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The growing plethoras of social media outlets have sparked both opportunity and concern in how organizations
manage their corporate image.While previous research has examined the various problems associated with
negative, word-of-mouth transference of information occurring simultaneously throughout many networks in
social media, this paper seeks to address social media usage in impression management (IM). Specifically, we
seek to answer two questions: Do IM direct-assertive strategies in social media impact a firm's financial perfor-
mance? And which social media strategies impact a firm's financial performance? To analyze these questions in
depth, we use text mining to collect and analyze text from a variety of social network platforms, including blogs,
forums, and corporate websites, to assess how such IM strategies impact financial performance. Our results
provide text mining validation that social media have a positive impact on IM. We also provide further under-
standing of how social media strengthens organizations' communication with various internal and external
stakeholders. Lastly, we provide future research ideas concerning social media's usage in IM.

© 2012 Elsevier B.V. All rights reserved.

1. Introduction

There are an estimated 1 billion people using social networks as of
2012, and it is projected to grow continuously in years to come [17].
An increasing number of organizations and individuals are using social
media to find either an audience or find individuals who complement
their own talents [10]. While previous literature indicates the problems
associated with growing social media usage, including negative word-
of-mouth information proliferation across networks due to isolated
events, as well as mistrust and reduction of social capital [27,29,48],
these concerns have not stopped companies from using social media
as a way to enhance, sustain, and defend corporate image. IBM esti-
mates that during 2015–2018, the number of companies that use social
media to interact with customers will more than triple [12]. Despite
concerns, social media users in business and consumer markets are in-
creasingly employing social media to advertise and communicate. In
this paper we aim to analyze how social media impacts the relationship
that IM has on financial performance.

Before social media existed, previous research in IM focused on
tactics, including annual reports, mass media publicity, and special
organizational programs to maintain the support of external and

internal audiences critical of an organization's actions [18,38]. How-
ever, the emergence of socialmedia has changed theway firmsmanage
relationships and impressions of their audiences. Social media in the
forms of online word-of-mouth forums, blogs, discussion boards,
e-mail, chat rooms, product or service review websites and social net-
working websites like Twitter and Facebook provide an inexpensive
and easy way to increase the flow of information to a variety of inter-
nal and external stakeholders [25]. This perpetuates both transpar-
ency and accountability, which are vital to building, maintaining, and
defending a corporate image in an environment where individuals
are actively engaging in online conversations [25]. Furthermore, so-
cial media platforms, including social networking site users, are
expected to grow with an estimated 1.43 billion social network
users in 2012 [3]. With the emergence and growth of social media,
it is essential that organizations understand the dynamics of not
only how it can be used as a platform to sustain a corporate image
(i.e., IM), but also how it may impact financial performance.

Thus, in this paper we focus on two research questions: Do IM
direct-assertive strategies in social media impact a firm's financial
performance? And which social media strategies impact a firm's finan-
cial performance? Currently, there is research that explores defensive
strategies and their impact on user satisfaction and repeat business
[13], but there is little to no research investigating direct-assertive strat-
egies on financial performance. Additionally, while there are a variety of
positive and negative implications for using social media as a platform
in IM, little to no research exists on its importance in IM and whether
this promotes financial performance. The results of this study provide
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support for using socialmedia as a platform for optimizing the impact of
IM strategies on financial performance.

This paper provides implications useful for both managers and re-
searchers alike. Managers can use it for insight into how organizations
currently employ social media in building corporate image. The paper
also provides researchers and managers a validated model depicting
the relationships between direct-assertive strategies and financial
performance, as well as how social media impact this relationship.
We also provide researchers text mining results that validate these
relationships.

To present the managerial and research implications, we have orga-
nized the paper as follows. First, we provide background information on
IM and social media. Next, we discuss text miningmethodology, aswell
as the results. Finally, we offer discussions, conclusions, and future re-
search directions.

2. Literature review

2.1. Impression management

First introduced byGoffman in the 1950s, and rooted in dramaturgical
and symbolic interactionist sociology theory [46], IM theory describes
efforts by an actor (i.e., a person engaging in IMbehavior) to create, pro-
tect, maintain or alter an image held by an audience (i.e., an individual
or group interacting with the actor) [6,7,18,46]. These images are of
any character or demeanor that an actor seeks to project to an audience
[16], keeping in mind that the goal for the actor is to control an
audience's opinion or impression through control of information during
social situations [15]. IM behaviors are vital during the influence
process, which consists of two stages: (1) identity is established;
(2) influence is attempted to enhance, sustain or defend an image [46].

The motive to engage in IM arises from the motivational source of
all behavior: firstly, to maximize expected rewards and secondly, to
minimize expected punishments [41]. At an individual level individ-
uals attempt to control images of themselves to the audience. This
is also referred to as self-presentation, which occurs when projected
images are self-relevant [20,41,42]. Usually, this occurs through the
use of verbal, non-verbal and artificial behaviors in the pursuit of an
actor's objective to establish a desirable identity or repair a damaged
identity [15,20,42]. However, IM is broader and more encompassing,
occurring at both an individual and organizational level. In fact, a
growing body of literature in IM is arising at an organizational level
[4,35]. In organizational impression management (OIM) organiza-
tions use IM tactics to enhance, sustain, and defend a positive image
with a variety of stakeholders outside and inside the organization
[6,18].

Previous research has identified various classes of IM/OIM tactics.
Most IM literatures agree that there are four primary strategies: as-
sertive/proactive, defensive/protective, direct and indirect [15,35].
An assertive/proactive strategy occurs when an actor, individual or
organization tries to establish a given, desirable identity [15], whereas
a defensive/protective strategy is used to repair damaged identities
[15]. These two strategies can be either direct or indirect. Direct strate-
gies involve presenting information about an organization's accomplish-
ments or abilities to either establish a desirable identity (assertive/
proactive) or repair a damaged identity (defensive/protective) [6,35].
An indirect strategy attempts tomanage information about other associ-
ated entities or activities for purposes of maintaining an assertive/proac-
tive strategy or a defensive/protective strategy [6,35]. In this study we
borrow from Mohamed et al.'s [35] taxonomy of behaviors within IM
and assess how social media usage can be employed as a platform to
promote financial performance. Specifically, we focus on direct-
assertive behaviors using text mining to assess how social media is
employed in this context to optimize or degrade financial performance.

IM can be useful for enhancing an organization's corporate image
and performance. Organizations that accommodate and provide

explanations that lead to endorsement and judgment of rationality
and responsibility instill goodwill among the audience and provide
justification for an unusual or uncommon event [18]. Further, a company
strategy that can combine the humility of an apology and the assertive-
ness of a justification, as well as acceptance of responsibility, will en-
hance results of the defensiveness/protective strategy by improving the
likelihood of repeat business and customer satisfaction [13]. However,
previous research suggests that the use of two or more IM tactics can
be more effective than the use of just one [5]. For example, further
improvements in customer satisfaction and repeat business can be
made via a company's fast response, coupons or other forms of com-
pensation [13]. However, new research needs to focus on platforms
that can optimize IM by providing an efficient and cost effective
means for enhancing, sustaining, and defending corporate image.

BeforeWeb 2.0, research in OIM focused on tactics, including annual
reports, mass media publicity, and special organizational programs to
maintain the support of external and internal audiences critical of an
organization's actions [18,38]. However, the emergence of Web 2.0
facilitated a variety of interactive information sharing and collaborative
web platforms [26] that introduced a multiplicity of platforms useful to
OIM, including social media.

2.2. Social media

Social media are internet platforms used to disseminate information
through social interactions that provide decentralized user level content,
social interaction and public membership [1,29]. Most social media are
highly accessible and scalable and allow for a variety of options, including
intimate community engagement and social viral activity [29]. Examples
of social media mechanisms include online or word-of-mouth forums
such as product or service review websites and forums, blogs, discussion
boards, chat rooms, e-mail, and social networkingwebsites like Facebook,
Pinterest, Instagram, Tumblr, YouTube, and Twitter [26,30]. In this paper
we will analyze the usage of specific social media, including, forums,
blogs, and company websites.

These social media outlets provide users with a platform to share
and receive information, as well as give organizations an opportunity
to diffuse information through a variety of populations [29]. Previous
research has identified various benefits and services that social media
provide stakeholders, including complementary services, location
based recommendations [54], user reviews, and internal information
among managers to engage in collective interpretation [22]. Other
common benefits include promotion of new products or services, in-
volvement in brand communities, and enhanced customer service
availability [37,47,50,52].

Companies can also gain information about individuals, including
preferences, social influence, and social interactions [29]. Additional
information assessing opportunities include customer reviews, news
articles, and product reviews. External sources such as social media
can provide access to this information via news feeds, blog posts,
and tweets (messages displayed to those subscribed that are less
than 140 characters in lengths) [9]. Furthermore, social media allow
for this exchange of information in a fast, low cost, and efficientmanner
[30]. These benefits provided by various social media have zero sign-up
fees and can be managed by anyone with little internet surfing ability.
Whereas marketers once had to exert a large amount of effort to gain
feedback from customers, they now exert effort to keep up with vast
amounts of feedback coming from numerous social media platforms
[14].

Social media usage to facilitate communication between organiza-
tions and stakeholders continues to provide positive results. For example,
Stelzner [45] found that approximately 81% of marketers that indicate
their efforts in social media have generated effective exposure for their
organizations.Moreover, Zhao and Lu (in press) found that social interac-
tivity using social media between an organization and its stakeholders
seems to have a greater effect on users' satisfaction than machine
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