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ABSTRACT 

Nowadays, social networking sites (SNS) have gradually become an important field for interpersonal 

interaction and communication. Due to the uniqueness of social networks, users' online interaction and offline 

face-to-face communication in social networks are different, but there is a certain correlation between them. 

Through analyzing the research on impression management and social networks by scholars at home and 

abroad, it is found that the impression management behavior of users in social network platforms is produced 

by the combined action of internal self-esteem needs motivation and external network environment factors 

motivation, which is conducive to have a further research on psychological research of certain behaviors 

generated by users in social network services. 
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1. INTRODUCTION 

Nowadays, in the rapidly developing Internet information 

age, interpersonal communication has gradually changed 

from "offline" face-to-face oral communication to "online" 

where only one expression package can represent one's 

point of view, while such online communication can also 

avoid unnecessary embarrassment. Therefore, impression 

management has become a common phenomenon in social 

communication. When users communicate and interact 

with each other, they will use different ways to establish 

the relationship between two people or achieve a certain 

purpose. Through the user's individual behavior, other 

users can form a certain expected impression of the user, 

thus changing the original impression of other users [1]. 

According to the 44th Statistical Reports on Internet 

Development in China, as of the first half of 2019, China's 

Internet users' average online time is 27.9 hours, which is 

0.3 hours more than that of 2018. Among all kinds of APP 

(Application, Mobile Internet Application) used by mobile 

phone users, the proportion of APP using instant 

messaging reached 14.5%, which is the longest 

duration.Among instant messaging APPs, WeChat is the 

most frequently used social network service platform in 

China in recent years, and users have the highest monthly 

activity. At the same time, it opens up a brand-new 

platform for people to conduct impression management in 

virtual social networks. 

 

 

 

 

 

 

 

2. LITERATURE REVIEW 

2.1. Impression Management Research 

Impression management first appeared in the book The 

presentation of self in everyday life published by 

American sociologist Goffman [2], and he also became a 

pioneer in the research field of impression management. 

Goffman think impression management is a deceptive act. 

If life is a stage, people are actors on the stage, and 

anyone's social interaction can be regarded as a "dramatic 

performance". Everyone is actor, and "always try to make 

his performance close to the role he wants to present to the 

audience". The actor's various behaviors are regarded as a 

kind of self-realization, thus shaping the self-social image 

and identity in the eyes of others, which has laid a 

theoretical foundation for later scholars' research. 

The 1960s and 1970s were the development stages of 

impression management theory. Until the late 1980s, 

scholars made more in-depth research on impression 

management and put forward more different theories on 

the definition of impression management. Schlenker and 

Arkin define impression management from the perspective 

of situation. Schlenker [3] believes that impression 

management is an act that affects the image of individuals 

in virtual situations or social interactions in real life. Arkin 

[4] puts forward the view that impression management is a 

means of self-display formed by users in order to achieve a 

certain impression or purpose in communication and 

interaction, but at the same time it also shows individual 

defects. Leary [5] and Kowanlski summarized the concept 

of impression management put forward by previous 

scholars, and defined impression management as the 

behavioral process of trying to control other individuals to 

form an impression on the controller. And Schlenker [6] 

Advances in Social Science, Education and Humanities Research, volume 435

6th International Conference on Humanities and Social Science Research (ICHSSR 2020)

Copyright © 2020 The Authors. Published by Atlantis Press SARL.
This is an open access article distributed under the CC BY-NC 4.0 license -http://creativecommons.org/licenses/by-nc/4.0/. 159



  

 

and Weigold explained impression management from the 

perspective of human-computer interaction as the 

expectation that an individual makes other individuals 

produce certain impression on the individual according to 

their own situation in the process of interpersonal 

communication, and carried out corresponding behaviors 

according to the expected impression. Furthermore, Jones 

introduced impression management into the field of 

psychology. Based on the perspective of operational 

cybernetics, he proposed that impression management also 

includes people trying to actively control others' 

impression of them. 

2.2. Social Network 

Social Network Service(SNS), is a service generated on 

the basis of the network [6]. Boyd and Ellison [7] believe 

that users can display public or semi-public individual 

images on the social network platform, and interact and 

communicate with specific groups on the social network, 

at the same time to expand users' interpersonal 

relationships. China Internet Information Center defines 

the social network platform as an online application 

platform that helps users build interpersonal networks in 

social networks, which provides each user with a platform 

for self-display, communication and interpersonal 

relationships. Nowadays, social network has become a 

basic application in the Internet, and has attracted the 

attention of researchers in communication, psychology, 

management and other disciplines [6]. 

2.3. Research on Impression Management in 

Social Networks 

WeChat, a social network platform, plays an obvious role 

in maintaining interpersonal relationships. It not only helps 

to construct interpersonal relationships between 

acquaintances and strangers, but also enables 

communication and interaction in such relationships. 

When people interact and communicate, whether they are 

engaging in face-to-face social interaction in reality or 

virtual social interaction on social network platforms, they 

will present their desired self-image and try to influence 

other people's views and opinions on their self-image. 

Such behavior is impression management in social 

networks. 

Early research results show that the "offline" impression 

management theory is also applicable to the "online" 

virtual social network environment, and the environment 

of daily life is related to the community formed by social 

networks [8]. In social networks, users can show their 

image and show their taste by publishing articles and 

forwarding links among friends. If users present a perfect 

image in the social network, find like-minded friends and 

form a community, they will improve the efficiency of 

social interaction through the network platform. 

Individuals can manage their social behaviors by sending 

an expression to represent what they express when 

socializing through WeChat, thus avoiding the impression 

formed by complicated language actions that is different 

from what users want to present. Li Weihua pointed out 

that the images presented by users on social networks are 

often similar to those in real life, presenting mostly 

positive ideal images [9]. However, Wu Xinyun believes 

that in social network interaction, different individuals 

perform in different ways to change or maintain other 

users' impression of themselves [10]. 

2.4. Motivation for Impression Management in 

Social Networks 

In 1990, American psychology professors Leary and 

Kowalski put forward Two-Component Mode of 

impression management. They pointed out that the 

behavior of impression management should be divided 

into two parts: Impression motivation and Impression 

construction [11]. 

There are reasons for people's behaviors, which can cause 

people to engage in certain activities and produce certain 

behaviors to satisfy people's wishes or thoughts. This is 

called motivation. Motivation is produced by the joint 

action of internal needs and external environmental factors. 

Impression motivation refers to the degree of personal will 

to control or influence the impression of oneself in others' 

hearts. Before we want to create a good impression in 

others' minds, we must have the motivation to start this 

behavior process. This motivation is the impression 

motivation [12]. 

According to the research of scholars in the following 

table, the motivations of impression management behavior 

in social networks are summarized as follows: 

Table 1 Research on Motivation of Impression 

Management by Foreign Scholars 

Research Scholar Motivation structure 

Rosenberg（1979） 

Get material rewards, enhance 

self-esteem, and gain identity 

recognition. 

Baumeister(1982) 

[13] 

Pleasing Audience and 

Constructing Self-image 

Leary &Kowalski

（1990）[14] 

Control the image of others 

towards oneself 

Kakemaer（1992） 

The degree of willingness to 

manipulate and control one's 

impression in the eyes of others 

Leary（1996） To exert interpersonal 

relationships, build personal 

identity and maintain self-

esteem, control others and then 
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conform to their own 

expectations 

 Park&Kim

（2009） 

Get psychological comfort and 

build relationships 

2.4.1. Self-presentation motivation 

Self-presentation refers to an individual user who shows 

the expected image of other users through actions or words. 

WeChat provides a platform for the self-display 

motivation of individual impression management, and the 

research finds that the images displayed by users in 

WeChat or WeChat friends circle are more inclined to 

positive information [15]. Therefore, social networking 

platforms provide the possibility for individual users to 

present positive images and control negative images 

(Bergman, Fear Rington, Davenport, & Bergman) [16]. 

Some users find it difficult to show themselves in real life. 

For example, users with neurotic personality are more 

willing to show themselves safely on social network 

platforms [17]. Compared with face-to-face interaction, 

the asynchrony of interaction in social networks enables 

users to control how to display themselves and interact 

with others more effectively, and provides conditions for 

users to display themselves on social networks [18]. Self-

presentation is to promote social interaction, meet the 

expectations of society or interactive scenes, make 

interpersonal interaction go smoothly, and thus obtain 

material or social rewards beneficial to oneself [19]. 

Furthermore, the following hypothesis H1 is put forward: 

users' self-presentation on WeChat is positively correlated 

with impression management motivation. 

2.4.2. Motivation to maintain self-esteem 

Leary(1996) think that users' motivation for impression 

management is to enhance interpersonal interaction and 

build personal identity to maintain self-esteem. Social 

psychology research has found that self-esteem is an 

important factor affecting users' impression management 

behavior. Smith and Mackie believe that "self-esteem is a 

kind of self-feeling, a positive or negative evaluation of an 

individual's self", and individuals with high self-esteem are 

more willing to act according to their beliefs. They will 

stand up for their beliefs and goals, be willing to contact 

others and take risks [20]. Schlenker believes that the level 

of self-esteem score is related to the influence of 

management behavior. Users with high self-esteem scores 

have stronger opportunities to manage and protect their 

self-image. Schutz pointed out through research that 

people with high self-esteem are eager to form positive 

impressions that satisfy other users, while people with low 

self-esteem are more concerned about how not to create 

negative negative impressions on other users [21]. Niu 

Jing and Liu cuihong have confirmed in the study of self-

esteem and impression management motivation that self-

esteem has a positive predictive effect on impression 

management motivation. people with high self-esteem are 

more likely to conduct impression management in WeChat 

circle of friends, and the stronger the motivation for 

impression management is [22]. Because people with high 

self-esteem represent respect and attention to themselves, 

individuals with higher self-esteem want to show 

themselves from me through impression management, thus 

obtaining more recognition and respect [23]. 

Furthermore, the following assumptions are put forward: 

H2a: Users with high self-esteem show stronger 

impression management motivation on WeChat;  

H2b: Users with low self-esteem show weak impression 

management motivation on WeChat. 

3. RESEARCH DESIGN 

3.1 Research problem 

Research Issues According to the literature review of the 

above related issues, the author raises specific research 

questions: What is the motivation for users to use WeChat 

for impression management? 

3.2. Research method 

This study adopts the offline questionnaire survey method. 

In the aspect of questionnaire design, the motivation for 

WeChat use is designed in the form of Richter's five-level 

scale, with five measures from "very different meaning" to 

"very agree". This questionnaire survey is divided into two 

periods: from December 5, 2019 to January 31, 2020, it is 

distributed through online (quiz star) and 524 valid 

questionnaires are collected. Finally, SPSS is used for data 

statistical analysis. 

4. DATA ANALYSIS 

4.1. Sample overall description 

A total of 524 valid questionnaires were collected in this 

survey, of which 272 were men, accounting for 51.91% of 

the sample. 525 women, accounting for 48.09% of the 

sample. On the time of using WeChat every day, 298 

people use WeChat for more than three hours a day, 

accounting for 56.87% of the sample, while 24.05% and 

19.08% use WeChat for one to two hours and one hour a 

day respectively. In terms of age distribution, 295 (56.3%) 

were aged 19-26. 
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4.2. Motivation analysis of WeChat use 4.2.1. Statistical analysis of the self-expression 

scale (see Table 2)  

 

Table 2 Self-represented relationship description 

Item 
Mean 

value 

Standard 

deviation 

I will share my life 

on WeChat 
3.48 1.093 

When interesting 

stories happen 

around me, I will 

quickly share them 

on WeChat 

3.09 1.112 

I will change 

WeChat avatar 

regularly 

3.02 0.997 

I will post selfies in 

WeChat friends 

circle to show 

myself 

3.00 1.260 

I often praise or 

comment on other 

people's published 

content to express 

my views 

4.06 1.032 

The mean value of these five items is 3.33, which indicates 

that the surveyed objects have a relatively agreed attitude 

towards the above items. Among them, the average value 

of "I often praise or comment on other people's published 

content to express my views" is 4.06, with the highest 

score among the five items. 

4.2.2. Statistical analysis of maintaining self-

esteem scale (see Table 3) 

Table 3 Self-esteem relationship description 

Item 
Mean 

value 

Standard 

deviation 

When speaking, I 

will consider the 

language and 

content to avoid 

making jokes 

3.80 0.967 

I will make people 3.68 1.121 

recognize and 

respect me by 

publishing some 

information 

I will release some 

information to make 

people think that I 

am a serious 

worker/learner 

3.41 1.138 

I think the 

information I have 

already published is 

equivalent to my 

taste 

3.49 0.935 

The average value of these five items is 3.595, which 

shows that maintaining self-esteem is a very important 

motivation for users to manage non-impression on WeChat. 

Among them, the average value of "I will consider 

language and content and avoid making jokes" is 3.80, 

with the highest score among the five items. 

5. CONCLUSION 

Based on the integrated analysis of the questionnaire data, 

we will now answer the assumptions mentioned above.  

H1: User's self-presentation on WeChat is positively 

related to impression management motivation.  

When users use WeChat for online communication, they 

will publish real-life events to WeChat friends to express 

their views, and they will also praise the content published 

by WeChat friends to express their views and positions. 

Although the scores of posting selfies and regularly 

changing avatars on WeChat are not very high, there are 

also positive effects. Therefore, self-display on WeChat is 

positively related to impression management motivation. 

H2a: Users with high self-esteem show stronger 

impression management motivation on WeChat; 

H2b: Users with low self-esteem have weak motivation to 

manage the negative line on WeChat. 

High self-esteem represents respect and attention to 

oneself, so users will consider their own language and 

content when publishing some comments on WeChat, and 

at the same time, they will also release some information 

to make other users have expected respect for themselves, 

thus proving that people with high self-esteem will show 

stronger impression management motivation on WeChat 

social networking platform to obtain higher recognition 

and respect, on the contrary, people with low self-esteem 

will show relatively weak impression management 

motivation. 
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