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Abstract: We examined how knowledge sharing behavior on social network sites is associated with impression 
management motivations as knowledge sharing can be regarded as a self-representation behavior that people 
perform to impress others. We collected data through an online survey in which 705 respondents participated. 
To answer the research questions and test hypotheses, a set of hierarchical regression models were employed. 
We found that both motivation for impression management and the explanatory variables of self-determination 
theory played important roles in explaining knowledge sharing behavior on Facebook. However, the 
explanatory variables of self-determination theory were positively associated with the dependent variable, 
whereas motivations for impression management were negatively associated. We further found that the exact 
relationship between the motivation to impress others and knowledge sharing varied according to the topic of 
the knowledge that people shared on Facebook. That is, impression management motivation played a more 
negative role for topics that require more expertise, such as “politics,” “economics,” and “health” topics, 
than for more casual topics. This suggests that people might have greater fear of negative evaluation when 
they are considering posts related to “politics,” “economics,” and “health” topics. 
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1. Introduction 

Knowledge sharing can be defined as “the communication of knowledge from a source in such a way that 
it is learned and applied by the recipient” [1]. Knowledge sharing is vital because it can be beneficial to those 
who are exposed to or consume this shared knowledge. It plays a critical role in many areas. For example, prior 
studies have found that knowledge sharing leads to innovations in an organization and help firms do better in 
the market 2, and knowledge sharing among students helps them learn new things and perform better in school 
[3].  

The Internet is an important communication channel that people use to share knowledge. Recently, due to 
their popularity and social features, social networking sites (SNS), such as Facebook and Twitter, are used as 
primary platforms where people post knowledge about various topics [4-7]. Furthermore, knowledge posted on 
SNS can be spread easily because these platforms allow users to share others’ posts in an efficient way. In turn, 
through these shared posts, this knowledge is also consumed by a wider audience [8]. 

To stimulate knowledge sharing on SNS, it is important to correctly understand what motivates (or 
discourages) users to post knowledge on SNS. However, prior studies of motivations for SNS knowledge 
sharing have focused on limited aspects of these motivations and have frequently ignored the main 
characteristics of SNS—their social aspects [9]. Primary factors examined in prior studies were those related to 
intrinsic and extrinsic motivations, which were suggested by self-determination theory [10]. Intrinsic 
motivations considered in previous studies include altruism and enjoyment [11], whereas extrinsic motivations 
include reciprocity and reputation [12, 13].  

To better understand knowledge sharing behavior on SNS, however, it is necessary to consider the social 
aspects of SNS as the main purpose of using SNS is to interact or communicate with others [14]. It is known 
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that an individual tends to selectively express themselves on SNS to impress others so that others perceive them 
more competent or knowledgeable, which is known as self-presentation [15]. This indicates that impression 
management motivations should be taken into account when studying motivations for sharing or posting 
knowledge on SNS as such behavior can be a means of self-presentation or impressing others. As an attempt to 
close the gap in the literature, the present study examined the roles of impression management motivations in 
knowledge sharing on SNS. Further, because the degree to which impression management motivation 
influences knowledge sharing behavior on SNS can vary according to the topic of knowledge shared, this study 
also examines how the roles of these explanatory variables vary according to topic. The topics considered in 
this study include “politics,” “economy,” “health,” “fashion,” and “food.” 

 

2. Theoretical background  

2.1 Knowledge sharing and its motivations 

There is no unanimously agreed upon definition of knowledge. In general, knowledge is regarded as useful 
information regarding a certain topic or task. For example, [2] define knowledge as “information processed by 
individuals, including ideas, facts, expertise, and judgments relevant for individual, team, and organizational 
performance.” Other researchers have also argued that knowledge can be regarded as information that can be 
used to accomplish a certain task [16, 17].  

Knowledge sharing refers to a process or activity of exchanging knowledge between individuals, groups, 
or organizations to help and collaborate with others [16, 18]. Knowledge sharing is important in many areas; 
particularly, it has been recognized as a factor that significantly influences the success of an organization. 
Knowledge sharing between employees is found to help organizations  share and utilize knowledge-based 
resources (e.g., work know-how that individuals have obtained personally) [19]. This can lead to new ideas and 
innovations, which help firms and organizations have advantages over their competitors and accomplish better 
performances [2]. Prior studies also found that knowledge sharing plays an important role in reducing 
production costs, which can place the firm in a more advantageous position considering price competition [16]. 
Thus, an organization or firm in which employees freely and frequently engage in knowledge sharing is more 
likely to generate greater sales and revenues [16, 20, 21].  

Knowledge sharing is also critical for facilitating student’s learning and education [3]. Prior studies have 
found that knowledge sharing can help students perform better in school and possess more diverse perspectives 
about various topics [22-24]. In addition to the knowledge itself shared, students can learn new things by 
contemplating the knowledge being shared or having discussions with others about the knowledge [25]. These 
processes are known to help students strengthen their understanding of a topic and have more diverse 
perspectives.  

Knowledge sharing is a social phenomenon such that it occurs through communication between 
individuals [26]. This implies that individuals are important actors in spreading knowledge [27]. As sharing 
knowledge is a type of human behavior and individuals should be motivated to perform behaviors [28-30], it is 
important to correctly understand what motivates (or discourages) an individual to share knowledge with others.  

Many previous studies of motivations for knowledge sharing [31-33] relied on self-determination theory 
[34, 35]. The theory posits that individual motivations are categorized into intrinsic and extrinsic motivations 
[35]. According to [35], extrinsic motivation refers to “doing something because it leads to a separable outcome,” 
whereas intrinsic motivation refers to “doing something because it is inherently interesting or enjoyable.” 

One of the most commonly considered and critical intrinsic motivations for sharing knowledge is altruism 
[11, 36]. Altruism refers to willingness or behavior to help others with desire to benefit others than oneself [34, 
35]. For altruistic behavior, people do not expect any compensation or reward for their behaviors [11]. When 
sharing knowledge with others is considered an altruistic behavior, people do the behavior mainly due to their 
desire to help others.  

Prior studies of motivations for knowledge sharing have highlighted reputation, reciprocity, and financial 
rewards as extrinsic motivations [12, 13]. Reputation refers to the overall quality or character of an individual 
[13]. According to prior research, knowledge sharers want to improve their reputation by sharing knowledge 
related to a certain topic, which signals that they are knowledgeable in that area [37]. Thus, individuals tend to 
share knowledge more frequently if they feel that it can increase their reputation [37, 38]. 
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The reciprocity motivation refers to when an individual performs a particular behavior mainly because 
others have performed the same or similar behavior before to the person [39]. For example, a person might want 
to help their friend because this friend had already helped them. In the case of knowledge sharing, a person 
might want to share knowledge about a topic because the person has consumed or helped by knowledge that 
was shared by others [40]. 

Financial rewards are also commonly examined in relation to knowledge sharing within companies or 
organizations, where knowledge sharing behavior can lead to financial rewards or compensation [19, 41, 42]. 
However, because knowledge sharing on SNS is unlikely to lead to financial rewards, this motivation is not 
expected to play an important role on SNS. Thus, financial rewards are not considered in this study.  

2.2 Knowledge sharing on SNS 

SNS has become a popular place for sharing knowledge [1, 43]. People use SNS for posting knowledge 
or consuming knowledge shared by others, as well as for connecting with new people and maintaining existing 
relationships [4, 44]. Individuals can easily post knowledge on SNS, and once knowledge has been posted on 
SNS, it can be shared by many people connected to the original user who uploaded the post, consequently 
making SNS an important place for knowledge sharing [45]. Due to SNS’s effectiveness for knowledge sharing, 
many communities and organizations have adopted SNS as a tool for supporting knowledge sharing activities 
within a community or organization [45].  

Much research regarding knowledge sharing on SNS has been conducted in several contexts. A majority 
of these prior studies have focused on how an organization or firm can utilize SNS to stimulate its employees 
share knowledge [46-49]. These studies commonly found that SNS can be a useful tool for organizational 
knowledge sharing, which leads to better performance or success of an organization. In addition, due to the 
popularity of SNS among young people, numerous studies have examined SNS for knowledge sharing in 
educational contexts and found that SNS play important roles in facilitating students’ learning [50-52].  

As mentioned previously, correctly understanding individuals’ motivations behind knowledge sharing is 
important for expediting the process, which is why many studies have examined motivations behind sharing 
knowledge on SNS. However, most of these studies were based on intrinsic and extrinsic motivations [1, 53-
55]. To more correctly understand knowledge sharing behavior on SNS, social aspects should be considered, 
since the main purpose of SNS is to facilitate social interactions [14]. The frequent social interactions on SNS 
indicate that SNS users are often engaged in impression management behavior because these two behaviors are 
inherently linked [56, 57]. Thus, we need to consider impression management when examining knowledge 
sharing behavior on SNS. 

2.3 Impression management on SNS 

As mentioned above, SNS possess different characteristics from previously examined knowledge sharing 
platforms. One of the main purposes of using SNS is to interact with others [14], and in social situations where 
these interpersonal interactions occur, people engage in impression management behavior [56]. This is mainly 
because social interactions affect what others think of (or how other evaluate) an individual, and people want 
to be perceived or evaluated positively by others [56, 57]. Impression management behaviors include presenting 
more positive aspects of the self (i.e., self-presentation) while concealing their negative aspects to develop a 
positive impression and gain acceptance of others [15]. As individuals frequently interact with others on SNS, 
they also engage in impression management behaviors on SNS [58-60]. Individuals try to present themselves 
in socially desirable and positive ways on SNS, such as by appearing fairly knowledgeable, talented, and 
agreeable.  

How much an individual wants to impress others is determined by their motivations for impression 
management [61]. An individual who has a strong motivation to impress others is likely to try to impress others 
more strongly and engage in impression management behavior more frequently. An individual’s motivation for 
impression management on SNS is known to be influenced by either their psychological characteristics (e.g., 
public self-consciousness, self-esteem, etc.) or contextual factors (e.g., number of friends on SNS and perceived 
importance of others on an SNS) [62]. 

Motivations for impression management are linked to social anxiety [63]. According to prior studies of 
social anxiety, an individual’s motivation for impression management is positively associated with their social 
anxiety level [61, 63]. These studies suggest that regardless of their behavior, a person more strongly motivated 
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to impress others would be likely to feel more socially anxious. People who are not motivated to impress others 
would not feel socially anxious mainly because they do not care others’ reactions to their behavior, regardless 
of their behavior [61]. Furthermore, it might be challenging for an individual with a stronger impression 
management motivation to effectively impress others mainly due to their high standards. Thus, a person more 
strongly motivated to impress others is more likely to concern about the results of their behaviors and how 
others would respond to their behaviors, consequently leading to social anxiety [63]. 

Social anxiety is defined as “anxiety resulting from the prospect or presence of personal evaluation in real 
or imagined social situations” [63, p. 642]. Prior studies have found that people with social anxiety tend to 
spend more time on the Internet, especially on SNS [64, 65], mainly because they prefer asynchronous online 
communication channels to real-time face-to-face communication. Although several studies claim that socially 
anxious individuals may feel more comfortable on SNS than in offline settings, they are also likely to feel 
socially anxious on SNS. This is because people are likely to feel socially anxious when they interact with 
others and can observe how others react to their behaviors [66], and SNS are places where people continuously 
interact with others and can directly or indirectly see how others respond to their behaviors. This indicates that 
even though people with social anxiety tend to spend much time on SNS, such as Facebook, they are likely to 
avoid situations where their behaviors can be evaluated by other SNS users. Prior studies found that active use, 
such as posting or sharing something on SNS can be regarded as a behavior that may be evaluated by others, 
and the user can observe how others respond to their post, which indicates that users with social anxiety are 
likely to use SNS passively (i.e., only monitoring what others do on SNS without engaging in direct 
communication) [67, 68]. 

In addition, one of the core characteristics of social anxiety is fear of negative evaluations from others 
[63]. Fear of negative evaluation is defined as “apprehension about others’ evaluations, distress over negative 
evaluations, avoidance of evaluative situations, and the expectation that others would evaluate oneself 
negatively” [69]. Individuals who fear negative evaluations from others are likely to focus more on negative 
information about themselves than positive information when they interact with others [70], in turn they regard 
or evaluate themselves negatively based on such distorted information [70].  

Individuals with fear of negative evaluations tend to seek social approval from others [69]. In addition, 
they tend to avoid evaluative situations, seek out situations with little possibility of being judged or evaluated 
by others, and perceive social situations as more evaluative and risky than individuals without fear of negative 
evaluation [69]. 

Individuals with fear of negative evaluation tend to prefer computer-mediated communication or online 
social networking sites to face-to-face communication, mainly because these online communication channels 
allow them to control how they are presented to others, that is, they can selectively present only positive aspects 
of themselves, [71] and provide nonsynchronous communication, which gives them more time for preparation 
[72]. Although SNS provide more control of self-presentation and asynchronous communication compared to 
face-to-face communication, individuals with fear of negative evaluation may still be less likely to post on SNS 
to avoid possible negative evaluations from others. This is because they can perceive posting on SNS as socially 
risky (i.e., something that can be evaluated by others) [73]. In addition, given that individuals with a greater 
fear of negative evaluation tend to perceive non-evaluative situations as evaluative and expect negative 
outcomes, they are likely to expect others to respond negatively to their posts [73]. This indicates that 
individuals who fear negative evaluation are less likely to post or share knowledge on SNS.  

In summary, we expect individuals with stronger motivations for impression management on SNS to be 
less likely to post knowledge on SNS. Thus, we propose the following hypothesis: 

 
H1: An individual’s motivation for impression management on SNS is negatively associated with their 

knowledge sharing behavior on SNS.  

2.4 Moderating effects of the topics of knowledge posted on SNS 

Prior studies reviewed in the preceding subsections suggest that the effects of the factors considered in the 
present study (i.e., intrinsic and extrinsic motivations and motivations for impression management) on posting 
knowledge behavior can vary according to the topic of the post. The topics of knowledge examined in this study 
include “politics,” “economics,” “health,” “fashion,” and “food.” For example, knowledge about health can be 
regarded as knowledge intended to help others, thus, intrinsic motivations such as altruism could play a more 
important role. Alternatively, when posting knowledge to impress others (e.g., fashion), impression 
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management motivation is likely to play a more important role. Thus, we also examine how the effects of 
different motivations on posting knowledge behavior vary according to the topic of knowledge. 

3. Materials and Methods 

3.1 Sample 

Data were collected through an online survey conducted by a Korean research company 
(http://www.hrc.co.kr/eng/) that has more than 300,000 panel members. In total, 705 respondents participated 
in the survey. For their participation, they received a small financial reward. Of the 705 respondents, 353 were 
women (50.1%), 199 were in their 20s (28.2%), 197 were in their 30s (27.9%), 155 were in their 40s (22.0%), 
and 154 were over 50 years old (21.8%). 

3.2 Measures 

3.2.1 Perceived frequency of knowledge sharing on Facebook  

The frequency of sharing knowledge refers to the perceived frequency by which a user posts or shares 
knowledge on Facebook. Two questions were used: “I often share (or post) knowledge about the areas I am 
interested in on Facebook,” and “I often share (or post) the latest knowledge about the topics I am interested in 
on Facebook.” The answer options varied from 1 (strongly disagree) to 7 (strongly agree). 

3.2.2 Altruism  

To measure altruism motivations, we used the scale developed by [74] and modified it for our study. The 
scale is composed of four items with answers ranging from 1 (strongly disagree) to 7 (strongly agree). Items 
included “I share knowledge on Facebook because I think the knowledge I share can be helpful to others,” “I 
hope the knowledge I share on Facebook will be helpful to others,” “I feel happy when the knowledge I share 
on Facebook helps others,” and “I like to provide knowledge to others by sharing knowledge on Facebook.”  

3.2.3 Reputation  

The scale developed by [37] was adopted and modified to suit the purpose of this study. The scale is 
composed of five items with answers ranging from 1 (strongly disagree) to 7 (strongly agree). Items included 
“If I share knowledge on Facebook, others will look at me positively,” “If I share knowledge on Facebook, my 
awareness in the field will increase,” “If I share knowledge on Facebook, my reputation in the field will increase,” 
“If I share knowledge on Facebook, my reputation will improve,” and “If I share knowledge on Facebook, 
others will consider me important.”  

3.2.4 Reciprocity 

To measure the motivation of reciprocity, we used the scale developed by [13], which comprises three 
items: “I share knowledge on Facebook because I have been helped by knowledge posted by others,” “If I share 
knowledge on Facebook, others will also share knowledge,” and “If I share knowledge on Facebook, I will also 
be able to get help from knowledge posted by others.” The answers ranged from 1 (strongly disagree) to 7 
(strongly agree). 

3.2.5 Motivations to impress others on Facebook 

To measure the degree to which a person is motivated to impress others on Facebook, we adopted six 
items from [75]. These items included: “I want other users on Facebook to perceive me as likable,” “I want 
other users on Facebook to perceive me as friendly,” and “I want other users on Facebook to perceive me as 
competent.” The answer options varied from 1 (strongly disagree) to 7 (strongly agree). 

3.2.6 Facebook use intensity 

To assess the intensity of a person’s Facebook use, the scale developed by [14]was adopted. The scale 
consists of six items, including “Facebook is part of my everyday routine” and “I am proud to tell people I am 
on Facebook.” The answer options varied from 1 (strongly disagree) to 7 (strongly agree). 
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3.2.7 Topics of knowledge  

Participants were asked about the topics of knowledge they usually post on SNS. The topics considered in 
this study were “politics,” “economics,” “health,” “fashion,” “food,” and “others.” 

3.3 Statistical models 

To test the hypothesis and answer the research question, we employed the following regression model. 
 

KSFj = b0 + b1∙ALTj + b2∙RPTj + b3∙RCPj + b4∙MIOj + b5∙FUIj + b6∙Agej + b7∙Genderj + ej  (1) 
Where, 
KSFj: Perceived knowledge sharing frequency on Facebook of person j  
ALTj: Altruism motivation of person j 
RPTj: Reputation motivation of person j 
RCPj: Reciprocity motivation of person j 
MIOj: Motivations to impress others of person j 
FUIj: Perceived Facebook use intensity of person j 
Equation (1) was estimated using the OLS method. 

 

4. Results 

4.1 Correlation coefficients 

The correlation coefficients of the main variables and corresponding Cronbach’s alpha values are reported 
in Table 1.  

Table 1. Correlation coefficients and Cronbach’s alpha 

Variable 1 2 3 4 5 6 

1. Perceived knowledge 

sharing frequency 
-      

2. Altruism .707** -     

3. Reputation .594** .698**      

4. Reciprocity .705** .901** .698**     

5. Motivation to impress 

others 
.402** .580** .622** .548** -  

6. Facebook use intensity .723** .613** .585** .597** .463** - 

Mean 3.71 4.21 3.54 4.31 4.03 3.14 

SD 1.58 1.49 1.35 1.49 1.36 1.36 

Cronbach’s α .94 .94 .97 .95 .97 .92 

Note: N= 705, * p < 0.05, ** p < 0.01 

The results in Table 1 show that the dependent variable of this study (i.e., perceived knowledge sharing 
frequency) was positively and significantly correlated with the explanatory variables examined in this study. 
The dependent variable had greater correlations with altruism, reciprocity, and Facebook use intensity. In 
addition, the main explanatory variable of this study, which is motivation to impress others was also statistically 
significantly correlated with the other explanatory variables.  

4.2 Regression estimation results 
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4.2.1 Estimation results of Equation (1) 

The estimation results of Equation (1) are reported in Table 2. To see the separate explanatory power of 
the motivation variables from self-determination theory (i.e., altruism, reputation, and reciprocity) and the 
explanatory variable of impression management motivation on SNS, we conducted hierarchical regressions. 
The coefficients for Model 1 in Table 2 were obtained by regressing the dependent variable on the control 
variables, that is, Facebook use intensity, gender, and age. Afterwards, we estimated another regression model 
(Model 2) containing the variables from self-determination theory in addition to the control variables considered 
in Model 1. Finally, in Model 3, we incorporated impression management motivation.  

Table 2. Estimation results of hierarchical regression models 

Variable 
Model 1 Model 2 Model 3 

B (SE) 

Constant 0.320 (0.209) -0.206 (0.186) -0.104 (0.249) 

Facebook Use Intensity 0.837 (0.030)** 0.508 (0.035)** 0.517 (0.034) ** 

Gender 0.331 (0.081)** 0.195 (0.072)** 0.205 (0.071) ** 

Age 0.007 (0.005) -0.002 (0.003) -0.003 (0.003) 

Altruism  0.212 (0.057)** 0.248 (0.057) ** 

Reputation  0.052 (0.040) 0.121(0.042) ** 

Reciprocity  0.242 (0.057)** 0.238 (0.057) ** 

Motivation to Impress Others   -0.143 (0.034) ** 

R2 0.54  0.65  0.66 

F F(3, 701) = 269.17** F(6, 698) = 216.20** F(7, 697) = 192.26**

Note: N= 705, * p < 0.05, ** p < 0.01 

The results of Model 3 show that the motivation variables of self-determination theory were positively and 
statistically significantly associated with the dependent variable. Among the variables, the altruism variable had 
the largest coefficient, which suggests that it might play a more important role in explaining knowledge sharing 
behavior on Facebook than the other motivation variables of self-determination theory. Conversely, the 
impression management motivation variable had a negative association with the dependent variable, which 
indicates that an individual who is more strongly motivated to impress others is less likely to post (or share) 
knowledge on Facebook. Accordingly, H1 was supported.  

4.2.2 Moderating effects of topics of knowledge 

To examine how the effects of the predictors on the dependent variable vary according to the topic of a 
Facebook post, we ran a separate regression analysis for each topic. The topics of knowledge considered in this 
study include “politics,” “economy,” “health,” “fashion,” and “food.” The results of the regression analyses are 
reported in Table 3. 

Table 3. Regression estimation results for different topics of knowledge 

Variable 

Topics 

Politics Economy Health Fashion Food 

B (SE) 

Constant 0.052(0.300) -0.153(0.271) -.132(.265) .189(.394) -.026(.255) 

Facebook Use 

Intensity 
0.534(0.055)** 0.539(0.048)** .565(.045)**

.539(.060) 

** 
.512(.043) **

Gender 0.194(0.115) 0.263(0.097)** .242(.098) * .070(.152) .163(.093) 

Age -0.001(0.005) -0.003(0.004) .001(.004) .001(.006) -.002(.004) 



International Journal of Contents Vol.18, No.4, Dec. 2022 17  

Altruism 0.339(0.092)** 0.318(0.081)** .224(.079)** .043(109) .132(.073) 

Reputation 0.091(0.064) 0.105(0.058) .104(.058) .161(.076)* .064(.051) 

Reciprocity 0.135((0.089) 0.162(0.082)* .189(.079) * .331(.109)** .352(.072) **

Motivation to 

Impress Others 

-

0.139(0.050)**

-

0.122(0.047)*
-.113(.048)* -.103(.065) -.080(.042) 

R2 0.68 0.71 0.64 0.57 0.64 

F 
F(7, 274) = 

83.90** 

F(7, 321) = 

111.11** 

F(7, 385) = 

96.66** 

F(7, 244) = 

46.65** 

F(7, 450) = 

113.84** 

Note: * p < 0.05, ** p < 0.01 

Table 3 shows the roles of explanatory variables in explaining knowledge sharing behavior on Facebook 
varied with the topics of knowledge shared on Facebook. First, the variable of impression management 
motivation had negative and statistically significant associations with the dependent variable for the “politics,” 
“economy,” and “health” topics, whereas it had statistically insignificant associations with the dependent 
variable for the “fashion” and “food” topics. These results indicate that the effects of impression management 
motivation on knowledge sharing behavior varied with the topic of the knowledge people share on Facebook. 
In particular, it tends to play a more negative role when uploading posts of topics that require more expertise 
such as ‘politics,’ ‘economy,’ and ‘health’ than the other topics. Second, like the variable of impression 
management motivation, the “altruism” motivation played a more important role in explaining the dependent 
variable for the “politics,” “economy,” and “health” topics, while the “reciprocity” motivation played a more 
important role in explaining the dependent variable for the “fashion” and “food” topics. Finally, the “reputation” 
motivation variable had statistically insignificant associations with the dependent variable for most of the topics. 

 

5. Discussion 

In this study, we examined knowledge sharing behavior on Facebook from the perspectives of self-
determination theory and impression management. Prior studies of motivations for knowledge sharing on SNS 
were primarily based on self-determination theory, which distinguishes intrinsic and extrinsic motivations. As 
SNS provides an important platform for individuals to share knowledge, this study attempted to deepen the 
understanding regarding this behavior. In addition to the motivation variables from self-determination theory, 
we also considered the social aspects of SNS by incorporating the motivation of impression management. This 
is because as SNS is becoming common for impression management or self-presentation, knowledge sharing 
on SNS can be considered an action conducted with the intent to impress others.  

Similar to prior studies of the motivations behind knowledge sharing, the intrinsic (i.e., altruism) and 
extrinsic motivations (i.e., reputation and reciprocity) from self-determination theory had positive associations 
with knowledge sharing behavior on Facebook. Alternatively, as expected in the hypothesis, the impression 
management motivation variable had a negative association with knowledge sharing behavior on Facebook. As 
discussed in Section 2, this might be because motivations for impression management are positively related to 
social anxiety, of which fear of negative evaluations from others is intrinsic, since knowledge sharing is a 
behavior that can be evaluated by others. Individuals with social anxiety tend to fear negative evaluations; thus, 
they are likely to avoid evaluative situations, seek out situations with little likelihood of being evaluated by 
others, and are likely to perceive social situations as more evaluative [69].  

In addition, we also examined how the effects of the main predictors of knowledge sharing behavior on 
Facebook varied according to the topics that people share. The results revealed that the effects of the predictors 
varied by topic of knowledge. First, the impression management motivation variable played a more important 
role in explaining knowledge sharing behavior on Facebook for topics including “politics,” “economy,” and 
“health” than the other topics of “fashion” and “food.” Specifically, for the topics of “politics,” “economy,” and 
“health,” individuals with stronger impression management motivation are likely to post (or share) knowledge 
less on Facebook. If we regard “politics,” “economy,” and “health” as topics that require more expertise than 
the “fashion” and “food” topics, then the results imply that individuals consider sharing knowledge about 
“politics,” “economy,” and “health” more evaluative and expect more negative responses from others than 
sharing knowledge about “fashion” and “food.” 
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Similar to the impression management motivation variable, the altruism motivation variable also played a 
more important role for the “politics,” “economy,” and “health” topics than the “fashion” and “food” topics, 
but its associations with knowledge sharing on Facebook were positive. This might be because people think 
knowledge about “politics,” “economy,” and “health” can be more beneficial to others or society than 
knowledge about “fashion” and “food.” Conversely, the “reciprocity” motivation played a more important role 
for the “fashion” and “food” topics than for the other topics. This indicates that individuals tend to post 
knowledge about “fashion” and “food” topics partly because they have been helped by related knowledge shared 
by others, or they expect others will also share this knowledge.  

This study has some limitations. First, we used data from South Korea, which may not be easily 
generalized to other countries, especially those countries in which impression management plays a different or 
less important role regarding Facebook. Second, the context of this study was Facebook, which has different 
features from other SNS platforms, such as Twitter. Thus, motivations for knowledge sharing on Facebook may 
be different from those on other SNS platforms.  

In conclusion, to better understand knowledge sharing behavior on SNS, this study considered the social 
aspects of SNS, or the impression management motivation. This was based on the findings of prior studies [56, 
57] that impression management is important and pervasive in situations where social interactions occur, that 
knowledge sharing behavior may be evaluated by others, and that the user can observe how others respond to 
their post. We found that motivations to impress others had a negative association with knowledge sharing 
behavior on Facebook in general. However, the exact relationship between the motivation to impress others and 
knowledge sharing varied according to the topic of the knowledge that people shared. That is, impression 
management motivation played a more important role for topics that require more expertise, such as “politics,” 
“economics,” and “health” topics, than for more casual topics. 
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