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Abstract A key issue in social media marketing is insufficient consumer participa-
tion and engagement. Most economic exchanges which are used to stimulate social
sharing failed to consider the social dynamics of the social media environment. This
research aims to answer the following research question: how can companies target
different conditions with different incentives to maximize consumer sharing through
social media? The experimental study was conducted. The findings of the study
show that non-monetary incentives are more effective when sharing to a wide audi-
ence is requested, but incentive type does not make a difference when sharing is
limited to specific individuals.
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