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Table 5 Regression Results for Bivariate
Probit Model ( with Instrument Variables)
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Influence of Neighbor and Posting Type on
Users’ Posting Behavior in Social Networks

ZHOU Jing' ,SHEN Qiaowei’ , TU Ping’ , WANG Hansheng’
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2 Guanghua School of Management, Peking University, Beijing 100871, China

Abstract : With the booming of online social networks( such as Facebook, Twitter and weibo) , user generated content has become
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one of the main ways for people to communicate and share with each other online. On social platforms, people can choose to fol-
low the users they are interested in, which can be stars or ordinary people. Meanwhile, people’s posting behaviors on social plat-
forms can also be divided into two types: sending original posts and forwarding others’ posts. For platform operators, the quantity
and quality of posts are directly related to the platform’s revenues. So how to encourage people to post on social platforms has be-
come one of the most important issues for researchers.

This paper focuses on the influence of neighbor type( opinion leader vs. non-opinion leader) and posting type( original vs.
forwarding) on individual posting behavior. The data are collected from Sina Weibo, which is a famous Chinese tweeter type so-
cial media. From the point of empirical analysis, we analyze the impact of user and posting type on the posting behavior, and use
the instrumental variable method to solve endogenous problem. The study found that the number of posts of opinion leaders
( whether forwarding or original) had a positive impact on the posting behavior of target users, and for non-opinion leaders, their
original posts had a positive impact on target users, yet the forwarding posts had a negative impact. This is because opinion lead-
ers rarely interact with ordinary users. As the transmitter and diffuser of information, the existence of opinion leaders provides
good posting materials and sources for ordinary users, and has a purely exogenous impact on users’ posting behaviors. However,
for non-opinion leaders, their re-posting will largely squeeze the time used by the target users for posting, thus inhibiting one's
posting behavior.

The results of this paper can help researchers to better understand the role of opinion leaders and non-opinion leaders on so-
cial platforms, and more deeply understand the motivation behind users’ posting behavior. For enterprises, marketing personnel
can conduct differentiated marketing strategies according to the types of users’ neighbors, so as to enhance the activity of the plat-
form. We propose that the enterprise’s marketing plan should be more personalized marketing based on individualized needs.
Keywords : social networks ;types of user neighbor; posting behavior; posting motivation ; posting type
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