual, this value can also have different targets. Given that other 

people, such as friends, are co-present with the focal individual on the social 

media platform and social interaction is one of the main purposes for individuals 

to use social media networks, encountering useful messages for other people and 

sharing the messages is natural in such situation. Thus, advertisement forwarding 

can be part of the relational activities on social media.  

According to social exchange theory, the social interaction between at least two 

parties can be viewed as an exchange (Homans 1958). In a social interaction, the 

exchanged objectives can be either material goods or non-material ones. 

Non-material goods can involve symbolic value, such as approval and prestige. 

The intangible social costs and benefits (e.g., caring and friendship) are calculated 

to form the exchange decisions, similar to the process involved in an economic 

exchange. A key difference is that, compared to their economic counterparts, 

social exchanges usually have no explicit rules to regulate the exchange. 

Declaring the motivation for a social exchange to explicitly rule the interaction 

may result in an unfavorable consequence (Blau 1964). Social exchanges are 
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usually accompanied by several exchange rules and norms, such as reciprocity 

rules and negotiated rules (Cropanzano and Mitchell 2005), to get through the 

exchange processes over time and arrive at a committed relationship.  

Individuals will consider the cost and benefit in a social interaction that has taken 

the form of an exchange. Indeed, social exchange theory also views interpersonal 

interactions from a cost–benefit perspective (Gefen and Ridings 2002). People 

will not enter into a social exchange unless the expected rewards can at equal the 

costs paid in that exchange. People usually seek a maximum for themselves. This 

cost–benefit trade-off can guide the actions of individuals. Moreover, an action is 

more likely to be performed if it is believed to be more valuable to the individual 

involved (Cook et al. 2013).  

In the advertisement forwarding context, product value could be a strong 

predictor that leads to perceptual benefits. On the social media platform, 

advertisement forwarding happens within a social relationship and acts as an 

exchange behavior if viewed according to the social exchange framework. This 

situation renders the benefit and cost of such a behavior salient for the focal user 

who is likely to forward the advertisement. In particular, the benefit and cost of 

advertisement forwarding can be discretely associated with the evaluation of the 

product value.  

On one hand, an advertisement can be informative and possess social values 
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(Bauer et al. 2005). Useful information can be transmitted via an advertisement to 

help increase purchase alternatives and improve purchase decision quality. People 

can also share useful advertising messages to others, such as friends and family 

members, to satisfy their need to maintain and enhance those relationships (Zhang 

and Mao 2008). Therefore, when the advertisement conveys information on a 

high-valued product for the targeted friend, forwarding will lead to a beneficial 

consequence. In a relation-based calculus, such a benefit takes the form of 

maintaining the relationship.  

On the other hand, advertising, by nature, has its negative side. Advertisements 

could impede browsing goals and clutter the interface in online settings (Cho 

2004). Moreover, it is quite common that people treat advertising claims as 

skeptical and don’t believe in them (Obermiller and Spangenberg 1998). When 

the value of the product in the advertisement is low, the product is minimally 

relevant to the targeted friend. In this case, forwarding this advertisement clearly 

generates a negative outcome. Specifically, considering such social relation, 

advertisement forwarding may lead to a cost in terms of the perceived norm 

violation. The lower the product value is as assessed by the focal people, the more 

serious the violation would be. 

To summarize, we propose the following hypotheses.  

H9: Product value for other people is positively associated with the corresponding 
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relationship maintenance achieved by advertisement forwarding. 

H10: Product value for other people is negatively associated with the perceived 

norm violation in the relationship caused by advertisement forwarding. 
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Moderating role of customization 

Customization in the current study is posited to reinforce the effect of product 

value on the benefit and cost in the relation-based calculus. The reasoning and 

evidence that support this claim will be explored in this section. Similar to the 

aforementioned parts of customization, customization of advertisement 

forwarding in this work consists of two dimensions, namely, customization of 

justification and customization of directed dialog accessibility. This 

two-dimensional customization is enabled via the design features “Comment” and 

“@” in the forwarding dialog box.  

Given that any forwarded advertisement is presented as a combination of the 

original advertising content and the user-generated content via customized input, 

the capability to use the two features freely in forwarding renders the two 

dimensions of customization available and results in the aggregate customization 

of advertisement forwarding. Customization of justification and customization of 

directed dialog accessibility are beneficial for advertisement diffusion in 

distinctive ways.  

The effect of customization of justification on relationship maintenance is also 

discussed under two scenarios. In the first scenario without the feature 

“Comment”, the forwarder can only rely on forwarding the original advertisement 

to contribute to the relationship with the recipient(s). As it is discussed in the part 
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of H9, the value of the advertised product could influence the relationship 

maintenance. Higher value leads to the likelihood of higher level of maintenance. 

In the second scenario with the feature “Comment”, the forwarder has the ability 

to decide whether and how to use the feature of “Comment”. Generally, in the 

context of forwarding for others, comments serve to articulate the purpose of the 

forwarding. For instance, a typical comment in this situation involves noticing 

that the product in the advertisement is suitable for the targeted friend. This 

comment is an explicit signal of the attention toward the targeted friend, which 

contributes to relationship maintenance in this online social world (Ellison et al. 

2014). For the high-valued product, the combination of exact reason for sharing 

and the valued advertisement may lead to a complete dialog. The influence of this 

dialog could be larger than the sum of the influence of a single comment and a 

single advertisement. The reason via the comment can tell the recipient(s) why the 

product is valued. As such, the effect of the perceived product value is reinforced. 

We hypothesize that: 

H11a: The effect of product value on relationship maintenance is stronger when 

the customization of justification is enabled. 

In current context, perceived norm violation is caused by forwarding commercial 

advertisement in a friendship dominated network. In the scenario without the 

feature “Comment”, perceived norm violation can be determined by perceived 

value of the advertised product. As it is discussed in H10, higher value may lead 
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to lower level of perceived norm violation. In the scenario with the feature 

“Comment”, perceived norm violation can be determined interactively by 

perceived value of the advertised product and customization of justification. By 

enabling customization of justification via the presence of Comment, forwarder 

can freely explain why the product advertisement is worthwhile to be forwarded. 

It strengthens the benevolence to the friend and thus renders the forwarding of the 

advertisement (which is a compound act with both positive and negative 

evaluations) as appropriate. Rather than low-valued product, high-valued product 

(for recipient) can form a complete and normal dialog between the forwarder and 

the recipient. This dialog is quite commonly seen in daily life and thus will not 

trigger the violation of the norm as it is recognized as an explanation of a friendly 

action. Thus, the hypotheses is as follows. 

H11b: The effect of product value on reducing the perceived norm violation is 

stronger when the customization of justification is enabled. 

Customization of directed dialog accessibility also facilitates the effects of the 

independent variable, i.e., the product value, on the relation-based calculus. This 

accessibility is realized by the empowerment to use the design feature “@” freely 

while forwarding. If the feature “@” is used when the advertisement is forwarded, 

the purpose and target of this forwarding will be publicly displayed to the 

audience on the social media platform. 
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On the one hand, this feature is helpful for retaining friendship. In the scenario 

without the feature “@”, retaining the friendship can only rely on the forwarding 

of the original advertisement. As it is discussed in H9, higher product value may 

lead to higher relationship maintenance.  

In the scenario with the feature “@”, except for the effect from the product value, 

customization of directed dialog accessibility, which is enabled by the presence of 

the feature, also contributes to retaining the relation. First, the use of “@” directly 

delivers the forwarding to the targeted friend. The friend can receive an extra 

reminder of the forwarding in addition to that found on the timeline. Thus, 

forwarding is conducted for the benefit of the friend, which means that the 

forwarding supports relationship maintenance. Second, as the use of “@” is open 

to other people on the social media platform, forwarding is a publicly displayed 

interaction. This interaction enhances the relationship between the two parties 

(Sosik and Bazarova 2014) possibly due to the assurance it generates in relation 

to the relationship (Stafford and Canary 1991). For high-valued products, the 

presence of “@” and the advertisement form a complete public dialog. Only this 

kind of dialog, rather than that with a low-valued product, can serve to sharing 

both the advertisement information and the forwarder’s opinion well. There is a 

boosted effect of product value on relationship maintenance. Thus, the hypothesis 

is: 

H12a: The effect of product value on relationship maintenance will be stronger 
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when the customization of direct dialog accessibility is enabled. 

On the other hand, the capability to freely use the “@” feature is also valuable for 

dealing with perceived norm violation. Norm violation is caused by transmitting a 

commercial message (which is fit to be disseminated in an exchange-based 

relational network) in a friendship network. Without the feature “@”, perceived 

norm violation may be influenced solely by perceived product value as that is 

mentioned in H10. Higher value of the advertised product may result in a lower 

level of perceived norm violation as sharing valued product information is proper 

among friends. 

By contrast, with the feature “@”, product value and customization of directed 

dialog accessibility can affect perceived norm violation interactively. Specifically, 

when the product value is low, forwarder still can show the target of the 

forwarding via using “@”. Although this condition may not often exist in reality,  

the signal of “@” may help dispel the concern on breaking the regulation among 

friends if it really happens. When the product value is high, forwarder can 

construct a targeted dialog sharing the advertisement. This targeted friend(s) may 

profit directly from the forwarding by obtaining useful information. The 

forwarding is clearly shown to achieve the goal of helping the targeted friend. 

Other viewers who receive the forwarding on their timeline can be alerted. They 

may also benefit from the forwarding through their discovery of useful 

information. In addition, forwarding with a publicly mentioned target can clearly 
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show the attention and caring to the targeted friend(s) in this condition as the 

shared information is high-valued. Hence, the customization of directed dialog 

accessibility is postulated to reinforce the effect of product value on the 

relation-based calculus. The hypothesis is: 

H12b: The effect of product value on reducing perceived norm violation will be 

stronger when the customization of direct dialog accessibility is enabled. 
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4.2 Research method 

Weibo was selected as the online social media platform for this study. Weibo is a 

suitable place for users to transmit commercial messages to one another from firm 

accounts. 

Experimental design 

A laboratory experiment with 2 (product value: high vs. low) x 2 (customization 

of justification [CSTJ]: without vs. with) x 2 (customization of direct dialogue 

accessibility [CSTA]: without vs. with) factorial design was conducted to test the 

proposed hypotheses. This design is illustrated in Table 4.1. 

• Table 4. 1  Experimental Design 

PV High product value Low product value 
Customization no CSTA with CSTA no CSTA with CSTA 
no CSTJ Group1 Group2 Group5 Group6 
with CSTJ Group3 Group4 Group7 Group8 

A simulation of product advertisement exposure was also used. Product value was 

manipulated by collecting the high vs. low value product via a questionnaire sent 

online before the laboratory experiment. Customizations were manipulated with a 

video specification. In the video, the affordance (without vs. with) of each design 

feature enabling the dimension of customization was indicated.  

Sample and experimental procedures 

Subjects in the current experiment were university students from mainland China. 
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Prior to the laboratory experiment, the Weibo accounts of the subjects were 

checked by a research assistant. The criteria are: (1) the subject posted/reposted at 

least one message and (2) the subject had at least five friends on social media. 

The criteria were applied to ensure that (1) the subject used Weibo to output 

information, rather than merely lurking and receiving information; and (2) the 

subject account entailed social interaction. A questionnaire was provided to 

qualified subjects to enable them to report the products that were valuable to their 

friend. These products must be those that could be publicly discussed on social 

media to avoid encroaching on the privacy of the friend. Those products have no 

possibility of being shared and discussed in public. Likewise, the product should 

be reported accurately, along with its brand and specific name to help 

advertisement editing. Valueless products were also reported in the same 

questionnaire. 

The 162 subjects were randomly assigned to one of the eight experiment 

conditions (see Table 4.2). After their arrival, each subject was requested to view 

a personalized product advertisement. The advertisement was specifically edited 

for the subject according to the products reported before the lab experiment and 

the condition in terms of low vs. high product value (an example is shown in 

Appendix A). The subject encounters a scenario of advertising exposure on social 

media as usual at the beginning of the experiment, and the advertisement comes 

from the commercial which is unrelated to our experimenter. Then, the 
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advertisement is inserted into the Weibo timeline of the subject by an experiment 

assistant. The subjects were then instructed to complete the questionnaire on 

product value manipulation check, view a general instruction video with regard to 

the operations on forwarding a certain message on Weibo, and then decide on 

whether to forward the advertisement. In the next step, the subjects viewed the 

video of customizations manipulation (the screen shot is similar to that in Study 1 

in Appendix B) and finished the manipulation check of the customizations. Based 

on the manipulation of customization, they were asked to decide the forwarding 

again and complete the post task questionnaire of the variables mainly tested in 

this experiment. Each subject was paid ￥30 (around 4.2 US dollars) as a 

participation reward. 

• Table 4. 2  Experimental Design: Subject Number 

PV High product value Low product value 
Customization no CSTA with CSTA no CSTA with CSTA 
no CSTJ 20 21 21 18 
with CSTJ 18 21 22 21 
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4.3 Data analysis 

Subject background 

Among the 162 subjects in this study, 34 were male and 128 were female (as we 

argued in study-1 in section 3.3, a female-dominant sample is suitable for our 

research), 45 were graduates and 117 were undergraduates, with the average 

Weibo experience of 2.1 years. Subjects use Weibo 1.3 times a day on average. 

No significant differences were found among subjects randomly assigned to each 

of the eight experimental conditions with regard to grade, gender, and Weibo 

experience, which indicates that the demographic of the subjects were 

homogeneous across different conditions. 

Manipulation check 

The manipulation check for product value for a friend was performed by asking 

subjects to rate three items that measure whether the product in the advertisement 

was valuable for the friend they mentioned (see Appendix C for manipulation 

check items). On a seven-point Likert scale, subjects in the low product value 

conditions reported a mean value of 1.87 (standard deviation, 0.81), whereas 

subjects in the high product value conditions reported a mean value of 5.75 

(standard deviation, 0.73). The difference was significant (p < 0.001), and thus the 

manipulation for product value worked as expected.  

The manipulation check for the customization of justification was conducted by 
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asking the subjects three questions to measure the extent to which the 

customization of justification is permissible. The level of the customization is 

significantly different: for low customization of justification conditions, mean = 

2.43 and SD = 1.47, for high customization of justification conditions, mean = 

5.30 and SD = 1.23 with p < 0.001. Likewise, the manipulation check for the 

customization of directed-dialog accessibility was conducted by asking other 

questions. The difference on the level of the customization is also significant: for 

low customization of directed-dialog accessibility conditions, mean = 2.65 and 

SD = 1.36, for high customization of directed-dialog accessibility conditions, 

mean = 5.45 and SD = 1.14 with p < 0.001. These results provide evidence that 

the manipulations for both kind of customizations were successful. 

Measurements 

Four items that measure relationship maintenance were adopted from (Park et al. 

2011) (Cronbach’s alpha = 0.91; AVE = 0.797). Finally, six items that measure 

perceived norm violation were adopted from (Aggarwal 2004) and (Kam and 

Bond 2009) (Cronbach’s alpha = 0.91; AVE = 0.680). 

• Table 4. 3  Measurements 

Construct Source Items 

Relationship 
Maintenance 

(Park et 
al. 2011) 

[RSMT1] Forwarding such an ad may make the 
recipient(s) happy. 
[RSMT2] Forwarding such an ad may show the my 
friendship with the recipient(s). 
[RSMT3] Forwarding such an ad may show that I 
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care about the people who receive it. 
[RSMT4] Forwarding such an ad may help me to stay 
in touch with people who receive it. 

Perceived 
Norm 
Violation 

(Aggarw
al 2004) 
(Kam 
and 
Bond 
2009) 

[PNVT1] Forwarding this ad makes me feel cornered. 
[PNVT2] Forwarding this ad makes me feel irritated. 
[PNVT3] Forwarding this ad makes me feel 
exploited. 
[PNVT4] Forwarding this ad violates the rules of 
normal social conduct among friends on Weibo. 
[PNVT5] Given the relationship between the 
recipients and I, forwarding this ad is improper. 
[PNVT6] Given my position, forwarding this ad can 
be seen as behaving in an improper way. 

 

Table 4.4 shows the discriminant validity of the constructs. Items load well on 

their intended factors and slightly on the other factors, thereby indicating 

adequate construct validity. In addition, Table 4.5 indicates that the square roots 

of the AVE were greater than the correlations of the construct and the other 

constructs. Taken together, the evidence suggests adequate construct reliability 

and validity in this study. 

 

• Table 4. 4  Cross Loadings 

 CSTA CSTJ FWD PV RSMT PNVT 
CSTA1 0.978 0.318 0.301 0.062 0.443 -0.281 
CSTA2 0.959 0.362 0.244 0.025 0.372 -0.244 
CSTA3 0.946 0.391 0.258 0.035 0.359 -0.261 
CSTJ1 0.341 0.960 0.169 -0.050 0.196 -0.222 
CSTJ2 0.339 0.980 0.119 -0.093 0.102 -0.166 
CSTJ3 0.375 0.963 0.157 -0.057 0.146 -0.186 
FWD 0.287 0.146 1.000 0.462 0.644 -0.553 
PV1 0.001 -0.104 0.454 0.946 0.490 -0.324 
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PV2 0.030 -0.071 0.436 0.961 0.494 -0.362 
PV3 0.099 -0.041 0.428 0.942 0.554 -0.391 
RSMT1 0.317 0.116 0.609 0.541 0.843 -0.557 
RSMT2 0.411 0.133 0.554 0.448 0.916 -0.559 
RSMT3 0.386 0.123 0.500 0.420 0.896 -0.559 
RSMT4 0.388 0.136 0.617 0.507 0.913 -0.568 
PNVT1 -0.256 -0.241 -0.490 -0.281 -0.535 0.762 
PNVT2 -0.271 -0.197 -0.521 -0.340 -0.609 0.845 
PNVT3 -0.176 -0.140 -0.340 -0.278 -0.426 0.793 
PNVT4 -0.121 -0.092 -0.379 -0.276 -0.429 0.861 
PNVT5 -0.259 -0.134 -0.467 -0.344 -0.551 0.822 
PNVT6 -0.252 -0.127 -0.490 -0.342 -0.519 0.861 
*Note: CSTA=Customization of Direct Dialogue Accessibility; CSTJ= Customization of Justification; 

FWD=Forwarding; PV=Product Value; RSMT=Relationship Maintenance; PNVT=Perceived Norm Violation 

(these are the abbreviations for the constrcuts in study-2) 

• Table 4. 5  Square Roots of AVEs and Correlations 

Square Roots of AVEs and Correlations 
 CSTA CSTJ FWD PV RSMT PNVT 
CSTA 0.961      
CSTJ 0.360 0.968     
FWD 0.287 0.146 1.000    
PV 0.049 -0.074 0.462 0.950   
RSMT 0.419 0.142 0.644 0.542 0.893  
PNVT -0.277 -0.191 -0.553 -0.380 -0.630 0.825 
The diagonal elements (in grey background) were the square roots of AVEs. Other 
elements were correlations between constructs. 
 

Effects of relation-based calculus 

PLS was used to test the structural model proposed on the right-hand side of the 

research model of Study 2. Regression was conducted to test the effects of 

relationship maintenance and perceived norm violation on forwarding. To 

facilitate interpretation of the results, relationship maintenance and perceived 

norm violation scores were standardized before fitting the regression models with 
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forwarding. Relationship maintenance (β = 0.510, p < 0.01) and perceived norm 

violation (β = -0.239, p < 0.05) have significant effects on forwarding. Therefore, 

H7 and H8 are supported. 

Results on relationship maintenance  

MANOVA was applied to detect the joint effects of product value and 

customization of justification on relationship maintenance and perceived norm 

violation. The overall effect is marginally significant (F = 2.509, p = 0.085). By 

contrast, the MANOVA for the interactional effects of product value and 

customization of directed dialog accessibility yielded a significant effect (F = 

5.808, p = 0.004). Further ANOVAs were performed separately on relationship 

maintenance and perceived norm violation to test the hypotheses. 

ANOVA with relationship maintenance as the dependent variable alone yields the 

significant effect of product value and the significant effect of the interaction 

between product value and customization of directed dialog accessibility (see 

Table 4.6). High product value generally leads to a higher level of relationship 

maintenance than lower product value. Thus, H9 is supported. The significant 

interaction effect suggests that the effect of product value is moderated by the 

customization of directed dialog accessibility. Thus, (1) along with the change of 

product value from low to high, relationship maintenance increased without and 

with customization of directed dialog accessibility conditions, which confirmed 
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the main effect of product value (see H9); and (2) the increment was larger when 

the customization of directed dialog accessibility was granted (see Figure 4-2). In 

summary, H9 and H12a are supported, whereas H11a is not.  

• Table 4. 6  Hypothesis Testing Results from ANOVAs 

Source DF Sum of 
squares 

Mean 
square 

F p-value 

ANOVA3—Dependent variable: Relationship maintenance 
PV 1 65.560 65.560 66.277 <0.001 
CSTJ 1 1.721 1.721 1.740 0.189 
CSTA 1 49.705 49.705 50.250 <0.001 
PV*CSTJ 1 0.686 0.686 0.693 0.406 
PV*CSTA 1 11.365 11.365 11.489 0.001 
CSTJ*CSTA 1 0.249 0.249 0.252 0.616 
PV*CSTJ*CSTA 1 0.059 0.059 0.059 0.808 
Error 154 152.332 0.989   
 

• Table 4. 7  Multiple Comparison 

PV High product value Low product value 
Customization no CSTA with CSTA no CSTA with CSTA 

no CSTJ 2.675 
(0.832) 

4.357 
(1.014) 

1.762 
(0.906) 

2.458 
(1.301) 

with CSTJ 2.792 
(1.026) 

4.393 
(0.900) 

2.216 
(0.943) 

2.679 
(1.016) 
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• Figure 4- 2  Estimated Marginal Means of Relationship Maintenance 

*Note: In this graph, 0 stands for low periceved product value while 1 stands for high 
perceived product value. 
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Results on perceived norm violation 

Concurrently, ANOVA on perceived norm violation alone reveals the significant 

effect of product value and the significant effect of the interaction between 

product value and the customization of directed dialog accessibility (see Table 

4.8). In this part of the research model, higher product value generally leads to a 

lower level of perceived norm violation than lower product value. This outcome 

implies that H10 is supported. Furthermore, the significant interaction effect 

indicates the reinforcing role of customization of directed dialog accessibility. In 

particular, (1) consistent with the main effect of product value, perceived norm 

violation decreases without and with customization of directed dialog 

accessibility conditions; (2) the decrement was sharper when customization of 

directed dialog accessibility was allowed. In all, H10and H12b are supported but 

H11b is not. The supported effects are shown in Figure 4-3.  

• Table 4. 8  Hypothesis Testing Results from ANOVAs 

Source DF Sum of 
squares 

Mean 
square 

F p-value 

ANOVA4—Dependent variable: Perceived norm violation 
PV 1 27.158 27.158 21.578 <0.001 
CSTJ 1 3.210 3.210 2.551 0.112 
CSTA 1 24.285 24.285 19.295 <0.001 
PV*CSTJ 1 2.719 2.719 2.160 0.144 
PV*CSTA 1 4.835 4.835 3.842 0.052 
CSTJ*CSTA 1 0.398 0.398 0.316 0.575 
PV*CSTJ*CSTA 1 1.876 1.876 1.491 0.224 
Error 154 193.825 1.259   
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• Table 4. 9  Multiple Comparison 

PV High product value Low product value 
Customization no CSTA with CSTA no CSTA with CSTA 

no CSTJ 4.458 
(1.048) 

3.651 
(1.124) 

4.889 
(1.144) 

4.343 
(1.201) 

with CSTJ 4.232 
(1.120) 

2.794 
(1.016) 

4.750 
(1.128) 

4.437 
(1.188) 

 
 

 

• Figure 4- 3  Estimated Marginal Means of Perceived Norm Violation 

*Note: In this graph, 0 stands for low periceved product value while 1 stands for high 
perceived product value. 
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4.4 Summary of the Findings and Discussion 

Findings 

Hypothesis testing is summarized in Table 4.10. The main effects of product value 

for the friend on both the benefit and cost of the relationship-based calculus were 

significant. The calculus also influences advertisement forwarding in the expected 

direction. In addition, the customization of direct dialog accessibility reinforced 

the effect of product value on the calculus, whereas the customization of 

justification did not exert such an effect. 

• Table 4. 10  Summary of Hypotheses 

Hypothesis Supported? 
H7: Relationship maintenance achieved by ad forwarding 
will increase the likelihood of forwarding. 

Yes 

H8: Perceived norm violation caused by ad forwarding will 
reduce the likelihood of forwarding. 

Yes 

H9: Product value is positively associated with the 
relationship maintenance achieved by ad forwarding. 

Yes 

H10: Product value is negatively associated with the 
perceived norm violation caused by ad forwarding. 

Yes 

H11a: The effectiveness of product value on the relationship 
maintenance will be stronger when the customization of 
justification is enabled. 

No 

H11b: The effectiveness of product value on the perceived 
norm violation will be stronger when the customization of 
justification is enabled. 

No 

H12a: The effectiveness of product value on the relationship 
maintenance will be stronger when the customization of 
direct dialog accessibility is enabled. 

Yes 

H12b: The effectiveness of product value on the perceived 
norm violation will be stronger when the customization of 
direct dialog accessibility is enabled. 

Yes 
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Discussion 

Interestingly, Study 2 has a somewhat “symmetric” result. Most of the hypotheses 

are supported. By contrast, H11a and H11b are not with regard to the prediction 

on the moderating role of the customization of justification. This outcome 

signifies that the design feature “Comment” was not useful in advertisement 

forwarding.  

We hypothesized that customization of justification can strengthen relationship 

maintenance and weaken the perceived norm violation. These suppositions were 

not confirmed by the data analysis. This result may arise from the decisive role of 

customization of direct dialog accessibility. In others-oriented advertisement 

forwarding, the “@” feature is used to direct the message to the targeted receiver 

and remind them to notice the message. When this feature is usable, the goal of 

the forwarding could be achieved. Customization of justification provides an 

additional explanation for the forwarding, but it is not crucial. If the need to 

further articulate the forwarding is not necessary for many forwarders, the results 

must be statistically insignificant. This observation may reflect the reality that, for 

some specific individuals, the customization of justification is valuable for 

relationship maintenance and may dispel the concern regarding the violation of 

relationship norms. Furthermore, the “Comment” feature cannot direct the 

forwarding to the targeted receiver independently. This is another possible 

impediment to its effectiveness. 
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5. CHAPTER 5: GENERAL DISCUSSION 

5.1 Theoretical contributions 

Despite the adequate academic attention attracted by the determinants of 

information diffusion, little is known about how the determinants work to 

influence diffusion behavior when the information has two sides, one perceived as 

appealing (e.g., informative) and the other, unappealing (e.g., manipulative). This 

study explores advertisement forwarding on social media networks as the 

prototype for investigating the diffusion of information with two conflicting sides.  

By employing the SOR model as the overarching framework, we constructed a 

research model with environmental stimuli and inner organism. We started from 

the organism that influences forwarding behavior. Following the notion that 

information diffusion in a social context is motivated mainly by two fundamental 

kinds of needs (e.g., self-expression and affiliating others) (Barasch and Berger 

2014), the present study covers the expected outcomes (the perceived benefits and 

costs) on forwarding according to those kinds of needs and shows how the 

benefits and costs are related to the forwarding. In particular, the respective 

impetus and impediments identified in this research are self-image congruence 

and self-image concern (for self-based forwarding) and relationship maintenance 

and perceived norm violation (for social-based forwarding). In this regard, this 

study contributes to the research on the diffusion of the information with positive 
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and negative sides (advertising as typical example) by exploring the mechanism 

through which the forwarding decision is made. 

We then investigated how the value of the advertised product, which is an 

important environmental stimulus, influences the diffusion decision processes. 

Prior literature suggests that the perceived product value influences the diffusion 

of product related information (de Matos and Rossi 2008; Fang et al. 2008; 

Hartline and Jones 1996; McKee et al. 2006). However, little is known about 

whether and how perceived product value influence product advertisement 

diffusion on social media. In this research, when the product in the advertisement 

is valuable for oneself, forwarding that advertisement is expected to lead to 

self-image congruence and avoid self-image concern. Conversely, when the 

product in the advertisement is valuable for someone else, forwarding that 

advertisement is expected to lead to relationship maintenance and avoid perceived 

norm violation. Therefore, this research contributes to the literature by opening 

the black box of the diffusion mechanism in a social media advertisement context. 

This study also examines the reinforcing effect of the design features that enables 

diffusion customization. Prior literature suggests that some design features of the 

diffusion platform can facilitate the diffusion. This study verifies that the features 

for customizing the diffusion constitute an effective way to promote diffusion. 

That is, the feature for customizing the explanation of the diffusion is valuable for 

the self-expression oriented diffusion, whereas the feature for customizing the 
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specific direction of the diffusion is helpful for the altruism-oriented diffusion. 

The voluntary information diffusion in this work differs from the traditional ones 

(for a review, see Section 2.3) as a result of its two-sided characteristic. Thus, the 

proposed decision processes vary for different targets. Hence, the present study 

contributes to existing literature on two aspects. First, this study indicates how the 

features supporting customization boosts the perceived benefit and inhibits the 

perceived cost for diffusing the information. Knowledge about the positive effect 

of design features adds to the extant research on information diffusion. Moreover, 

this study presents a way of investigating the effect of other design features that 

emphasizes the impediments and the way to deal with them in the diffusion.  

Second, for the literature on customization, this study demonstrates the effect of 

customization when sending out the message, rather than tailoring a personal 

information universe by using the customized subscription to decide what to be 

received on social media. Several studies concerning the customized information 

subscription detected the value of customization to change the receiver’s attitude 

toward the information (Li and Kalyanaraman 2013) and their subsequent 

reactions (Kalyanaraman and Sundar 2006). The research on target advertising 

found that customization is generally positive (Bright and Daugherty 2012; Hanus 

and Fox 2017; Lee et al. 2015). Customization empowers the users with the 

ability to determine what to receive from outside and thus gain a sense of control 

(Kim et al. 2015; Sundar and Marathe 2010).  
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In the current study, we find that customization also facilitates the sending of 

information, especially for information with a two-sided nature like advertisement. 

A stream of literature suggests that people’s participation may lead to more 

positive evaluations in the co-production action (Troye and Supphellen 2012). In 

the context of this research, customization can also help the transmission of 

advertisement in this way. According to the results, customization can lead to 

higher level of benefits and lower level of costs in the two forwarding scenarios. 

Rather than pure commercial advertisement, customization makes the forwarding 

closer to user-generated content, which is easier to be transmitted in communal 

networks (Kozinets et al. 2010). 

In addition, different from the stream of literature discussing factors to motivate 

advertisement diffusion (for the review, see Table 2.2), the design features 

enabling customization cannot drive the forwarding solely. After all, forwarder 

will not forward an advertisement just due to the social media platform provides 

the feature “@” or “Comment”. Other motivators like perceived product value in 

this research can influence forwarding directly, while customization can reinforce 

this influence. In other words, it’s not sufficient for customization only to drive 

forwarding. It’s the uniqueness of customization as a stimulus in current context. 

It also contributes to the knowledge about how feature design can facilitate 

advertisement diffusion. 

For the advertisement diffusion literature, diffusion is determined by external and 
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internal factors. The stimuli–organism–response (SOR) framework indicates that 

external factors (stimuli) can lead to a behavioral response by influencing internal 

cognitive/affective factors (organisms) (Mehrabian and Russell 1974). In existing 

literature that considered advertising diffusion as behavioral response in the SOR 

framework, stimuli and organisms are studied separately (for a literature review, 

see Section 2.3). Stimuli-response studies did not discuss how the environmental 

stimuli affect behaviors through a psychological process. Similarly, the sources of 

organisms in the environment and their effects are missing in organism-response 

studies. Existing studies did not sufficiently link them in a causal chain. This 

research gives an example with both organism and stimuli. 

5.2 Practical contributions 

This study offers insights for the practitioners in the field of advertising and social 

media design and operation. This study demonstrates that people share 

advertisement not only for the purpose of self-expression, but also to help others. 

This finding could be inspiring for practitioners who set the algorithm for 

personalized advertisement recommendation. The popular strategy of targeted 

advertising involves collecting the personal characteristics of users and their 

browsing history to infer the needs of the focal person. For example, on 

Weibo.com, advertisements shown to the user comes from the search and 

browsing history on Taobao.com and Tmall.com from people sharing the same IP 

address, as these websites belong to the same enterprise group in China. In line 
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with the altruistic behavior in advertisement forwarding in this study, 

recommending advertisements according to the needs of significant others may 

also be a way to increase advertising effectiveness. By considering this finding, 

practitioners might as well try to recommend products that might be needed by 

the friends of the user, especially those who have been contacted by the user via 

@ on the platform. This contact could be a signal that indicates the tight 

association between these two people, and thus suggests a better knowledge of the 

other’s needs.  

In addition, this thesis confirms that in the perception of relationship maintenance, 

design features such as labels that highlight the product that might be needed by 

friends can be attached to the advertisement to trigger this perception and result in 

forwarding. 

This study also demonstrates that providing customization features is successful 

means to facilitate advertisement forwarding, if the features are used by the users. 

In practice, features supporting customization are widely offered in social media 

platforms. Users can write justifications; mention friends; and insert links, figures, 

and videos freely via such features. Hence, advertising practitioners are advised to 

remind the viewers to use the features during forwarding. For instance, 

commercials can promise certain gratifications as rewards for using the features 

in the advertisements. These rewards make forwarding meaningful for oneself or 

others. Thus, the perceived benefit would be amplified, whereas the perceived 
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cost would be overlooked, thereby leading to a favorable consequence for the 

practitioners.  

 

5.3 Limitations and future research 

This study is limited by the manipulation of the advertisements. Verbal 

advertisement was used for the sake of the precision and feasibility. As 

advertisements with figures or videos present richer information, it is reasonable 

to posit that those advertisements performs better in expressing oneself or 

providing useful information to others. Therefore, although using verbal 

advertisement was necessary for this study, employing advertisement with higher 

media richness is encouraged in subsequent research under the premise that the 

information in the advertisement content is well-controlled for comparison. 

This study adopts product value in advertisement as the determinant to drive the 

diffusion decision. In the empirical investigation, information on this factor was 

collected via self-reported questionnaire to guarantee the accuracy of 

manipulation. It means that the products were truly valued vs. unvalued by 

participants. Answers were not collected by inferring them from informative cues, 

which, in turn, are always used in the target advertisement in practice. We 

conducted a laboratory experiment to identify a theoretically important 

determinant, but this method is limited to the laboratory. In practice, this action 

could be very costly for obtaining user data. Hence, the determinant used in this 



Chapter5 

 111 

research may have limited practical feasibility. Various determinants can 

substitute for product value to drive advertisement diffusion (for a review, see 

(Schulze et al. 2014)). Given the analytical framework taking the negative side of 

advertisement and its consequence into consideration, other determinants in 

traditional research can be assessed. This evaluation may inform us further about 

the diffusion of information with the two-side nature. 

This study identifies customization as the strategy for facilitating the diffusion by 

making use of the psychological appeals of customization (Marathe and Sundar 

2011) to strengthen the benefit and weaken the cost of the action. Prior literature 

presents other ways to achieve the goals. For example, studies on self-affirmation 

suggest that people can strengthen the self while dispelling the concern about the 

self by affirming self-values (Sherman and Cohen 2006; Toma and Hancock 

2013). This observation may be realized through content editing or the feature 

design of the system and serve as a new means to facilitate advertisement 

forwarding. Likewise, different ways of approaching advertisement forwarding 

should be explored in the future.
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Appendix  

Appendix A 

  
Examples of personalized advertisement 
Study 1 

 

Translation:  

 

Note:  
In our experiment, we used personally designed Chinese advertising since we conducted 
it in mainland China. The English version is the translation of the Chinese one for the 
convenience of English readers. The content is directly translated from the Chinese 
version. The weblinks were disabled in the experiments. 
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Examples of personalized advertisement 
Study 2 

 
Translation:  
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Appendix B 

Screen shot of customization video 

 
In this real forwarding dialog box, one input box is provided by default. In the 
input box, the feature of (No.1) @ could support the customization of directed 
dialog accessibility (CSTA), and the feature of (No.2) comment could support the 
customization of justification (CSTJ).  
Feature affordance in video 

Group 1 & 5 No.1 CSTA: ✘	
No.2 CSTJ: ✘ 

Group 2 & 6 
No.1 CSTA: √	
No.2 CSTJ: ✘ 

Group 3 & 7 No.1 CSTA: ✘	
No.2 CSTJ: √ 

Group 4 & 8 
No.1 CSTA: √	
No.2 CSTJ: √ 
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Appendix C 

Manipulation check items 
Construct Source Items 

Product Value 
(Liu et 
al. 
2012a)  

[PV1] The product in ad is useful for the friend. 
[PV2] The product in ad is valuable for the friend. 
[PV3] The product in ad is important for the friend. 

Customization 
of justification 

(Teng 
2010; 
Wu 
2014) 

[CSTJ1] The dialog box of forwarding enables me 
to customize the justification of forwarding the ad. 
[CSTJ2] The dialog box of forwarding provides 
more options for me to customize the justification 
of forwarding the ad. 
[CSTJ3] The dialog box of forwarding gives me 
greater control over customizing the justification of 
forwarding the ad. 

Customization 
of direct dialog 
accessibility 

(Teng 
2010; 
Wu 
2014) 

[CSTA1] The dialog box of forwarding enables me 
to access a customized direct dialog with a certain 
friend. 
[CSTA2] The dialog box of forwarding provides 
more options for me to access a customized direct 
dialog with a certain friend. 
[CSTA3] The dialog box of forwarding gives me 
greater control over accessing a customized direct 
dialog with a certain friend. 

 
 
 
 


