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Tab.1 The difference between user generated content firm initiated content and expert created content

( Variety) ( Track) ( Transmission)
N N N . . N N Aaltonen
( User generated Content) N N N N : N N Seiler 2015;
Kumar
N ; 2016
( Firm initiated Content) N N
N N ; Wang. Liu.
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Motivations and Influencing

Factors of Content Sharing in Social Network

XTANG Xiaofang

( School of Business Hunan Normal University Changsha 410081 China )

Abstract: With the rapid development of new social media consumers are embedded in various social networks to

share the contents created by others. After systematically reviewing the domestic and foreign literature on content

sharing and summarizing concepts of content sharing and the classification of content the paper explores the behavioral

motivations and influence factors of content sharing. There is no in—depth study on the relationship type geographical

location and incentive mechanism of user publishers and forwarders in the existing literature. We looks forward to the

future research directions about content sharing in the field of WeChat sharing channels sharing content and so on.
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