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7/ Abstract

The purposes of this study were to (1) determine whether three psychological traits (psychological
reactance, leadership trait, and narcissism) significantly affected the sharing of online video
content on social media, (2) examine the effects of two types of motivations (autonomous
motivation and controlled motivation) guided by Self-determination Theory (SDT) on sharing
behavior, and (3) investigate the mediating effects of the motivations between psychological traits
and sharing behavior. Based on an online survey using a representative Korean sample (N = 407),
this study found that psychological traits are a potential facilitator of sharing behavior on social
media. We also found that both motivations of SDT either completely or partially function as
a mediator between psychological traits and sharing behavior. Implications for the underlying
mechanism of sharing behavior are discussed along with future directions.
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Motivations

Influences of the psychological and motivational antecedents on the
sharing of online video content on social media

Social media have provided individuals with unprecedented access to communication
with others in a variety of ways. Through the use of social media, individuals can pursue
large-scale cooperation (Benkler, 2006), experience collective intelligence (Surowiecki,
2005), and enhance their feelings of empowerment. In this process, individuals can not
only share their opinions, feelings, and experiences with others, but they can also share
news and information about social issues on social media. In recent years, individuals
have been actively sharing various types of information on social media, such as online
video content.



Why are individuals on social media willing to voluntarily share their various types
of information and resources without any promise of rewards? A prior study found that
the reason for this lies in the technical characteristics of social media; specifically, social
media can make it easier to share and modify information in order to obtain new types
of information (Kose & Sert, 2015). However, there could be a number of other factors
beyond these technical reasons that lead to such altruistic behavior. The current study
aims to answer these questions by focusing on the “sharing behavior” on social media.
Numerous prior studies (Alsharo, Gregg, & Ramirez, 2017; Gagne, 2009; Ipe, 2003)
in sharing research have examined sharing motivations, the process of sharing, and
sharing behavior, but only in terms of knowledge and related processes in organizations.
In particular, those studies did not consider individual psychological traits as potential
antecedents that can affect both the sharing motivations themselves and participation in
sharing.

On the one hand, motivational factors certainly influence behavior (Ajzen, 1991).
Previous studies (e.g., Finkelstein, Penner, & Brannick, 2005; Weinstein & Ryan, 2010)
have focused on motivations to share. However, previous models of sharing motivations
have only discussed motivations regarding the level or amount of sharing (Gagne, 2009).
Given the limitations of the prior models, Self-determination theory (SDT) is noteworthy.
The motivations (i.e., autonomous and controlled motivation) guided by SDT vary not
only in terms of the level or amount of sharing, but also in terms of the sharing quality.

The purpose of this study, which considers sharing behavior on social media, can be
divided into two main categories: First, we intend to identify the psychological factors that
affect the sharing of online video content with others on social media. To this end, the
study focuses on the influences of psychological reactance, leadership trait, and narcissism
on the sharing behavior on social media. Second, we explore the effects of two types of
motivations associated with the psychological traits on sharing behavior based on the
SDT approach and recent SDT studies.

This new approach is likely to foster future research that builds a substantially refined
model of content sharing motivation that can more precisely predict causality orientations
regarding psychological traits that influence sharing online video content on social media.

Sharing behavior in social media

Sharing behavior is defined as “behavior related to sharing feelings, thoughts, and
experiments or using something together with another person” (Kim et al., 2012, p. 30).



Numerous researchers have studied “sharing behavior” in a wide range of academic
domains. The questions posed in these studies include: How do individuals resist the
temptation to free ride and sacrifice themselves for a common purpose (Ostrom, 2007)?
Are there any commonalities in the way individuals arrange their information with regard
to sharing behavior (Razavi & Iverson, 2006)? How does knowledge management system
in organizations successfully implement knowledge sharing behavior among employees?
How do selfish Homo sapiens form and maintain a community or society while sharing
and collaborating their resources on a more fundamental level (Ridley, 1997)? Many of
these topics are interested in the phenomenon of sharing behavior.

Rapid improvements in social media have especially promoted sharing behavior. Social
media allow individuals to create and exchange information, ideas, images, and online
video content (Ahlqvist et al., 2010). Social media have made it easier for individuals to
share and modify values, experience, and information through sharing behavior among
people. As such sharing behavior has become possible with very little cost and effort,
many individuals have come to actively share their own resources with others. Along with
the technological advancements in communication, the main factor ultimately driving
these changes is the behavior of individuals who are willing to share their resources.

What makes individuals willing to share their resources on social media? The
technological advances in communication cannot account for all of this sharing
behavior. Previous research (Riege, 2005) has identified some of the important factors
that influence sharing behavior, including individual factors (e.g., lack of trust and lack
of social network), organizational factors (e.g., lack of leadership, and lack of sharing
opportunities), and technological factors (e.g., inappropriate information technology).
However, empirical study still needs to be done on why selfish individuals share their
material, emotional-level resources, or information-level resources for free.

In this context, Gagne (2009) argues that individuals can use sharing to obtain status,
power, and rewards. This idea suggests that individuals have certain motivations to share.
If this assumption is indeed the case, it could invoke a theoretical framework that explains
sharing behavior based on SDT (Deci & Ryan, 1985, 2008). For example, according to
the concept of controlled motivation in SDT, individuals are highly likely to share their
online video content when they can obtain rewards in return. For this reason, the current
study examines SDT, which substantially helps predict and understand sharing behavior
significantly.



Self-Determination Theory and Content-sharing Motivation

SDT (Deci & Ryan, 1985, 2008) provides a multidimensional framework with
two second-order-level types of motivation-autonomous motivation and controlled
motivation.

Autonomous motivation refers to a high degree of experienced choice with respect to the
initiation and regulation of one’s own behavior (Deci & Ryan, 1985) and reflects personal
interests and values (Sheldon & Elliot, 1998). Examples of this include pursuing an activity
because it is enjoyable and pursuing an activity because it is personally meaningful and
fits one’s value system (Gagne, 2009). Thus, with a high level of autonomy orientation,
individuals will be less controlled by promised rewards and will likely plan their activities
based on personal goals and interests. On the other hand, controlled motivation describes
individuals’ behavior being organized with respect to controls either in the environment
or inside themselves (Deci & Ryan 1985) and reflects something individuals feel
compelled to do by external or internal pressures (Sheldon & Elliot, 1998). Examples of
this include individuals engaging in an activity based on pressure such as deadlines or an
individual visiting an elderly parent based on the guilt they would feel if they did not visit.
Thus, when people are control-oriented, extrinsic rewards play a more determinative role
in their behavior (Bock et al., 2005; Deci & Ryan 1985).

This raises the question, what motivations are there for being more closely associated
with sharing behavior? Prior studies (e.g., Cabrera & Cabrera, 2002) on the sharing
of knowledge have suggested that controlled motivation may have a greater effect on
sharing behavior. However, this assumption requires further verification, as it does not
account for the orientation of the activity between positive or negative behavior. On the
other hand, autonomous motivation leads to more positive actions by individuals than
controlled motivation (Gagne & Deci, 2005). Interestingly, sharing behavior is likely to
be perceived as a positive action. Indeed, research shows that sharing behavior is likely
to be motivated in a manner similar to helping and prosocial behavior, which is hard to
motivate through rewards and pressure (Frey, 1993). Furthermore, research continues
to confirm the relationship between autonomous motivation and sharing behavior.
For example, autonomous motivation is superior to controlled motivation in terms of
motivating the performance and retention of volunteer workers (Millette & Gagne, 2008)
and recycling behavior (Green-Demers et al.,, 1997). By contrast, attempting to motivate
helping behavior with the use of tangible rewards decreases such behaviors (Fabes et al,
1989; Kunda and Schwartz, 1983; Wright et al., 1993).



This study focuses on the sharing of online video content on social media rather than
offline sharing activities. However, empirical studies on the sharing of online video
content are currently being performed on a limited basis. For this reason, the current
study will explore how autonomous and controlled motivation are associated with the
sharing of online video content in order to analyze the phenomenon of sharing behavior
on social media.

HI: Autonomous motivation will be associated with the sharing of online video content.

H2: Controlled motivation will be associated with the sharing of online video content.

Individual Differences: Psychological Reactance, Leadership trait, and
Narcissism

Human behavior is largely affected by the psychological orientation of the individual.
Sharing behavior that involves using something together with others or sharing feelings,
thoughts, and experiences is also included in human behavior. Thus, sharing behavior
cannot be free from the influences of individual psychological orientation. Indeed, some
studies (e.g., Allik & Realo, 2004; Cabrera et al., 2006; Kim, Sherman, & Taylor, 2008)
have noted that psychological traits could affect sharing behavior. For example, individual
construal has been shown to have a more positive effect on sharing behavior than group
construal (Allik & Realo, 2004). In addition, Cabrera et al. (2006) examined openness to
experience, and found it to be positively related to individuals’ self-reports of knowledge
exchange. However, such previous studies have limitations, in that they have not fully
validated the effectiveness of individual tendencies on sharing behavior. For example,
the influence of individual construal on sharing can be interlocked or coordinated by the
culture or environment in which an individual belongs, while the effect that openness has
on sharing is also more restrictive on knowledge sharing than on general sharing.

In order to extend the previous relevant research, the current study examines the various
effects of psychological reactance, leadership trait, and narcissism on sharing behavior as
the psychological orientation of individuals free from these limitations. This study also
seeks to focus on the indirect effects that one’s psychological traits are likely to have on
sharing behavior through sharing motivations, between autonomous motivations and
controlled motivations; this aspect is inspired by a prior study (see Wang & Noe, 2010)
that highlighted the importance of indirect effect of psychological traits through sharing
motivations.



Psychological reactance theory posits that reactance can be associated with various
responses, including helping one reestablish their freedom and control over a situation
(Weinstein & Ryan, 2010). When there is a threat to a person's freedom, they will attempt
to restore their freedom by exhibiting opposition or resisting pressures to conform (Brehm
& Brehm, 2013). Similarly, individuals may perceive sharing behavior as a behavior forced
by a social desirability or moral obligations rather than a voluntary behavior by the will
of the individual. That is, individuals with higher psychological reactance are more likely
to respond negatively to sharing behavior than individuals with lower psychological
reactance. Additionally, Brehm’s (1966) psychological reactance is consistent with the
assumption of SDT that autonomous motivation is important for predicting positive
outcomes (Deci & Ryan, 1985). This implies that individuals may not always show overt
psychological reactance to restore freedom, as psychological reactance could be associated
with autonomous motivation. The next two hypotheses are formulated to examine these
possibilities.

H3: Psychological reactance will be negatively associated with the sharing of online
video content.

H4: Psychological reactance will be associated with the sharing of online video content,
as mediated by autonomous motivation and controlled motivation.

Dozens of previous studies (e.g., Locke, Alavi, & Wagner, 1997; Yukl, 2013) have
examined the effects of the leadership trait on sharing behavior. The leadership trait can
be defined as giving more responsibility and autonomy to individuals or groups (Kirkman
& Rosen, 1997; 1999). Sharing behavior does not occur naturally in a group or community,
and the group’s leader or opinion leader plays a critical role in making it come about.
When a leader models and engages in participative decision making, there are more
opportunities for group members to share their ideas as well (Locke, Alavi, & Wagner,
1997). Group members are, in turn, likely to receive fair recognition by an empowering
leader for their contribution of ideas and information, which motivates them to share
their own knowledge with one another (Srivastava, Bartol, & Locke, 2006). Likewise,
social media users who are more influential relative to others in their social networks are
more likely to see the value of sharing behavior in the social media context. That is, the
leadership trait is likely to be tied to individuals’ sharing behavior.

The leadership trait is another factor that can affect individual’s sharing associated with
autonomous and controlled motivation. SDT theorizes that autonomous motivation
involves actions that are experienced as emanating from or congruent with one’s self, or
in attributional terms, that have an internal perceived locus of causality (Ryan & Connell,



1989). By contrast, controlled motivation is experienced as emanating either from self-
imposed pressures, such as feelings of shame or pride, or from external contingencies and
controls (Deci & Ryan, 2000; Ryan & Connell, 1989). The leadership trait can be defined as
the strength and ability of an individual demonstrates that helps them oversee processes,
guide initiatives, and steer their followers toward the achievement of goals. Many
(Aronson, Fried, & Good, 2002; Hoyt, 2005; Hoyt & Chemers, 2008) have argued whether
the leadership trait is a natural attribute of individuals or a talent that can be developed.
This argument is significant in that it could enhance the link between leadership and
two SDT motivations. Specifically, if the leadership trait is inherent, it can be linked to
autonomous motivation, whereas if it can be developed through external rewards, it can
be associated with controlled motivation. The next two hypotheses are formulated to
examine these possibilities.

H5: Leadership trait will be positively associated with the sharing of online video
content.

Hé6: Leadership trait will be associated with the sharing of online video content, as
mediated by autonomous and controlled motivation.

Several studies (e.g., Buffardi & Campbell, 2008; McKinney, Kelly, & Duran, 2012;
Mehdizadeh, 2010; Ryan & Xenos, 2011) have examined the association between sharing
behavior and narcissism. These studies found that narcissism was positively correlated
with individuals sharing information about one another. Research into the association
of narcissism with sharing behavior on social media has found there to be a positive
relationship. However, a closer look reveals limitations. For example, these studies
have mainly focused on the relationship between narcissism and the sharing of self-
focused information, such as that involving self-promotion, photograph attractiveness,
and sexiness. Theorists (Batson, 1987; Batson & Powell, 2003; Cialdini et al., 1987) have
debated the relevance and impact of the egoistic trait in sharing behavior such as helping
behaviors. Some researchers (e.g., Wilson & Musick, 1997) have argued that more selfish
reasons may also encourage sharing behavior. Indeed, sharing might be triggered by a
desire to reduce ego conflicts. Certain egoistic goals would, in the terminology of SDT,
likely be more controlled. No research has been conducted that directly or indirectly
connects narcissism and SDT's motivations. Interestingly, narcissism shares characteristics
similar to the egoistic trait. In this research, we thus test the following hypotheses.

H7: Narcissism will be positively associated with the sharing of online video content.

H8: Narcissism will be associated with the sharing of online video content, as mediated
by autonomous and controlled motivation.



Method

Sample and data collection

In order to examine the hypotheses put forth in this study, an online survey was
conducted. Participants were recruited from an online research agency with access to the
largest consumer panel in South Korea. After being instructed to read a brief description
of the study, participants were asked to state their gender and age in order to ensure that
the demographics of the study participants reflected those of the general population of
Korea. In total, 1,500 potential respondents were invited to participate in the survey via
emails, and 1,125 of these replied (a response rate of 75.0 %). Upon completion of the
survey, respondents received $10. Among the total of 1,125 respondents in the survey, data
from the 410 respondents who stated they had shared online video content in the previous
two months were included in the final analysis.

Measures

The survey was conducted in an attempt to investigate the roles of psychological and
motivations factors in the sharing of online video content. Therefore, we focus on the
following measures: 1) psychological variables: psychological reactance, leadership trait,
and narcissism; 2) motivation variables based on SDT: autonomous motivation and
controlled motivation; and 3) sharing behavior of online video content.

Psychological variables. For the independent variable, a modification of psychological
reactance, adopted from Brehm and Brehm (2013), Hong and Faedda (1996), LaVoie et al,,
(2017), was measured with 11 items on a five-point Likert scale (1 = strongly disagree; 5 =
strongly agree; Cronbach a = .86). The measurement included items such as “I consider
advice from others to be an intrusion” and “I become frustrated when I am unable to
make free and independent decisions,” and “Advice and recommendations usually induce
me to do just the opposite.” The leadership trait, adopted from Ahearne, Mathieu, and
Rapp (2005) and Hoyt and Chemers (2008), was measured with four items and modified
on a five-point Likert scale (1 = strongly disagree; 5 = strongly agree; Cronbach a = .90).
The items included “People make many decisions together with me”, “People believes
in my ability to improve even when I make mistakes”, and “People often consults me
on strategic decisions”. Narcissism, adopted from Raskin and Terry (1988), was also
measured with four items and modified on a five-point Likert scale (1 = strongly disagree;
5 = strongly agree; Cronbach a = .93). The items included “I insist on getting the respect
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that is due to me”, “I am an extraordinary person”, and “I can make anybody believe



anything.”

Motivation variables: For the mediated variable, autonomous motivation and controlled
motivation, adopted from Deci and Ryan (1980) and Ryan and Connell (1989), was
measured with six items on a five-point Likert scale (1 = strongly disagree; 5 = strongly
agree; Cronbach a = .82 and Cronbach a = .85, respectively). Three items involving
autonomous motivation were used, including “T use online video content because I like
the content and storyline of it” and “T use online video content because I want to immerse
myself in the contents of it.” Controlled motivation was assessed with three items as well,
including “T use online video content because friends and people around me enjoy it” and “I
use online video content because I don't want to be left out.”

Sharing behavior. For the dependent variable, sharing behavior was measured with
two items and modified on a five-point Likert scale (1 = strongly disagree; 5 = strongly
agree; r=.771, p<.001). Sharing behavior refers to the tendency of sharing behavior
that participants mainly do, not the intention to sharer. The item was measured using
two items: “After watching the online video content, I share the program on SNSs (i.e.,
facebook, twitter, youtube et al.)” and “After watching the online video content, I share the
program on mobile instant messengers (i.e., Facebook messenger, WeChat, WhatsApp et
al)”.

Results

Descriptive statics

The number of individuals who had participated in the sharing of online video content
was 410. Among these 410 respondents, 210 were male (51.3%) and 200 were female (48.7%).
The distribution of age groups is as follows: ages 15-19, 20.8%; ages 20-29, 47.3%; ages
30-39, 26.8%; aged 40-49, 1.3%; and ages 50-59, 3.8%. Aside from these variables, we
analyzed demographic variables such as education achievement and income for statistical
adjustment. A summary of the descriptive statistics of these variables is presented in Table 1.

Table 1 Demographic Variables of the Respondents

I [

Gender
Male 210 51.3%
Female 200 48.7%




I S

Age
15-19 85 20.8%
20-29 194 47.3%
30-39 110 26.8%
40-49 5 1.3%
50-59 16 3.8%

Education level
Middle school graduate or less 9 2.1%
High school graduate 74 18.1%
Undergraduate student 115 28.0%
Undergraduate graduate 39 9.5%
Graduate student 161 39.3%
Graduate degree 11 2.6%

Monthly income
<US$2,000 41 10.0%
US$2,000-US$4,000 160 39.0%
US$4,000-US$6,000 132 32.3%
US$6,000-US$8,000 29 7.0%
>US$8,000 47 11.4%

Table 2 Zero-Order Correlation Matrix of Variables

1. Gender (Male = 1)

2. Age -.009 1 388 | .62

3. Education 01 | .56%| 1 4.62 | 46

4. Income 06 | .12%*% | .16** 1 4.79 | 2.06
> Autonomous 14| 07 | 06 | 09 | 1 470 | 03

6. Controlled motivation| .03 | -.06 | -.01 |.13** | 22%* 1 377 | .01

7 f:g’ccg‘r’llffical 04 |-002].005| o1 | 24 |20%| 1 437 | 06

8. Leadership ability -06 | .04 29 | 177 | .39 | 16** | .13%* 1 394 | 14

9. Narcissism 01 | 06 | 005 | 11 | .36% | .19% | 22% | 65** | 1 407 | 95

10. Sharing experience | -.03 | .04 | .08 | .10* | .40%| .17 | -.06 | .34* | .28* 1 295 | .52

Note. * p <.05,* p <.01,** p <.001. N = 524.



Test of hypotheses

Table 3 presents the results of the linear regression analysis performed to examine the
effects of motivational factors (i.e., autonomous motivation and controlled motivation) on
the sharing of online video content. The first set of hypotheses proposed that autonomous
motivation and controlled motivation would both be positively associated with the
sharing of online video content (H1 and H2). The results revealed that both autonomous
motivation (b = .14, # = .09, p < .05) and controlled motivation (b = .46, 4 = .38, p <
.001) were positively significant predictors of sharing behavior. Thus, H1 and H2 were
supported.

Table 3 Results of Ordinary Least Squares Regressions on Sharing experience

Sharing experience

Antecedent
B (S.E) Beta

(Constant) .29 (48)
Demographics

Gender 07 (14) .02

Age -.01 (.05) -.01

Education .04 (.07) .03

Income .04 (.04) .05
Motivations

Autonomous motivation 14 (.07)* .09

Controlled motivation 46 (06)** .38

R’=.180

F(6,403) = 14.724, p<.001

Note. * p <.05,** p <.01,** p <.001. N = 410

Table 4 presents the results for a series of mediation analyses. We conducted mediation
analyses for in PROCESS macro (Model 4) with 5,000 bootstrapped samples (Hayes, 2013)
in order to investigate the mediation effects of motivational factors on the relationship
between psychological traits (i.e., psychological reactance, leadership trait, and narcissism)
and the sharing of online video content. R* Mediation (R’meq; Fairchild et al., 2009) was
used to report estimates of indirect effect size.

The second set of hypotheses suggested that psychological reactance would be negatively
associated with sharing online video content (H3) and the mediating effect of motivational
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factors on sharing online video content (H4). The effect of psychological reactance
(Estimate = -.107, S£'= .068, CI [-.241, .027]) on sharing behavior was not significant. Thus,
H3 was not supported. The impact of psychological reactance, however, was negatively
associated with sharing behavior. The effect of psychological reactance was found to be
significantly mediated by both autonomous motivation and controlled motivation. The
confidence interval of autonomous motivation was .014 to .309, not including zero (R’med
=.035, SE = .019). In addition, the confidence interval of controlled motivation was .345 to
.566, not including zero (R*med = .026, SE = .034). Psychological reactance did not have a
direct effect on sharing behavior. Therefore, psychological reactance revealed the complete
mediation effect on sharing behavior, which could not affect sharing behavior without the
mediating role of the motivational factors. Thus, H4 was supported.

The third set of hypotheses proposed that the leadership trait would be positively
associated with sharing online video content (H5) and the mediating effect of
motivational factors on sharing online video content (H6). The leadership trait was
significantly associated with sharing behavior (Estimate = .304, S£"= .067, CI [.171, .437)).
The more individuals had the leadership trait, the more likely they were to share online
video content. Thus, H5 was supported. The effect of the leadership trait was found
to be significantly mediated by controlled motivation only. The confidence interval of
controlled motivation was .230 to .465, not including zero (R*med = 168. S£ = .035). In
addition, the leadership trait had a direct effect on sharing behavior independent of the
effects of psychological factors on sharing behavior. Thus, the leadership trait showed the
partial mediation effect on sharing behavior, which could affect sharing behavior without
any motivational mediators. Therefore, H6 was partially supported.

Table 4 Summary of Simple Mediation Analyses

Dependent Variables

Autonomous motivation | Controlled motivation| Sharing experience

Coeft. | SE p | Coeft.| SE p |Coeff.| SE | p

Psychological | 51, | 045 | 001 | 057 | 060 | 001 | -107 | 068 | 118
reactance

Autonomous i - 162 | 075 | .05
motivation

Controlled ) - 456 | .056 | .001
motivation

Constant 3.373 314 001 | 3.033 | 420 | 001 | .576 | .534 | .281




Dependent Variables
Autonomous motivation | Controlled motivation| Sharing experience

R*=.185
R’=.078 R’=.035 ~
F(5,404) = 6.824,p < 001 | F (5,404) =2.956, p< 01| F #402) o er
Coeft. SE D Coeft | SE D Coeft | SE D
Leadership 128 | .043 05 484 | 051 | .001 | 304 | .067 | .001
ability
Autonomous
onot - - 118 | 071 | .098
motivation
Controlled ; : 347 | 059 | 001
motivation
Constant 3.021 114 1098 | 1743 | 341 | .001 |-3074| .489 | .530
RE< 046 R’ =205 R’= 219
F(5,404) = 40337, p< 001 F(5,404) =56.697,p <. |F(7,402) = 16.133, p<.
001 001
Coeft. SE D Coeft | SE D Coeft | SE D
Narcissism 185 048 .001 458 | 059 | .000 | .305 | .074 | .001
Autonomous - - 378 | 058 | 001
motivation
Controlled - - 101 | 072 | .160
motivation
Constant 3.505 | .322 001 | 1.324 | 100 | 001 | -671 | .524 | 201
R%< 061 R’= 155 R’= 213
F(5,404) = 52956, p < 001 F(5,404) (:) 0114.9156, p< | F(7,402) 50115.545,p<

Note. *p <.05,* p <.01,** p < .001. N = 714,

The fourth set of hypotheses proposed that narcissism would be positively associated
with sharing online video content (H7) and the mediating effect of motivational factors on
sharing it (H8). Narcissism was found to be significantly associated with sharing behavior
(Estimate = .305, S£' = .074, CI [.159, .451]). The higher individuals were in narcissism, the
more likely they were to share online video content. Thus, H7 was supported. The effect
of narcissism was found to be significantly mediated by autonomous motivation only.
The confidence interval of autonomous motivation was .108 to .259, not including zero
(R%med = 173. SE = .038). In addition, narcissism had a direct effect on sharing behavior
independent of the effects of psychological factors on sharing behavior. Consequently,
narcissism showed the partial mediation effect on sharing behavior, which could affect it
without the mediating role of any motivational factors. Thus, H8 was partially supported.
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Discussion

The purposes of the current study were to (1) determine whether three psychological
traits (psychological reactance, leadership trait, and narcissism) significantly affected
sharing behavior, (2) examine the effects of two types of motivations (autonomous
motivation and controlled motivation) guided by SDT on sharing behavior, and (3)
investigate the mediating effects of the motivations between the psychological traits and
sharing behavior. We focused on the sharing of online video content on social media as
the dependent variable.

We found that both types of motivation were positively associated with the sharing of
online video content. In particular, controlled motivation showed a stronger association
than autonomous motivation. The leadership trait and narcissism both showed significant
positive associations with the sharing of online video content on social media, while
psychological reactance was not significant. We found mediating effects of autonomous
motivation between the psychological traits and sharing behavior for both psychological
reactance and narcissism. Controlled motivation showed mediation effects on both
psychological reactance and the leadership trait. In addition, we found that psychological
reactance, which does not affect sharing behavior without any psychological factors,
revealed the complete mediation effect on sharing behavior, whereas the leadership trait
and narcissism showed partial mediation effects which independently affected sharing
behavior without any psychological factors on it.

The results of the current study indicate that the motivations based on SDT have
the potential to be a facilitator of the sharing of online video content on social media.
Specifically, controlled motivation had a stronger association with sharing behavior than
autonomous motivation. It should be noted that this result is slightly different from the
one suggested in the quality of motivational orientations (see Shahar et al., 2003). The
quality of motivational orientations argues that positive indices of individual functioning
(i.e., sharing behavior) are associated with high levels of autonomous motivations, whereas
negative indices are associated with high levels of controlled motivations (Ryan & Deci,
2000). The result suggests that the desire to obtain a reward more than the initiation by
either the self or identification accounts, at least in part, for sharing behavior, and that
the quality of motivational orientations may not apply to all individual functioning, in
particular, the sharing behavior itself in the context of social media.

Our findings on the effect of the leadership trait on sharing behavior are consistent with
those obtained by previous studies (e.g., Locke, Alavi, & Wagner, 1997; Yukl, 2013). The
leadership trait showed a strong and positive effect on sharing behavior. This suggests



that the effect of the leadership trait on sharing behavior can be extended to social media,
considering that most leadership trait studies have been conducted in the level of groups
or communities based on offline interactions. The current study demonstrates that, even
in social media, the leadership trait approach still holds true: sharing behavior does not
occur naturally, and the leadership trait plays a critical role in making sharing behavior,
regardless of whether the individuals with the leadership trait are online or offline.

Similarly, we found that narcissism shows significant positive associations with sharing
behavior. As a result, the current study extended the results of previous studies (McKinney
et al., 2012; Mehdizadeh, 2010; Ryan & Xenos, 2011) that focused on the relationship
between narcissism and the sharing of self-focused information (e.g., accentuating ones
attractiveness, posting personal photographs), and demonstrated that narcissism can
still work other-oriented information: the voluntary sharing of tangible and intangible
information that would be beneficial to others. Given that several studies (e.g., Sheldon
& Bryant, 2016) have found that narcissists might be more inclined to engage in sharing
behavior of self-focused information, the current result is seemingly counterintuitive. One
potential explanation for this is that the narcissists who share other-oriented information
may have high levels of self-esteem. Some recent studies have provided empirical evidence
for understanding these findings. For example, people tend to share mostly positive
information about themselves to others on social media in order to momentarily increase
their self-esteem (Gonzales & Hancock 2011). If this is true, it implies that narcissists do
not distinguish between the different directions of shared information (i.e., self-focused or
other-oriented) to boost their self-esteem.

We found that both motivations of SDT completely function as mediators between
psychological reactance and sharing behavior. This indicates that psychological
reactance indirectly affects an individual’s sharing behavior only when the motivations
(autonomous motivation and controlled motivation) mediate between the psychological
reactance and sharing behavior. These results suggest that it is possible that the basis for
sharing behavior by individuals with psychological reactance could be based on either
personal interests or aims governed by the self, which might be activated by autonomous
motivation, rather than restrict their freedom. In other words, individuals high in
psychological reactance may go through the process of persuading themselves, as the self-
persuasive process to participate in sharing behavior may contradict their own trait. It
will be useful to demonstrate how the self-persuasive process elaborately works in future
studies. The results also showed that psychological reactance mediated by controlled
motivation affects sharing behavior. This suggests that individuals high in psychological
reactance will not share unless they can expect personal rewards. The theory of cognitive
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dissonance (Festinger, 1957) can explain these results. According to cognitive dissonance
theory, individuals change their dissonant beliefs so that they are no longer inconsistent.
If individuals high in psychological reactance regard sharing behavior as social demands
and roles that require them to assume responsibility for social desirability, they may be
contrary to their propensity, thus resulting in cognitive dissonance. Therefore, it is likely
that they have considered sharing behavior itself as the result of rewards as a way to
remove cognitive dissonance.

The controlled motivation partially served as a mediator between the leadership trait
and sharing behavior. The leadership trait was directly associated with an individual’s
sharing behavior while controlled motivation significantly mediated the leadership
trait and sharing behavior. These results suggest that sharing behavior associated with
the leadership trait may underlie the potential reward (i.e., controlled motivation) that
could be gained by sharing behavior. These results also confirm one of the theoretical
propositions of the leadership trait (e.g., Hoyt, 2005; Hoyt & Chemers, 2008) regarding
the possibility of it being developed: whether the leadership trait is a natural attribute of
individuals or a talent that can be developed.

Our results have showed that the autonomous motivation partially functioned as a
mediator between narcissism and sharing behavior. Narcissism was directly associated
with individual’s sharing behavior. Specifically, the mediating effect of autonomous
motivation on sharing behavior was significantly stronger than the direct effect of
narcissism on sharing behavior. According to narcissism and the approach-avoidance
motivation account (e.g., Foster & Trimm, 2008; Fosterd & Brennan, 2011), the approach
orientation interacts with other core traits of narcissism and other elements (e.g., self-
confidence, use of self-serving bias) within the narcissistic system. Put simply, approach
behavior is motivated by and toward good things, while avoidance behavior is motivated
by and away from bad things (Foster & Brennan, 2011). These results indicate that the
more narcissistic a person considers sharing behavior as an individual's goal or interest (i.e.,
autonomous motivation), the more likely he or she would do so. In terms of approach-
avoidance motivation, the autonomous motivation associated with narcissism this study
examined could be another core trait of narcissism that would interact with the approach
orientation.

There are several important questions raised by this study. One challenge will be a cross-
sectional survey on which research is based. Thus, attention should be paid to interpreting
directional associations with causal implications. Another will be to test how other types
of motivations (Ryan & Deci, 2000: external regulation, introjection, identification, and
integration) guided by SDT are associated with sharing behavior. A third challenge will



involve the statistical analysis, and this study investigated the mediation effect of the
motivations between psychological traits and sharing behavior. While this study has
secured the validity of the mediation effects through theoretical discussion, it is suggested
that future studies should explore the moderating effects of the motivational variables
on sharing behavior for the refinement of the research model. A fourth challenge will be
the methodological concerns, and the study used two items for the variable of sharing
behavior. Future research should validate the reliability of the measure or develop multi-
item measures.
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