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Abstract

This article takes as a point of departure Ervimgfian's (1959) ideas and the self-
discrepancy theory of Higgins (1987) in order twaduce the habits of self-presentation of
young people in the online environments. The airmyfarticle is to examine the reasons for
joining SNS and the aspects young people would hopenphasize on their profile images in
social networking sites (SNS). | also focus ondbalities that are considered to be crucial by
the 11 to 18-year-olds in order to become poputaorg their peers in the online community.
The analysis is based on the findings of a queséiba survey carried out in comprehensive
schools in Estonia among 11 to 18-year-old puplks 713). The results show that motives
with a distinctly social focus dominate among thasons for creating a profile in SNS.
However, visible gender differences occur in thesoms for selecting particular profile
images. The findings reveal that girls creatingrtiisual self value both the aesthetic,
emotional, self-reflecting as well as aestheticisghtal aspects of photographing more than
their male counterparts. Furthermore, visual imgmsmanagement in SNS varies according
to the expectations of the reference group at hasithe profile images of the young are
constructed and re-constructed based on the vatisexiated with “the ideal self” or “the
ought self”.
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Introduction

Social networking sites are quite new phenomenagkier their popularity and influence is
constantly growing. Millions of people use sociatworking sites such as MySpace,
Friendster, and FaceBook daily in order to pretigmnselves, communicate with friends and
entertain themsleves looking at the profiles okagh Social networking sites are foremost
meant for interaction, either for strengtheningtibe between off-line friends or building
connections with new people. Anyone can becomerabmeof these sites by simply
completing the profile, i.e. answering questionswltheir personality, tastes, interests,
preferences, and sometimes adding photo(s), etde A®m the global social networking
sites such as MySpace and FaceBook there areitdsdlsat are mostly inside one region, i.e.
meant to connect people with common language domedity (e.g. Rate in Estonia, Face in



Latvia, Point in Lithuania, Lunastrom in Swederggenmon geographical background
(Blacksburg Electronic Village), professional baakgnd (LinkedIn), etc. .

The study of social networking sites has been wigigparea of research during the last few
years. Previous researchers have analyzed thd setiarking sites as a phenomenon
(Donath & boyd, 2004; Snyder, Carpenter, & Slaug®96; boyd & Heer, 2006; Fragoso,
2006; boyd & Ellison, 2007; Subrahmanyan & Greefi@008), presentation of the self on
social networking sites (Marwick, 2005; boyd & He2006; Lampe, Ellison, & Steinfield,
2006; Zarghooni, 2007; Manago, Graham, Greenf&I8alimkhan, 2008), social networking
sites as virtual ways for collecting social capfglison, Steinfield, & Lampe, 2007;
Steinfield, Ellison, & Lampe, 2008), and trust gordracy concerns (Gross & Acquisti, 2005;
Preibusch, Hoser, Girses, & Berendt, 2006; Stutz2@06; Dwyer, Hiltz, & Passerini, 2007,
Lenhart & Madden, 2007; Hodge, 2007; Livingstong)&). Most of the studies, however,
have focused on the biggest and most famous suetabrking sites like MySpace (boyd,
2006; Perkel, 2006; Hodge, 2006; Snyder et al.62D0vyer, 2007; Zarghooni, 2007),
Facebook (Lampe, Ellison, & Steinfield, 2006, Eihs Steinfield, & Lampe, 2007) and Orkut
(Fragoso, 2006) or comparisons between these(Biteger et al., 2007).

Although social networking sites are global phennajéess research has focused on social
networking sites that are more language-and-ndtideatity-specific (e.g. Siibak, 2007a;
Siibak, 2007b; Sveningsson, 2006). Furthermorépalyh there has been studies about the
building of profiles on the social networking sitése research has mainly dealt with the
textual parts of the profile (Sveningsson, 2006, I2007; Evans, Gosling, & Carroll, 2008)
or peoples’ willingness to share private informatan their respective profiles (Hodge, 2006;
Preibusch et al., 2006; Stutzman, 2007; Dwyer.eR8D7; Lenhart & Madden, 2007;). There
are only a few studies focusing on the photos efuthat are made to accompany the profile
(Kapoor, Konstan, & Terveen, 2005; Siibak, 20080028 2007b; Watson, Smith, & Driver,
2006; Kramer & Winter, 2008; Mikkola, Oinas, & Kumiginen, 2008; Strano, 2008).
Nevertheless, several of these authors (Siibak{200oung, 2008; Mikkola, Oinas, &
Kumpulainen, 2008) have declared that the visuaéna gives important additional
information about the identity of the profile own&herefore, it is especially important to
consider what kind of aspects the young themsealliesse for their visual impression
management as well as what kind of aspects ardawoftportraying in the hopes of gaining
popularity among the peer-group.

The aim of the present article is to analyze wivad lof profile images are chosen for self-
presentations for the most popular social netwarkite in Estonia, rate.ee. A questionnaire
survey was carried out by 11-18-year-old usersefsite in order to study their main reasons
having a profile in rate.ee, as well as to analyhat kind of aspects the young people
considered important to present on their profilages. Based on the assessment of
youngsters, the article also analyzes the aspeeysconsider crucial for becoming popular
among the other users of the SNS and gives an ievenf those aspects redeemed as
second-rate in terms of popularity.

I mpression management in online environments

Just as in the case of face-to-face communicagpieople communicating online are also
always trying to obtain information about each otiveorder to be able to know in advance
what to expect and what kind of response to giveing Goffman (1959/1990) was the first
to emphasize the importance of impression managgimernpeople often engage in activities



in order "to convey an impression to others whtdh in their interests to convey" (Goffman,
1990, p. 4). People are interested in controllmgitmpressions they are about to convey to
the others, so they could be consciously or undously calculating their actions and
behaviours. According to Goffman (1990), impressiare formed through interpreting two
kinds of “sign activity”: the expression given atie expression given off. The former is
expressed during verbal communication; the lattemigh one’s looks in general. In order to
ascertain what kind of qualities and features atglt by potential partners, a person may
have to “perform” several acts before receivingdpproval they were looking for.
Furthermore, Goffman (1990) states that individt@igl to accentuate and suppress certain
aspects of the self, depending on the contexteo§ituation. Whenever others are present,
people tend to accentuate these aspects of thinaetiypically correspond to norms and
ideals of the group the person belongs to, or vgisbdoelong to. We are constantly
monitoring the self in order to earn the approvadtbers, and to give positive impressions of
ourselves.

Identity management, however, needs a lot of weskgecially in the case that the norms and
expectations of the society or important otherfedirom our own. These differences
between the various types of self-beliefs or sklfesperceptions were formed into a self-
discrepancy theory by E. Tory Higgins (1987, 19&8@&)cording to Higgins (1987, p. 320-21)
we have three types of self-domainstitig)actual self which is one's representation of the
attributes that are believed (by oneself or angtteebe possessed by an individual; &)
ideal self which is one's representation of the attributes someone (either oneself or
another) would like one to possess; andl{g8)ought self which refers to the attributes that
someone (oneself or another) believes one showskegs. One's own perspective on the
actual-self can also be viewed as the self con€dper self-state representations, such as
one's own hopes and wishes for the self (idea)-eelhe duties or obligations that are
presumed to be held by one's significant othershfeiself (ought-self), provide important
goals, standards, or self guides for self-regutatio

The virtual space of the Internet has given peegteaordinary freedom for experimenting
with these different self-domains. Young peopleesgecially keen on “testing” these various
aspects of their identity on the Internet (Vybitgimahel, & Divinova, 2004, p. 173).
Therefore, it is even claimed that online commaesithave turned into “identity
workshops*(Bruckman, 1992 cited in Roberts & P&861, p. 268) where people can
construct and re-construct their different self-aéams. Theorists (Petkova, 2006), however,
have even noted that in the new media environnpauple may easily switch from the “real
to the chosen "ought™ identity. Therefore, when mamicating online the impression
management is formulated into an “ever-presentywirneeding to perform oneself
appropriately, and the twin need to be constantjumted as acceptable, or simply okay, in
the context of one’s peers” (Clark, 2005, p. 2IRgse different “performances” need to be
modified according to the received feedback, sbttitmmessages given off could be read out
as impressions the person was trying to convey.

Profile images astoolsfor visual impression management

Aside from the opportunity to fill in textual tengdés on most of the SNS, people can also
add their photos to their profiles in order to geawery specific role in the online self-
presentation context. Based on their study of ged&entation in online-dating environment
Ellison, Heino and Gibbs (2006) claim that the plgoaphs used on the profile “served to
warrant or support claims made in textual desandi, i.e. people used photographs not only



to visualize their looks, but also to emphasizethinegs and qualities that were important for
them. Therefore Ellison et al. suggest (2006) #halhoto of a man posing without a shirt on
and another photo of the same man standing in &bttte wall where his diplomas are
displayed, function on many levels. On the one htheghotos are supporting the discursive
claims made in the textual part of the profile;tba other hand they are giving an overview of
a person's self-concept and physical charactesissitll, as photos may be staged
performances it is often quite hard to capture mbiethe photos presented are actually
"representation of behaviours or a re-presentatidhem (boyd, 2006). Nevertheless,
research (Ellison et al., 2006) has confirmed plesiple are very conscious of their selection
of photos and even the different poses and behes/tbey are portraying on them are formed
according to the "set of rules* which are also useassessing the photos of others.

Monica T. Whitty (2007) has also investigated pkqteople use to accompany their online
dating-website profiles. Her qualitative study amdime online-dating site users revealed that
“people experimented with what photos and descmgtiof themselves would be more
successful at attracting others to their profil@@2, p. 1715). Furthermore, the participants
believed that "the need to present a good physice of themselves was more important
than any other characteristic (2007, p. 1714 )praer to show themselves from the most
flattering viewpoint, some of the online-datingesitsers had a glamour-shot to accompany
their textual profiles.

Similar tendencies are reported concerning thegselection criteria among the SNS users.
For example, the study by Michele Strano (2008) ragrtbe Facebook users showed that
people are foremost interested in choosing phatoBdcebook that they themselves would
classify as attractive. Selecting photos whereothieer of the profile could be viewed as
having fun, or photos that were taken as a humasbhaswere also often chosen. Other
reasons like portraying their romantic relationsisipowing special friendships or family
relations were less often mentioned.

Kirsty Young's study (2008) also confirms the idleat in order to present oneself in online
environments people often tend to select photogentiney look as good as possible. In her
online survey among the 18-25 year old Australianngsters (N=752) the analysis of the
gualitative answers given revealed that there weven factors influencing the choice of
photos to accompany one’s SNS profile. Accordingdang (2008) the youngsters preferred
to choose photos were they would either look gaoithat would project a desired image of
themselves. Photos that would represent an occasiwhere significant other/friends were
included on the photo were also popular. Somefjedttheir choice in photos with
convenience; others were interested in maintaisorge anonymity. Photos with no image of
the profile owner were also selected usually ireotd portray the person as a fan of
something (e.g. TV shows, cartoons, etc.). Alllin¥oung'’s findings allow her to postulate
that the choice of the accompanying photo is “naften than not, a conscious and
purposeful decision” (2008, p. 9).

Furthermore, based on the results of the onlineeguamong of 13-15-year-old Finnish SNS
“IRC-Galley” users (N=9930) Mikkola et al. (2008,% state that “young people express
things that are important to them with their phbtd$ie analysis of photos showed that
youngsters are interested in posing together withortant others, e.g., family member or
friends, as well as to display their hobbies and.gdowever, the researchers also
encountered photos that portrayed the youngstera fiose that reminded images seen in the
media” (2008, p. 5).



| start my analysis by giving an overview of thasen why Estonian youth created a profile

in the most popular SNS in Estonia Rate. Then ¢@ed with analysing the aspects that
young Estonians consider important when choosimggshto accompany their SNS profiles.
Finally, | compare these answers to the aspectshbaouth consider crucial in order to
become popular among the users of the SNS as svelhat aspects are redeemed as second-
rate in terms of popularity.

M ethods and data

The article is based on the questionnaire survayedaout 11-to-18-year-old students in
comprehensive schools with Estonian as the langoBigstruction in three cities in Estonia
(Tallinn, Tartu and Parnu) in autumn 2007 (N=713)e distribution of students by level of
schooling was as follows: 34% in grades 6-7 (mepgnl®.6 years), 32% in grades 8-9 (mean
age 14.6 years), and 34% in grades 10-11 (meamh@@fe/ears). There were 357 (50.1%) of
boys and 353 (49.5%) of girls in the sample. The@ad schools included primary schools
and high-schools, public schools and private s&)@ahools with a larger number of students
as well as schools with a smaller student body,raae and less prestigious schools in terms
of the assumed quality of instruction and the lefelompetition for entering the school. Due
to limited resources, it was not possible to drawllg representative sample of the student
population in Estonia; by selecting the schoolatiog to the afore-mentioned stratifying
criteria we, however, attained the sample thatasgmts Estonian-speaking urban student
population reasonably well.

The questionnaire included 316 indicators, amoegitthe measures of students’ online
activities, attitudes and opinions on the Intersetf-evaluated computer and Internet skills,
and command of English. In the present articlecusoon Estonian youth who have
constructed profiles in the SNS Rate in order t@yse their ideas about visual self
presentation on the website. The available indisa@daable me to analyse what types of
aspects students consider important while chodbi@ghotos for their SNS profile and what
qualities are thought to be crucial in order todme popular among the SNS community
members. Students could select as many answensyasiewed adequate when naming the
aspects they considered important while selectiegphotos for their profiles. A five-point
scale was used, ranging from “very important” tot‘at all important” for rating the
characteristics needed for gaining popularity.

Results
Reasonsfor joining the SNS Rate

Most all Estonian schoolchildren, aged 11 to 1@, the Internet: in our sample, 99% of the
students spend at least some time on their tydengd online (Kalmus, Pruulmann-
Vengerfeldt, Runnel & Siibak 2009). A total of 7G8fthe respondents were engaged in SNS
Rate, 57% of the pupils used the website activéd9s of the respondents claimed to update
their profile information and photos. Table 1 giwsoverview of the reasons for creating a
profile in Rate.

Table 1: Reasons for creating a profile in SNS R#ip(1, N=442)

Reasonsfor creatinga profilein rate.ee Girls (N=262) Boys (N=180) Pearson Chi Square[Sig.
My friends already had profiles 65.3% 69.4% .842 ns
Wanted to find new friends/acquaintar 63.0% 43.9% 15.721 .00Q
Wanted to see what kind of people use ra 42.4% 30.0% .697 .00¢
Wanted to get to know people who share my inteastishobbie|39.3% 21.7% 15.237 .000
Wanted to know what other people thought o 28.6% 23.3% 1.536 ns

Wanted to show myse 20.6% 16.7% 1.087 ns



Wanted to find a girlfriend/ kyfriend 11.1% 21.1% 8.367 .004
Wanted to rate othe 7.6% 9.4% .456 ns
“If you are not in rate.ee then you do not exist!” 4.2% 7.8% 2.56 ns

The main reason for creating a profile in ratearebbth boys (69.4 %) and girls (65.3%) was
initiated by the fact that friends already hadtipeofile up on the site. Furthermore, motives
with a distinctly social focus dominate among teasons for creating a profile in the SNS
especially in case of the girls (63% of the girnghe sample wanted to find new friends and
acquaintances, 39.3% wanted to get to know peopteskare their interests and hobbies).
The differences between genders in these aspeotsalg® statistically significant.
Differences between genders were also statistisallyificant when naming the possibility to
find a girlfriend/boyfriend as a motivating aspémt creating a profile. Compared to the girls
(11.1%), boys (21.1%) named the above mentionexbrefor joining rate.ee more often.
Evaluating and giving comments to others, i.e.rtglpart of the main activities of the site,
were however not regarded as the primary reasansifing the website by either gender
(7.6% girls and 9.4% boys).

Selection of photosfor a SNS profile

Table 2 gives an overview of the aspects that yoattsider important when selecting photos
to accompany their SNS profiles. The 12-17-yearyoldngsters consider good looks the
most important aspect when choosing the photair SNS profile. 56% of the girls and
31% of the boys believe that looking good on thetpls the main element one has to pay
attention to while choosing photos to accompanyoB8&IS profile.

Table 2: Aspects considered important when selggimotos for a SNS profile among girls
and boys (%) (4, N=442)

Aspects consider ed important when selecting photos for a SNS profileimage Girls (N=262) Boys (N=180) Pear son Chi Squar €/Sig.

| look good in the photo 56.1% 31.1% 45.125 .00Q
Photo is taken in beautiful surroundings 47.6% 20.7% 57.013 .00()
Photo looks good in general 41.1% 16.0% 54.977 .00()
My friends/family/acquaintances accompany me ingheto 39.1% 14.8% 53.068 .00()
Photo commemorates an important moment in my life 39.1% 14.8% 53.068 .00()
Photo reflects my personality 38.0% 14.8% 50.233 .00()
Good photo-processing 32.3% 16.8% 23.013 .00()
Important objects/things in the photo 28.9% 12.9% 27.573 .00()
Interesting activity shown in the photo 28.6% 19.6% 7.870 .00&
Photo describes my lifestyle 15.9% 18.2% .689 ns

My clothing is trendy 15.3% 11.8% 1.894 ns

What kind of clothin-style | like 15.0% 13.4% .358 ns

Photo is taken in a famous place 13.9% 7.6% 7.412 .00€
Photo is taken by a famous photographer 12.5% 6.7% 6.757 .00¢
What kind of brands | pret 5.1% 6.2% 377 ns

Although both genders feel a need to upload a pthatiois taken in beautiful surroundings
(girls 47.6%, boys 20.7%), that would commemoratéwportant event like graduation,
wedding, etc. in one’s life (girls 39.1%, boys 24)&r where significant others (friends,
family, acquaintances) are accompanying the profiteer on the photo (girls 39.1%, boys
14.8%) the abovementioned aspects are far morerienggdor the girls than for the male
counterparts as the differences between gendegdl atatistically significant.

Girls also value highly photos that reflect theargonality (38%), the aspect of which is only
modestly valued by the boys (14.8%). Young menertbeless, are slightly more interested
in selecting photos that would describe their tifes(18.2%) than girls (15.9%). However,
the difference between the genders in this questioot statistically important. The practical
aspects e.g. good photo processing and fame ghibigrapher influences the photo
selection of the girls more than for the boys. Bilag and brands, however, are considered
least important while selecting one’s own photagtie SNS by either of the sexes.



The analysis of the answers shows that girls arehmrmore conscious of their selection of
photos on the profile. They value both the aestietg. beautiful surroundings, photo has a
nice look in general), emotional (e.g. importantnent, "important others®), self reflectory
(e.g. photo reflects my essence, describes myyiggs as well as aesthetic-symbolical (good
photo-processing, famous photographer) aspectsatbgraphing more than their male
counterparts while creating their virtual self. igumen, on the other hand, seem only mildly
interested in choosing photos where their handdooies are portrayed.

Expectations of the virtual peer group

In the survey we asked the youngsters what quabtiel aspects a person needs to have in
order to become popular among other SNS usersai$wers presented in Table 3 reflect
what 11-18 year-olds believe to be valued and tmealsqualities among the peer group
Table 3: Aspects girls and boys consider import@ny/ important in order to become popular

among the users of the SNS (%) (4, N=442)
Girls (N=262)Boys (N=180) Pearson Chi SquareSig.

1. Good looks 84.5% 78.8% 10.250 .03€
2. Photoshop editing 75.6% 67.4 % 14.386 .00€
3. Large social network 72.1% 65.9 % 5.197 ns
4. Large fame 71.4% 63.0 % 13.111 .011
5. Points given by other user4.3% 65.7 % 6.171 ns
6. Trend conscious clothing70.1% 70.2 % 9.511 .05(
7. Sexiness 66.1% 74.3 % 12.500 .014
8. Fame outside Rate netw®4.3% 55.7 % 9.252 ns

The analyses of the youngsters™ answers suggeso¥ 8% boys and 85% of girls believe
that a person foremost has to be good-lookingdieroio become popular among one's virtual
network. Nevertheless, having just good looks tsaiways enough, the young believe as
74% of boys and 66% of girls think a person sha@lsd look sexy in order to gain popularity
among one's peer group. Trend conscious clothiatpsviewed as a necessary component
of popularity by both of the sexes.

When leaving aside one’s physical qualities anattimtent of one’s cupboard, the great
impact of photo processing on becoming populadisitied by 76% of the girls. Boys are not
that eager to confirm the influence a Photoshopdcbave on their popularity as 67%
consider photo editing to be important in ordebécome popular.

Both of the genders (72% of the girls and 65% beygsially support the idea that the
popularity among one’s peers in SNS can be gafr@tkihas large enough network to begin
with. Number of friends one has in one’s friendtiB correlated to the popularity of the
person on the SNS. Therefore having hundredserids is believed to be a highly valuable
asset by the young. Furthermore, being friends Wté right people®, e.g. people who have
already made their way to the popularity charts@lso lead to one’s rise in the SNS
hierarchy, believe 71% of the girls and 63% oflbgs.

Least important influencer s of popularity in SNS

Table 4 underlines the aspects that are considréue target age group the least important
influences on popularity. The findings show thatifstance, education does not play any
role in becoming popular in SNS as both genderarteq as the least important influence on
popularity. Belonging to communities also doespiay any role in the popularity of the
person. Although the youth consider belonging eodbmmunities as a forms of self-
expression - possibility to “show myself the wagnh” (43%), to be different, to share
wisdom or humor, these types of self-expressioasiat recognized as important by the



peers. Furthermore, all the other types of creaeleexpression that can be performed on the
site are also redeemed as second-rate in ternmgpafarity. For example, both the interests
and the character type of a person as well asdttié@nal information a person gives about
his or her self on the website actually have a mimportance to the popularity. Also the
nicknames, often described as the cornerstondweofittual identity, are not regarded as
important factors on the road to popularity.

Table 4: Aspects considered least important inftees of popularity among genders (%)
Girls (N=262)|Boys (N=180) Pearson Chi Square Sig.

1. Education 13.4% 20.1% 13.345 .01¢
2. Belonging to communiti26.5% 27.5% 7.241 ns
3. Active commenting 28.8% 34.2% 4671 ns
4. Interests 31.9% 41.2% 20.533 .00
5. Interesting nickname  |36.1% 38.0% 4.922 ns
6. Character type 37.7% 33.8% 10.073 .03¢
7. Self introduction 43.5% 49.5% 8.669 ns

Although great fame in the network and various alomntacts are viewed as crucial in order
to become popular, the youth believe that activégyation in the network is not actually
required when one wants to become popular. Thexebmtive commenting on the profiles of
other users and various other forms of activitiesng people can engage in on the website do
not necessarily add to popularity of the person.

Discussion

My results show that young people often join SNiSsfacial reasons, either they feel
pressured by their friends who already have thélgsan SNS or they are interested in
finding new friends and even possible boyfriendgidfriends. The results of the study
confirm the findings of other studies focusing asual self presentation online (cf. Ellison et
al., 2007; Young, 2008, Whitty, 2008), suggestimat tyoung people are very conscious and
strategic in their visual self-presentation on S8 carefully select the photos to accompany
their respective profiles. Furthermore, the findiradlow postulation that the youth also have
very clear expectations of the aspects and quaktiperson must have in order to become
popular among the SNS users. Thus, they have atlitipie sense of the game” (Bourdieu,
1992), which Anthony King (2000, 419) has interpteas “a sense of one’s relations with
other individuals and what those individuals wagard as tolerable”. In other words,
previous knowledge of the expectations and nornteefeference group is a necessity for a
successful “performance” (Goffman, 1990).

Solomon (1999, p. 71) has claimed that “we holdselwes to a standard defined by others
that is constantly changing®. Thus, young peopd® atruggle to find ways to leave a positive
impression of themselves to as large an audienpesssble. Favourable impressions
however, can only be created when we manage tongsathat the others are expecting from
us. Furthermore, different people have differemqteztations and ideas about how a positive
impression could be formed in their eyes. For eXangdults and teenagers are generally
impressed by different things thus, in order find what kind of qualities and aspects are
approved by our reference group, “everyone is adwamd everywhere, more or less
consciously, playing a role“(Robert Ezra Park, 195®49 cited in Goffman 1990, p. 19).
Keeping this in mind, | assume that while the yontre naming the aspects they consider
important to show on their photos, they were canssly or unconsciously taking the view
point of adults, as the compilers of the survetg sccount and tried their best to form
favorable impressions of themselves. When emplmasibe need to select photos that would
display important moments in their lives, portragit personality or where they appear



together with important others, the youth seemateehtried to create their “ideal self”
(Higgins 1987) taken from the point of view of intfant others (e.g. parents).

This “ideal self”, especially in case of the gidgems to being built upon the self-beliefs,
norms and values that are associated with thetivadl female gender role. The girls were
especially keen on emphasising that they considevst all the proposed elements from the
survey important while choosing their photos. Mgirgs than boys in my sample emphasised
the need to look beautiful on the photos, the figddf which coincides with a number of
other studies (e.g. Strano, 2008; Whitty, 2008 fdason for this could be explained by
stereotypical gender roles as beauty norms havayalexisted in case of women. However,
in case of men, the topic has entered the puldicodirse only recently mainly through the
commercial images of a “millennial man” (cf. Brig@®07). A need to stress their soft
feminine values as the core of their essence aat@motivate the girls in preferring to
choose photos that are taken in beautiful placeghere interesting activities are portrayed.
The girls’ interest in selecting photos where thefife owner is accompanied by important
others however, could be associated with girl’sdneefocus more strongly on the
construction of the group identity in online cortgxas Strano (2008) proposed. Furthermore,
the girls could have also viewed all these abovetmeed aspects as the "right thing“ to say
in the hopes of creating the "social ideal self'@¢&y, 1902).

Boys, on the contrary, appear to be much morebaxitsthe choices they supposedly make
for their SNS profiles. These gender-related diganeies have been explained by
socialization differences, as females are saicketeldp stronger self-other contingencies than
are males (Higgins, 1991). It has been claimedlbeaause of this sex-typed socialization
process, girls may develop an orientation to reguiawvard the guides of significant others
whereas boys may develop an orientation to regtdatard their own self-regulatory guides
(Cross & Madson, 1997; Hoffman, 1973, 1977).

Virtual peer groups, however, act as “importaneash whose expectations, are taken into
account when naming the aspects and qualitiesvihiald lead to popularity in SNS. |
propose that while doing so, the youth tried tatzdhe “ought selves” i.e. represent the
attributes they believed people should or ouglpiassess in order to become popular among
the SNS users (Higgins, 1987). The answers givigctehe differences between the
reference groups according to whose expectatiangdhngsters have tried to model
themselves. Beautiful looks, sexiness and trendgaouns clothing were considered important
in order to form favourable impressions in the eyesne’s peers. Rather than portraying
one’s essence or posing in beautiful places, anergly and sexy appearance “ought” to be
exhibited when striving to be popular among thengsters using SNS.

These conclusions can only be made with the respebte sample studied. Hence, it is
possible, that in the case of a larger samplegwdifft conclusions could be drawn. The data
for the present article was collected by the medi@ssurvey which was carried out in the
form of a paper-and-pen questionnaire during oael@nic hour in the sampled school
classes. As all the pupils present in the clasiseatime of the survey had to fulfill the
guestionnaire, they might have feel pressured andtrained by the academic atmosphere
and not as relaxed as in the case of an anonyming gurvey. An online survey with its
self-selected sample could thus have brought éiffieresults.

In the future, qualitative studies are needed depto get a more thorough understanding of
the visual impression management of youngstersNd. Surthermore, aside from looking at



the gender differences in visual self-presentasioaitegies, age-related differences could also
be an interesting topic for future research.

All'in all, the results of the present study giveeason to postulate that people cannot
overcome the importance of presenting oneselfghyaically favourable manner, even in the
online environments (e.g. SNS, dating websites)whae first considered to be “faceless”.
Angela Thomas (2007) has proposed that in onlimenconities a new type of a body is
created. A person’s nickname, net speak and tegtoéiles on SNS, all of which could be
viewed as the cornerstones of the textual onlieatity, however, are considered less
important than the visual parts of this so-calletbal body. Although the need to stress one’s
physical appearance could be expected in caseiafjdaebsites, the need to select the
photos that are considered attractive by the grafitners themselves emphasises the role
visual impression management plays in all kindsrdine environments.

Nevertheless, the impression management in theemwlorlds varies according to the
expectations of the reference group at hand. Y@aogle combine different self-beliefs and
expectations of important others, i.e. grownuppesrs, in order to form positive impressions
about oneself. The virtual selves exhibited onghetos of SNS are therefore constantly
constructed and re-constructed based on the vaisexiated with the “ideal self” or “the
ought self”.
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