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Abstract: In recent years, social network has gradually become an important platform for people to
share emotions. This study takes Wechat users, the social media group with the largest number of users
in China, as the research object. Questionnaire survey was used. The author explores the influence of
social network structure on emotional sharing behavior, and analyzes the intermediary role of
psychological motivation in this process. It is found that the closeness of social networks has a
significant positive impact on both positive and negative emotional sharing. Emotional expression
plays a mediator role in this process. The scale of social networks has a significant positive impact on
positive emotional sharing. Impression management plays a mediator role in this process. This study
enriches the related theories of social network and emotional sharing, and provides inspiration and
reference for social media marketing practice.
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1. Introduction

Social network services mainly include social software and social media such as social sites, such
as instant messaging software such as Wechat and QQ, and social media such as Weibo and Facebook .
With the rapid development of Internet technology, SNS not only provides users with a wide range of
channels for interpersonal interaction and information sharing, but also gradually becomes an important
platform for people to share emotions with others [l In social networks, emotional sharing behavior is
often affected by network environment factors and network communication motivation. Taking Wechat
as an example, users create a close network environment in the form of group visibility of Wechat
moments. They are more likely to have emotional expression needs when they are in it and share their
emotions in Wechat moments. Their friends interact emotionally by praising and commenting on the
content 2l, Some users with a large number of friends tend to share positive emotions in Wechat
moments for the sake of building a good image. For example, college students pay more attention to
controlling negative emotions in Wechat moments. By showing their excellent side, college students
can achieve the goal of broadening interpersonal relationships 1. It can be seen that emotional sharing
behavior will be affected by the structure of social networks and related to emotional sharing
motivation.

This study takes Wechat users, the social media group with the largest number of users in China, as
the research object. Questionnaire survey was used. The author discusses the influence of social
network structure on emotional sharing behavior, and analyzes the intermediary role of psychological
motivation in this process. This study will enrich the theory of social network and emotional sharing,
and provide inspiration and reference for social media marketing practice.

2. Literature review and hypotheses
2.1 Social network structure
Social network refers to the relatively stable interactive relationship between social members in a

fixed group. It is an established social structure among social members . Its essence is a relational
virtual community. The relationship connection reflects the social interpersonal structure in reality.
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Social network structure mainly includes relationship scale, interaction frequency and connection
intensity (4. First of all, the relationship scale is the network scale, which can be understood as the total
number of network members, such as the number of friends in the Wechat address book. It reflects the
number of relationship connections. The larger the network scale, the wider the spread of user influence
[51, Secondly, the frequency and intensity of interaction reflect the closeness of social network members.
It is closely related to the frequency and degree of interaction between network members. Similar to
real society, the closeness of relationships in social networks can be divided into strong ties and weak
ties. Strong ties refer to the stable social contact formed by frequent daily contact, with limited scope,
such as relatives, classmates, friends, colleagues, etc. Weak ties refer to the social connections with
weak feelings and less interaction, which covers a wide range 61,

2.2 Social sharing of emotion

Social sharing of emotion refers to that in social life, people who experience emotional events tend
to tell others about the emotional events and talk about their feelings [!. According to different emotion
types and valence, emotional sharing can be divided into positive sharing and negative sharing. Positive
emotional sharing includes happiness and interest; negative emotional sharing includes fear, anger and
sadness. These sharing behaviors are universal and communicable. It is not affected by age, gender,
culture, emotional type and emotional valence [#°. Whether emotional events are positive or negative,
people tend to share with others.

With the rapid pace of social life, people spend less and less time on interpersonal interaction in real
life. Therefore, more and more people choose social media as a platform for emotional sharing. Social
media can increase users' willingness to share emotions [l Moreover, emotional expression in social
media is richer than that in real life ['%. It is based on the real interpersonal relationship, but also has its
own characteristics. In terms of the scale of emotional sharing, social networks can expand the scale of
sharing objects. Users can not only share emotions with the familiar people, but also share emotions
with the familiar objects on the network that are less likely to contact in reality. From the valence of
emotional sharing, emotional sharing often includes both positive and negative emotions. In these two
emotions, positive emotions are mainly expressed as happiness, pride and interest; negative emotions
are mainly expressed as anger, resentment, weakness, opposition and anxiety.

Social network structure has an impact on emotional sharing behavior. In closely connected social
networks, people tend to share emotions in order to enhance their relationships ['!l. In particular, the
sharing of negative emotions reflects the trust of the participants in the listeners, which can strengthen
the intimate relationship between the two sides!'?l. Therefore, this study proposes the following
hypotheses:

H1: The closeness of social networks has a positive impact on positive emotional sharing.
H2: The closeness of social networks has a positive effect on negative emotional sharing.

In large-scale social networks, people want to get social recognition. In addition, the general public
prefers positive emotions to negative ones. Therefore, users tend to share positive emotions through
impression management strategies to create a good imagel'*!4l. Therefore, this study proposes the
following hypotheses:

H3: The scale of social networks has a positive impact on positive emotional sharing.

H4: The scale of social networks has a negative impact on negative emotional sharing.
2.3 Motivation of emotional sharing

There are two main psychological motivations for emotional sharing in social media. One is the
need for emotional expression "], and the other is to create a self-image that meets your expectations
through impression management [!%,

Nowadays, more and more people choose to express their emotions in social networks. On the one
hand, the fast pace and high pressure in the real society limit people's time for interpersonal
communication, and also reduce people's enthusiasm for interaction and sharing. In reality, those
emotions that have no place to tell can only be released in social networks. On the other hand,
emotional sharing in social networks doesn't feel too oppressive. The functions of social network such
as comment and praise also provide a convenient social interaction channel for people. People can
break through the limitation of time and space to express their emotions, and enhance the interaction of
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friends to maintain and improve interpersonal relationships!'®l. The size of emotional expression needs
is affected by the closeness of network members. The closer the network structure is, the more likely
the individual is to reveal his true feelings to others. Therefore, this study proposes the following
hypotheses:

H5: Emotional expression has a mediator effect on the relationship between closeness and positive
emotional sharing.

H6: Emotional expression has a mediator effect on the relationship between closeness and negative
emotional sharing.

Because of the anonymity and convenience of social networks, it makes it easier for individuals to
present themselves. Social media has gradually become a platform to show personal image. People
manage their impressions through this platform. In social media, users can create their desired
self-image by showing their good side to others through various means ['>!718] 5o as to gain others'
value recognition and successful social interaction'¥. The demand of impression management is
affected by the size of network. With the expansion of social circles, managing self-presentation among
diverse groups becomes more challenging, causing individuals to self-censor their posts!'3l. The larger
the scale of the network structure, the more people the individual faces. Therefore, the more users need
to convey positive emotions to build a good public image; and vice versa. Therefore, this study
proposes the following hypotheses:

H7: Impression management has a mediator effect on the relationship between network scale and
positive emotional sharing.

HS: Impression management has a mediator effect on the relationship between network scale and
negative emotional sharing.

3. Data analysis

This study uses the questionnaire method to conduct empirical research. The questionnaire is
divided into five parts: personal basic information, social network structure, emotional sharing behavior,
emotional expression needs and impression management needs. The measurement of personal emotion
is based on the Panas scale of David Watson et al. (1988)['°). The measurement of emotional expression
needs is based on Kring et al. (1994)%, The measurement of impression management needs is based
on the scale of Rioux and Penner (2001)?'. In this study, 260 questionnaires were sent out and 223
were recovered. There are 208 valid questionnaires.

This study conducted regression analysis to analyze the influence of social network structure on
emotional sharing behavior, and to verify whether psychological motivation plays a mediating role. A
variable X affects a variable Y through another variable M, where M is the mediation variable. The
regression model to be verified is:

Y=cX+e
M=aX+ e
Y=c'X+bM+e;

The regression analysis of this study is divided into the following three steps:
3.1 The influence of social network structure on emotional sharing

The positive emotional sharing (Yi) and negative emotional sharing (Y,) were used as the
dependent variables, and the compactness (X;) was used as the independent variable for regression
analysis. The results showed that the degree of closeness had significant effect on both positive and
negative emotional sharing (c¢; = 0.943, ¢, = 0.424, p < 0.05). R? were 0.193 and 0.033, respectively. So,
H1 and H2 are supported.

Positive emotional sharing (Y;) and negative emotional sharing (Y,) were used as dependent
variables and network size (X ) as independent variables for regression analysis. The results showed
that network scale had no significant effect on negative emotional sharing, but had significant effect on
positive emotional sharing (R? = 0.093, c3 = 0.630, p < 0.05). So, H3 is supported.

Published by Francis Academic Press, UK
-69-



Academic Journal of Humanities & Social Sciences

ISSN 2616-5783 Vol.9, Issue 2: 67-72, DOI: 10.25236/AJHSS.2026.090210
3.2 The influence of social network structure on psychological motivation

The regression analysis was carried out with emotion expression (M) as the dependent variable and
compactness (Xi) as the independent variable. The results showed that the degree of closeness had a
significant effect on emotional expression (R? =0.139, a; = 0.213, p < 0.05).

The author takes impression management (M») as the dependent variable and network size (X») as
the independent variable to carry out regression analysis. The results showed that the network scale had
a significant effect on impression management (R? = 0.119, a, = 0.151, p < 0.05).

The author used positive emotional sharing (Y1) as the dependent variable, tightness (X;) and
emotion expression (M) as the independent variables for regression analysis. The results showed that
closeness and emotional expression had significant effect on positive emotional sharing (R?= 0.247, ¢!
=0.873, b; =0.330, p <0.05). So, HS5 is supported.

The author used Y as the dependent variable, X; and M, as the independent variables for regression
analysis. The results showed that closeness and emotional expression had significant effect on negative
emotional sharing (R? = 0.240, ¢, = 0.276, b, = 0.697, p < 0.05). So, H6 is supported.

The author used positive emotional sharing (Y1) as the dependent variable, network size (X>) and
impression management (M) as the independent variables to carry out regression analysis. The results
showed that network scale and impression management had significant influence on positive emotional
sharing (R? = 0.196, ¢'s = 0.630, b; = 0.333, p < 0.05). So, H7 is supported.

Table 1. Regression analysis results

Regression equation Coefficients p R?

Y =0.943X; ¢1=0.943 0.000" 0.193
Y>=0.424X; c=0.424 0.008" 0.033
Y=0.630X> c3=0.093 0.010" 0.093
M;=0.213X; 2,;=0.213 0.045" 0.139
M,=0.151X, a,=0.151 0.038" 0.119
Y= 0.873X;+ 0.330M; ¢'1=0.873, b;=0.330 0.000" 0.247
Y,=0.276X,+ 0.697M; c»=0.276, b,=0.697 0.000" 0.240
Y1=0.333X,+1.930M> ¢'3=0.630, b3=0.333 0.000" 0.196

Therefore, the hypothesis test results of this study are shown in Table 2.

Table 2. Hypothesis test results

Hypothesis Results

H1: The closeness of social networks has a positive impact on positive emotional | Supported
sharing.

H2: The closeness of social networks has a positive effect on negative emotional | Supported
sharing.

H3: The scale of social networks has a positive impact on positive emotional sharing. Supported
H4: Network scale in social networks has a negative impact on negative emotional | Unsupported
sharing.

HS5: Emotional expression has a mediator effect on the relationship between closeness | Supported
and positive emotional sharing.

H6: Emotional expression has a mediator effect on the relationship between closeness | Supported
and negative emotional sharing.

H7: Impression management has a mediator effect on the relationship between network | Supported
scale and positive emotional sharing.

HS: Impression management has a mediator effect on the relationship between network | Unsupported
scale and negative emotional sharing.

4. Implications

Combined with the research results, this paper puts forward the following suggestions on how to

conduct effective marketing through SNS:

(1) Enterprises should change the traditional marketing mode and make full use of SNS to release
the latest product and service information to tap potential users. With the help of SNS, enterprises can
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establish effective interactive channels and mechanisms between enterprises and customers to improve
marketing effect. In addition, enterprises should release more positive information to strengthen
positive publicity, which can drive customers' positive emotions and create a good corporate image.

(2) Enterprises should pay more attention to customer feedback and user evaluation. Through social
network, enterprises can establish effective customer consultation and feedback mechanism. No matter
whether the customer's feedback is positive or negative, the enterprise should specially arrange
personnel to respond in time to show the importance of customers. This can improve customer
satisfaction and loyalty.

(3) Enterprises can regard social network structure as the standard of user group division. Users
with large network scale and close relationship should be focused on. Large scale users have more
friends, and their information sharing has a wide range of communication. Moreover, they share more
positive emotions and are more likely to share the positive experience of their own consumption. Users
with high degree of closeness interact with their friends more frequently. They have high mutual trust
and good product recommendation effect. Therefore, enterprises should deeply mine the characteristics
and needs of these users. Enterprises should take measures to transform them into loyal customers and
encourage them to actively share relevant information.

5. Conclusion

This paper mainly discusses the influence of social network structure on emotional sharing behavior,
taking Wechat as the research object. The author studies the influence of Wechat users' social network
scale and relationship closeness on positive and negative emotional sharing. The results show that the
scale and closeness of Internet will cause different emotional sharing behaviors due to different
psychological motivation. Combined with the existing relevant research theories and empirical analysis
of this paper, this study draws the following conclusions:

First, the closeness of social networks has a significant positive impact on both positive and
negative emotional sharing. For social purposes, users tend to share more personal emotions (both
positive and negative) in the more intimate social networks. In large-scale social networks, users tend
to share more positive emotions.

Second, emotional expression plays a mediator role on the relationship between closeness and
emotional sharing. In order to enhance the close relationship with friends, people will share more
positive and negative emotions in social networks.

Third, impression management plays a mediator role in the influence of network scale on emotional
sharing. People need to maintain their good image through impression management and maintain the
relationship with people they are not familiar with. Therefore, impression management will let people
share more positive emotions in social networks.
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