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Nowadays, the relationships are often initiated and maintained
in online environments, the formation and management of online impressions have gained importance and become the subject of numerous studies. The impression management is a conscious process in which people attempt to influence the perceptions of their image. They do it by controlling and managing information presented in social media. The presentation of identity
is the key to success or failure for example in business life. In the
article, the critical literature review related to impression management in social media is described. The example of the way of
self-presentation in LinkedIn is presented. The future directions
are indicated.
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Introduction
Social media and online community attendance have increasingly
become a significant part of our social lives (Burkell et al. 2014). Social media gives new opportunity for business to contact with stakeholders, including for example job candidates (Madera 2012; Bohnert and Ross 2010). Job candidates are putting great attention to a
way of presenting themselves in online communities to impress employers (Dekay 2009). Impression management in social media is becoming more important. Some researcher started to examine how
self-presentations strategies affect job seekers’ behaviours (van der
Heide, D’Angelo and Schumaker 2012).
LinkedIn has initiated a new era of workforce recruitment (Guillory and Hancock 2012) in which recruiters, head-hunters are screening candidates and job seekers are encouraged to create professional
identities (Davison, Maraist, and Bing 2011), which will enable them
to create positive impression on others (Caers and Castelyns 2011).
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LinkedIn is the most successful network for recruiters and job seekers (Adams 2013). It enables to create business connections for establishing large, professional networks and sharing employment opportunities (Thew 2008).
The aim of the article is to present a critical literature review of
the concept of impression management and describe the strategy of
self-presentation in LinkedIn.
The Concept of Impression Management:
Literature Review
Managing self-presentation in online communities is an integral
part of private and professional life (Rui and Stafanone 2013). When
people become members of a community, they must select the relevant and appropriate pieces of information for their self-presentation to be consistent with the profile of the group. According to
Schwämmlein and Wodzicki (2012) the willingness to provide personal information in member profile is high because members gain
acceptance through extensive self-presentation that facilitates the
establishment of relationships with other network members. The
relationship between interactions and self-identity have been investigating by many researchers, for example, Goffman (1959), Jones
and Pittman (1982), Leary (1996), Pontari and Schlenker (2006), and
Snyder (1974). One of the first researchers who described this concept was Goffman (1959). He insisted that people not only try to
convince others to see them as respectable and trustful individuals, but also they want to maintain established desired positive
image.
Nowadays, people do not only seek to manage their impression
face-to-face but also in computer-mediated environments especially
in social media (Zhao, Grasmuck, and Martin 2008).
Impression management can be defined as a study of how people attempt to manage or control the perceptions which others form
of them (Bozeman and Kacmar 1997; Drory and Zaidman 2007).
The main aim of impression management is to steer others’ impression with the use of controlling information, photos, and videos and
present them in a proper way in social media. In real life, the impression management takes place through both verbal and nonverbal
communication, including body language, posture, speech and rank
(i.e., status) (Bolino and Turnley 1999; Leary and Kowalski 1990).
Both in real life and online, self-representation connects the idea of
who we are to the outside world (Rosenfeld, Giacalone, and Riordan
2002). Thanks to the feedback from recipients, people can explore
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their presented images and develop or adjust it to the desired images.
Impression management is recognized as the key element of successful communication with co-workers, team members, and colleagues. According to Gardner and Avolio (1998), it can help managers who are charismatic leaders to achieve an authentic selfrepresentation, allowing them to increase their trustworthiness,
credibility, esteem and power (Jung and Sosik 2003).
Impression management is used in individual life as also can be
applied at the organizational level (Avery and McKay 2006; Mohamed and Gardner 2004). Organizations use impression management in social media to build the positive image. The impression
management model consists of the two key players: an ‘actor’ who
engages in ‘impression management behaviours’ and an ‘audience’
who interacts with ‘actors’ under certain ‘environmental settings’.
This actor – audience relationship often occurs between managers
and their subordinates (Barsness, Diekmann, and Seidel 2005). Impression management can by divided into two strategies: assertive
(which an actor uses to establish desirable image), and protective
(which are excuses and justifications to repair damaged identities)
(Drory and Zaidman 2007). Very interesting taxonomy of organizational impression management was presented by Mohamed, Gardner, and Paolillo (1999). According to them, it can be categorized into
four types: direct and assertive, direct and defensive, indirect and
assertive, and indirect and defensive tactics. Organizations use (Mohamed, Gardner, and Paolillo 1999):
direct tactics to present information about their skills, abilities,
and accomplishments,
• indirect tactics to enhance their images by managing information about the people and events with which they are associated
with,
• utilize assertive tactics when they see opportunities to boost
their image,
• defensive tactics to minimize or repair damage to their images.
•

Members of social networks have various socio-discursive needs –
expressive, communicative, or promotional. People engage in selfpresentation for many social and professional reasons, including
gaining employment, to conduct business, to establish friendships,
to express themselves (Shepherd 2005; Bolino et al. 2008) or to correct inaccurate impressions that colleagues have of them (Giacalone
and Rosenfeld 1991). The topic of self-presentation was examined by
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Birnbaum (2013), DeAndrea and Walther (2011), Labrecque, Markos,
and Milne (2011), and Schwämmlein and Wodzicki (2012). The importance of being recognized in a positive light has become very
important in social circles. The development of social media like
LinkedIn has facilitated identity construction through the abilities
to shape the information, photos, and video posted on an individual’s profile in attempts to control how others will perceive them in
real and internet world. Goffman (1959) highlighted the fact that the
perception of others socially influences our behaviour.
Impression Management Strategy:
The Example of LinkedIn
LinkedIn is a social network dedicated to professionals and is focused on business relationships and interactions. It has more than
364 million members in over 200 countries. LinkedIn was launched
on May 5, 2003. Its founders are Reid Hoffman, Allen Blue, Konstantin Guericke, Eric Ly, and Jean-Luc Vaillant (see https://press
.linkedin.com/about-linkedin).
LinkedIn can be used to build awareness and gain referrals (Kietzmann et al. 2011; Mas-Bleda et al. 2014). It is very popular among
recruiters and job seekers. This platform is used to find jobs, recommend others in the network, and receive recommendations from
others.
LinkedIn allows users to fill in information, which includes profile summary, experience, volunteer experience and causes, projects,
languages, certifications, publications, education, discussion posts
and comments, recommendations, endorsed skills and expertise,
interests, honours and awards, and contact information. A properly filled-out profile gives information about one’s job title, detail
employment history, business accomplishments, and where they
were educated. On the profile, individual can also present a portrait (photo). There are also presented the recommendations from
others. People can join groups, especially those offering jobs, recruitment, and business deals. LinkedIn enables to share Amazon
book-reading lists, slide presentations, documents, travel itineraries,
and blog entries.
LinkedIn helps to find people based on a variety of criteria for
example: by defining the specific industry, the size of the company,
the seniority level, and the groups of which a particular person is a
member (Bradbury 2011).
LinkedIn is giving a lot of opportunities for people who are looking for new challenges. A lot of companies use it for talent acquisi-
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tion. The impression management is very important concept related
to this social network. Tsai et al. (2011) and Guillory and Hancock
(2012) found that a job seeker can influence recruiter evaluations
through impression management.
Individuals use various self-presentation tactics in social media to
present themselves in favourable ways. The self-presentation tactics can be described as: ‘behaviours used to manage impressions
to achieve foreseeable short-term interpersonal objectives or goals’
(Lee et al. 1999, 702).
LinkedIn presents information about a user that viewers can use
to make judgments about the source, such as their credibility, trustfulness, social and professional attractiveness.
One must fill in all information in the LinkedIn profile to create
a positive image (Ivcevic and Ambady 2012). It is important to put
the photography. Results of the research presented by Edwards et
al. (2015) indicates that users who post a profile picture along with
their LinkedIn profile are perceived as more socially attractive and
more competent than users who do not post a picture. Images help
to increase social presence in electronic communications.
Neuberg and Fiske (1987) highlights that the appearance of an
individual is most prominent when we first come into contact with
somebody. However, the more information a person has on the profile, the more likely hiring professionals will gain an understanding
of the individual’s personality and behaviour looking at this information.
Also, the information is people’s interests and hobbies. According
to Goffman’s (1959) theory of identity management, people strategically present characteristics that they believe others will approve.
For example, people who are looking for a job may be aware that
posting specific interests personal or professional can sway how attractive they are to recruiters because they may coincide with recruiters’ hobbies. Spelling and grammar mistakes on the LinkedIn
Profile are believed to be more troubling, than on paper cv, because
it can very fast create a negative impression. And for example, recruiters may dismiss a candidate based on a single spelling error.
Another important characteristic of the LinkedIn profile is the number of connections users have in their network. The number of connections is important for a candidate in certain careers (i.e. sales,
marketing, public relations, recruiting, etc.). It also shows how this
person can create a social network. For good impression management also is important to put attention to defining the skill set. Social network LinkedIn users are asked not to provide their life story
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but to highlight specific skills, thus promoting their strengths for different business stakeholders. LinkedIn users, who are not writing a
comprehensive list of skills and expertise, will be found less often
than those members who do list them.
The use of LinkedIn, as a recruitment tool is very popular because
it is easy to manage and it is a low-cost solution (Zide, Elman, and
Shahani-Denning 2014; Chiang and Suen 2015). Potential candidates
from all over the world are easier to find. There are opportunities
for introduction to new professional connections through existing
networks.
Conclusion and Future Directions
LinkedIn is a social networking site dedicated to making business
connections for building a professional network and sharing employment opportunities. The users generate the content, and they
can professionally prepare the information which they would like
to publish on the Internet. Nowadays, it is very important to have
knowledge about the strategy of self-presentation in social networks
because the presentation of identity is the key to success or failure
for example in business life. Summarize, it is very important to create professional LinkedIn Profile in which user will:
•
•
•
•
•
•
•

build a complete profile,
highlight only relevant information,
always include photography,
limit recommendations to trustful people,
add credible people to network,
join different groups, and
provide high-quality and researched-based information.

People should be conscious and active in impression management
and be aware what information exists about them in social media and
if the information is protected by the appropriate levels of security
and privacy.
The social networks are growing, and there is a need for further
research to provide more definitive guidelines on both the potential
advantages as well as disadvantages of using professional networks.
Although using LinkedIn for recruitment purposes is commonplace
in today’s workforce there is a need to solve many ethical and legal problems related to use private information published in social
media in the process of recruitment and selection. Privacy in social
media is critical issue that deserves reflection and research, especially cyberstalking and location disclosure, social profiling and third
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party disclosure, invasive privacy agreements. Questions that need
attention regarding this privacy issue are: Will social media sites be
honest and competent in dealing with users’ information? Will social
media be capable in preventing users against cyberstalking, location
disclosure, social profiling?
References
Adams, S. 2013. ‘New Survey: LinkedIn More Dominant Than Ever
among Job Seekers and Recruiters, But Facebook Poised to Gain.’
Forbes, 5 February. http://www.forbes.com/sites/susanadams/2013/
02/05/new-survey-linked-in-more-dominant-than-ever-among
-job-seekers-and-recruiters-but-facebook-poised-to-gain/
#7f6d61b816bf
Avery, D. R., and P. F. McKay. 2006. ‘Target Practice: An Organizational
Impression Management Approach to Attracting Minority and Female job Applicants.’ Personal Psychology 59:157–87.
Barsness, Z. I., K. A. Diekmann, and M. D. L. Seidel. 2005. ‘Motivation
and Opportunity: The Role of Remote Work, Demographic Dissimilarity, and Social Network Centrality in Impression Management.’
Academy of Management Journal 48:401–19.
Birnbaum, M. G. 2013. ‘The Fronts Students Use: Facebook and the
Standardization of Self-Presentations.’ Journal of College Student
Development 54 (2): 155–71.
Bohnert, D., and W. H. Ross. 2010. ‘The Influence of Social Networking
Web Sites on the Evaluation of Job Candidates.’ Cyberpsychology,
Behavior and Social Networking 13 (3): 341–47.
Bolino, M. C., K. M. Kacmar, W. H. Turnley, and J. B. Gilstrap. 2008. ‘A
Multilevel Review of Impression Management Motives and Behaviors.’ Journal of Management 34:1080–109.
Bolino, M. C., and W. H. Turnley. 1999. ‘Measuring Impression Management in Organizations: A Scale Development Based on the Jones and
Pittman Taxonomy.’ Organizational Research Methods 2 (2): 187–206.
Bozeman, D. P., and K. M. Kacmar. 1997. ‘A Cybernetic Model of Impression Management Processes in Organizations.’ Organizational
Behavior and Human Decision Process 69 (1): 9–30.
Bradbury, D. 2011. ‘Data Mining with LinkedIn.’ Computer Fraud and
Security, no. 10: 5–8.
Burkell, J., A. Fortier, L. Y. C. Wong, and J. L. Simpson. 2014. ‘Facebook:
Public Space, Or Private Space?’ Information, Communication and
Society 19 (1): 1–12.
Caers, R., and V. Castelyns. 2011. ‘LinkedIn and Facebook in Belgium:
The Influences and Biases of Social Network Sites in Recruitment
and Selection Procedures.’ Social Science Computer Review 29 (4):
437–48.

number 3 · fall 2016

209

Joanna Paliszkiewicz and Magdalena Madra-Sawicka
˛

Chiang, J. K.-H., and S.-Y. Suen. 2015. ‘Self-Presentation and Hiring
Recommendations in Online Communities: Lessons from LinkedIn.’
Computers in Human Behavior 48:516–24.
Davison, H. K., C. Maraist, and M. N. Bing. 2011. ‘Friend or Foe? The
Promise and Pitfalls of Using Social Networking Sites for hr Decisions.’ Journal of Business Psychology 26 (2): 153–9.
DeAndrea, D. C., and J. B. Walther. 2011. ‘Attributions for Inconsistencies between Online and Offline Self-Presentations.’ Communication
Research 38 (6): 805–25.
Dekay, S. 2009. ‘Are Business-Oriented Social Networking Web Sites
Useful Resources for Locating Passive Jobseekers? Results of a Recent Study.’ Business Communication Quarterly 72 (1): 101–5.
Drory, A., and N. Zaidman. 2007. ‘Impression Management Behavior.’
Journal of Managerial Psychology 22:290–308.
Edwards C., B. Stoll, N. Faculak, and S. Karman. 2015. ‘Social Presence
on LinkedIn: Perceived Credibility and Interpersonal Attractiveness
Based on User Profile Picture.’ Online Journal of Communication and
Media Technologies 5 (4): 102–15.
Gardner, W. L., and B. J. Avolio. 1998. ‘The Charismatic Relationship: A
Dramaturgical Perspective.’ Academy of Management Review 23 (1):
32–58.
Giacalone, R. A., and P. Rosenfeld. 1991. Applied Impression Management: How Image Making Affects Managerial Decisions. Newbury
Park, ca: Sage.
Goffman, E. 1959. The Presentation of Self in Everyday Life. New York:
Anchor Books.
Guillory, J., and J. T. Hancock. 2012. ‘The Effect of LinkedIn on Deception in Resumes.’ Cyberpsychology, Behavior and Social Networking
15 (3): 135–40.
Ivcevic, Z., and N. Ambady. 2012. ‘Personality Impressions from Identity
Claims on Facebook.’ Psychology of Popular Media Culture 1 (1): 38–
45.
Jones, E. E., and T. S. Pittman. 1982. ‘Toward a General Theory of
Strategic Self-Presentation.’ In Psychological Perspectives on the
Self, edited by J. Suls, 1:231–62. Hillsdale, nj: Erlbaum.
Jung, D. I., and J. J. Sosik. 2003. ‘Group Potency and Collective Efficacy
Examining Their Predictive Validity, Level of Analysis, and Effects
of Performance Feedback on Future Group Performance.’ Group and
Organization Management 28 (3): 366–91.
Kietzmann, J. H., B. S. Silvestre, I. P. McCarthy, and L. F. Leyland. 2012.
‘Unpacking the Social Media Phenomenon towards a Research
Agenda.’ Journal of Public Affairs 12 (2): 109–19.
Labrecque, L. I., E. Markos, and G. R. Milne. 2011. ‘Online Personal
Branding: Processes, Challenges, and Implications.’ Journal of Interactive Marketing 25 (1): 37–50.

210

management · volume 11

Impression Management in Social Media

Leary, M. R. 1996. Self-Presentation: Impression Management and Interpersonal Behavior. Boulder, co: Westview.
Leary, M. R., and R. M. Kowalski. 1990. ‘Impression Management: A Literature Review and Two-Component Model.’ Psychological Bulletin
107:34–47.
Lee, S., B. M. Quigley, M. S. Nesler, A. B. Corbett, and J. T. Tedeschi. 1999.
‘Development of a Self-Presentation Tactics Scale.’ Personality and
Individual Differences 26:701–22.
Madera, J. M. 2012. ‘Using Social Networking Websites As a Selection
Tool: The Role of Selection Process Fairness and Job Pursuit Intentions.’ International Journal of Hospitality Management 31 (4): 1276–
82.
Mas-Bleda, A., M. Thelwall, K. Kouska, and I. F. Aquillo. 2014. ‘Do
Highly Cited Researchers Successfully Use the Social Web?’ Scientometrics 101:337–56.
Mohamed, A. A., and W. L. Gardner. 2004. ‘An Exploratory Study of Interorganizational Defamation: An Organizational Impression Management Perspective.’ Organizational Analysis 12:129–45.
Mohamed, A. A., W. L. Gardner, and J. G. P. Paolillo. 1999. ‘A Taxonomy of Organizational Impression Management Tactics.’ Advances
in Competitiveness Research 7 (1): 108–30.
Neuberg, S., and S. Fiske. 1987. ‘Motivational Influences on Impression
Formation: Outcome Dependency, Accuracy-Driven Attention, and
Individuating Processes.’ Journal of Personality and Social Psychology 53 (3): 431–44.
Pontari, B. A., and B. R. Schlenker. 2006. ‘Helping Friends Manage Impressions: We Like Helpful Liars But Respect Nonhelpful Truth
Tellers.’ Basic and Applied Social Psychology 28:177–83.
Rosenfeld, P., R. Giacalone, and C. Riordan. 2002. Impression Management: Building and Enhancing Reputations. London and New York:
Routledge.
Rui, J. R., and M. A. Stefanone. 2013. ‘Strategic Self-Presentation Online: A Crosscultural Study.’ Computers in Human Behavior 29 (1):
110–8.
Schwämmlein, E., and K. Wodzicki. 2012. ‘What to Tell about Me? SelfPresentation in Online Communities.’ Journal of Computer-Mediated
Communication 17 (4): 387–407.
Shepherd, I. D. H. 2005. ‘From Cattle and Coke to Charlie: Meeting the
Challenge of Self Marketing and Personal Branding.’ Journal of Marketing Management 21 (5): 589–606.
Snyder, M. 1974. ‘Self-Monitoring of Expressive Behavior.’ Journal of
Personality and Social Psychology 30:526–37.
Thew, D. 2008. ‘LinkedIn – A User’s Perspective: Using New Channels
for Effective Business Networking.’ Business Information Review 25
(2): 87–90.

number 3 · fall 2016

211

Joanna Paliszkiewicz and Magdalena Madra-Sawicka
˛

Tsai, W. C., N. W. Chi, T. C. Huang, and A. J. Hsu. 2011. ‘The Effects
of Applicant Resume Contents on Recruiters’ Hiring Recommendations: The Mediating Roles of Recruiter Fit Perceptions.’ Applied
Psychology: An International Review 60 (2): 231–54.
Van Der Heide, B., J. D. D’Angelo, and E. M. Schumaker. 2012. ‘The Effects of Verbal versus Photographic Self-Presentation on Impression Formation in Facebook.’ Journal of Communication 62 (1): 98–
120.
Zhao, S., S. Grasmuck, and J. Martin. 2008. ‘Identity Construction on
Facebook: Digital Empowerment in Anchored Relationships.’ Computer in Human Behavior 24:1816–36.
Zide, J., B. Elman, and C. Shahani-Denning. 2014. ‘LinkedIn and Recruitment: How Profiles Differ across Occupations.’ Employee Relations 36 (5): 583–604.
This paper is published under the terms of the AttributionNonCommercial-NoDerivatives 4.0 International (cc by-nc-nd 4.0)
License (http://creativecommons.org/licenses/by-nc-nd/4.0/).

212

management · volume 11

