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Abstract. Relevance of the research. It is suggested here that social networks are the
most important tools for the image creation the context of organizational and personal image
management, which presents the problem of research. The purpose of the research is to
present a brief overview of theories pertaining organizational image and its main features; to
provide a more detailed analysis of social networks and it is leveraging for creation and
management of professional athlete image. The object of research is the mass media outlets
and social networks. Analysis of recent researches and publications, which initiated the
solution of this problem: use of articles by authorsCornelissen (2001), Mamedaityte (2003),
Druteikiene (2003), Virvilaite, Dilys (2010), Scott (2008), Dulworth (2008), Goffman (2000),
Arai et al. (2013), Neves et al. (2015), etc. The methodology of the research. In order to
fulfill these objectives, an academic literature analysis, and theoretical modeling and
interpretation methods were applied. Conclusions. Organizational image refers to identity,
vision and basic operational aspects of organization. It is one of the most important
phenomena of organization management, as positive image enables organization to achieve
competitive advantage and strengthen connection with target groups. Professional athletes
contribute to the creation of sport organization image. At the same time, professional athletes
create their own image and brand. Using their athletic achievements, celebrity lifestyle and
personal facade, professional athletes utilize social networks in order to create and enhance
personal image. Organizational image refers to identity, vision and basic operational aspects
of organization. It is one of the most important phenomena of organization management, as
positive image enables organization to achieve competitive advantage and strengthen
connection with target groups. Professional athletes contribute to the creation of sport
organization image. At the same time, professional athletes create their own image and brand.
Using their athletic achievements, celebrity lifestyle and personal facade, professional athletes
utilize social networks in order to create and enhance personal image.

Keywords: organizational image; social networks; professional athletes.

Problem solvency in general and  apply to sports sector, which has
its contacts with important enjoyed tremendous growth in
scientific or practical tasks.Any popularity and revenues over the last
contemporary sector of economy is few decades. One of tools to achieve
distinguished by high level of competitive advantage is to create and
competition. The same conditions properly = manage  organizational
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Image. This paper explores new forms
of mass media — social networks — as
means for professional athletes to
create and enhance their personal
image. First half of this article
presents a brief overview of theories
pertaining organizational image and
its main features. Second halfprovides
a more detailed analysis of social
networks and its leveraging for
creation and  management  of
professional athlete image.
Understanding of

Organizational Image.
Organizational image is seenas a
result of organizational activities

related to interactions with external
environment. It starts with
collaborative  engagements  with
various intermediaries, continues with
cooperation with organizations that
operate in a similar field, and finishes
with association with media outlets
[1].

Public opinion on organization and
its actions is highly valuable and
influencing asset in terms of
organizational success. Organizations
strive to form positive image within
general public or target groups
because it improves its goal
attainments. It is important to not only
to manufacture goods or produce
services, but also to make sure that
society receives proper information
about it. Designated actions — public
relations or media relations — are the
activities that organizations run in
order to construct desired public
opinion.

Public relations include broad
spectrum of actions, which are
targeted at creation, development and
maintenance of favorable conditions
towards organization. Public relations

include information, communication,
Image creation, promotion, and
stabilization functions.

By leveraging public relations
organizations typically seek to
communicate information outside of
organization (to the public) and inside
of organization (to the employees).
Constant exchange of opinions, facts
and information is essential for
organization and its stakeholders.

Public relations enable
organization to establish and maintain
valuable contacts, open lines of
communication are being kept with
various public fields or target groups.
Contacts with outlets of mass media
information —  television, radio,
newspapers, and magazines — are
considered to be the most valuable.
Publicly  recognized individuals,
experts of professional field, political
or economic institutions, youth groups
are also recognized as important and
valuable public relations contacts [1].

Actions of public relations will
help to form positive image about
company’s manufactured product or
produced service. However, it is
important to note that public relations
should not be identified as image
formation; the two activities are
coherent to each other. An established
favorable public image of
organization is a solid foundation for
organization’s future success.

Image carries an important
instructional element, as it provides
information  to  customers  and
represents organization. It is important
for organization’s executives to
perceive the importance of
organizational image and understand
that image does not appear by itself.
Proper image cultivating actions
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include planning, consistent and
purposeful actions, it is also highly
time-consuming, as well as requires
human and financial resources.
Organizational image can also be
described as an abstract opinion of
society or certain target group on
organization. As a result, creation,
development and maintenance of
positive reputation regarding
organization, its products or services,
IS main objective of public relations.

Profile

Key understanding, while achieving
this objective, is the perception that
image cannot be based on false or
hollow grounds. Public relations
experts emphasize  organizational
image is reflection of reality. Creation
of organizational image could be seen
as a vertical upward process
incorporating the layers of legal
foundation, culture, identity, and
profile. [2] (Figure 1).

/

Identitv

/

Culture \

/ Legal foundation \

Figure 1Pyramid of Image CreationSource: A. Glosiené (1999)

Image incorporates many
individual features-attributes that are
specific to certain object. It is
important to note that the attachment
of such attributes happens either
objectively, or it can be ascribed by
individuals or public. For example, an
image of being dependable or reliable
(bank, trust fund, etc.) is created,
while in reality such object could be
less trustworthy.

Management and  marketing
experts provide different definitions of
organizational image.  Different
approaches towards organizational
activity in image creation are also
presented by different authors. Some
state that image can emerge naturally,

on its own, thus, it does not require
purposeful actions [3].

Organizational image is aggregate
of ideas, feelings, understandings and
imaginations that individual or group
of individuals hold and which are
affected by material organizational
elements, communication and social
and personal value systems [3].

As a result, it could be stated that
Image ensures the attainability of long
term goals. It is evident that goal
attainment needs to be carefully
planned in advance, in order to have
successful implementation. It could be
argued that image is the face
organization in public domain. It is
applicable in every economy field,
including sport. Also, very important
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to note that even if organization does
not cultivate its image, organizational
image will still obtain some kind of
form within its surrounding public.
Research has shown that in cases
where organization does not allocate
any resources toward image creation,
organizational image in the public eye
still takes shape. However, in
instances like this, where organization
does not pay attention nor takes
proper actions regarding its image
creation, a  naturally  formed
organizational image could be
inadequate and even negative towards
the organization.

It could be summarized that
organizational image is a conscious
impression  of  organization in
individuals and in groups. It is
unquestionably agreed that positive
image of sport organization can help
attract partners, investors, Sponsors,
and, most importantly, customers.
Organizations must pay proper
attention to management of public
relations and organizational image. It
is evident that maintenance of proper
image is far more lucrative and needs
significantly less resources than
management or transformation of
negative image and its consequences
[3]. The following section of this
article will analyze social networks as

tools of image creation for
professional athletes.
Social Networking by

Professional Athletes. Sports industry
Is one of the most profitable sectors of
entertainment business. Sports attract
substantial investments; however, it is
also constantly being accompanied by
various risks associated with player
injuries, sponsor retreat, stakeholder
folding, etc. Majority of scholars

agree that strong organizational image
Is one of key aspects upon realization
of strategic goals. The image of sport
organization is strongly associated
with athletes and their achievements
[4]. As a result, it is worth analyzing
the leveraging of professional athletes
and their personal and professional
attributes in order to manage
organizational image.

Contemporary media consumer
habits have shifted dramatically over
the last few decades, especially with
the emergences of social media
platforms. Working in congruence all
these media outlets supplement each
other and enable organizations to
create  effective =~ communication
system. Obviously, Internet
connection has taken the forefront seat
among all means of communication.

Contemporary everyday life is
unimaginable  without Internet.
Moreover, Internet has displaced

several traditional media channels as a
source of information.  Social
networks enable to transfer social
world into virtual reality. Sports
industry hasn’t been exempt to the
influence of social networking either.
Most professional athletes use such
social networks as Facebook, Twitter
or Instagram in order to keep in touch
with their fans and promote their
personal image [5].

The main mission of mass media
outletsis defined as provision of

accurate information about various
events, explanation of relevant
problems of society, unbiased

representation of multiple points of
view. However, recent trends show
that media is more likely to form a
point of view, as opposed to objective
information provision.
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Print media and Internet websites
provide valuable tools for professional
athletes in search of constant
visibility. Professional athletes for the
most part enjoy celebrity status, which
enables them to be at the center of
media attention. Athletic
achievements and events, surrounding
athletic performance, as well the
private life of professional athletes
attract media, because those aspects
are of particular interest to general
public. If athlete-related news are
positive, athlete’s image and public
perception will also shape in a
positive direction. On the contrary, if
news messages are related to bad
behavior of star athlete, it will
negatively impact his or her image. As
a result, if one wants to use mass
media outlets for positive image
creation, he or she must have good
reputation, proper behavior and lead
suitable way of life.

Social network is an interactive
Internet structure that creates its own
content and is designed for similar
interest member groups [6]. Social
networks have become an integral part
of our everyday life. Virtually every
person, regardless of their age, gender,
social status, education or income, has
a profile on some kind of social
network. Communication via social
networking has become one of most
influential means for image creation.
The main aspect that distinguishes
social networks from other Internet
websites is the opportunity to directly
communicate and share information
among  totally  unrelated and
unfamiliar individuals. Members of
social media groups form
communities, which in turn operate
not only locally, but also globally.

Social  networks  unite  many
individuals from all over the world,
while individuals themselves process
large amounts of information, that
they receive from their counterparts,
as well as create additional content on
a social network [6].

In general, external features of an
individual are described as personal

facade (autorius, metai). Most
common  personal features, as
provided by number of authors,
include:

e Clothing — oftentimes can be an
attribute of person’s social status.
Most common public associations —
expensive, brand clothes evidence
certain status and wealth.

e Race — represents origins of
individuals.

e Gender — represents biological
origins of an individual.

e Age - represents biological
maturity of a person, as well as his or
her experience.

e Appearance — includes all
external features of a person.

o Facial expression — eyes, lips,
smile, gaze, etc. all improve
communication process by providing
additional information about a person.

e Speech models — various tones,
such as calm, excited or rude, provide
information about person’s character
and mood.

e Body language - provide
additional valuable information about
a person.

Body language is categorized into
external stimulus and manners [7].
External characteristics (clothes,

gender, race, height,  weight,
appearance, facial expression)
contains information message
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regarding person’s social status, while
personal manners (speech models,
body language) are more associated
with person’s character, education.

Provide theoretical framework,
which separates individual
characteristics into three  major
dimensions: athletic performance,

attractive appearance and marketable
lifestyle. Their research showed that
marketable lifestyle, which includes
interactions with fans, athlete’s ethical
behavior, and personal values, makes
the highest contribution to the creation
of athlete image, while attractive
appearance was found to be least
important features of athlete image
formation. [8].

As a result, it could be
summarized that professional athletes
create their image by utilizing external
personal facade and by publicizing it
through social media networks to
others. Personal profile, its
photographs and information is
voluntarily created and managed by
an owner of profile — professional
athlete. The visibility of a profile
highly depends on owner activity. By
using personal manners, eloguence
and creativity, star athlete can initiate
conversations, publicly share texts
with other members of social network.

The aforementioned personal
features are very important in image
formation strategy. However, it is
Important to realize that some features
are biological and inborn, while others
can be acquired through education,
experience and sociability. Experts of
social networking (autorius, metai;
autorius, metai) agree that successful
development of social image requires
emphasizing of the best
characteristics, while at the same time

avoiding controversial comments. As
a result, professional athletes are
highly recommended to publicly
express neutral messages. This is also
interchangeable with cultural diversity
within social networks — every
individual perceives and understands
various issues differently.

Mutual recommendations between
customers are very powerful and
effective forms of advertising. As a
result, professional athletes must pay
close attention to fan comments, also
keep constant contact with their
followers and provide responses to
their inquiries [9].Personal image
creation and maintenance is complex
process of public relations. Many
different aspects impact the image of
professional athletes. Mass media
outlets and social networks provide
valuable tools for professional athletes
to positively manage their private
image. However, this process requires
steady communication associated with

clear, transparent, consistent and
constant information production and
publication.

Conclusions

Organizational image refers to
identity, vision and basic operational
aspects of organization. It is one of the
most important phenomena  of
organization management, as positive
image enables organization to achieve
competitive advantage and strengthen
connection  with  target groups.
Professional athletes contribute to the
creation of sport organization image.
At the same time, professional
athletes create their own image and
brand. Using their athletic
achievements, celebrity lifestyle and
personal facade, professional athletes
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utilize social networks in order to create and enhance personal image.
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®OPMYBAHHS IMIJKY MPOD®ECIMHUX CIIOPTCMEHIB 3
BUKOPUCTAHHSIM CYYACHHMX COIIAJIBHUX MEJIN

AHOTalisl. AKTYaJbHICTh JOCHIIKeHHs. B craTTi BiAMIYa€eThCs, IO COIalibHI MEpexi €
HAMOLIBII BAKJIMBUMHU IHCTPYMEHTaMH Uil POPMYBaHHS IMIJDKYy Yy KOHTEKCTI YNPaBIiHHS iMiJKeM
oprasizarii Ta 0COOHCTOCTI, IO pENpe3eHTye MpodiieMy MOCHikeHHs. MeTa QOCHiT:KeHHH -
NPEJCTABUTH KOPOTKHH OTJISII TEOpPild, MIO CTOCYIOThCS IMIJDKYy opraHizamii Tta ii OCHOBHHX
XapaKTepUCTHK; 3IHCHUTH JIETaTbHUN aHaji3 COIiaIbHIX MEPEX Ta BUKOPHUCTATH iX JUIs CTBOPEHHS 1
yhnpaBiiHHS iMimxeM mnpodeciiiHoro croprcMeHa. O0’€KT Aocail:keHHsl - 3aco0M  MacoBOi
iHdopMarlii Ta comianbHi Mepexi. AHAJI3 OCTaAHHIX AOCTiMKeHb Ta MyOJikanii, sSKi iHIIIFOBaIH
BHUIIIIEHHS AaHol MpobaeMu: BUKOpucTanHs cratei aBTopis Cornelissen (2001), Mamedaityté (2003),
Drateikiené (2003), Virvilaité, Dilys, (2010), Scott (2008), Dulworth (2008), Goffman (2000), Arai Ta
in. (2013), Neves ta in. (2015) Ta in. MeTomosoria mocaigmkeHHs. J[JIsS TOCATHEHHS IHX IUIEH
3aCTOCOBYBAcs aHalli3 HAayKOBOI IIiTEpaTypu, a TaKOX METOJW TEOPETUYHOTO MOJICTIOBaHHS Ta
iHTeprperanii. BucHoBku. OpraHizailiiHuil MK BiTHOCUTBCS 10 IJCHTHYHOCTI, OaueHHIO Ta
OCHOBHHUX OIIepallifHuX acrhekTiB opraHizamii. lle omHe 3 HalWBaXUIMBIUX SBUII YIPaBIiHHS
opraHizali€ro, OCTUIBKU MMO3UTUBHUM IMIJIK JIO3BOJISIE OpraHi3allii JOCSATTH KOHKYPEHTHOI TiepeBaru
Ta YKPIMUTH 3B’S3KM 3 IUTLOBUMHU Tpymnamu. I[IpodeciiiHi cropTcMeHH CHpHsoTh (opMyBaHHIO
IMiZKy CHOpPTMBHOI oprasizauii. B Toi#l xe 4ac mpodeciiiHi cnopTcMeHHM CTBOPIOIOTH CBIM iMimXK i
Openn. BukopucToByouHn cBOi CHOPTHBHI JOCSTHEHHS, 00pa3 >KUTTS 3HAMEHUTOCTEH Ta 0COOMCTUI
JIOCBiJ, TIpoQeciiiHi CIMOPTCMEHH TMOCIYTOBYIOTHCSI COLIANBHUMHM MepekaMu Juis (OpMYBaHHS 1
MIOKpAILEHHSI CBOTO IMi/IXKY.

KurouoBi ciioBa: oparnizamiiftHuil iMiJpK, colliajibHi Mepesxi, TpodeciiiHi ¢ mopTcMeHH.
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CO3JJAHUE UMUIKA TTPOPECCUOHAJIBHBIX CIOPTCMEHOB C
HNCHOJb30BAHUEM COBPEMEHHBIX COLIUAJIBHBIX MEJIUN

AHHOTanusl. AKTYaJlbHOCTh HCCJeI0BaHMA. B crarbeoTmMedaercs, 4TO COLMAJIbHbBIC
CETH SBJISIIOTCA HauOOoJee BaXHBIMH WHCTPYMEHTAMHU ISl CO3JIaHUS MMHU/KA B KOHTEKCTE
YOPaBJICHUS UMHUKEM OpraHu3alud ¢ JIMYHOCTH, YTO TMPEACTABISIET MNpodaeMy
ucciaenopanus. LleJb JaHHOrO WcCJeI0BaHUsI - TPEICTABUTh KPaTKUil 0030p TEOpui,
KacaloluXxcs WUMUKa OPraHM3allMd W €r0 OCHOBHBIX XapaKTEPHUCTHK; obecreunThOolee
MONPOOHBIA aHAIU3 COIMAIBHBIX CETEH W HCIONB30BATh JJIS CO3JaHHMS W YIPABJICHUS
UMUJDKEM MPOQPECCHOHATBHOTO criopTcMeHa. O0beKT UCCIeI0BAHUS - CPEICTBA MACCOBOMN
nH(pOpMAIIMK U COIMAIbHBIC CETH. AHAJIU3 MOCJIEIHUX HCCIeT0BAHUI W IMyOIHKAIMIA,
KOTOpbIE ~ HMHHUIUWPOBAIN  PEIICHHE OTOW  TPOOJEMBI:  HCIIOJIBL30BaHUE  CTaTei
aBTopoBCornelissen (2001), Mamedaityte¢ (2003), Driteikien¢ (2003), Virvilaité, Dilys,
(2010), Scott (2008), Dulworth (2008), Goffman (2000), Arai u ap. (2013), Neves u ap.
(2015) u gp. MetomoJiorusi ucciaenoBaHmusi. J[JI1 JTOCTHXKEHUS ITUX IENCH TPUMEHSIICS
aHAJIM3 HAy4YHOM JIMTEparypbl, a TaKXKE METOAbl TEOPETHUYECKOTO MOICIUPOBAHUS U
uHTepnperanuyd. BpiBoabl. OpraHu3alMOHHBIA HMMHUIK OTHOCHUTCS K HWJIEHTUYHOCTH,
BHUJICHUIO M OCHOBHBIM OINEPAIIMOHHBIM aCIEKTaM OpraHU3aliHh. DTO OIHO M3 BAXKHEUIIUX
SBIICHUM  yOpaBJICHWs OpraHU3alueld, IOCKOJbKY TMO3UTUBHBIA HMMUK  IO3BOJSET
OpraHu3aliy JOCTHYh KOHKYPEHTHOTO MPEUMYIIECTBA M YKPENUTh CBSI3b C IICJIEBBIMU
rpynnamu. [Ipodeccuonanbable CHOPTCMEHBI CIOCOOCTBYIOT CO3/IaHUI0 UMUJIKA CIIOPTUBHOMN
opram3any. B To ke Bpemsi mpodecCHOHAIBHBIE CIOPTCMEHBI CO3JAIOT CBOM UMUK M
Opena. Vcronb3yst CBOM CIOPTUBHBIC JAOCTUXKEHHSI, 00pa3 KU3HU 3HAMEHUTOCTEH M JTUYHBIN
00HK, TIpoecCHOHANBHBIE CIIOPTCMEHBI UCTONB3YIOT COLHUAIBHBIC CETH IS CO3JIaHUS H
YAYUYLIEHUsI CBOETO UMHUJIKA.

KuioueBblie ¢j10Ba: OpraHU3allMOHHBIN UMUK, COLUATBHBIE CETH; MPO(ecCHOHaTbHbIE
CHOPTCMEHBI.
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