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Abstract 
In the user-generated content (UGC) community, user identity is an important part of 
individual participation in social commerce. Previous research rarely analyzed the 
user's knowledge sharing process from individual factors in social cognitive attributes. 
By surveying 428 users of the typical UGC community "Xiaohongshu", this study explored 
the psychological mechanism of user-generating content to investigate whether and how 
community user identity affects willingness to share knowledge through affective trust 
from the lens of self-efficacy. The results showed that: (1) user identity is positively 
related to knowledge-sharing intention; (2) affective trust completely mediates the 
relationship between user identity and knowledge-sharing intention; (3) self-efficacy 
moderates the relationship between affective trust and knowledge-sharing intention; (4) 
self-efficacy positively moderates the mediating effect of affective trust, and there 
existed a moderated mediation effect. This research theoretically explains what and how 
companies should incentivize the personal factors of social cognition, and provides 
guidance for promoting user participation in generating content and creating a shared 
atmosphere in the community. 
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1. Introduction 

Social media is experiencing explosive growth. On the one hand, the number of social media 
users is surging, with the number of global social media users expected to reach one-third of 
the global population by 2023, including 800 million from China; on the other hand, social 
media user engagement is deepening, with users using social media apps for an average of 144 
minutes per day [1]. With the outbreak of the new crown epidemic, users' behavioral habits are 
gradually migrating online, driving a multifaceted integration of social media. In addition to 
core social media (e.g., WeChat, Weibo, forums, etc.), derivative social media like Zhihu, 
Headline, Xiaohongshu, and TIK TOK are becoming new areas for commercial experimentation. 
The increasing development of social media offers new possibilities for sharing information 
and brand interaction between buyers [2]. Companies are using social media as a brand 
marketing focus to promote social interaction with platform content in an attempt to enhance 
the connection between users and use their voice to achieve greater communication impact [3]. 
Based on this, social commerce was born, which is a transactional activity based on one-way 
interaction and more use of social media, including stages such as user needs confirmation, 
purchase decision, post-purchase experience and feedback [4]. User-generated content (UGC) 
is the dominant engagement behavior in social commerce and has become an effective tool used 
by buyers to gather information to make more accurate decisions [5]. Although the massive 
amount of user-generated content and powerful social attributes have become a winning 
formula for companies to eventually realize social value, the challenge of how to facilitate 
continuous contributions from UGC community users and further empower the user-oriented 
role to innovate user content has become a challenge for companies to carry out social media. 
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More scholars have conducted research on social commerce behavior, such as exploring the 
effects of perceived usefulness [6]-[7] and perceived ease of use [8] on information adoption 
and knowledge sharing based on the Technology Acceptance Model (TAM); exploring the 
effects of behavioral attitudes, subjective norms, and perceived behavioral control on social 
commerce user behavior from the Theory of Planned Behavior [9]-[10]; and from the Theory 
of Perceived Value [11]-[12] examines the effects of perceived risk and perceived benefit on 
customer engagement behavior. Despite the rich research results on social commerce behavior, 
there are certain shortcomings. First, the impact of user identity in the UGC user engagement 
process lacks attention. Most of the literature explores how to facilitate consumers' continuous 
knowledge sharing from the perspective of community characteristics, but few studies focus on 
the individual factor of social cognitive attributes. The identity of online virtual roles will lead 
to a sense of community belonging when individuals receive expected responses and role 
support from other users within the community [13]. This will form the basis of the identity 
and emotional connection of Internet users and cause spontaneous behavior of users' social 
interaction. Secondly, the innovative process of enterprises facilitating users' construction of 
UGC community identity is an important motivation to motivate users to generate content, but 
the differences in users' identity perceptions and the underlying conditions of enterprises' open 
sharing exacerbate the complexity of the knowledge sharing process and make the intrinsic 
mechanism of user identity on knowledge sharing need to be further expanded. Finally, 
compared with academic UGC communities, social commerce UGC communities form a closed 
loop of user import, conversion, demand mining, and value consumption. The social e-
commerce model expands diversified shopping scenarios and more diverse sources of user 
identity attribution, while exhibiting characteristics such as high stickiness of user 
relationships and strong cash realization ability, and shaping online personas becomes a major 
representation of personal branding strategies in the social e-commerce environment. 
Obviously behavioral research in the context of academic UGC communities cannot be fully 
applied to social commerce UGC communities. 
Therefore, this paper argues that it is necessary to explore how to motivate user-generated 
content from a user-oriented perspective, i.e., from the perspective of individuals with social 
cognitive attributes, to explore the mechanism of community users' identity on their 
willingness to share knowledge, and thus assist enterprises to quickly gather and sink user 
value. As community users establish the same identity with each other based on adaptive 
cognition in the process of social interaction, individuals will build affective trust in the 
community and other users as the social interaction between users deepens. In communities 
with higher affective trust, users are more willing to export user-generated content [14]. 
Therefore, this paper introduces affective trust as a mediating variable to explore the intrinsic 
mechanism by which identity affects willingness to share knowledge. In addition, self-efficacy 
in social commerce model is users' self-expectation of the new model, which will be influenced 
by both functional and perceived value [15]. Based on social identity theory, differences in the 
level of self-assessment of UGC community users can lead to differences in the perceived ability 
of users to gain confidence in obtaining resources and support within the community, which in 
turn has an impact on user motivation to generate content. This paper therefore introduces the 
variable of self-efficacy to explore the boundary conditions under which identity and affective 
trust predict willingness to share knowledge. Compared with previous studies, the important 
contributions of this paper are: on the one hand, it empirically verifies the path of user identity's 
influence on knowledge sharing intention, and theoretically explains what and how firms 
should motivate socially cognitive personal factors to promote users' participation in the 
innovation process of generating content; on the other hand, the research data comes from 
Chinese social commerce UGC communities, which can be used for Chinese e-commerce firms 
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to provide theoretical experience for the practice of social transformation and upgrading based 
on user identity orientation. 

2. Literature Review and Hypothesis Development 

2.1. Identity and Willingness to Share Knowledge 
Tajfel [16] proposed the social identity theory, which argues that people define their self-
concept through their association with a social group or organization. He defines identity as 
"the recognition by an individual that he belongs to a particular social group and also the 
recognition of the value and emotional meaning that being a member of the group brings to 
him". Based on social identity theory and relational bonding theory, Lou and Lu [13] divide 
identity into self-identity and social identity; in the process of interpersonal interaction and 
identity exchange in virtual communities, users will form self-identity when they perceive that 
individual identity is consistent with others' identification, and gradually construct self-identity 
after continuous self-reflection and projection; while the user attributes and organizational 
attributes overlap with each other may lead members to identify strongly with the organization, 
i.e., generate a social identity. Community users create or express their desired identities in an 
attempt to build their reputation in the minds of others through community user qualifications 
or direct interaction with the brand [17]. When the community member's self-concept is highly 
congruent with the community personality, members are prone to develop recognition of self 
and community, and users may incorporate community contribution behaviors into their own 
value fulfillment [18]. 
According to Black and Veloutsou [17], individuals support the identity they want through 
active participation and contributing knowledge. They help their self to enhance their 
community reputation, create a good social image, and enjoy the recognition of other 
community members by building a community identity, which in turn increases the motivation 
of users to generate content. Users with a strong sense of identity not only see themselves as 
members or representatives of the community and are able to quickly internalize the values of 
the organization, but are also more motivated to participate in online communities [19], thus 
identity can be considered as an intrinsic motivation to participate in the online environment, 
and those individuals who exhibit a more positive community identity tend to have a stronger 
willingness to contribute knowledge [20]. Existing literature also highlights the important role 
of individual online identity in community knowledge contribution, mainly focusing on within 
corporate organizations [19], [21], relationship-oriented communities [20], [22], and task-goal-
oriented communities [23]-[24], but less research has been conducted on emerging social 
commerce in social e-commerce environments, such as Xiaohongshu, Mushroom Street, and 
Meilishu, which are more content-oriented communities. The open and free community culture 
brings users a stronger identity, which makes it easy for them to share their daily life and store 
visiting experiences, making them enjoy generating content. Therefore, this paper argues that 
the identity of social commerce community members increases their willingness to share 
knowledge and user-generated content influences other members' purchasing decisions. Based 
on the above analysis, this paper proposes the following hypotheses. 
H1: The identity of UGC community users has a positive effect on willingness to share 
knowledge. 

2.2. The Mediating Role of Affective Trust 
User-generated content is a complex process that requires considerable motivation from 
community members to create knowledge. Therefore, when community members are aware of 
the harmony and friendliness of the environment in which they interact, it is easier to build 
trust among community members in the proper sense, and their contributions will increase, i.e., 
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users will share and create more knowledge in the community. Trust is "a statement, 
commitment, or expectation made by an individual, group, or organizational member to 
another individual, group, or organizational member" [25]. An empirical study by Smaliukienė 
and Bekesiene et al [26] on the origin of knowledge sharing structures shows that individuals' 
trust in organizations and members provides the basis for knowledge decisions and the basis 
for sharing. Both theoretical analysis and empirical tests confirm that trust is an important 
prerequisite for community members to engage in generative content [20], [24], [27]. 
Interpersonal trust involves a multi-level structure, and McAllister [28] classified trust into two 
forms: affective trust and cognitive trust, where affective trust is where the trusting party builds 
emotional confidence in the trusted party and is concerned with the emotional relationship 
between the two parties. Some scholars have found that affective trust has a more significant 
impact on knowledge exchange than cognitive trust [29]-[30]. In the social commerce 
environment, affective trust leads to more frequent interaction and communication among 
community members, and this affective trust, which stems from similar interests or mutual 
attraction, makes users have strong emotional attachment to social commerce communities 
and are more willing to engage in generating content. 
In a user-centered social commerce UGC community, users gain recognition and support 
through the following, commenting, and liking behaviors among members, which in turn 
creates a sense of community belonging. The exchange of continuous information among users 
positively drives user integration, which creates a good emotional experience [31] and 
enhances users' affective trust in the community. Social identity theory focuses on the 
formation of user behavior, which is manifested in the social business context as the motivation 
to acquire and occur knowledge sharing behavior, and in this process, affective trust largely 
determines the direction of individuals from cognition to final behavior and enhances users' 
willingness to share knowledge. Guan et al [32] study argues that users gain a mutually 
understood and appreciated identity belonging in the community, and through their interaction 
with others interactions to observe others' contributing behaviors to increase personal 
knowledge skills, affective trust, and further promote user-generated content. In summary, 
users with high identity gain experience of similarity and uniqueness within the community, 
knowledge exchange costs are reduced, affective trust is accumulated, and knowledge sharing 
willingness is enhanced. It is thus hypothesized that the affective trust of community users may 
play a mediating role between identity and willingness to share knowledge. This paper 
proposes the following hypothesis. 
H2: Affective trust mediates between identity and willingness to share knowledge. 

2.3. The Moderating Role of Self-efficacy 
Self-efficacy was first proposed by Bandura [33] and refers to people's subjective judgments of 
their motivation, cognitive resources, and ability to achieve a behavioral goal in a self-
regulatory system, which is expressed as a form of self-assessment. Knowledge-sharing self-
efficacy in this study refers to the confidence and ability of individuals when contributing to 
knowledge, i.e., individuals with high knowledge-sharing self-efficacy believe that they can 
provide useful information and generate valuable knowledge within their community [34]. 
Studies have shown that knowledge sharing self-efficacy has a positive impact on knowledge 
contribution [35]-[37]. For example, Yilmaz [35] found through a study of user behavior in 
Facebook learning communities that as users became more connected to the community, a 
strong sense of classroom community strengthened their self-efficacy, knowledge exchange, 
and learning support, effectively facilitating user-generated content. This finding is mainly due 
to two main reasons; first, users believe that generating content can help others make the right 
decisions and avoid choosing poor products and services; second, user-generated content can 
express the social experiences people aspire to or the social needs of others, contributing to 
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personal reputation and self-worth, which in turn increases users' willingness to contribute 
knowledge [38-39]. We therefore hypothesize that users with high self-efficacy are more 
willing to generate content than those with low self-efficacy, i.e., the higher the self-efficacy, the 
stronger the individual's self-motivation and the more positive attitude towards knowledge 
sharing. 
This paper proposes that self-efficacy is a personal moderator that influences the positive 
relationship between affective trust and willingness to share knowledge for the following 
reasons: first, evidence suggests that lack of confidence and competence can prevent 
individuals from sharing knowledge [37], suggesting that the relationship between self-efficacy 
and willingness to share knowledge needs to be further explored. Second, social cognitive 
theory suggests that "much of the knowledge and behavior of organizational participants 
emerges from the organizational environment" and that when members perceive the 
community environment as reliable, fair, and trustworthy, those with high self-efficacy are 
more likely to expand their role definition and thus increase their knowledge contributions [40], 
i.e., self-efficacy may influence affective trust in virtual communities, suggesting that the joint 
role of self-efficacy and affective trust on willingness to share knowledge requires further 
research. We attempt to explain the psychological process of user-generated content from "can 
do" to "will do" in social commerce UGC communities. Users with high self-efficacy build 
affective trust through community interaction and integration, which leads to the conversion 
of personal confidence and competence into practical action and increased knowledge 
contribution to the community. Thus, high self-efficacy may amplify the positive effect of 
affective trust on willingness to share knowledge. Conversely, when potential knowledge 
contributors are not confident or even feel inferior about the shared content and their own 
abilities, they may not consider it helpful enough to other users to be worth posting, and self-
doubt and risk avoidance may still reduce users' willingness to contribute knowledge despite 
their trust in the community. If companies make full use of technological tools to improve users' 
self-efficacy, they will create a good community knowledge sharing atmosphere [41]. Based on 
the above analysis, this paper proposes the following hypothesis. 
H3: Self-efficacy moderates the positive relationship between affective trust and willingness to 
share knowledge; the higher the level of self-efficacy, the stronger the relationship between 
affective trust and willingness to share knowledge; and the weaker the opposite. 

2.4. Moderated Mediating Effects 
The way in which new and existing users interact with the community is closely dependent on 
the nature of the collective identity, and identity facilitates community users to share each 
other's common community goals and as such to gain the affective trust required for 
information sharing behaviors [42]. Sauk and Kang [43] study also demonstrated that online 
community users construct leading user identities and that perceived behavioral control 
(users' degree of trust in the ability to share innovation-related knowledge) is strongly 
associated with self-efficacy and has a positive effect on innovation knowledge sharing. The 
previous theoretical account of the mediating effect of affective trust and the moderating effect 
of self-efficacy suggests that for different self-efficacious individuals, there are significant 
differences in the implementation orientation of affective experiences within the community. 
Within social commerce UGC communities, user affective attachment is oriented towards 
individuals gaining a community identity to belong to, and under the influence of high 
individual self-efficacy, users are more likely to establish high levels of social interactions 
within the community, centered on affective trust, and are more able and confident to share 
their acquired knowledge or skills to help other members in need within the community, thus 
high self-efficacy users are more motivated and willingness to engage in user-generated 
content; whereas for individuals with low self-efficacy, who have lower levels of confidence in 
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their own abilities and expressed knowledge, they generally deal with community network 
relationships negatively, and the affective trust between members may be constrained, making 
it difficult to gain motivation to contribute knowledge by drawing on their online identities. 
This is very detrimental to the implementation of a company's strategy to motivate user-
generated content and will reduce the overall quality of user-generated content. Based on the 
above analysis, this paper proposes the following hypothesis. 
H4: The self-efficacy of UGC community users has a positive moderating effect on the mediating 
effect of identity influencing willingness to share knowledge through affective trust, i.e., the 
stronger the user's self-efficacy, the stronger this mediating effect is, and vice versa. 
In summary, this paper proposes a theoretical structure as shown in Figure 1. 
 

 
Figure 1. Hypothetical model 

3. Research Methodology 

3.1. Measurement of Variables 
In order to ensure the reliability and validity of the measured variables, this paper combines 
the relatively mature indicators in the literature to make a certain contextual description of the 
social commerce UGC community in which "Xiaohongshu" is located. At the same time, the 
standard method of Brislin [44] was used to translate and back-translate the measurement 
indicators, and finally a revised version of the questionnaire was formed to ensure the accuracy 
of variable measurement. The questionnaire was also pre-researched prior to data collection 
to make certain adjustments and modifications to the question sets that lacked reliability 
validity. 
The measure of identity was referred to the scale developed by Kwon and Wen [45] with three 
question items. Examining the extent to which community members gain a sense of belonging 
within the community, the Cronbach's alpha coefficient in this study was 0.775.The measure on 
willingness to share knowledge was based on Yen's [46] questionnaire on the measurement of 
willingness to share knowledge. By investigating the willingness of community members to 
share their knowledge and skills and other behaviors within the community, the Cronbach's 
alpha coefficient in this study was 0.793.The measurement on affective trust was based on 
McAllister's [28] research scale on interpersonal trust relationships, in which three question 
items on affective trust were selected to measure the user's emotional attachment to the 
community, so as to understand the extent to which community users The degree to which 
community users freely share their thoughts, feelings and hopes perceptions within the 
community, the Cronbach's alpha coefficient in this study was 0.816. the measure on self-
efficacy used a scale developed by Chen et al [47] about self-efficacy of virtual community 
members, with 4 items, the Cronbach's alpha coefficient in this study was 0.834. 

Self-efficacy 

Identity Affective trust 
Willingness 

to share 
knowledge 
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The measurement questionnaire was uniformly evaluated using a seven-point Likert scale. In 
addition, to exclude the influence of other factors, the study controlled for statistical variables 
that could have influenced the measurement variables in the analysis, including gender, age, 
education level, and time spent browsing in the community. Cronbach's α > 0.700 and CR > 
0.700 for each variable of the measurement questionnaire indicated a good level of reliability 
for the study variables; factor loadings were mostly minimal at 0.692 and AVE > 0.500 
indicating good convergent validity for the variables. 

3.2. Sample Design 
This study selects the users of Xiaohongshu, a typical social commerce UGC community, as the 
research object. As of September 2020, the cumulative number of users of Xiaohongshu has 
exceeded 450 million, among which the post-90s and post-95s have become the most active 
user groups. The main target users of Xiaohongshu are young women, with obvious user 
characteristics, and the community topics are mostly focused on women's beauty, skin care and 
fashion, showing stronger consistency than other communities in terms of age, gender, values 
and shopping preferences. This study revised the questionnaire after a pre-survey of "loyal 
fans" in universities. The questionnaires were distributed in three stages in three major 
community gathering centers: Xiaohongshu community, Xiaohongshu posting, and 
Xiaohongshu fan groups. A total of 500 questionnaires were distributed, 450 were collected, 
and 428 valid questionnaires were obtained after eliminating invalid questionnaires, with an 
effective rate of 95.1%; 70.6% were female; 79.2% were aged 18-28; 74.3% had college 
education or above; and 70.1% were users who spent 0.5<h≤2 time browsing in the community. 

3.3. Validation Factor Analysis 
In order to test the discriminant validity of "identity", "affective trust", "willingness to share 
knowledge" and "self-efficacy" in this paper. The validation factor analysis was conducted using 
AMOS 24.0 statistical software to examine the discriminant validity of "identity", "affective 
trust", "willingness to share knowledge" and "self-efficacy" in this paper. The results of the 
validation factor analysis of the baseline model are shown in Table 1, χ²/df < 2, CFI > 0.900, TLI > 
0.900, SRMR < 0.050, RMSEA < 0.050, and other fit indicators are within good range and better 
than other competing models, indicating that the four-factor model has the best fit for the data. 
Also according to Table 2, the √AVE is greater than the correlation coefficient between the 
variables, which in summary indicates that the study variables have good discriminant validity. 
 

Table 1. Results of validated factor analysis 

Models χ² df χ²/df CFI TLI SRMR RMSEA 

1. Four-factor model 67.784 59 1.149 0.996 0.994 0.023 0.019 
2.Three-factor model I 608.923 62 9.821 0.724 0.653 0.116 0.144 
3.Three-factor model II 399.344 62 6.441 0.830 0.786 0.070 0.113 
4.Three-factor model III 530.603 62 8.558 0.763 0.702 0.099 0.133 

5. One-factor models 1318.007 65 20.277 0.367 0.241 0.194 0.212 

Note: Three-factor model I combines affective trust and self-efficacy into 1 factor; three-factor 
model II combines self-efficacy and willingness to share knowledge into 1 factor; three-factor 
model III combines affective trust and willingness to share knowledge into 1 factor; one-factor 
model combines the 4 variables into 1 factor. 
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4. Data Analysis and Model Testing 

4.1. Descriptive Statistical Analysis 
Table 2 presents the means, standard deviations, and correlation coefficients for each variable. 
Correlation analysis showed that community users' identity was significantly and positively 
correlated with affective trust (r = 0.42, p < 0.01) and willingness to share knowledge (r = 0.19, 
p < 0.01), there was a significant positive correlation between affective trust and willingness to 
share knowledge (r = 0.23, p < 0.01), and self-efficacy was significantly and positively correlated 
with willingness to share knowledge (r = 0.35, p < 0.01). These results provide initial support 
for the study's related hypotheses. 
 

Table 2. Means, standard deviations and correlation coefficients of study variables 
variable M SD 1 2 3 4 5 6 7 8 
1.Gender 0.29 0.46         

2.Age 2.19 0.59 0.07        
3.Educational 2.79 0.73 0.02 0.11*       

4.Community browsing time 2.20 0.87 -0.06 0.04 -0.08      
5.Identity 4.15 0.68 -0.01 -0.07 -0.01 0.17** (0.74)    

6.Affective trust 4.11 0.76 -0.04 0.04 0.03 0.16** 0.42** (0.78)   
7.Willingness to share knowledge 4.33 0.64 -0.08 0.00 -0.12 0.63** 0.19** 0.23** (0.75)  

8. Self-efficacy 4.19 0.88 -0.01 0.02 -0.02 0.21** -0.08 -0.04 0.35** (0.75) 

Note: Bolded data indicate the square root of AVE; * p < 0.05, ** p < 0.01. 

4.2. Hypothesis Testing 
Main effects test. Main effects were used to test the effect of identity on willingness to share 
knowledge. The study used linear regression analysis, first controlling for gender, age, 
education level, and community browsing time, and then placing the predictor variables into 
the model for analysis. The results of the stepwise regression are shown in Table 3. From M3 in 
Table 3, it is clear that identity has a positive effect on willingness to share knowledge (β = 0.09, 
p < 0.05), and hypothesis H1 holds. 
Mediation effect test. The mediation effect was used to analyze the mediating role of affective 
trust between identity and willingness to share knowledge. From M5 in Table 3, it is clear that 
affective trust has a significant positive relationship on willingness to share knowledge (β= 0.14, 
p < 0.001), and from M6, it is clear that after adding both independent and mediating variables, 
identity no longer has a significant effect on willingness to share knowledge (β = 0.04, p > 0.05), 
while affective trust still has a significant effect on willingness to share knowledge (β = 0.12 , p 
< 0.01), therefore, the study hypothesized that affective trust fully mediates the relationship 
between identity and willingness to share knowledge. To test the significance of the mediating 
effect, further reference was made to MacKinnon et al.'s [48] suggestion of testing the 
significance of the mediating effect by using the Bootstrap method to set up a sample of 5000 
runs of the mediating effect test macro prepared by Hayes [49]. Table 4 shows that the 
mediating effect of identity affecting willingness to share knowledge through affective trust is 
significant (β = 0.048, p < 0.001), with bias corrected CIs not including zero [0.006, 0.107], thus 
hypothesis H2 is tested. 
Moderating effect test. Moderation effects were used to analyze the moderating role of self-
efficacy between affective trust and willingness to share knowledge. To eliminate the 
covariance problem, we standardized the interaction terms of affective trust and self-efficacy 
separately before constructing them. As seen in M8 of Table 3, the interaction term of affective 
trust and self-efficacy had a significant positive effect on willingness to share knowledge (β = 
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0.16, p < 0.001). To further test whether the pattern of this moderating effect is consistent with 
the hypothesized one, a simple slope test was conducted based on the suggestion of Aiken and 
West [50]. We will depict the relationship between affective trust and willingness to share 
knowledge in low versus high self-efficacy conditions based on the mean of the moderating 
variable, plus or minus one standard deviation as a basis for grouping. As shown in Figure 2, 
the positive predictive effect of affective trust on willingness to share knowledge is stronger for 
community users with high self-efficacy, and hypothesis H3 holds. 
 

Table 3. Hypothesis testing results 

variable 
Affective trust Willingness to share knowledge 
M1 M2 M3 M4 M5 M6 M7 M8 

sex -0.04 -0.04 -0.04 -0.04 -0.03 -0.03 -0.04 -0.04 
age 0.03 0.06 -.002 -0.01 -0.02 -0.02 -0.02 -0.02 

Level of education 0.04 0.03 -0.07 -0.07 -0.07 -0.07 -0.07 -0.06 
Community Viewing Time 0.16 0.09 0.62 0.61 0.60 0.60 0.54 0.52 

identity  0.41***  0.09*  0.04 0.06 0.08* 
Affective trust     0.14*** 0.12** 0.13** 0.17*** 

self-efficacy       0.25*** 0.29*** 
Affective trust x self-efficacy        0.16*** 

F 3.01* 19.63*** 71.53*** 58.75*** 61.42*** 51.28*** 55.44*** 53.06*** 
R2 0.03 0.19 0.40 0.41 0.42 0.42 0.48 0.50 
△R2 0.03 0.19 0.04 0.41 0.42 0.42 0.48 0.50 

Note: All regression coefficients in the table are standardized regression coefficients. 
 

 
Figure 2. Moderation of the relationship between self-efficacy on affective trust and 

willingness to share knowledge 
 

Moderated mediating effects. Moderated mediating effects were used to test how the 
interaction between self-efficacy and affective trust affects willingness to share knowledge 
through the mediating role of affective trust. Following the suggestion of Preacher, Rucker, and 
Hayes [51], differences in the amount of indirect effects of identity affecting willingness to share 
knowledge were analyzed for three conditions with different levels of self-efficacy (mean, mean 
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plus or minus one standard deviation). As shown in Table 4, at higher levels of self-efficacy 
(mean plus one standard deviation), the indirect effect of identity on willingness to share 
knowledge was significant (β = 0.107, p < 0.05) at a 95% confidence interval of [0.039, 0.204], 
which does not contain 0. At lower levels of self-efficacy (mean minus one standard deviation), 
the indirect effect of identity on willingness to share knowledge through affective trust was The 
effect of knowledge sharing willingness was not significant with a confidence interval of [-0.009, 
0.080], which included 0. Therefore, the time succession effect of low self-efficacy was not 
significant. The test results indicate that the higher the level of self-efficacy, the stronger the 
indirect effect of identity through affective trust on willingness to share knowledge, and thus 
hypothesis H4 holds. 
 

Table 4. Bootstrap test for mediating effects and mediated effects being moderated (5000 
samples) 

Type of effect and moderating variable effectiveness BC 95% CI 
1.Mediating effect: identity → affective trust → willingness to share 

knowledge 0.048* [0.006, 0.107] 

2.Moderating effect + 
intermediary effect 

Self-efficacy - low (3.312) 0.027 [-0.009, 0.080] 
Self-efficacy - Medium (4.194) 0.067* [0.019, 0.136] 

Self-efficacy - high (5.076) 0.107* [0.039, 0.204] 
Note: * p < 0.05 

5. Conclusion 

Based on social identity theory, this paper aims to investigate the influence of user-generated 
content (UGC) community members' identity on knowledge sharing intention and the inner 
mechanism of action in the context of social e-commerce. Using the survey data of Xiaohongshu 
community members to empirically test the theoretical model, the main conclusions are as 
follows: (i) Based on social identity theory, it is verified that the identity of social commerce 
UGC community users has a significant positive effect on knowledge sharing willingness, i.e., 
users with a strong sense of identity are also more intrinsically motivated to share knowledge. 
(ii) Confirmed that affective trust plays a fully mediating role between identity and willingness 
to share knowledge. Users construct an online identity and form a sense of community 
belonging, which enhances a good emotional experience through continuous information 
exchange and further promotes user-generated content. (iii) Using an empirical test, we 
verified that self-efficacy plays a positive moderating role between affective trust and 
willingness to share knowledge. Compared to users with low self-efficacy, users with high self-
efficacy build affective trust through community interactions and inclusion, prompting the 
conversion of personal confidence and competence into practical action and increased 
knowledge contribution to the community. (iv) The boundary condition of mediation was found 
and validated: self-efficacy. Self-efficacy further moderated the mediating effect of affective 
trust between identity and willingness to share knowledge, i.e., the indirect effect of identity 
affecting willingness to share knowledge through affective trust was more pronounced under 
high self-efficacy conditions. 
The main theoretical contributions of this paper are: first, this paper proposes to explore the 
driving effect of constructing identity on increasing willingness to share knowledge from two 
dimensions: self-identity and social identity of community users. This is not only more in line 
with the user-oriented social characteristics, but also explores the internal influencing factors 
from the perspective of increasing user initiative and extensive participation. Furthermore, the 
internal mechanism of user identity on knowledge sharing is further expanded. This paper 
mediating variables of affective trust and self-efficacy from the perspective of consumer 
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psychological mechanisms, and focuses on the specific process of knowledge sharing 
willingness transformation, providing theoretical guidance for companies to motivate user-
generated content. Specifically, for users with a high level of identity in UGC communities, the 
willingness to share knowledge can be enhanced by stimulating them to build lasting affective 
trust, a finding that highlights the important role of creating an atmosphere of trust in UGC 
communities in driving users' knowledge sharing behavior. At the same time, this paper 
explores the boundary constraints of the relationship between affective trust and knowledge 
sharing willingness, which can theoretically explain well the differences in users' knowledge 
sharing behavior brought by different self-efficacy levels, which is quite different from previous 
studies. Finally, this paper enriches the contextual study of social commerce UGC communities, 
and provides theoretical support on how to motivate users of new social e-commerce 
communities to continuously generate content in the process of building their identity, forming 
a closed-loop community interaction and promoting the long-term development of social e-
commerce communities. 
Based on the above findings, the following are implications and lessons for business managers 
in motivating user-generated content in practice. 
First, since UGC user identity helps promote users' willingness to share knowledge, it is very 
important to motivate users to build community identity effectively. This inspires companies 
to firstly maintain a good online environment where users can easily express themselves; 
secondly, establish a unique image in the UGC community to guide users to find similarities and 
build a community identity; in addition, the community establishes a certain scale of 
interpersonal circle to promote user community, so that community members accept and 
identify with the values of their group, form a sense of community belonging and emotional 
identity, and give community users full respect and recognition. 
Second, according to the test of mediating effect shows that affective trust is an important 
bridge from the construction of user identity to guide the awareness of online behavior. 
Business managers should focus on enhancing users' affective trust, including creating a 
sharing environment for good consumers' real experiences by strictly controlling the intrusion 
of false advertising information, marketing accounts, and unethical information; two-way 
interactive precision marketing to help brands screen and influence more accurate potential 
users and reduce users' search costs to improve users' emotional stickiness; adopting 
innovative interaction methods such as VR to provide more autonomous The two-way 
interactive precision marketing helps brands screen and influence more accurate potential 
users, reduce user search costs and improve user emotional stickiness; adopt innovative 
interaction methods such as VR to provide more autonomous interactive experiences. 
Third, the moderating effect in the influence mechanism and its interaction reveal that firms 
should develop community environments with simple interfaces, practical communication, fun 
and flexible, i.e., ensure flexibility for all users to use and build generated content, promote 
user-created content to self-generated activities, lower the threshold of content production, 
and enhance the self-efficacy of community users. In addition to flexibility in building content, 
enterprises should create thematically rich interest circles, conduct online training programs, 
and provide support mechanisms for users with different levels of prior knowledge to give 
positive feedback to meet their learning needs, increase users' self-efficacy in using the 
environment, and more likely motivate them to share more knowledge in the future. 
This study also has some limitations: (i) the cross-sectional research design used in this paper 
may have implications for testing causal relationships between variables, and although the text 
was subjected to validation factor analysis and the effects of common method bias between test 
variables were excluded, the study will be improved in the future by using follow-up studies or 
cross-temporal measurements. (ii) This paper focuses on individual-level social cognitive 
attribute factors, and future research could explore individual-level and group-level interaction 
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factors to better understand how individuals and groups motivate users to generate content. 
(iii) Regarding the study of user behavior in social commerce UGC communities, future research 
can expand from a single study of user behavior motivation in UGC communities to an 
exploration of the relationship between user motivation, behavioral characteristics, etc. and 
UGC content and quality to find better incentives and UGC quality control measures. 
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