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Abstract
With the fast development of information and communication technology, how to deal with the
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impact of enterprise social media on the behavior of employees in this complex context of cooper-
ation with external enterprises is crucial to enterprise development. Impression management
motivation is rich in connotation. Some scholars organize and study two kinds of impression man-
agement motivation in two categories according to different psychological mechanisms: Assertive
Impression Management Motivation and Defensive Impression Management Motivation. Different
types of impression management motivation encourage employees to use different impression
management strategies to face work pressure and challenges, which has different effects on em-
ployee behavior. Its internal psychological mechanism needs further research and differentiation,
in order to better explain the relationship between the two. How to guide employees to use social
media correctly in the information age, promote employees to actively guide the impression man-
agement, is an urgent problem to be solved right now.
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1. 518

BEA& ICT MW, HASHAA 2 AZAE TRATM B A2, WA L SCBH a5, AR
1 B E Al 7 K (Aral et al., 2013), F:F Web 2.0 HAR KAl At 22 @44 (enterprise social
media) 1 15 % >R B 2 1) £\l FF U v 2 20 A 22 AR T T B 5 6138 A2 5 1) 81 K AE A (Crossan & Apaydin,
2010). —WIC/Mras R %%, 2022), ESM T EEEAEIRAL & T TAESEUR, 2 —Rhde oo gyg
() CAE R 708, FAE ) BAR 27 A TARIAE G I R DA S A 4 #E 5 T e, H HOF 3 LA S8, 5
TARS G L TARBEN A S S ) 1F ) d 25 R

FELMER) ESM A 5 01 TR R 52, SHLR —FiAS rT Bk B T A0, SILIE 78R 2 A\ 3Rk
SEF . WA R, BRI ERSIHL(E RS, R, 2017) 5 AMEEL(AE IE AL, 2022)% B TAT A E K
SO SR, T A B T A 2 OB 2 R, SR ENRAE BB T 51 AT 0 B SR g (BOut,
W2, 2020). A LI ESM BETTELR BN QU BARE: T I T i B8 77 A BRI E R, ESM R fEH
e JE TR0 B M R R ) T SR P TE 25 03 TR TAR BRIR IR, adh R Tk BRI TAE R/, kA
FEFEAS AR RS BT T — R 2 WA, ik 63 AR BeOR, 1 2 T A 2 SR ) G THT A, RS 0o B
BRIRID T R TAEZAE B RE 3N 1 (agency), MIMEEE B H CIELE R, X H CES S8
BT BR A — 2 PRI . — TN AT 20 AFZH AU N IR ICT B FL s, BN BIAT NAE 0t T TAE 5 40%
A A, 7P M T F R 03R4 T I B (W et al., 2022).

FERME AT, R T AT EAA b5 E R IFLER AL 200 R, RIS AL A A b I
BEE, WERmMATN B OB R, SR4EFRE A Y R (Paliszkiewicz & Madra-Sawicka, 2016). FI R4
HHURAMRTE TAER SR, FoRAMN MBI S0 R, 8 G R S L — RO 3] . 7EZHZH
W, EEELTE RN QA BN A TAT A EE R, A2 0 B G BB N2 51 K TN
1917 A9(Bolino et al., 2016). ENREHANHLINIGEE , G 28 R4 OIALH] 1A [F) 6 JLHE H 5 5F 7 (Tetlock
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& Manstead, 1985), X7 HPREIREBBNHL: KGN RE B (Assertive Impression Management
Motivation)-5 1 [y 41 14: B[ % 4 FE Bl WL (Defensive Impression Management Motivation). §i# €3t 72 TR b
AN () R AE 2R WA Fy 15 L S B 5 AR (1) £ € (Lavertu et al., 2020), YB3 — MBI ERIE LR, & —FR
W 5 17 EN % % 3 (positively directed impression management); i & #on 02 TN 7 8 % 1 O AR IE S HL L
(Marder et al., 2016), JEIFIER . 5 B SRISRIRA TAERZ, EHAER E CIMERTER, &M
TH B 5 17 Bl % 5 3 (negatively directed impression management). AS[EIZEHY fEN R B HLLAE 51 TAEHAS
[F T B G B SR S SR T X T AR R ) 54k, MR 53 TAT A= AN 2, H 7 OB L) 7 2 —
BT FCRIX 73, A RE S A3 X 5 2 9 2R 04T MRS 1) e %

A TRV AL AL A E IR EN R BTy, 15 56X 1 LAELREN S48 B L gk AT )0, Ry A
[FTEZEEN QA BRI — B X 7o ik, AT EN R BB AL MR R 5 MAR R, Mk
DRI 2 J 4k 40 43 A RORAE BRI M LS . BJm, ARRIENRAE B L2 (R E 5 TAE AR TR
BTN G, Wl e B R, 515 0 TIES A FH A AS 84, et 3 TRHT R A Bl
R, T R T AR 1) R

2. RTHELENREIERIH
2.1, EIREEWER

Leary 1 Kowalski i LAfT: ) B G BRAE ST MR BEAT AR B AN (814K, 15 HH B 5% B2 b B0 RBNHLAN BN G g
IR R, 7 NBRac AR T E A F (Leary & Kowalski, 1990). ENRENHLIEMABE T EN G Wi
LR R AR AT BN R 2R, BV R M I FE R A AR AR BN R ) R JE S B 2 TR A NAT B .
70 & (KGR 4R, 2008)7E 284 [ PY AN FE R8RS L, B2 ED R HI 2 38 A T Bl s s f A% 1 L B
VRIS MMIEA ST, N THEFARMBRIE S, SEFEE B O R kT RR,
BEMA R T B R RN B2a(ERT, TAE, 2018)% TRk 2 AUAUREL e, It X 72 K 1
NUAR B B S5 DGR IR 4 A, AR HEARVE S, ANTEEBIT & B 5, mE SrEEH, KNSR
S CIE RIEIAR, R ENGUE BN IRIEAT 7w . ERDIAETE T, R TR A A A B TE
FREIFFERA SRR, FHAMEHEAAZE AR EMEE, KEmARA Y B O RA R, kREH
H F K% (Bolino et al., 2016).

2.2. RISMENREEHAIBZ

MATEAAZ AR EE R B CRER, IR BE SRS RIANTFE, PRSI RE PR E
HEH ORISR BTSSR ZE AEIT 10 SRR I XUEE, AATTEE SHBEALAS A & 4l 5 CIE
BAF B CLERBATAE W sty s [ N, [R) S Bl SO BEAE 25 Bl A4 P BN 1R 7 3K, R 58 A 2R 1 B R B
(U'ren, 2016). 7EAACHEAR b, A AT LLE B AR R AT BT S AT 5 FOR S0, MR N, Ml TrT R
SRR SRR VE I AS BE T 2 BN B B3, X RER B30 77 A R T35 58 H 7 2 ) [125 % )% (Hong et all.,
2017)o NATTRT DAL A AR RO B AR VSR 1 —THT, 52 NI St AN B1)id — AN SE A 1) H 3R
K%, $EE HE (Singh & Srivastava, 2018).

2.3. PrEMEEN R EIE R A9

S NI T AE AL SR B N BT — DR SRR LRI S, AR T AL, B
AIRVE AR S AR RIS, AR OB SR IR AN 1T N5 A PR RESh e 53 »
ReE4Ers 3 CBECAH IR, SOaRHA B vE eI RGBT ARG . TS A 1 E Y

DOI: 10.12677/ap.2022.1212512 4248 o HE R


https://doi.org/10.12677/ap.2022.1212512

%

PRI SRR 2 K R 7E 28 52 A (Facebook and Wechat 47 A&, Instagram and Twitter I8 BE %), 7EZR52 A2 [E] [
ZRPELE AT R B AL B OSBRI RN, XF R £ RS SMAAEE LA SH
—PhERELE, M E ORI N A SR EEA R L Z AT AR (FERT, TR, 2018).
ATV 78 2 RIS ] 2505 SELE B A A8 A B A1 P P 5 DA B AT A 7 00 X 28 A 25 AT I, IX B M 1
22 FELR 2 AT K AT HISHHLEET IH B (Liu & Kang, 2017). S47EL6 32 Aht R AT AT A ER 2 IA
577 AT VAR AR, 2 W7 H A ED R B SR A IO R 2, an SR A & i 5 g B R st
— BRI I AT AR, T4 BN GO RS (A R AT AT 0, R R AR A R SR B R L, &
FEAE— AN A NTE S (Bolino et al., 2016).

3. ELENREEIH R AL

NDIM 5% PDIM [ 5 fA TRrAbtE 2 388 5 A B FRAF 2 VARG, FEED QU B A2 rp S 2R
BEszma A 3 7E 2852 A i %8 (Lavertu et al., 2020) 5+ 2 #iE (Pearce & Vitak, 2016); B ZE/MAKK F A 1R/
Wiz 25 v U1 (risk-benefit criteria) (AT 5 A B3 1670 20 (Berkelaar, 2017) . 35 2%/ 25 v BT 5 P9 B B 8 TR X
S3 AR TR A RN ECE TR REAT BN R I R

3.1 ELZAUEE

T, BEE R RETFHLARIE A &, AN AT AEA GO, Xl T4 A i B A T
G R B AE LGS AR M A28 1) B RS SE N iR 2, 7% T i 458 B8] 6 [ 26 2R (FE 42 32 AR IEAE A FH 1R HL 1 1% ) B 2
HAMARBEEER, BEHEIRICH I TENSS EEW, FHEIIRMoIRARER . —TiE RIAELIE
WSS ORI SR B, R T AR S AR S R — R (R 2R 2 O S 1 U ES, 4 5 LA A B IR RN SR T
SWORNATAPER ED G FRBNHL, AT E IS A D R M AN AE 252 A AV BB AR AT 9, T S LT
LGB (Marder et al., 2016). 153K ) — TR F04% A4 58 AR SE AR 3508 55 58 4 E 2547 A BK R 7E— 2 (Lavertu
et al., 2020), AAMTSHTELEZARBILR T VR TARLS RS2 A A B R E R, BRI S M B R 5
(PDIM), Bl RIIE K —Fh 58 A RS i 8 2 1K A 35 B OB G0 51 K SEAE2AT 9, FRZNAE LG IR 2400 (warming
effect). SCIREE K, I PAAIEE BRI UK A A B BRI R (IEE B RITZEAL), BEE AR
H IR IAF R FE 5T, AE B W A S i A m Re i tH 4Bk S R A AT 9, XM 2 2 2 A H
F - (public self-awareness)Fl4MEZHL I .

3.2. 2

M FTE R G TAE AR SR AT ENGUE PRI, R B AL ST B T AR VB BEAT RS,
FE— AR RAT AR R E R, A& TR B R TR, DA TCiE TR K AL 52 Akt 5
QAT AN, BET SRS . DUE R ETRE BEN LT ST h/E Facebook 5 Twitter 5574 75 it S0 I
Pz b, AV SCALHHME R R Z TR BN G BEIHL T B TAT ™ A — e R G R T, TR
7R, 2018). FRIM, HWFFLGRRETIE " BIHEN 2 MARF T AL R E R b %, B/ EE 2
TR AR A EE ] . — T 5 F 75K [ 2 ] 2 T 5B I E 72 & B (Pearce & Vitak, 2016), 7£ w5 AL S
fim AT 9 2 2 B AL TSRS OB, 3 T ROz 6] B SR R L 2 2 ab 5. A0t
FEANoF 5 [ AN r [ 7 8 il A A2 IRl ) BV 5 B SRES HEAT 1 8 SCAE T 7T (Wan & Yeung, 2022), R HLSE [
it P P 5 2 SR I S 1 B R B SRS O FR 7 1 FRRF S 7 v T IR sk P UG 1 3SR Y R A
{0 I GR A B SRS DR JEe s ST . 3T T 78 20 B WA R STAR T 5 IR S EVE R M R BN 58 AT
NP BRI .
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3.3. se/MrE N

70 2R SR VR AT 48 AT IHE A A% B R E R THEUR B R B2 BR , XTI AELF A GR AL 24T MR BIHE
252 AR IR Bl A0 I 57 ) 5 08 8 RIS (S R ) it B B AR AE 2R SZ A BVF IR TR B R I BEAT BT, HhoE
NDIM i PDIM Ff§E A 4 51 TS R LA R T AE ARG IV, sl 2O RIS PEER RS BB, Bb
Z R H CRRAATEE I XU, SENE T AR T B IRIE R AT . T4 5 LA 8 A XU K T8 7E
AL I, B BOR BT BN RAE AL, 2 REE A SRR B KR, REEHERNEEAC
P RATIT NS o 458 2 W s 1 DU A 2 0t A LIS B i) — Bl 3L H], 6T B S EPRE AT N B A E
FEH52 ) (Mtshelwane et al., 2016).

3.4. WERERTER

W BV T AR [ - RIGESEA L, MY (5 B (information) . T H (technology). A L4
(visibility) 5 B TR AL (identity) 5 —E B O W&, FHHANBRE R SRATIATHELNRE
(Berkelaar, 2017). {5 RR®EMEE, THRTHREMETHN, GBREHELE SN IE, BREMELE
Z e 2 R NATTAn T H 4R EED S . B EPEED S B B M-S el (Scrubber) B P e 1 =BG & kT
X, AR EENM TS E LG BEA & W HHORSRAE R B 22 A R, BE 82
HIRRIEE RGN, TEXFMERT, AISXNIEL S BAATIEEL, B (b IR 7 28 52 A AT R 15 B
IR . IR ED R HL B L R 2R (strategist) 1) P B B Bk R AE— 2, HIE X BRI ATANGE
B TH, aTMS BREFIEAEA @ EREE, T A HREREDERE CHEREREN, g
N T —AN R RN R B R E QB TE R . SR, AT RED R I Y e B U A — A AR
(1, AR MR A, BRSNS B 2 R0k B B s s — e s m, 3k 3R
AT EN QA BT A i 5 o

4. EERENREEEN S E I M R

BEE ICT AT R RN K, FEU/D NATIHE B[R] A sk () 22 e FELAS R [RD IR, A8 im0 17 AT 19 JE. itk
5 RACE R VLR, A T AEZE B S8 3 3RS A R AU 2 B 1 AR FE )12 L3 (Pearce & Vitak,
2016).

4.1. FREMEIREERI S EH X R R

HARAMEERE P A R TR A % (ingratiation) . E & 2 FF (self-promotion) A1 75 {5l
(exemplification) 5 A MR 1 B[ G A8 L SR m , 7E il WA MR I A U BT b 2 i v T4 NBE N — Fh BRI ED &R
AT et AL sC P B At A sS4 (Hong et al., 2017), AR MR IE(S B AR AT B hnsE 2 5
(Liu & Kang, 2017), BliEhR Rk F S 47 H# R H Cl(Raban et al., 2017) R E/R&EW . KA HRIZFER
BRI 0 LA O, KA LIRS UL B AR E L HIME B (Batenburg & Bartels, 2017).
KRB HENE B A L fE TARh e 9%, RIEMSRMEM, 5 T2RIEIFRR M DI e R A (AR 55, AT
PETt TAESRL. Fr AR B P48 H ESM B F T ST DA A Vs [a], 53 2] DA I A 5 15
BUE R ERZEATE B, B TREARHAL TR EME LS ZET, ST B R ER
(Hirsch & Sundar, 2016). RHCHRIETHHRE 1 A T8 T MIELRZRBF AR IS, Wiehita o n
VERRR A 5 TR JE s E 2, PASRAS A1) B 5 (Gerhart & Sidorova, 2017). FRMRIE R 7 & —ANEh& 5 #
MR, A CAEAAEZR 2 AR RS T AN W s A SRASPE BN QB BB L, 12 LIRS & AR, %5776
RS BIRL, AR LA A8 PR PR P 20K A B B 5 CAR I B s, 58 i SRR 1] A B RS 3
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4.2. BEIMEENREE RIS R R R

BAB N SAE AL R TR ATER 5 BRSSO 5 O TAEM DG, F-5kAth
N JER S R, DL St A% B A9 P EA (Rui & Stefanone, 2013). —TBF7TH5HY, 405 A T 0iE
WA S N B IR E SO AR N, BB NS 2 A S i 52 (Fehr & Gelfand,
2010). {EARERNIAS, B A 1) B G 3 SR I 2 il o B 1) (RO 4RE RS T PR ASOR U0 & T e IR H LR
S B FERE RS O SRR, R SEME ISR, S0, BT RS AT DA R T R R A
WS, BBV GBS A TN T BB AL L T IV 2, R Tt A8 ik b
[ P9 2 AT U M1 B JiE (Crowley, 2017), MHIBR 7 THIE S PREF IETHI{E B(Yang & Ying, 2021), %581
A DL BEAL B B (Zhang et al., 2022), kA5t B E H BTE LRI R HIRER KU .

5 A&

1) ARSTHERS PIARIAS R B D GO BB LR MU BEAT BRI 0k, Sk =2 o BRI SZ 4%, ARORNLZ
MHOBEBEARG., BRICGEHEL. MK - PREEUUAC I 550 52 B0 B 22 1 B 0 WOR WL A7 3E —
SRR R S

2) ASCAER ENGAE BB LS BD S8 BEARIR I AR AE — L AU, JFBCA L B2 RIS I A 3R 3 2
TRXFEENRAE BN R, HRERIARET DS, SRz ERERKIEIR R, AR DR .
6. /&5

1) BRI, ARG RAE BB 5 TR S S GAR th B N T — N RIREN L, 5
A NI ST R IR R A 5% AR B S AT BB AR S RURAEERTE 5 AT B 1 B 5 Bl LAY 52 T2 00
i T 4eff H CIAERITE R, LA—FE B S R FE LY R AT 2L

2) WERRTTBRT T, MARBEREIR M, BURMGEAEN . AR HR B RAE R 2R T Wb
AR BIFE L BN GO B AN LIBOR L, IF FR MR #EAT A BIRAEEIR A 7, AR T 3ATx R L
BN BT P 0 T s RIRDR PURP A R AL B R BB LS B O B SRR R AE i, 4D
BT UAERFUAE, SRR TERA —E i T E L.

3) MSKERE SO, X TEEERUL, ATLVEE s ia i TARAEE, JF HARBOH A TR LREN R
BEAT S5t IR EE 03 AT AU S I ED S B X1 5 TR, AR 52 b AR AZ AR SR A4 T AR 3¢
PRIFERE, ZNOES R BRI BEAAVEE, Wb B A CB B, SOadE AT S B g B

Sk

HRT, TIRIR(2018). LXK BB HRN—HZ B AP AR EISRE. 5 57F, (1), 56-62.

A1EHE(2022). 7 15 E PR BUIRE T AXT HER GI BTS2 078, W B0l S, IR 2RI 4 K4,

XIUEYF(2006). EVRE B K AR TRV, O BEF/ 20 FE, 14(2), 309-314.

S, BEUL, &51(2022). AL AZ AL 5 R TTAT N RO OB IR SC RINTC M. BA BT, 1-29.
https://kns.cnki.net/kcms/detail/12.1288.f.20220613.1130.004.html

FRE, HFH(2017). ARAUHAE TAESIHLN 01 TRBEAT AN Rem. 22 F/% 30(3), 51-62.

B, #Z(2020). BT EDGE FBHIANLA M TAE R o0 B TORAT AR M. Z 2 TFFF9R, 34(4), 1-10.
https://doi.org/10.13587/j.cnki.jieem.2020.04.001

Aral, S., Dellarocas, C., & Godes, D. (2013). Introduction to the Special Issue—Social Media and Business Transformation:
A Framework for Research. Information Systems Research, 24, 3-13. https://doi.org/10.1287/isre.1120.0470

Batenburg, A., & Bartels, J. (2017). Keeping up Online Appearances: How Self-Disclosure on Facebook Affects Perceived
Respect and Likability in the Professional Context. Computers in Human Behavior, 74, 265-276.

DOI: 10.12677/ap.2022.1212512 4251 o3 2


https://doi.org/10.12677/ap.2022.1212512
https://kns.cnki.net/kcms/detail/12.1288.f.20220613.1130.004.html
https://doi.org/10.13587/j.cnki.jieem.2020.04.001
https://doi.org/10.1287/isre.1120.0470

https://doi.org/10.1016/j.chb.2017.04.033

Berkelaar, B. L. (2017). How Implicit Theories Help Differentiate Approaches to Online Impression Management: A Pre-
liminary Typology. New Media & Society, 19, 2039-2058. https://doi.org/10.1177/1461444816654136

Bolino, M., Long, D., & Turnley, W. (2016). Impression Management in Organizations: Critical Questions, Answers, and
Avreas for Future Research. Annual Review of Organizational Psychology and Organizational Behavior, 3, 377-406.
https://doi.org/10.1146/annurev-orgpsych-041015-062337

Crossan, M. M., & Apaydin, M. (2010). A Multi-Dimensional Framework of Organizational Innovation: A Systematic Re-
view of the Literature. Journal of Management Studies, 47, 1154-1191. https://doi.org/10.1111/j.1467-6486.2009.00880.x

Crowley, J. L. (2017). A Framework of Relational Information Control: A Review and Extension of Information Control
Research in Interpersonal Contexts. Communication Theory, 27, 202-222. https://doi.org/10.1111/comt.12115

Fehr, R., & Gelfand, M. J. (2010). When Apologies Work: How Matching Apology Components to Victims’ Self-Construals
Facilitates Forgiveness. Organizational Behavior and Human Decision Processes, 113, 37-50.
https://doi.org/10.1016/j.0bhdp.2010.04.002

Gerhart, N., & Sidorova, A. (2017). The Effect of Network Characteristics on Online Identity Management Practices. The
Journal of Computer Information Systems, 57, 229-237. https://doi.org/10.1080/08874417.2016.1184007

Hirsch, A. O., & Sundar, S. S. (2016). Social and Technological Motivations for Online Photo Sharing. Journal of Broad-
casting & Electronic Media, 60, 624-642. https://doi.org/10.1080/08838151.2016.1234478

Hong, C., Chen, Z., & Li, C. (2017). “Liking” and Being “Liked”: How Are Personality Traits and Demographics Associated
with Giving and Receiving “Likes” on Facebook? Computers in Human Behavior, 68, 292-299.
https://doi.org/10.1016/j.chb.2016.11.048

Lavertu, L., Marder, B., Erz, A., & Angell, R. (2020). The Extended Warming Effect of Social Media: Examining Whether
the Cognition of Online Audiences Offline Drives Prosocial Behavior in ‘Real Life’. Computers in Human Behavior, 110,
Acrticle ID: 106389. https://doi.org/10.1016/j.chb.2020.106389

Leary, M. R., & Kowalski, R. M. (1990). Impression Management: A Literature Review and Two-Component Model. Psy-
chological Bulletin, 107, 34-47. https://doi.org/10.1037/0033-2909.107.1.34

Liu, B., & Kang, J. (2017). Publicness and Directedness: Effects of Social Media Affordances on Attributions and Social
Perceptions. Computers in Human Behavior, 75, 70-80. https://doi.org/10.1016/j.chb.2017.04.053

Marder, B., Joinson, A., Shankar, A., & Houghton, D. (2016). The Extended ‘Chilling’ Effect of Facebook: The Cold Reality
of Ubiquitous Social Networking. Computers in Human Behavior, 60, 582-592. https://doi.org/10.1016/j.chb.2016.02.097

Mtshelwane, D., Nel, J. A., & Brink, L. (2016). Impression Management within the Zulu Culture: Exploring Tactics in the
Work Context: Original Research. SA: Journal of Industrial Psychology, 42, a1325.
https://doi.org/10.4102/sajip.v42i1.1325

Paliszkiewicz, J., & Madra-Sawicka, M. (2016). Impression Management in Social Media: The Example of LinkedIn. Man-
agement, 11, 203-212.

Pearce, K. E., & Vitak, J. (2016). Performing Honor Online: The Affordances of Social Media for Surveillance and Impres-
sion Management in an Honor Culture. New Media & Society, 18, 2595-2612. https://doi.org/10.1177/1461444815600279

Raban, D. R., Danan, A., Ronen, I., & Guy, I. (2017). Impression Management through People Tagging in the Enterprise:
Implications for Social Media Sampling and Design. Journal of Information Science, 43, 295-315.
https://doi.org/10.1177/0165551516636305

Rui, J. R., & Stefanone, M. A. (2013). Strategic Image Management Online: Self-Presentation, Self-Esteem and Social Net-
work Perspectives. Information Communication and Society, 16, 1286-1305.
https://doi.org/10.1080/1369118X.2013.763834

Singh, M., & Srivastava, A. K. (2018). Social Media and Youth: Self Construction and Impression Management. Interna-
tional Journal of Research in Social Sciences, 8, 217-232.

Tetlock, P. E., & Manstead, A. S. (1985). Impression Management versus Intrapsychic Explanations in Social Psychology: A
Useful Dichotomy? Psychological Review, 92, 59-77. https://doi.org/10.1037/0033-295X.92.1.59

U’ren, H. K. (2016). Facebook Culture: Millennial Formation of Social Identity. Journal of Resources, Energy and Devel-
opment, 5, 141-158.

Wan, C.-Y., & Yeung, W.-L. V. (2022). A Socio-Ecological Approach to Relationship Goals and Self-Presentation Strate-
gies in American and Chinese Online Dating Websites. Current Research in Ecological and Social Psychology, 3, Article
ID: 100029. https://doi.org/10.1016/j.cresp.2021.100029

Wu, C. H., Huang, S. J., & Yuan, Q. J. (2022). Seven Important Theories in Information System Empirical Research: A Sys-
tematic Review and Future Directions. Data and Information Management, 6, Article ID: 100006.
https://doi.org/10.1016/j.dim.2022.100006

DOI: 10.12677/ap.2022.1212512 4252 (LA


https://doi.org/10.12677/ap.2022.1212512
https://doi.org/10.1016/j.chb.2017.04.033
https://doi.org/10.1177/1461444816654136
https://doi.org/10.1146/annurev-orgpsych-041015-062337
https://doi.org/10.1111/j.1467-6486.2009.00880.x
https://doi.org/10.1111/comt.12115
https://doi.org/10.1016/j.obhdp.2010.04.002
https://doi.org/10.1080/08874417.2016.1184007
https://doi.org/10.1080/08838151.2016.1234478
https://doi.org/10.1016/j.chb.2016.11.048
https://doi.org/10.1016/j.chb.2020.106389
https://doi.org/10.1037/0033-2909.107.1.34
https://doi.org/10.1016/j.chb.2017.04.053
https://doi.org/10.1016/j.chb.2016.02.097
https://doi.org/10.4102/sajip.v42i1.1325
https://doi.org/10.1177/1461444815600279
https://doi.org/10.1177/0165551516636305
https://doi.org/10.1080/1369118X.2013.763834
https://doi.org/10.1037/0033-295X.92.1.59
https://doi.org/10.1016/j.cresp.2021.100029
https://doi.org/10.1016/j.dim.2022.100006

5B

Yang, T., & Ying, Q. W. (2021). Online Self-Presentation Strategies and Fulfillment of Psychological Needs of Chinese So-
journers in the United States. Frontiers in Psychology, 11, Article 586204. https://doi.org/10.3389/fpsyg.2020.586204

Zhang, Y., Ran, X. Z., Luo, C., Gao, Y., Zhao, Y., & Shuai, Q. H. (2022). “Only Visible for Three Days”: Mining Micro-
blogs to Understand Reasons for Using the Time Limit Setting on WeChat Moments. Computers in Human Behavior, 134,
Article ID: 107316. https://doi.org/10.1016/j.chb.2022.107316

DOI: 10.12677/ap.2022.1212512 4253 o3 2


https://doi.org/10.12677/ap.2022.1212512
https://doi.org/10.3389/fpsyg.2020.586204
https://doi.org/10.1016/j.chb.2022.107316

	员工在线印象管理动机激发机制及应对策略述评
	摘  要
	关键词
	A Review of Stimulation Mechanism and Coping Strategies of Employee Online Impression Management Motivation
	Abstract
	Keywords
	1. 引言
	2. 员工在线印象管理动机
	2.1. 印象管理的概念
	2.2. 获得性印象管理动机的概念
	2.3. 防御性印象管理动机的概念

	3. 在线印象管理动机的激发机制
	3.1. 在线受众监控
	3.2. 社会规范
	3.3. 损失/收益准则
	3.4. 内隐理论范式

	4. 在线印象管理动机与其对应策略
	4.1. 获得性印象管理动机与其对应策略
	4.2. 防御性印象管理动机与其对应策略

	5. 不足
	6. 小结
	参考文献

