1
Running head: SOCIAL NETWORK SITES AUDIENCE
2
Social Networks Sites Audience.





The Imagined Audience on Social Network Sites
Name:
Course:
Institution:
Instructor:
Date:


 The Imagined Audience on Social Network Sites
When social media sites users post content on their accounts they intend to pass information that is relevant and appropriate to their audience. There are two types of imagined audience: the abstract imagined audience and the target imagined audience. When the user share content without thinking anyone as their target the imagined audience is the abstract imagined audience but when a person or a group is intended to see the post the imagined audience is referred to as target imagined audience.
[bookmark: _GoBack]Online presence plays a major on our future opportunities and reputation as the audience comprises of members who could be having various relationships with posters. When content that a poster share reaches the unintended audience they risk breaking such relationships (Litt & Hargittai 2016). For example, a married man working in a health spa may advertise his services using a photo of a female client. The content may suit his friends with professional and phantasmal ties while his wife may consider the photo as inappropriate because of family ties. Is important for the poster to share content that does not break their personal ties, professional ties, communal ties, or phantasmal ties with their audience.
To avoid sharing content that may be inappropriate to the audience, users must properly determine their audience and social site infrastructure. Such a determination would enable the poster to use the right privacy settings to pass the message to the targeted audience only. Subscribing to sites whose design is improved to classify people who see content based on the ties can also help reduce social media turbulent. Content viewers classification enables posters to remain true to what they want to share. Social media users should also learn online reputation to reduce the risk of losing future opportunities due to what they share on social media sites.
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