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Abstract
With the vigorous development of social media, third-party consumer review
websites, and various e-commerce platforms, consumers can increasingly share
their consumption experiences and reviews with others. To adapt to this rapid
growth momentum, enterprises have implemented a series of measures to inte-
grate social media marketing that stimulates consumer sharing, such as adding
share buttons on product interfaces, incorporating hashtags on major social
platforms, or directly employing advertising slogans with sharing incentives.
Diverging from previous research that focused on consumer sharing behavior
post-decision, this project proposes that social media sharing cues play a signif-
icant role during consumer decision-making, influencing consumers’judgments
and choices. Specifically, this project posits that social media sharing cues si-
multaneously stimulate consumers’impression management motivation while
reducing their sense of autonomy; based on this theoretical foundation, it inves-
tigates two behavioral decision outcomes: product interest and decision termi-
nation. This project holds significant theoretical importance by overcoming the
limitation of prior research that predominantly focused on post-decision sharing,
thereby serving as a valuable supplement to existing literature on social media
sharing and how digital environments influence consumer behavior. Practically,
it offers important guiding implications for how enterprises can more effectively
conduct social media marketing.
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Abstract
With the rapid development of social media, third-party review platforms, and
various e-commerce sites, consumers can increasingly share their consumption
experiences with others. To capitalize on this trend, companies have imple-
mented numerous social media marketing strategies to stimulate sharing, such
as adding share buttons to product pages, creating hashtag campaigns, or using
advertising slogans that encourage sharing. Unlike previous research that has
primarily focused on post-purchase sharing behavior, this project proposes that
social media sharing cues play a significant role during the consumer decision-
making process, influencing judgments and choices. Specifically, we argue that
social media sharing cues simultaneously activate consumers’impression man-
agement motivation and diminish their sense of autonomy. Building on these
dual mechanisms, we investigate two key behavioral outcomes: product interest
and decision termination. This research makes important theoretical contribu-
tions by moving beyond the predominant focus on post-decision sharing, offering
valuable insights into how social media sharing and digital environments shape
consumer behavior. Practically, it provides crucial guidance for companies seek-
ing to optimize their social media marketing strategies.

Keywords: sharing cues, impression management, autonomy, consumer choice

1. Problem Statement
The internet, particularly mobile internet, has become deeply integrated into
consumers’daily lives and work. According to the 49th survey report from the
China Internet Network Information Center, as of December 2021, China’s
internet user base reached 1.032 billion, an increase of 42.96 million from De-
cember 2020, with internet penetration reaching 73.0%. The data also shows
that Chinese internet users spend an average of 28.5 hours online per week. As
consumers devote increasing time to online activities, they readily share their
consumption experiences on social media and review platforms such as Dianping
(Berger, 2013). The maturation of social networks and the rapid development
of 5G technology have fundamentally transformed the internet ecosystem, shift-
ing from a search-centric paradigm to a social network-centered social media
marketing model. In response to this powerful sharing trend, many companies
and brands have actively encouraged both online and offline sharing behaviors.
Common practices include adding share buttons to product pages (Wertenbroch
et al., 2020), creating hashtag campaigns on major social platforms, or using
advertising slogans that directly prompt sharing. For instance, NetEase’s 2016
“Share Your Music”campaign stimulated widespread user sharing and gener-
ated extensive discussion on Weibo and WeChat Moments. Similarly, the candy
brand KisKis launched a #HalloweenShowYourCandy campaign on Weibo that
attracted 2.27 million followers (as of November 3, 2021). From a marketing
practice perspective, motivating consumers to share their purchases or experi-
ences on social media has become an important marketing tactic and is consid-
ered a key approach to increasing page views and product exposure (see review
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in Rosario et al., 2016).

While social media sharing is ubiquitous and has received considerable academic
attention, existing research has predominantly focused on post-purchase out-
comes (Barasch, Zauberman & Diehl, 2018), examining antecedents of sharing
such as impression management (Moore & Lafreniere, 2020), concern for others
(Dubois et al., 2016), and contextual triggers (Consiglio, Angelis, & Costabile,
2018); the content of sharing, such as positive versus negative experiences (Bhat-
tacharjee & Mogilner, 2014) or humorous content (McGraw, Warren, & Kan,
2014); and the impact of sharing on audiences, such as influences on others’
decisions and emotional states (Barasch, 2020).

However, few studies have examined how social media sharing cues influence
behavior during the decision-making process. The most relevant research to
date is Barasch, Zauberman, and Diehl (2018), who found that activating shar-
ing intentions during photography actually reduces enjoyment of the experience.
Specifically, when people take photos with the intention of sharing them (versus
saving them for personal use), their photographic experience diminishes because
the sharing intention heightens self-presentational concerns while reducing en-
gagement. This study holds significant importance in today’s social marketing
era, revealing that sharing intentions can permeate the consumer experience
rather than emerging only after the experience. Nevertheless, their experimen-
tal approach of directly asking participants to imagine sharing with others differs
somewhat from real-world contexts.

Social media sharing cues—such as share buttons on brand and product pages,
hashtags on major platforms, and advertising slogans that prompt sharing—are
ubiquitous. Consumers’sharing intentions emerge constantly, making it both
theoretically and practically meaningful to examine how these cues affect con-
sumer choices before and during decision-making. Today’s consumers exist
in a highly connected mobile and social network environment (Lamberton &
Stephen, 2016; Schlosser, 2020), where the possibility and convenience of shar-
ing have increased dramatically. For example, a “Share to Weibo/WeChat”
icon next to a menu item enables one-click sharing to social platforms. From
a managerial perspective, share buttons and pervasive sharing triggers consti-
tute essential components of today’s intense social media campaigns and are
elements that major platforms compete to introduce. It is no exaggeration to
state that in this context, social media sharing cues have become integrated
into the consumer decision-making process, increasingly shaping an important
aspect of consumer decisions and transforming what consumers choose and how
they choose it (Berger, 2014).

Goal priming theory suggests that external environmental cues, even when pre-
sented subtly, can significantly influence behavior (Bargh, Chen, & Burrows
1996). Building on this, our research examines the following questions: How
do social media sharing cues, as an extremely common contextual cue in to-
day’s social marketing era, influence consumers’product interest and decision-
making experience before and during the decision process? What are the un-
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derlying mechanisms and influencing factors? We propose that social media
sharing cues affect consumers through two primary pathways: impression man-
agement and sense of autonomy. Based on these mechanisms, we investigate
both consumer-level and firm-level consequences. Specifically, we examine how
social media sharing cues during decision-making, by activating consumers’pub-
lic self-awareness and undermining their sense of autonomy, influence product
interest and decision termination.

2. Literature Review
Based on our research objectives, we review relevant literature on information
sharing and experience sharing in social media.

2.1. Information Characteristics in Social Media Sharing

Previous research has examined what types of information stimulate consumer
sharing, which can be categorized into two main areas: content characteristics
and external environmental factors. Regarding content characteristics, people
are willing to share information with the following features. First, practical
information: Research demonstrates that online content rich in practical value
and information can trigger active sharing. For instance, Lee and Hong (2016)
found through an online survey of 402 Facebook users that information-rich
advertisements help consumers make more rational judgments and purchase
decisions, better satisfying their functional needs and thus generating positive
attitudes and sharing intentions. Second, interesting information: From
an impression management perspective, people frequently share interesting, in-
teractive, entertaining, humorous, or amusing online content because sharing
such material projects a positive image of themselves as interesting and humor-
ous individuals (Berger, 2014). Third, novel information: Through coding
and analyzing the most-shared articles in The New York Times, Berger and
Milkman (2012) discovered that novel, surprising, creative, and unique online
content spreads widely through active sharing, such as sensational headlines,
breaking news, eye-opening product innovations, and creative advertisements.
Fourth, emotional information: Beyond the three types mentioned above,
emotional information consistently captures attention (Heath & Heath, 2007).
Previous research indicates that online reviews containing more emotional ex-
pressions, whether positive or negative, can increase perceived value and drive
sales (Rocklage & Fazio, 2019).

2.2. Internal Motivations for Social Media Sharing

(1) Self-Enhancement. Individuals possess a fundamental need to enhance
self-esteem, increase self-worth, seek positive self-concepts, and avoid negative
feedback. This drive is rooted in the need for self-esteem, which forms the basis
of self-enhancement motivation, while maintaining the self is a crucial reason
for its emergence (Dong Yan & Yu Guoliang, 2005). It drives people to focus on
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self-image in social interactions and strive for positive recognition. Extensive re-
search on word-of-mouth and information dissemination has explored consumers’
self-enhancement motivation (Chen & Yuan, 2020). For example, because pos-
itive word-of-mouth spreads more widely than negative word-of-mouth (Berger
& Milkman, 2012), consumers write more positive reviews for self-enhancement
purposes (Wojnicki & Godes, 2008). Moreover, when sharing with weak ties or
unfamiliar individuals, self-enhancement motivation becomes stronger because
people are eager to make good first impressions to attract potentially valuable re-
lationships (Dubois et al., 2016; Chen, 2017). To enhance self-image, consumers
typically share their positive (versus negative) experiences (Angelis et al., 2012;
Chen & Lure, 2013) and discuss novel topics or products to demonstrate they
are “in the know”(Berger & Schwartz, 2011). When facing knowledge gaps,
consumers who perceive discrepancies between their actual and ideal selves ac-
tively post positive information to showcase their knowledge reserves (Packard
& Wooten, 2013).

(2) Emotion Regulation. A second major motivation for information sharing
is emotion regulation, which refers to how people manage their emotions—when,
where, and why they experience particular feelings. Individuals experience emo-
tional responses through emotional priming or contagion, and these reactions,
whether positive or negative, require emotion regulation to achieve psychologi-
cal balance and mental health (Gross, 2013). Social sharing represents one such
emotion regulation strategy (Rimé, 2009). For consumers, emotion regulation
occurs simultaneously with emotions generated during consumption experiences
or perceived in marketing messages. Therefore, emotion regulation constitutes
an important motivation for information sharing, as consumers obtain social sup-
port and assistance through social communication and sharing, thereby reducing
cognitive dissonance and stabilizing emotional fluctuations. For example, when
flights are canceled or experiences are unsatisfactory, sharing with others can
alleviate negative emotions. Ninety percent of consumers believe that sharing
their emotional experiences with others helps reduce the impact on themselves.
In interpersonal interactions, emotional venting represents an important rea-
son for sharing negative emotions. In consumer behavior contexts, previous
research shows that angry or dissatisfied consumers are more willing to share
word-of-mouth as an emotional outlet (Wetzer, Zeelenberg, & Pieters, 2007).

(3) Information Acquisition. Another important motivation for sharing is
information acquisition. Consumers often do not know what to purchase or
how to solve a particular problem, so they seek help from others. To obtain
information, they actively share their own thoughts. Conversely, consumers
can also solve problems by sharing information. For instance, people’s choices
may not meet expectations, and their preferences continuously evolve. Through
communication and sharing with others, consumers can receive suggestions for
addressing these issues. Previous research finds that consumers who have pre-
viously used word-of-mouth to solve problems are more likely to share their
opinions on online platforms (Kim, Barasz, & John, 2021).
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(4) Social Bonding. Self-determination theory posits that establishing and
maintaining social relationships is a fundamental human need. Daily interper-
sonal communication enables people to stay connected and express care, acting
as “social glue”that binds individuals together and strengthens relationships.
In social network environments, people typically strengthen social bonds and re-
duce feelings of loneliness and social exclusion by sharing common interests and
emotional online content. For example, people build relationships by providing
useful information to others (Chen, 2018) or expressing care during holidays.
Related empirical research also demonstrates that strengthening social bonds
constitutes an important psychological motivation for actively sharing online
content. Libert and Tynski (2013) found that in communities, reinforcing mem-
bers’shared passions and social connections represents a significant reason for
sharing online content.

(5) Altruism. Unlike the self-beneficial perspectives mentioned above, altru-
ism also represents an important sharing motivation. Sometimes people share
content largely to help others and improve others’welfare (Berger, 2014). For
example, sharing information about a public welfare project to encourage oth-
ers to participate or sharing an insightful article for others’learning. Ligon and
Schechter (2012) found that altruistic motivation positively correlates with shar-
ing and participation behaviors in social network brand communities. Huang,
Lei, and Zhu (2016) investigated how companies should design marketing mes-
sages by examining how relationship paradigms between consumers and compa-
nies influence information forwarding behavior. Through secondary data analy-
sis and experiments, they found that economic incentives more effectively trigger
forwarding behavior among consumers in transactional relationships, while emo-
tional stimuli more effectively trigger forwarding among consumers in communal
relationships. In transactional relationships, consumers share out of motivation
to reciprocate the company.

2.3. Effects of Social Media Sharing on Sharers Themselves

Based on our research focus, we review literature on how information sharing
affects sharers themselves. A meta-analysis of 206 fMRI studies found that in-
formation sharing positively correlates with activity in the striatum and frontal
cortex, demonstrating that sharing activities generate positive value for sharers
(Bartra, McGuire, & Kable, 2013). Yang, Li, and Zhao (2014) applied shared
reality theory to examine how social bonds and imaginary audiences affect shar-
ers’original brand love during experience sharing. They found that sharing
brand experiences helps build brand love, and sharing positive brand experi-
ences positively influences sharers’own brand love, strengthening their brand
preference. Berger and Barasch (2017) found in their research on photo sharing
on social media that audiences perceive people who post candid photos as more
sincere and are thus more willing to get to know and date them. Valsesia and
Diehl (2022) discovered that people perceive social media users who frequently
share experiences as more authentic than those who frequently share material
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products, resulting in more favorable impressions.

2.4. Literature Review Summary

Social media has become an important platform for corporate marketing and
communication, where companies collect massive amounts of information and
share brand and product content. Simultaneously, social media continues to
evolve, driven by technological advances such as major platforms constantly
adding new features and services, and by increasingly sophisticated consumers
who continuously discover new functionalities. In today’s rapidly changing
landscape, it is urgent to re-examine social media, particularly how environ-
mental factors reshape consumers and what unintended negative consequences
may arise for companies, in order to understand how businesses can effectively
leverage social media.

Extant research has extensively examined sharing on social media from corpo-
rate and consumer perspectives, focusing on how to stimulate sharing and the
antecedents, mechanisms, and outcomes of sharing. These studies share a com-
mon context: consumers share after purchasing or experiencing. However, in
today’s socialized environment, consumers may no longer follow the traditional
decision process of purchase, experience, then share. Pervasive social media sat-
urates every moment of the consumer decision process, and encountering vari-
ous sharing cues during decision-making may already trigger sharing intentions
that subsequently alter or reshape their decisions. Based on this perspective,
our project focuses on social media sharing cues encountered during shopping
decisions and examines their impact on two outcome variables: product interest
and decision termination.

3. Research Framework
This research aims to deeply investigate how social media sharing cues that
appear during the consumer decision-making process influence consumer behav-
ior, the underlying mechanisms, and boundary conditions. First, we address
the fundamental question: what impact do social media sharing cues during
decision-making have on consumers and companies? Previous research on social
media sharing has concentrated on the positive effects of post-decision sharing
(e.g., Lambert et al., 2013; Tamir & Mitchell, 2012). We extend this work by
exploring the double-edged sword effect of sharing cues during decision-making.
From a firm perspective, how do social media sharing cues affect product inter-
est, and are there potential negative effects? From a consumer perspective, how
do these cues influence consumers’own choices?

Second, we address the key scientific question: what are the internal mechanisms
through which social media sharing cues during decision-making exert their ef-
fects? Although recent research has examined how sharing intentions during
decision-making affect experience (Barasch et al., 2018), the internal mecha-
nisms of social media sharing cues, particularly subtle cues, remain poorly un-

chinarxiv.org/items/chinaxiv-202203.00031 Machine Translation

https://chinarxiv.org/items/chinaxiv-202203.00031


derstood. Their mechanisms may differ significantly from the single impression
management pathway widely assumed in existing research. Therefore, revealing
the internal mechanisms of social media sharing cues represents a key scientific
question for this project.

Finally, we address important boundary conditions: under what circumstances
do social media sharing cues during decision-making have differential effects?
This research examines how these cues operate differently for various consumer
types, consumption categories, and decision stages.

Based on the aforementioned framework and objectives, this project will be con-
ducted through two sub-studies investigating the effects of social media sharing
cues on product interest and decision termination, respectively.

3.1. Study 1: The Effect of Social Media Sharing Cues on Product
Interest

One way companies and brands engage in social marketing is by adding social
media icons to product pages. This practice requires minimal investment, but
does it achieve the expected effects? Are there potential negative consequences?
Study 1 examines how social media sharing cues, particularly subtle cues (i.e.,
social media icons), unconsciously activate consumers’public self-awareness and
influence product interest.

Public self-awareness refers to the consciousness of oneself as a social being
whose behavior is observed and evaluated by others. Consumers high in public
self-awareness are particularly sensitive to external information, especially how
others evaluate them, and thus engage in various behaviors to construct positive
self-images (Scheier, 1980). For example, public self-awareness positively corre-
lates with impression management behaviors on social media; individuals with
strong public self-awareness are more likely to post photos that showcase high-
quality social relationships (Shim, Lee, & Park, 2008) and share more positive
content (Bazarova et al., 2013).

While early research viewed self-awareness as a conscious and deliberate informa-
tion processing activity (e.g., Carver & Scheier, 1981), growing evidence suggests
that self-awareness involves automatic processing of self-related information that
occurs beyond conscious awareness (Hull, Slone, Meteyer, & Matthews, 2002).
Consequently, subtle and unobtrusive environmental cues can also activate pub-
lic self-awareness. For instance, seeing mirrors, cameras, or recording devices
can increase public self-awareness to some degree (Rochat, 2018). Existing re-
search suggests that public self-awareness in public (versus private) consumption
contexts leads people to avoid products inconsistent with their identity (White
& Dahl, 2006), and that high public self-awareness makes consumers more sen-
sitive to information unrelated to self-awareness. In summary, subtle external
cues and relatively public social situations can enhance consumers’public self-
awareness, and this effect can occur without consumers consciously noticing
these cues.
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The rapid development of social media, characterized by instant communication
and broad dissemination, provides an excellent platform for satisfying public
self-awareness (Barasch & Berger, 2014; Berger, 2014). With social media icons
now ubiquitous, people can display their attitudes toward products to others
without even purchasing or owning them, such as through one-click sharing to
WeChat Moments or Weibo. In Study 1, we focus on how social media icons on
product pages affect product interest. These icons can subtly influence shopping
experiences and alter product interest. As previously discussed, external envi-
ronmental cues can activate public self-awareness (Morin, 1997), leading us to
infer that merely presenting social media icons is sufficient to make consumers
conscious of themselves as social beings, enhance public self-awareness, and sub-
sequently change their product interest and evaluations. Consumers not only
express their characteristics and preferences through products they purchase
and use (Belk, 1988) but also infer others’personalities from their purchases.
Therefore, when anticipating evaluation by others, consumers alter their prod-
uct choices (Deutsch & Gerard, 1955). On one hand, consumers avoid products
that negatively affect their image (i.e., undesirable products); on the other hand,
they actively seek products that generate positive social effects (i.e., desirable
products). For example, people avoid products associated with low social status
(Dubois, Rucker, & Galinksy, 2012) and choose products that signal uniqueness
(Ariely & Levav, 2000) or express belongingness (Chan, Berger, & Van Boven,
2012). Consequently, social media icons can have positive or negative effects on
product interest, depending on consumers’judgments of whether the product
enhances or harms their image.

Figure 2.1. Framework for Study 1

H1: Social media sharing cues on product pages influence consumers’product
interest.

H2: The effect of social media sharing cues on product interest is mediated
by consumers’public self-awareness. Social media sharing cues (vs. no cues)
increase public self-awareness, which in turn affects product interest.

H3: Product desirability moderates H1. Specifically, for desirable products,
social media sharing cues increase product interest; for undesirable products,
social media sharing cues decrease product interest.

3.2. Study 2: The Effect of Social Media Sharing Cues on Decision
Termination

While consumers use social media as a new platform for impression manage-
ment, the increasing ease of sharing has also raised concerns about privacy and
social media dominance. Network technology development creates a constant
sense of being observed (André et al., 2018). Beyond direct interpersonal inter-
actions, companies invest more resources in tracking, monitoring, and analyzing
consumer marketplace activities across different decision stages. Technological
advances enable firms to not only record and track consumer transactions but
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also analyze consumer responses before transactions occur. For example, retail
surveillance can capture consumers’facial expressions in real time. During shop-
ping, Taobao provides association reminders recommending potentially interest-
ing products “based on your browsing history”(during decision-making) and
displays other products you might be interested in at checkout (post-decision).
Understanding how people respond to this constantly monitored shopping ex-
perience has important theoretical and practical significance.

Some research finds that while technology enhances human capabilities and
autonomy, it also increases constraints (Wertenbroch et al., 2020). Some com-
panies have recognized social media’s potential negative effects and even aban-
doned social media to minimize these impacts. For example, the shopping web-
site shopinprivate.com not only lacks social media icons but also claims to pro-
vide a “private, secure, and autonomous”consumption experience. Study 2
examines how social media affects people’s sense of autonomy and the resulting
potential negative consequences.

As one of humans’basic intrinsic motivations, sense of autonomy is closely re-
lated to freedom of choice (Kim et al., 2015). Previous research has examined
autonomy from political, psychological, and philosophical perspectives. Based
on existing literature, we define sense of autonomy during decision-making as
the perception that one’s decisions are not influenced by external forces (Werten-
broch et al., 2020). Consequently, consumers focus on their internal feelings, in-
dependent of others’influence, and intentionally differentiate themselves from
others (Feist, 1999). Ubiquitous social media sharing cues can make people
feel connected to more individuals while simultaneously conflicting with the de-
sire to be an independent, autonomous entity. For example, people care about
how others perceive them and integrate observers’thoughts and cognitions into
their own decisions. Moreover, people establish shared reality in cyberspace,
incorporating both their own cognitions and others’perspectives into decisions
(Hardin & Higgins, 1996). Additionally, previous research shows that people
overestimate the degree to which their choices and behaviors are observed and
evaluated by others and that their internal mental states are detected by others
—the “illusion of transparency.”

The extent to which social media cues affect sense of autonomy depends on the
consumer’s stage: during decision-making (process stage) versus post-decision
(outcome stage). Specifically, the decision-making stage refers to when con-
sumers are still comparing options and have not yet formed clear preferences,
whereas the post-decision stage refers to when consumers have clarified their
thinking and formed preferences, such as when products are already in the shop-
ping cart ready for checkout. The key distinction lies in whether preferences
are being constructed or have already been formed.

Since autonomy’s core concerns sensitivity to free choice, we argue that it is
particularly salient during the decision-making process rather than post-decision
and is more sensitive to external information (e.g., Lichtenstein & Slovic, 2006).
For example, consumers who realize their decision process is recorded only at the
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moment of payment will experience significantly less autonomy threat than those
whose entire decision process is recorded. Recording the entire decision process
—including how trade-offs are made and how preferences are formed—creates
stronger self-presentation concerns and accountability, substantially damaging
consumers’sense of autonomy.

Therefore, when consumers strive to maintain decision autonomy, social media
sharing cues during the decision process may produce opposite effects. Drawing
on previous research, in Study 2 we propose:

H4: Social media sharing cues during the decision-making process reduce sense
of autonomy, leading consumers to terminate their decisions.

Figure 2.2. Framework for Study 2

4. Theoretical Contributions
First, regarding research object, this project focuses on social media sharing
cues encountered during consumer decision-making rather than actual informa-
tion sharing behavior or product sharing. Online information sharing—reviews,
movies, music, or life moments—has become an important part of daily life. Ex-
tensive previous research has examined how consumers use social media or why
and how they share post-decision (e.g., Angelis et al., 2012; Barasch & Berger,
2014; Chen, 2017; Chen & Lurie, 2013; Dubois et al., 2016). Our research ex-
amines how social media sharing cues (e.g., common social media icons) can
influence consumer behavior during decision-making without requiring direct
participation in a specific social media platform. This research object responds
to recent studies on how the possibility of information sharing in social media
environments affects consumer behavior (Berger, 2014; Stephen, 2016; Yadav &
Pavlou, 2014).

Second, regarding research perspective, this project investigates how social me-
dia sharing cues influence consumer behavior through two pathways: activating
impression management motivation and reducing sense of autonomy. Related
existing research has examined how others’presence influences decision-making
through two mechanisms. The first is accountability concerns (see review in
Lerner & Tetlock, 1999), which suggests that because people anticipate others
will ask them to justify their choices, they constantly seek audience approval
(Baumeister & Leary, 2017), tend to align with others’viewpoints or prefer-
ences (e.g., Tetlock, 1983), and choose socially desirable products (Andreoni &
Bernheim, 2009). The second is self-presentation motivation, where people
always desire to project a positive image to others and thus engage in impres-
sion management. However, we find that existing research has focused on how
physical others’presence at the decision critical point activates accountability
concerns and self-presentation motivation. Today, social media sharing cues
also create feelings of connection with others, which conflicts with being an
independent individual and autonomous entity. Previous research also shows
that when people perceive self-other connection, they adopt others’perspectives
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and integrate others’feelings into their own decisions (Shteynberg, 2015; Smith
& Mackie, 2016). Therefore, we need to construct two pathways from social
media sharing cues: first, sharing cues activate self-awareness, thereby enhanc-
ing impression management motivation; second, sharing cues activate self-other
connection, thereby reducing sense of autonomy. Our comprehensive research
model enriches and deepens existing explanations.

Third, regarding research content, this project examines the effects of social
media sharing cues on a range of consumer behaviors and proposes boundary
conditions. Previous research based on photo-sharing contexts has examined
how sharing cues affect the experience itself (Barasch et al., 2018) but not how
sharing cues affect decisions. Our research focuses on how sharing cues change
consumer judgments and decisions, complementing existing research on people’
s relationship with social media and how they use social media to achieve self-
goals (e.g., Barasch & Berger, 2014; Appel et al., 2020; Packard, Gershoff, &
Wooten, 2016). Additionally, it enhances the“validity”of existing research and
improves the“generalizability”of conclusions. Furthermore, existing research has
primarily examined how social observation and others’presence at the decision
point affect consumer decisions, but few studies have examined how external
influence cues in cyberspace permeate the entire consumer decision process and
subsequently change their choices. Our project’s examination of three effects of
social media sharing cues also enriches research on how social influence affects
choices before and during decision-making (Kupor et al., 2014; Lamberton et
al., 2013).
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