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· Study of selfies-posting (15 interviews)
· Target: Female 19-30 years old ;
· Research about the motivations and outcomes associated with selfie-posting
· Explore the growing trends of selfies-postings 
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(INTRO) :
· « Selfie become more and more popular, it’s a word that has transformed social culture.
· It’s a tool for self-presentation on social media platforms.
· [bookmark: _GoBack]Millions and Millions selfies posted every day;
· It’s allow user to express themselves with an images visible to friens and or strangers depending on the media settle;
· In particular, women of 16-25 years of age spend five hours a week taking selfies and post an average of three selfies a day (Matyszczyk, 2015).
· #selfie on the photo-sharing app Instagram resulted in almost 300 million selfie images
· According to a report by Selfiecity, female millennials are more likely to post selfies than their male counterparts (Williams, 2014) »

Purpose :  to identify the motivation of female millennials who post selfies
Using 15 in-depth interviews

The interviews were characterized by a conversational quality, where the informant largely determined the trajectory of the interview dialogue. Prompts were used when necessary to further understand the meaning of their experiences. Informants were asked to elaborate on various statements and provide more explanation for their discussed experiences. Interviews, averaged between 60 and 90 min, were audio-recorded and transcribed verbatim.
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RESULT:
· impression management is a primary theme for understanding why millenials femal post selfies
·  Specifically, findings showed that informants were motivated to convey the impression of the following two sub-themes : happiness; and physical appearance.
findings revealed self-esteem to play an integral role in understanding selfie-posting behavior
· this study also revealed that desired images included looking happy, having fun and projecting a positive physical appearance
· informants were motivated to post selfies to enhance their self-esteem, which occurs through the number of “likes” the selfie receives.
· the number of “likes” could detrimentally impact self-esteem.
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Table I.
Overview of
informants

Informant Age Educational background Race*
Jane 21 Finance Mexican American
Christine 21 Nursing White
Vianna 22 Health information technology White
Sara 21 German ‘White
Leslie 21 Pre-med White
Kara 19 Pre-physician assistant White
Kendall 21 Finance White
Brooke 22 Communications White
Lee 24 Marketing coordinator ‘White
Amanda 30 Life coach White
Rebecca 25 Advertising White
Lindsay 21 Pre-med White
Kaitlin 22 Accounting White
Regina 21 Social work Mexican American
Claire 20 Journalism White

Note: ?Based on US Census categories
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Results

The purpose of this research was to explore the motivation that female millennial
consumers have for posting selfies. The analysis revealed impression management to be
the overarching theme for motivation to post selfies. Informants disclosed posting both
genuine and non-genuine posts to manage the impression of happiness and physical
appearance. Findings also show that self-esteem plays an integral role in understanding
selfie-posting. Specifically, informants disclosed they are motivated to post selfies to
enhance their self-esteem. In addition, the number of “likes” the selfie receives can
positively or negatively affect self-esteem. Thus, findings reveal self-esteem serves as
both a motivation and an outcome of selfie-postings (See Figure 1). These findings are
expounded below.

Impression management

All 15 informants discussed engaging in impression management as their motivation
behind posting selfies. The theme of impression management was discussed in general
before delving into the sub-themes of conveying happiness and expressing physical
appearance. This was followed by a discussion on self-esteem.

Impression management, a form of strategic self-presentation, refers to the
goal-directed conscious or subconscious process in which people attempt to influence
the perceptions of other people about a person, object or event (Goffman, 1956). They
often do so by regulating and controlling information in social interaction
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Figure 1.
Theoretical
framework
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