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The impact of shared information on consumer satisfaction:
a case study of social networking sites in Ningbo
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Abstract
The purpose of this study is to explore the rise of shared information and whether consumers connect with social
networking sites. This study expects users to share information about consumers' satisfaction with the use of the
platform, and is willing to share the information sharing to more friends around. Researchers also try to
understand the product brand image, perceived value, emotional arousal, and whether it brings positive thinking
about consumer use behavior.
We collected 464 valid questionnaires by using web questionnaires and interviews to understand the impact of
shared information on consumer buying behavior, and to verify that their shared information was relevant to
consumer satisfaction. This study investigates the survey of Ningbo social networking site consumers as the
object of investigation, and investigates the status of information about consumer satisfaction. The correctness of
information sharing is also one of the indicators observed in this study. The study designed three hypotheses to
primarily verify that they had a positive correlation.
Keywords: sharing information, brand image, risk mechanism, security
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