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Abstract
Background: The proliferation of vaccine misinformation on social media has seriously corrupted the public’s confidence in
vaccination. Proactively sharing provaccination messages on social media is a cost-effective way to enhance global vaccination
rates and resist vaccine misinformation. However, few strategies for encouraging the public to proactively share vaccine-related
knowledge on social media have been developed.
Objective: This research examines the effect of value type (individual vs collective) and message framing (gain vs loss) on
influenza vaccination intention (experiment 1) and the willingness to share provaccination messages (experiment 2) among
Chinese adults during the COVID-19 pandemic. The primary aim was to evaluate whether messages that emphasized collective
value were more effective in increasing the willingness to share than messages that emphasized individual value.
Methods: We enrolled 450 Chinese adults for experiment 1 (n=250, 55.6%) and experiment 2 (n=200, 44.4%). Participants
were randomly assigned to individual-gain, individual-loss, collective-gain, or collective-loss conditions with regard to the
message in each experiment using the online survey platform’s randomization function. Experiment 1 also included a control
group. The primary outcome was influenza vaccination intention in experiment 1 and the willingness to share provaccination
messages in experiment 2.
Results: The valid sample included 213 adults in experiment 1 (females: n=151, 70.9%; mean age 29 [SD 9] years; at least
some college education: n=202, 94.8%; single: n=131, 61.5%) and 171 adults in experiment 2 (females: n=106, 62.0%; mean
age 28 [SD 7] years; at least some college education: n=163, 95.3%; single: n=95, 55.6%). Influenza vaccination intention was
stronger in the individual-value conditions than in the collective-value conditions (F3,166=4.96, P=.03, η2=0.03). The reverse
result was found for the willingness to share provaccination messages (F3,165=6.87, P=.01, η2=0.04). Specifically, participants
who received a message emphasizing collective value had a higher intention to share the message than participants who read a
message emphasizing individual value (F3,165=6.87, P=.01, η2=0.04), and the perceived responsibility for message sharing played
a mediating role (indirect effect=0.23, 95% lower limit confidence interval [LLCI] 0.41, 95% upper limit confidence interval
[ULCI] 0.07). In addition, gain framing facilitated influenza vaccination intention more than loss framing (F3,166=5.96, P=.02,
η2=0.04). However, experiment 2 did not find that message framing affected message-sharing willingness. Neither experiment
found an interaction between value type and message framing.
Conclusions: Strengthened individual value rather than collective value is more likely to persuade Chinese adults to vaccinate.
However, these adults are more likely to share a message that emphasizes collective rather than individual value, and the perceived
responsibility for message sharing plays a mediating role.
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Introduction
Background
The proliferation of vaccine misinformation on social media
has seriously corrupted the public’s confidence in vaccination
[1-3]. Extreme antivaxers create vaccine misinformation online
[4-6], and ordinary users often spread vaccine misinformation
voluntarily on social media [7,8] because of the emotional and
attractive nature of misinformation. Fortunately, social media
platforms are increasingly implementing positive interventions
to resist vaccination misinformation [9,10].
These endeavors mainly focus on 2 different approaches. The
first approach relies on information technology, such as
fact-checking labels [9] or debiasing strategies [11], to reduce
the impact of existing vaccine misinformation on its audience.
The other approach provides more vaccination knowledge on
social media to suppress the diffusion of vaccine misinformation
[4,8,12,13].
However, additional strategies to mobilize the public to debunk
vaccine misinformation on social media are needed to
successfully achieve public health goals. Just as vaccine
misinformation can drive sharing intentions, provaccination
information, if presented properly, can motivate the public’s
willingness to share on social media. Inspiring the public’s
willingness to share provaccination information can improve
the current situation in which antivaccination messages occupy
a more controversial space than provaccination messages on
social media [8,14], and prevent the adverse effects of
misinformation [15]. Hence, the main goal of this study is to
explore strategies to present effective messages to improve the
public’s willingness to share provaccination messages on social
media.
Previous studies have confirmed that emphasizing the collective
benefits of vaccination, such as the long-term benefits of herd
immunity for society, could positively affect participants’
vaccination intention [8,16,17]. In particular, according to the
“sharing for the community” model [18], community interest
serves as a more influential motivation for the online sharing
of health-related knowledge than personal gain does [19], and
information-sharing behaviors driven by community interest
are based on reciprocity norms [20]. Therefore, it is logical to
hypothesize that provaccination messages that emphasize
collective value can promote the willingness to share
provaccination messages better than those that emphasize
individual value.
In addition, message framing plays a key role in health
communication [21]. Based on gain versus loss message framing
[22,23], the value of vaccination can be framed by highlighting
either desirable consequences (eg, health benefits) or undesirable
consequences (eg, disease risk). Although a meta-analytic review
https://formative.jmir.org/2022/10/e35744
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showed that gain-framing messages are significantly more likely
to encourage illness prevention behaviors compared to
loss-framing messages [22], another study showed that framing
effects are significant only when individuals perceive the issue
to have high personal relevance [24]. Therefore, we assume that
the framing effects may be less obvious when messages are
described with collective value, since personal relevance is
diminished when messages are described with collective value
compared to individual value. Thus, we used message framing
as an independent variable to explore whether message framing
and value type synergistically affect vaccination
message-sharing intention.

Goal of This Study
We conducted 2 survey experiments during the COVID-19
pandemic outbreak in mainland China. Experiment 1 explored
whether a message that emphasized collective value improved
vaccination intention more than one that emphasized individual
value during the COVID-19 pandemic outbreak. Experiment 2
tested our primary hypothesis of whether collective value
significantly facilitates the dissemination of provaccination
messages online. We also measured the perceived importance
and responsibility of message sharing as mediating variables in
experiment 2 to examine the mechanism of collective value on
the willingness to share messages.

Methods
Design
Two 2 (value type: collective vs individual) × 2 (message
framing: gain vs loss) between-participant experiments were
conducted using Sojump [25], an online study portal.
Experiment 1 explored the main effect of value type and
message framing on vaccination intention for the influenza
vaccine (including a no-message control group), while
experiment 2 focused on message-sharing willingness.

Participants
The sample size was estimated using G*Power 3.1 [26],
assuming a statistical power of 90%, a significance level of .05,
and an effect size of 0.25. The estimated minimum sample size
for 2-factor ANOVA was 172 (n=43, 25%, for each condition).
Accordingly, we recruited 450 volunteers in total (experiment
1: n=250, 55.6%; experiment 2: n=200, 44.4%) for monetary
compensation.
All participants were native Chinese readers; none had a medical
education background or were from Wuhan, China.
Manipulation checks in the survey resulted in a total of 384
valid participants in the experiments (experiment 1: n=213,
85.2%; experiment 2: n=171, 85.5%). Table 1 presents the
descriptive information about the participants.
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Table 1. Descriptive information about participants in experiments 1 and 2.
Variables

Experiment 1 (N=213)

Experiment 2 (N=171)

Range

18-58

18-56

Mean (SD)

29 (9)

28 (7)

Female

151 (70.9)

106 (62.0)

Male

62 (20.1)

65 (38.0)

Single

131 (61.5)

95 (55.6)

Married

82 (38.5)

76 (44.4)

Middle school graduate and below

2 (0.9)

2 (1.2)

High school graduate

9 (4.2)

6 (3.5)

College degree holder

129 (60.6)

124 (72.5)

Graduate degree holder and above

73 (34.3)

39 (22.8)

Age (years)

Gender, n (%)

Marital status, n (%)

Education, n (%)

Message Stimuli and Pretest
Message Stimuli
The content of the messages was developed based on
considerable scientific research published in vaccination-related
fields [8,27,28]. We wrote 5 consecutive paragraphs, with an
associated theme in each message. In approximately 450 Chinese
characters, each of the messages described a story about
immunization and stated the substantial value of vaccination.
To increase the vividness of the messages, we used pictures
from a royalty-free image web archive.
Figure 1 presents the condition of collective loss in experiment
1. Value type was manipulated by emphasizing collective or
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individual value under different conditions. For example, herd
immunity was explained in the condition of collective value,
while individual immunity was used in the condition of
individual value. In addition, the subjects of the sentences were
changed from “human” (collective value) to “you” (individual
value).
In line with prior framing-related literature [29], message
framing was described separately by strengthening the benefit
of vaccination in gain framing or the harm of not being
vaccinated in loss framing. We also used specific examples of
vaccination to convey the messages (eg, the polio vaccine has
saved human lives, or polio has killed humans).
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Figure 1. Material for the collective-loss condition for experiment 1.

Pretest of Messages
We tested the validity of the messages with 120 participants
(the manipulation check resulted in 111 valid participants) who
did not participate in the formal experiments. The 111
participants (females: n=83, 74.8%; mean age 33 [SD 12] years;
at least some college education: n=93, 83.7%; single: n=58,
52.3%) were native Chinese readers; none had a medical
education background or were from Wuhan, China. Each
participant was randomly assigned to 1 of the 4 materials using
the online survey platform’s randomization function.
First, we used a single 7-point item to measure participants’
credibility ratings of the messages. The responses showed no
significant differences between the credibility ratings for
collective and individual value (F3,107=1.45, P=.23) or loss and
https://formative.jmir.org/2022/10/e35744
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gain framing (F3,107=0.003, P=.95). Second, we asked
participants to choose the message they read with regard to
collective or individual value describing the benefits of
vaccination or the risk of not vaccinating. The results revealed
that more than 90% of the participants could accurately
distinguish collective or individual value and gain or loss
framing. Thus, the materials were considered valid for use in
subsequent experiments.

Procedure
The system flowchart can be seen in Figure 2. After obtaining
informed consent, the survey gathered information about the
participants’ demographics (gender, age, education, and marital
status) and control variables. The participants were randomly
assigned to 1 of the conditions using the online survey
platform’s randomization function. Those assigned to 1 of the
JMIR Form Res 2022 | vol. 6 | iss. 10 | e35744 | p. 4
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message and required them to answer 2 manipulation check
questions. They were then instructed to respond to questions
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related to the variables described in the following section. Those
in the control condition in experiment 1 proceeded directly to
a similar survey without reading a message.

Figure 2. Schematic representation of the experimental flow.

Measures
All control and dependent variables used in our experiments
are presented in Table 2. The details of all measures used in
experiments are provided in Multimedia Appendix 1.
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Table 2. Control and dependent variables used in experiments 1 and 2.
Variables

Experiment(s) Measures

Items, n Sample item

Score range

Cronbach α

Control

1 and 2

Vaccine confidence

3

Overall, I think vaccines are safe.

1=extremely disagree to
5=extremely agree

.85 (experiment 1)
and .72 (experiment 2)

Control

2

Propensity to share on
social media

3

I share new messages on social
media.

1=rarely to 5=always

.72

Dependent

1

Vaccine acceptance

10

Vaccines are effective at preventing diseases.

1=strongly disagree to
7=strongly agree

.76

Dependent

1

Influenza vaccination
intention

3

How likely is it that you are going 1=extremely unlikely to
to receive the flu vaccination this 5=extremely likely
winter?

.82

Dependent

2

Perceived importance
of message

3

The message contains crucial
knowledge about the vaccine.

.74

Dependent

2

Perceived responsibility 6
for message sharing

At this moment, I believe I have
1=strongly disagree to
the responsibility for sharing this 7=strongly agree
message to improve the influenza
vaccination rate.

.89

Dependent

2

Message-sharing willingness

I will share this message using
different social networking tools.

.72

3

1=extremely disagree to
5=extremely agree

1=extremely disagree to
5=extremely agree

Control Variables

was vaccine acceptance, which captured the entire conceptual
domain of vaccine acceptance [32].

Vaccine confidence, assessed by modifying the 4-item vaccine
confidence scale to 3 items by removing the item about religion
[30], was measured as a control variable in experiments 1 and
2. The propensity to share on social media [31] served as a
control variable in experiment 2.

Experiment 2 comprised 3 dependent variables: the perceived
importance of messages [33], the perceived responsibility for
message sharing [34], and message-sharing willingness [33].

Dependent Variables
We focused on vaccination intention for the 2020-2021 influenza
vaccine. A self-administered scale was used. Specifically,
participants were provided with medical news. The news read,
“Once COVID-19 infection occurs together with influenza, the
difficulty of diagnosis will be increased…” In addition, the
intention to receive the influenza vaccination was measured by
how likely the participants were to accept the influenza
vaccination for themselves or recommend it to their families in
the winter. The secondary dependent variable in experiment 1

Ethical Considerations
The study was conducted according to the guidelines of the
Declaration of Helsinki and approved by the Institutional
Review Board of Nankai University (#NKUIRB2020023,
approval date February 25, 2020).

Results
Experiment 1
The descriptive and inferential statistics of experiment 1 are
shown in Table 3. Demographic variables were also included
in the analysis as control variables.

Table 3. Means (SDs) for each condition and inferential statistics of each condition compared to the control group of experiment 1.
Value and framing

Sample size (N=213), n (%)

Vaccine acceptance

Vaccination intention

Mean (SD)

P value

Mean (SD)

P value

Collective
Gain

43 (20.2)

5.46 (0.79)

.02

3.91(0.87)

.01

Loss

41 (19.2)

5.43 (0.65)

.06

3.57(0.89)

.48

Gain

44 (20.7)

5.53 (0.71)

.02

4.11(0.65)

<.001

Loss

42 (19.7)

5.60 (0.65)

.01

3.94(0.63)

<.001

3.35(1.12)

N/A

Individual

Control group
a

43 (20.2)

5.06 (0.74)

a

N/A

N/A: not applicable.
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Vaccine Acceptance
The main effects of value type (F3,166=0.16, P=.69), message
framing (F3,166=0.001, P=.97) and 2-way interactions between
value type and message framing (F3,166=0.49, P=.49) were not
statistically significant for vaccine acceptance. Further pairwise
comparisons showed that participants who had received a
message on any condition expressed significantly higher vaccine
acceptance than those in the control group. Except for the
collective-loss condition, the difference was only borderline
significant.

Influenza Vaccination Intention
The results of the influenza vaccination intention index revealed
a significant main effect of value type (F3,166=4.96, P=.03,

η2=0.03). Vaccination intention was stronger in the
individual-value conditions than in the collective-value
conditions. Messaging framing also exhibited a significant main
effect (F3,166=5.96, P=.02, η2=0.04). Vaccination intention was
stronger in the gain-framing condition than in the loss-framing
condition. No interaction effects were significant (F3,166=0.83,
P=.36). We also found that the participants in all conditions
except for the collective-loss condition had significantly higher
vaccination intention than those in the control group.

Experiment 2
The descriptive statistics of experiment 2 are shown in Table
4.

Table 4. Means (SDs) for each condition of experiment 2.
Value and framing

Sample size (N=171), n (%) Perceived importance, mean Perceived responsibility, mean
(SD)
(SD)

Message-sharing willingness,
mean (SD)

Gain

43 (25.1)

4.54 (0.43)

6.19 (0.62)

3.96 (0.62)

Loss

42 (24.6)

4.61 (0.42)

6.23 (0.67)

4.04 (0.68)

Gain

44 (25.7)

4.44 (0.51)

5.87 (0.77)

3.75 (0.81)

Loss

42 (24.6)

4.21 (0.56)

5.62 (1.07)

3.44 (1.01)

Collective

Individual

Perceived Importance, Perceived Responsibility, and
Message-Sharing Willingness
Significant differences were found between collective and
individual value. Participants who received a message
emphasizing collective value had higher perceived importance
(F3,165=4.72, P=.03, η2=0.03), higher perceived responsibility
(F3,165=9.31, P=.003, η =0.06), and a higher willingness to
2

share the message (F3,165=6.87, P=.01, η2=0.04) than
participants who read a message emphasizing individual value.
There was no significant main effect of message framing or
2-way interactions between value type and message framing on
each dependent variable.
Influenza vaccination intention and message-sharing willingness
were the 2 primary outcomes in experiments 1 and 2,
respectively. Therefore, we present the 2 dependent variables
together in Figure 3 to facilitate a comparison of trends.

Figure 3. Effect of value type on influenza vaccination intention (experiment 1) and message-sharing willingness (experiment 2).

Mediating Effect Analysis
A mediating effect analysis was conducted to determine whether
the effect of collective value was mediated by perceived
importance and responsibility. The mediational model was
https://formative.jmir.org/2022/10/e35744
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assessed using the SPSS PROCESS macro (model 4) with a
95% bias-corrected CI based on 5000 bootstrap samples [35].
The value type (collective value=1, individual value=0) was
used as the independent variable, perceived importance and
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intention was the outcome variable.
The analysis yielded a significant model (F8,162=6.88, P<.001,
R2=0.25). The direct effect of value type on the intention to
share was not significant after introducing the indirect effects
of perceived importance and responsibility into the model
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(Figure 4). One indirect effect of perceived importance was also
not significant (indirect effect=0.03, 95% lower limit confidence
interval [LLCI] 0.11, 95% upper limit confidence interval
[ULCI] −0.01). In contrast, the other indirect effect of perceived
responsibility was significant (indirect effect=0.23, 95% LLCI
0.41, 95% ULCI 0.07).

Figure 4. Statistical model of the meditational model. **P<.01; ***P<.001.

Discussion
Principal Findings
In experiment 1, we found that individual value had a more
substantial effect than collective value on influenza vaccination
intention. Interestingly, the results from experiment 2 indicated
that the message describing collective value promoted
message-sharing willingness better than the message related to
individual value; the perceived responsibility for message
sharing mediated the effect of collective value on
message-sharing willingness but not on perceived importance.
In general, individual-focused messages increased vaccination
intention, but collective-focused messages increased the
likelihood of sharing. These results seem to produce conundrums
for message designers and reveal that designers should finely
construct specific messages for different targets. For example,
if the goal is to make provaccination messages occupy more
space on social media, then collective value should be prioritized
to describe messages. In another circumstance, if the
improvement of vaccination rates is more important and urgent,
especially under circumstances with high risks, individual value
should be considered first. Moreover, the message of collective
value described as gain framing also enhanced vaccination
intention compared to the control group. Therefore,
collective-gain messages effectively increase vaccination
intention, while enhancing message-sharing willingness.
This study also obtained some other results. First, there were
no differences between collective and individual value or gain
and loss framing on vaccine acceptance; however, vaccine
acceptance improved in all intervention groups compared to the
control group. Second, gain framing was more effective than
loss framing in influenza vaccination intention. Finally, we did
not find an interaction effect between value type and message
framing on any dependent variables.

Limitations
There are some limitations of this study. First, we did not design
a condition that combined collective and individual value and
that tested whether such messages can promote both vaccination
intention and message-sharing willingness. This limitation can
be addressed through follow-up research.
Second, the external validity of this study is limited. In a realistic
network environment, other types of information with high
attractiveness or interesting themes, such as stories about
celebrities or sports news, may cause the public to ignore
provaccination messages [36]. Therefore, it is necessary to
simulate the real network context to verify the robustness of the
results of this study.
Third, we conducted the research in the early stages of
COVID-19. During this period, the epidemic in Wuhan, China,
was more serious, while people in other regions were mostly
in a state of unknown risk. As the form of the epidemic
continues to change in China, the public’s perception of the risk
will also change dynamically. This may further lead to changes
in the way messages function in different severe situations.
Subsequent studies could consider collecting data at different
time points and drawing on studies that use time series models
[37,38] in an attempt to optimize health strategies to resist
vaccine misinformation and boost vaccination.
Finally, the participants were mainly female, younger, and single
and had a college degree or above. Although we controlled for
these demographic variables in the analysis, the external validity
of the experimental results is limited. This study can be further
improved to examine whether the function of the messages
varies among populations.
Despite the limitations, the study complements and extends
previous studies that focused on collective benefits in personal
vaccination decisions.

These results contribute to the literature on online health
knowledge sharing and provide implications for practice.
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Comparison With Prior Work
The effect of value type on vaccination intention contradicts a
previous study that found that collective benefit promotes
vaccination intention more than individual benefit does [16].
Notably, a study supports our finding, showing that individuals
self-categorized as being in a high-risk group are more likely
to adopt vaccination behavior following self-benefit messages
than social benefit messages [39]. Our study was conducted
during the COVID-19 outbreak, and high risk perception might
have resulted in the public’s heightened sensitivity to individual
value messages.
In contrast, message-sharing willingness was promoted by
collective value more than individual value, and perceived
responsibility played a mediatory role. These findings are
consistent with a similar study that found that social integrative

Fu et al
benefits
significantly
and
positively
influence
knowledge-sharing intention in virtual communities [40].
Finally, the results of message framing coincide with a previous
study that suggested that gain-framing messages are more likely
to encourage illness prevention behaviors compared to
loss-framing messages [22].

Conclusion
Online messages emphasizing individual value promote the
intention to vaccinate more strongly than those emphasizing
collective value, but this effect is reversed in message-sharing
willingness. Furthermore, perceived responsibility for message
sharing plays a mediating role between collective value and
message-sharing willingness. Our findings have practical
implications for constructing and providing effective, targeted
provaccination messages.

Acknowledgments
This research was supported by grants from the National Social Science Fund of China (grant number 20ASH015) and the science
research project of the Liberal Arts Development Fund of Nankai University (grant number ZB22BZ0109).

Conflicts of Interest
None declared.
Editorial Notice
This randomized study was not registered. The editor granted an exception from ICMJE rules mandating prospective registration
of randomized trials because the risk of bias appears low and the study was considered formative. However, readers are advised
to carefully assess the validity of any potential explicit or implicit claims related to primary outcomes or effectiveness.

Multimedia Appendix 1
Details of all measures used in experiments.
[DOCX File , 18 KB-Multimedia Appendix 1]

Multimedia Appendix 2
CONSORT checklist.
[PDF File (Adobe PDF File), 65 KB-Multimedia Appendix 2]

References
1.
2.
3.

4.

5.

6.
7.

Smith N, Graham T. Mapping the anti-vaccination movement on Facebook. Inf Commun Soc 2017 Dec 27;22(9):1310-1327.
[doi: 10.1080/1369118x.2017.1418406]
Larson HJ. Blocking information on COVID-19 can fuel the spread of misinformation. Nature 2020 Apr;580(7803):306.
[doi: 10.1038/d41586-020-00920-w] [Medline: 32231320]
Catalan-Matamoros D, Peñafiel-Saiz C. Exploring the relationship between newspaper coverage of vaccines and childhood
vaccination rates in Spain. Hum Vaccin Immunother 2020 May 03;16(5):1055-1061 [FREE Full text] [doi:
10.1080/21645515.2019.1708163] [Medline: 32017659]
Hoffman BL, Felter EM, Chu K, Shensa A, Hermann C, Wolynn T, et al. It's not all about autism: the emerging landscape
of anti-vaccination sentiment on Facebook. Vaccine 2019 Apr 10;37(16):2216-2223. [doi: 10.1016/j.vaccine.2019.03.003]
[Medline: 30905530]
Harvey AM, Thompson S, Lac A, Coolidge FL. Fear and derision: a quantitative content analysis of provaccine and
antivaccine internet memes. Health Educ Behav 2019 Dec;46(6):1012-1023. [doi: 10.1177/1090198119866886] [Medline:
31789076]
Broniatowski DA, Reyna VF. To illuminate and motivate: a fuzzy-trace model of the spread of information online. Comput
Math Organ Theory 2020 Dec;26:431-464 [FREE Full text] [doi: 10.1007/s10588-019-09297-2] [Medline: 33737859]
Ngai CSB, Singh RG, Yao L. Impact of COVID-19 vaccine misinformation on social media virality: content analysis of
message themes and writing strategies. J Med Internet Res 2022 Jul 06;24(7):e37806 [FREE Full text] [doi: 10.2196/37806]
[Medline: 35731969]

https://formative.jmir.org/2022/10/e35744

XSL• FO
RenderX

JMIR Form Res 2022 | vol. 6 | iss. 10 | e35744 | p. 9
(page number not for citation purposes)

JMIR FORMATIVE RESEARCH
8.
9.
10.

11.

12.

13.

14.

15.
16.

17.

18.
19.
20.
21.
22.
23.

24.
25.
26.
27.
28.
29.
30.

31.
32.

Basch CH, Zybert P, Reeves R, Basch CE. What do popular YouTube videos say about vaccines? Child Care Health Dev
2017 Jul;43(4):499-503. [doi: 10.1111/cch.12442] [Medline: 28105642]
Zhang J, Featherstone JD, Calabrese C, Wojcieszak M. Effects of fact-checking social media vaccine misinformation on
attitudes toward vaccines. Prev Med 2021 Apr;145:106408. [doi: 10.1016/j.ypmed.2020.106408] [Medline: 33388335]
Shah Z, Surian D, Dyda A, Coiera E, Mandl KD, Dunn AG. Automatically appraising the credibility of vaccine-related
web pages shared on social media: a Twitter surveillance study. J Med Internet Res 2019 Nov 04;21(11):e14007 [FREE
Full text] [doi: 10.2196/14007] [Medline: 31682571]
Ludolph R, Allam A, Schulz PJ. Manipulating Google's knowledge graph box to counter biased information processing
during an online search on vaccination: application of a technological debiasing strategy. J Med Internet Res 2016 Jun
02;18(6):e137 [FREE Full text] [doi: 10.2196/jmir.5430] [Medline: 27255736]
Wong LP, Wong PF, AbuBakar S. Vaccine hesitancy and the resurgence of vaccine preventable diseases: the way forward
for Malaysia, a Southeast Asian country. Hum Vaccin Immunother 2020 Jul 02;16(7):1511-1520 [FREE Full text] [doi:
10.1080/21645515.2019.1706935] [Medline: 31977285]
Suzuki Y, Sukegawa A, Ueda Y, Sekine M, Enomoto T, Miyagi E. Effect of a brief web-based educational intervention
on willingness to consider human papillomavirus vaccination for children in Japan: randomized controlled trial. J Med
Internet Res 2021 Sep 27;23(9):e28355 [FREE Full text] [doi: 10.2196/28355] [Medline: 34569941]
Skafle I, Nordahl-Hansen A, Quintana DS, Wynn R, Gabarron E. Misinformation about COVID-19 vaccines on social
media: rapid review. J Med Internet Res 2022 Aug 04;24(8):e37367 [FREE Full text] [doi: 10.2196/37367] [Medline:
35816685]
Jolley D, Douglas KM. Prevention is better than cure: addressing anti-vaccine conspiracy theories. J Appl Soc Psychol
2017 Jun 28;47(8):459-469. [doi: 10.1111/jasp.12453]
Arnesen S, Bærøe K, Cappelen C, Carlsen B. Could information about herd immunity help us achieve herd immunity?
Evidence from a population representative survey experiment. Scand J Public Health 2018 Dec;46(8):854-858. [doi:
10.1177/1403494818770298] [Medline: 29741455]
Hakim H, Provencher T, Chambers CT, Driedger SM, Dube E, Gavaruzzi T, et al. Interventions to help people understand
community immunity: a systematic review. Vaccine 2019 Jan 07;37(2):235-247. [doi: 10.1016/j.vaccine.2018.11.016]
[Medline: 30528593]
Mazzucchelli A, Gurioli M, Graziano D, Quacquarelli B, Aouina-Mejri C. How to fight against food waste in the digital
era: key factors for a successful food sharing platform. J Bus Res 2021 Jan;124:47-58. [doi: 10.1016/j.jbusres.2020.11.055]
Oh S. The characteristics and motivations of health answerers for sharing information, knowledge, and experiences in
online environments. J Am Soc Inf Sci 2011 Nov 01;63(3):543-557. [doi: 10.1002/asi.21676]
Pai P, Tsai H. Reciprocity norms and information-sharing behavior in online consumption communities: an empirical
investigation of antecedents and moderators. Inf Manag 2016 Jan;53(1):38-52. [doi: 10.1016/j.im.2015.08.002]
Jun J, Wen TJ, Wu L. The effects of self vs. group affirmation and message framing on college students' vape-free campus
policy support. Health Commun 2021 Oct;36(11):1441-1451. [doi: 10.1080/10410236.2020.1767446] [Medline: 32438843]
Gallagher KM, Updegraff JA. Health message framing effects on attitudes, intentions, and behavior: a meta-analytic review.
Ann Behav Med 2012 Feb;43(1):101-116. [doi: 10.1007/s12160-011-9308-7] [Medline: 21993844]
Van't Riet J, Cox AD, Cox D, Zimet GD, De Bruijn G, Van den Putte B, et al. Does perceived risk influence the effects of
message framing? A new investigation of a widely held notion. Psychol Health 2014;29(8):933-949 [FREE Full text] [doi:
10.1080/08870446.2014.896916] [Medline: 24579986]
Bosone L, Martinez F. When, how and why is loss-framing more effective than gain- and non-gain-framing in the promotion
of detection behaviors? Int Rev Soc Psychol 2017 Aug 02;30(1):184-192. [doi: 10.5334/irsp.15]
Questionnaire Star Can Meet Your Various Questionnaire/Form Needs. URL: https://www.wjx.cn [accessed 2022-09-12]
Faul F, Erdfelder E, Lang A, Buchner A. G*Power 3: a flexible statistical power analysis program for the social, behavioral,
and biomedical sciences. Behav Res Methods 2007 May;39(2):175-191. [doi: 10.3758/bf03193146] [Medline: 17695343]
Betsch C, Böhm R, Korn L, Holtmann C. On the benefits of explaining herd immunity in vaccine advocacy. Nat Hum
Behav 2017 Mar 06;1(3):0056. [doi: 10.1038/s41562-017-0056]
Doherty M, Buchy P, Standaert B, Giaquinto C, Prado-Cohrs D. Vaccine impact: benefits for human health. Vaccine 2016
Dec 20;34(52):6707-6714 [FREE Full text] [doi: 10.1016/j.vaccine.2016.10.025] [Medline: 27773475]
Dixon GN. Making vaccine messaging stick: perceived causal instability as a barrier to effective vaccine messaging. J
Health Commun 2017 Aug;22(8):631-637. [doi: 10.1080/10810730.2017.1337832] [Medline: 28682187]
Larson HJ, de Figueiredo A, Xiahong Z, Schulz WS, Verger P, Johnston IG, et al. The state of vaccine confidence 2016:
global insights through a 67-country survey. EBioMedicine 2016 Oct;12:295-301 [FREE Full text] [doi:
10.1016/j.ebiom.2016.08.042] [Medline: 27658738]
Pal A, Chua AY, Hoe-Lian Goh D. Debunking rumors on social media: the use of denials. Comput Hum Behav 2019
Jul;96:110-122. [doi: 10.1016/j.chb.2019.02.022]
Sarathchandra D, Navin MC, Largent MA, McCright AM. A survey instrument for measuring vaccine acceptance. Prev
Med 2018 Apr;109:1-7. [doi: 10.1016/j.ypmed.2018.01.006] [Medline: 29337069]

https://formative.jmir.org/2022/10/e35744

XSL• FO
RenderX

Fu et al

JMIR Form Res 2022 | vol. 6 | iss. 10 | e35744 | p. 10
(page number not for citation purposes)

JMIR FORMATIVE RESEARCH
33.

34.
35.
36.
37.

38.
39.

40.

Fu et al

Oh HJ, Lee H. When do people verify and share health rumors on social media? The effects of message importance, health
anxiety, and health literacy. J Health Commun 2019;24(11):837-847. [doi: 10.1080/10810730.2019.1677824] [Medline:
31609678]
Wu B, Yang Z. The impact of moral identity on consumers’ green consumption tendency: the role of perceived responsibility
for environmental damage. J Environ Psychol 2018 Oct;59:74-84. [doi: 10.1016/j.jenvp.2018.08.011]
Bolin JH. Introduction to Mediation, Moderation, and Conditional Process Analysis: A Regression-Based Approach. New
York, NY: Guilford Press; 2014.
Wojcieszak M, Garrett R. Social identity, selective exposure, and affective polarization : how priming pational identity
shapes attitudes toward immigrants via news selection. Hum Commun Res 2018;44:247-273. [doi: 10.1093/hcr/hqx010]
Maleki M, Mahmoudi MR, Heydari MH, Pho K. Modeling and forecasting the spread and death rate of coronavirus
(COVID-19) in the world using time series models. Chaos Solitons Fractals 2020 Nov;140:110151 [FREE Full text] [doi:
10.1016/j.chaos.2020.110151] [Medline: 32834639]
Maleki M, Mahmoudi MR, Wraith D, Pho K. Time series modelling to forecast the confirmed and recovered cases of
COVID-19. Travel Med Infect Dis 2020;37:101742. [doi: 10.1016/j.tmaid.2020.101742] [Medline: 33081974]
Isler O, Isler B, Kopsacheilis O, Ferguson E. Limits of the social-benefit motive among high-risk patients: a field experiment
on influenza vaccination behaviour. BMC Public Health 2020 Feb 17;20(1):240 [FREE Full text] [doi:
10.1186/s12889-020-8246-3] [Medline: 32066407]
Liao T. Developing an antecedent model of knowledge sharing intention in virtual communities. Univ Access Inf Soc 2016
Feb 8;16(1):215-224. [doi: 10.1007/s10209-016-0452-5]

Abbreviations
LLCI: lower limit confidence interval
ULCI: upper limit confidence interval

Edited by A Mavragani; submitted 16.12.21; peer-reviewed by Z Jin, M Mahmoudi; comments to author 09.06.22; revised version
received 30.07.22; accepted 10.08.22; published 04.10.22
Please cite as:
Fu C, Lyu X, Mi M
Collective Value Promotes the Willingness to Share Provaccination Messages on Social Media in China: Randomized Controlled
Trial
JMIR Form Res 2022;6(10):e35744
URL: https://formative.jmir.org/2022/10/e35744
doi: 10.2196/35744
PMID: 36067417

©Chunye Fu, Xiaokang Lyu, Mingdi Mi. Originally published in JMIR Formative Research (https://formative.jmir.org), 04.10.2022.
This is an open-access article distributed under the terms of the Creative Commons Attribution License
(https://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution, and reproduction in any medium,
provided the original work, first published in JMIR Formative Research, is properly cited. The complete bibliographic information,
a link to the original publication on https://formative.jmir.org, as well as this copyright and license information must be included.

https://formative.jmir.org/2022/10/e35744

XSL• FO
RenderX

JMIR Form Res 2022 | vol. 6 | iss. 10 | e35744 | p. 11
(page number not for citation purposes)

