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Impression Management on Social Media Platforms
Impression management involves the effort in controlling or influencing the perception of other people. The perception could be on other people, material possession, or even an event. Most of the impression man agent common types have to do with the presentation of merchandise in the business world and self-presentation. In this era of technology, social media has taken its toll on almost everyone worldwide (Roulin & Levashina, 2016). People are using their social media platforms to create impression management, and some even make their living while at it. There are many different impression management strategies used by these 'influencers.’ Additionally, as much as they want to control and influence other people, they use expressive motives to redefine themselves.  
Joe Wicks, also known as the Body Coach on Facebook, is one of the many people I follow. He is quite an inspiration in the field of physical fitness. With 3.8 million followers on Instagram and over 4 million likes on Facebook, and a large army of followers both online and offline across the world, the coach is truly outstanding. He started by posting quick, simple recipes, and his daily workouts three years ago. Still, now he has his TV show, a huge presence on various platforms, two best selling books, and over 2million subscribers on his 90-day shift, shape, and sustains health and nutrition plan (https://www.facebook.com/JoeWicksTheBodyCoach/). Joe has little control to no effort at all in convincing people to do what he is all about; his content on Facebook just sells because he understands his audience and presents himself just the way he is daily. He understands that different content types work well at certain times, so he always tries and shares content relevant at relevant times. With this, he has actually influenced people to exercise daily and eat healthily, and while at it, he has created a source of income for himself.  
Huda Katan, aka Huda Beauty, is one of the most influential people on Instagram. She is a Makeup Artist and Blogger who turned into a businesswoman in influencing beauty among women. She has been using the social media platform since 2012. She has over 47 million followers with almost 4000k views on each post and has one of the largest beauty communities on that platform. The one thing that makes her stand out from the other beauty brands is that she herself is the brand. She did not go for the faceless, voiceless cliché of other companies in the beauty sector. Huda understands beauty and most of her followers are women, and women like makeup. She uses her impression on Instagram by following a consistent social schedule posting between 4 to 5 posts a day with 2-hour gaps. Also, she really invests in her videos at almost 70%. This alone influences her many followers. Notably, her IG account is also her personal account that is public to anyone. Her following of the crafted strategy of Instagram has not only made her an influencer in society but also helped her in attaining this level of success (https://instagram.com/hudabeauty?igshid=tw5t0bq308n3). 
The individuals mentioned above both use instrumental motives in impression management on Facebook and Instagram.  As much as this motive is on gaining rewards, they try to manage the perception of getting something back. By sharing what they do and what it is exactly, they bare using and explain how it has been of use in their lives; the reason for encouraging the products maybe their desires for business growth or expansion. The praising of the products they use indicates that they are not looking to be in charge of anyone as a response to the social norm but as a way of showing others something different.  
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