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Abstract

The world of social networking sites (SNS) has awbea at a rapid pace, allowing for new
opportunities to examine personality and genddemifices in online behavior. Motives for
managing online networking sites vary between iials, and include self-validation,
facilitating new social relationships, and maintiagn existing ones. This study examines
gender and relationship differences, as well asi@earientation and relationship status, in
association with impression management. Data frppraximately 350 randomly selected
Facebook users was gathered and coded for botacsiwiej and objective content, including
demographics, profile construction and online atstivAnalysis of the data suggests
individuals in a relationship maintain greater saté changing their profile picture, post
pictures of themselves and other people to a greatgee I = .15,p< .05), and spend more
time observing the activities of other Facebookraige = .14, p< .05). Further results
indicated that males tended to more often rep@intelves as being single, and possessed a
higher frequency of engaging in specific onlineihaiiés that provided references to
entertainment r( = .13, p< .05).Users who reported themselves as being hexoas or
bisexual were found to more regularly change tpedifile picture ¢ =0.152,p<0.01) and
personal profile informatiorr€0.118,p<0.05), as well as less often post comments onrgithe
profiles (r=-0.206, p<0.01). Implications for tleeand further findings, as well as proposals
for future research, are discussed.
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1. Introduction

The past decade has seen the world of social niktvgosites develop at a dramatic rate, with
usage in the United States reaching an approxigrateth of 38.6% in 2010 alone, a statistic
which has been surpassed in other nations (4)im&ss place the worldwide number of
Facebook users as of 2012 at 845 million userd) eqitproximately 200 million of those
being derived from the United States (3). This iinfation revolution has developed at a
global level and has witnessed an immense growtoitial facilitation through online
sources, becoming a natural extension of everydfay ih today’s youth. Due to its
increasingly widespread prevalence and integraitimo the general population, it seems
logical that social networking tools such as Faosbeould become a source for individuals
to develop and maintain social relationships thloutpe increasing ease in which
communication can ensue. Research suggests ehedltttive ease in which Facebook allows
various people to keep in touch with each othereiases their capability in maintaining
relationships, especially in instances where threyotherwise unable to invest more time into
the relationship (12). The heightened accessibditg convenience in which this online tool
can be utilized via wireless devices allows peapleonstantly remain updated on the status
and activities of their Facebook friends, and haslenthe exchange of a great amount of
information a simple process. The extent of thisuch that several Facebook users engage in
‘Facestalking’ (6), a function in which individudiequently follow what happens in the lives
of others via their pictures, posts, and persoontiities. While these online behaviors have
expanded as the popularity of these social medibs toave surged, research has suggested
that rather than detracting from offline relatiopsh online engines such as Facebook may
actually promote face-to-face socializations (1Bhis increased ability to develop and
maintain relationships to such a degree accordingdgns that the impression management
that Facebook users employ will affect the type #raintensity of the social relationships
that they are able to establish. In particularirtbelf-presentation has strong implications in
their mate-seeking behaviors, or else serve to pkigntheir contentment with their current
relationship status.

Individual management of social relationships isgddy determined by the perceived
perceptions that others form about them. In ordeadhieve valued goals and engage in
meaningful interpersonal interactions, the majoatythe population strives to monitor and
control how they present themselves in order toimiae the positivity of others’ perceptions
(11). Social networking sites allow users to cradntities for themselves that emphasize
those qualities which are either desirable or notdw, in some cases allowing people to
develop entirely new personas that depict themrkbly (6). To this end, Facebook users
who are seeking optimal levels of self-portrayalymationally engage in online practices that
create the epitome of idealized self-presentat®esearch suggests that individuals who
possess this motivation to impress others, padibufor mate-seeking behaviors, frequently
shape their online photographs (via shooting oftiregipractices) and account information
into the idealized image that they wish to portta§). Managing the image one develops for
themselves has been found to be a critical factalomantic attraction, with both genders
emphasizing qualities that they perceive are mppealing to members of the opposite sex
(11). The intensity to which self-portrayal is caflied and accentuated varies accordingly
with whom it is the person is attempting to impresigh men and women putting more effort
into impression management when socializing withdpposite gender (9).

Despite the overall growth in its usage by all dgraphics of the population, the facilitation
of Facebook may be approached differently dependingthe status of the user. These
deviations can occur between different gender$erdifices in the relationship status of the
user, or else by the individual's sexual orientatiBvolutionary theory suggests that men and
women each possess sex-specifically evolved mesmmani causing a variation in the
psychology between genders (2). These physiolbgiod behavioral traits evolved in
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response to problems consistently encountered logs&al humans in order to promote
survival and reproduction, and continue to be z€di in adaptation of environmental stimuli
(1, 2). In conjecture with these adaptive straggimen and women seek and sustain an
attraction to characteristics in the opposite gernttlat promote successful child-rearing.
While males are drawn by attributes that emphasimele youth and attractiveness, women
tend to maintain a preference for men who portraygy and an availability of resources (7).
These inclinations and behaviors, which evolutitenidescribe as genetically derivative,
prompt individuals to engage in particular Facebbekaviors that promote an ideal self-
image that will best draw attention to these spebt#atures.

The goal of this study is to examine variationsommine social networking behaviors in
association with differences between individualsdoaon gender and relationship status,
particularly in regards to mate-seeking strategiess hypothesized that single individuals
engage in more online practices that promote dpat@n and positive self-image, such as
exchanging comments, posting and changing pictaesjell as exhibiting behaviors that are
categorically considered social, than do users whecribed themselves as being in a
relationship. Furthermore, it is predicted that veonwill maintain a positive correlation with
the amount of Facebook activity that emphasizesalbpdased behaviors and interactions,
especially in regards to posting comments and ¢hgéek with friends.

2. Methods
2.1 Participants

Three hundred and fifty Facebook profiles (154 fiemd96 male) were included in the
analyses for this study. The selection procesdf itgas conducted by randomly selecting
individuals from the ‘friends’ list of the Facebogpkofiles of the eight individuals serving as
research assistants. All analysis of the data gadhmontained a minimum of 262 participants,
with most incorporating 313 individuals. Of theO3participants, 161 were listed as single,
79 were in a relationship (married and otherwisey 52 provided no data concerning their
relationship status.

2.2 Coding/Procedure

In order to gather the required information to asetdhis study, a coding sheet was created
with which to assess the profiles of the partictpaThis coding sheet was developed to
encompass the greatest amount of information plesfibm the participants. The sheet is
comprised of a checklist wherein coders could ifill information that pertained to the
Facebook page of the participant, including data@hsas personal information and
demographics, recent activities, and coding desuspThe coding descriptors portion of the
checklist was developed to categorize participants one of six previously developed
typological constructs. These constructs includategories forobservers, scrapbookers,
activists, entrepreneurs, social butterflies, andother,inwhich participants were classified
based on the activities that they most frequentigage in while utilizing their Facebook
account. These categories were developed by asgigarious Facebook behaviors into one
of the six classifications based on their accoutivities for the 10 most recent posts on their
Facebook ‘wall.” Theobserver category was defined by behaviors that suggesteduser
spent a significant amount of time examining thefifgs of other users, and consisted of
commenting on others’ statuses and profile pictuesapbooking included behaviors that
involved posting photography and corresponding mi@secs on their own profile, while
activists provided information on political and social issu@ncluding environmental and
ecological), as well as showing support for anyetygd cultural media icons. Individuals
labeled asentrepreneur were mainly concerned with business related digts;i whilesocial
butterflies were comprised of individuals who spent the méjarf their time communicating
with others. Activities placed in thether category consisted of Facebook behaviors that
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could not be placed into the first five categorissch as posts emphasizing personal
emotions.

In order ensure reliability in the coding procedtoeparticipants, six of the research coders
were given 60 random Facebook profiles to codersggls, which were then compared and
checked for reliability. This kappa reliability dieient was found to be significant at=
0.97, indicating a high level of inter-rater cotsmey. Therefore, the profiles were coded in a
fashion that was consistent from individual to indual.

3. Results and Discussion

Based on the literature review, it was postulated single individual Facebook users would
engage in a higher degree of mate-seeking pradiieesthose who were in a relationship,
specifically via their level of exchanging commemssting and changing pictures, as well
being classified as aocial butterfly. Results based on Pearson’s correlations showad th
there was no significant difference in the freqyeotposting comments between single and
partnered individuals (r=-0.027s). While this does not support the notion thagkmeople
are more likely to post comments in order to premaiational interactions, it may be that
both single and partnered users engage in relathigh degrees of commenting due to the
social benefits that Facebook promotes in geneasther than specifically to mate-seeking
practices as used by dating websites. Howevehdurnalysis of the results suggested that
individuals who were currently in a relationship v be less likely to bsocial butterflies
than any other coding category (r=-0.149, p<0.@5),well as simultaneously maintaining
high rates asbservers (r=0.138, p<0.05). This suggests that while batigle and partnered
users frequently engage in social interactions witters, single individuals tend to initiate
communication with other Facebook users more oftdmle individuals who were described
as being in a relationship would instead replydmments others posted, rather than actively
facilitate an exchange. This implies that everh# tates of communication itself does not
differ, when compared to individuals currently anrelationship, single men and women
appear to be more active in attempting to promoteversation with members of the opposite
gender, thus actively attempting to achieve them@l of a future relationship.

As with single individuals, women were hypothesite@ngage in increased levels of social
interaction with others when compared to men, paldily in terms of commenting rates,
their frequency of ‘checking in with friends,” ardiassification as aocial butterfly or a
scrapbooker. However, Pearson’s correlations revealed that omere no more likely than
men to be either social butterfly (r=-0.035,ns) or ascrapbooker (r=-0.047,ns). While this
behavior is not supported by past literature obelaviors suggested in evolutionary theory,
these results may be explained by the social straictorigin theory. According to this
perspective, gender differences in behavior arengily viewed as accommodations to
situational and environmental variations, with garadly mediated sex differences only being
accounted for when they are pertinent to the currataptation of an individual's
circumstances (2). As Facebook is an environmeat th specifically geared toward
promoting social interactions between individuat® social structural origin theory would
postulate that these features would be the ones sigrsficantly relevant to both genders,
and that variations that would typically apply argnificantly minimized. This may explain
why counter to the evolutionary disposition for wenmmto engage in social interactions more
frequently than men (1), the results from the daiggest that both males and females would
be classified asocial butterflies to a relatively equal degree.

An analysis of the data revealed an interesting aetesults in regards to the sexual
orientation of Facebook users. A Pearson’s coioslatevealed that individuals who
described themselves as being either bisexual orokexual maintained higher rates of
changing their profile picture (r=0.152, p<0.013, well as a greater frequency of altering
their personal profile information (r=0.118, p<0.0&lternatively, these same individuals
also spent a significantly less amount of time camtimg on others’ profiles and pictures
(r=-0.206, p<0.01).
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While this quantitative research has provided adgimoundation for future study, the results
were limited by a number of variables. As the pgtints themselves were selected only
from the ‘friends’ list of the researchers’ Faceb@zcounts, the sample was limited in the
diversity that it offered, and results were subjecbiases associated with participants being
pooled from a limited population. Furthermore, hessathe study was conducted via a coding
process that did not include a direct interactigthwhe participants, the information itself
was limited, as pertinent questions, surveys, atahiiews pertaining to the data could not be
gathered. This became problematic in instanceshichaparticipants did not include certain
personal information about themselves, or at tinmesvhich an elaboration of a certain
behavior would have been beneficial to the restitswever, certain research may suggest
that in some cases, third party coding is actualtye beneficial to the validity of the study
than self-reported measures. During instances ichmopics affect self-impression and are
ego-sensitive (such as Facebook), self-respondeaysbe more likely to distort information
and offer responses that are more culturally faslerg5). As a consequence, this social
desirability bias possesses the distinct potetgiahcrease measurement error and distort the
results of a study. Third party coding and indirdata gathering thus offers an approach by
which to avoid these potential confounding variabled may be especially prudent in a social
networking site as subject to impression managerasnEacebook. Future research may
benefit from expanding the methodology to accomnt®dar these factors, especially by
including a larger sample size, utilizing survegs direct interactions with the participants in
correspondence with third party coding, as welpaling from a much wider pool of the
population to diversify the sample.
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