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Abstract: This short communication proposes an exploratory investigation regarding the impact
of social media information on interpersonal trust in new virtual work partners. The suggested
approach assesses this potential impact via a combination of theories from informational economic
studies and virtual team research. An initial theoretical model is also proposed.
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1. Introduction

Consider the following scenario in a typical workplace environment: Individual A has been
assigned to work with an unknown individual B, with whom interactions will occur exclusively via
Information and Communication Technology (ICT) tools. Because the two individuals will not have
the opportunity to meet face to face, individual A decides to review individual’s B public profiles
on social media platforms, such as Facebook, LinkedIn, and Twitter, to know more about the future
work partner. Can the information individual A acquires from individual’s B public profiles in social
media platforms facilitate initial trust development toward individual B? If so, what elements drive
this process?

This short communication paper explores these questions. In formal terms, the objective is to
propose an exploratory investigation regarding the impact of social media information on interpersonal
trust in new virtual work partners. The motivation for this work lies in the possibility of leveraging
personal information publicly available on social media platforms to produce positive outcomes in the
virtual workplace.

Recent research has shown that the practice of scrutinizing social media profiles to obtain
information about individuals has become commonplace among not only friends and family members
but also among professionals or even strangers [1,2]. This practice is facilitated by the significant
usage of social media platforms by the world’s population; as of the second quarter of 2019, Statista [3]
shows that more than 2.4 billion people hold an active account in Facebook. Each person’s public
profile represents a rich source of personal information readily available to any individual around
the globe. Whether this information can be useful to facilitate relationship building between new
virtual work partners is still mostly unknown [4]; however, this area deserves focused attention as
researchers suggest that the majority of active professionals are already working with some form of
virtual collaboration [5–7].

From this perspective, one important issue that can be approached is the development of
interpersonal trust at the early stages of forming a new virtual relationship [4,8].

Although initial trust is fundamental for effective virtual collaboration because it encourages
members to collectively perform transactions and mitigate risk when they interact with each other [4,8,9],
the development of interpersonal trust in virtual contexts can be constrained by the lack of physical
proximity among individuals [4,8–12]. Therefore, recent research has emphasized the need to
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understand what contributes to the initial baseline levels of trust among virtual teammates with no
history of collaboration [4,8].

One possible approach to investigate this issue is to focus on the impressions and perceptions
individuals form when they are first exposed to publicly available personal information from the new
virtual teammate. This is now a common possibility in consideration of the increasing popularity of
social media platforms, from which virtual work partners can obtain detailed information about each
other, such as personal background, character traits, hobbies, and interests [13–15].

According to Söllner et al. [12], most Information Systems (IS) research on trust has been divided
into clusters of studies that focus on trust (i) within virtual teams, (ii) buyer–seller-style relationships in
e-commerce, and (iii) among users of online social networks. Several studies have extensively addressed
trust-related phenomena between virtual work partners [9–11] or between social media users [15–17].
IS studies attempting to explore the overlap between clusters i and iii in formal organizational settings
are more scarce; especially those in which the focus is on the early stage formation of a new virtual
relationship. To the best of the author’s knowledge, the only study that has explored this specific
context is the work of Kuo and Thompson [4]. This study proposed a rudimentary model of initial
trust between new virtual work partners based on the social tie information made available by social
media platforms. However, their research has not detected significant evidence that this particular
information affects trust perceptions between virtual work partners before initial contact has been
made. Therefore, ample opportunities exist for a better understanding of the type of social media
content that contributes to initial trust development.

This short communication suggests that IS researchers can be more successful in addressing
this knowledge gap in trust-related research by using a more comprehensive theoretical framework.
To this aim, a combination of theories from virtual team research and information economic studies is
leveraged in this study.

2. Theoretical Background

This chapter explores the potential inter-effects between the concepts of interpersonal trust and
social media technologies in the context of new virtual relationships in the workplace.

2.1. Trust in New Virtual Work Partners

Trends like globalization, coupled with advances of ICT tools in recent decades, have pushed
companies to move away from a collaboration model based on human resources located within the
same physical location. Increasingly, companies have encouraged their employees to collaborate via
ICT with virtual partners without their visual proximity [10,13,18], with whom they share no previous
work history [4].

When two virtual work partners need to maintain a collaborative relationship, interpersonal trust
between them is essential [4,9]. Interpersonal trust is defined by McAllister [19] (p. 25) as “the extent
to which a person is confident in, and willing to act on the basis of, the words, actions, and decisions
of another”. Therefore, in a dyadic relationship, trust involves two specific parties: a trusting party
(trustor) and a party to be trusted (trustee).

Interpersonal trust on the trustor side typically develops via a combination of two processes:
constructive interactions with the trustee and the assessment of trustee’s interpersonal cues that
indicate trustworthiness. Whereas the first process tends to contribute to the affective foundations
of interpersonal trust, the latter supports its cognitive foundations. Therefore, interpersonal trust is
frequently approached as a multidimensional concept [10,11,19,20].

Although important, interpersonal trust between new virtual work partners can be difficult to
establish given the constrained context of a virtual relationship. Elements that facilitate trust building
during face-to-face interactions, such as social dialogs and opportunities to monitor each other’s
behavior, may not be present for virtual work partners [4,9,10].
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Previous research has suggested that an important prerequisite for the development of
interpersonal trust is the trustor’s ability to gather information that disconfirms fears that the trustee
is not trustworthy [9,15,21]. In this sense, public profiles on social media platforms represent an
interesting source of additional information for trustors to assess trustees’ characteristics [4].

2.2. The Effect of Social Media Platforms

Social media platforms can be conceptualized as an IS artefact consisting of three components:
the technological, supporting social interactions; the informational, consisting of user generated digital
content; and the social, involving communication and collaboration among people [22,23]. Popular
examples of social media technologies are Facebook, Linkedin, and Twitter [8,23,24].

Social media platforms provide individuals with the possibility to exchange information in various
forms, comprising not only the user-generated digital content [22,25] but also the perception of social
interaction [23,24] which can potentially influence interpersonal trust in real-life relationships [4].
This is justified by the informational cues provided by social media platforms that can be interpreted
as signals, as described by the signaling theory from informational economics studies [17]. According
to this theory, inequalities in access to information between two parties tend to make the exchange
of goods and services between them difficult. Under these conditions, signals that reveal relevant
and meaningful information purposefully emanating from one party to the other party can reduce
uncertainty and shape a positive behavior toward the other party [17,26,27].

This study suggests that a similar mechanism is applicable to promote trust in a new virtual
work partner based on the exploration of his/her public profiles in social media platforms. In this case,
positive signals such as identity, presence, reputation, and relationships emanate from the trustee’s
social media public profiles [28], potentially influencing the trustor’s perceptions of trustworthiness.

Such a diversified set of signals must require an equally diversified set of theories to account
for their effects on interpersonal trust. Although previous research [18] has suggested that virtual
collaboration can be approached from different theoretical perspectives in the IS domain, the same
study has shown that three theories have been most frequently leveraged to explain social aspects
of virtual teams: social presence theory, social information processing theory, and social identity or
deindividuation theory. Given the focus of this study on the social aspects of a new virtual relationship,
these are the three theories that were selected for further analysis.

First, social presence theory (SPT) [18,29] suggests that the awareness of other social participants’
interactions (i.e., social presence) can be augmented in communication via ICT tools as more channels
become available for the expression of nonverbal cues. A high degree of social presence is important
for the development of trust because the trustor’s perception of human interactions with the trustee is
a precondition for trust [30], especially its affective dimension [11,19,20]. Despite the limited presence
of actual human contact in virtual workplace environments, research has suggested that signals of
social presence can be embedded in technology artefacts, such as websites, as well as via images and
biographical information that convey sense of personal and sensitive human contact [11,20,24,30].
This is in agreement with the informational component of social media technologies, the focus of which
is on user-created content, such as personal profiles, text, photographs, and video streams [22,23].

Second, social information processing theory (SIPT) [18,31] proposes that, when communicating
solely via ICT tools in which nonverbal cues are not available, individuals adapt and use available
information to form impressions and evaluate others. Therefore, SIPT suggests that, in virtual
environments, people tend to rely on peripheral social information, such as language, written attitude,
and self-disclosure to form impressions about others [24,25,31]. In this sense, social media technologies
provide its users with generous identity signals to disclose information about other individuals [22,23].
How these signals affect different dimensions of interpersonal trust depends on whether they make
salient aspects of personal identity or social identity [32]. For instance, with regard to personal
identity, research has suggested that personal identity signals, such as the availability of an individual’s
work history information on a social media profile, can function as a set of cues that allow others to
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better evaluate this individual’s professional credentials [24,25], which, in turn, can help to foster a
cognition-based component of trust towards him/her [10,11,19].

With regard to social identity, according to the social identity or deindividuation (SIDE)
theory [18,33], in contexts where individuating cues about others are limited, individuals categorize
themselves as part of social groups based on the information made available by other sources. Therefore,
when a trustee’s signals of shared social identity with the trustor are available in a social media profile,
such as common interests, experiences, values, and demographic traits, these signals may accentuate the
perception of similarity between them, enhancing the trustor’s feelings of attraction and identification
toward the trustee [30,32]. These are elements that can help foster both affective and cognition-based
components of trust [10,16,19].

The proposed relationships described above are illustrated in Figure 1.
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3. Concluding Remarks

This short communication paper proposes an exploratory investigation regarding the impact
of social media information on interpersonal trust in virtual work partners. By considering a wider
theoretical framework in comparison with previous studies, an initial set of relationships have
been proposed.

The theoretical model presented suggests that social media information can provide important
signals that contribute to the initial development of interpersonal trust in new virtual work partners.
As a result of their defining characteristics and constituent elements, social media technologies can help
increase an individual’s perception of a virtual work partner’s social presence, perceived similarity,
and professional credentials, leading to increased affective and cognitive-based trust toward the new
virtual work partner.

From a theoretical standpoint, it is expected that the alternative approach proposed by this short
communication will help to increase the chances of IS researchers to address previous inconclusive
findings regarding the impact of social media information on the development of interpersonal trust in
new virtual work partners [4]. Furthermore, this study can promote a better understanding of the
type of social media content that contributes to initial trust development. From a practical perspective,
this study can provide practitioners with an increased perception about the importance of disclosing
quality information in their public social media profiles as well as managing online reputation for
improved future virtual work relationships.

Given the exploratory nature of the theoretical model presented, its further development is
encouraged via the inclusion of potential moderating and control variables.

One potentially important moderating variable is the concept of propensity to trust or the general
willingness that an individual possesses to trust others [34]. According to Kuo and Thompson [4],
in the absence of information about the trustee, trustors have little or no basis on which to assess the
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trustee’s trustworthiness. In such situations, trustors with increased propensity to trust are expected to
engage in trusting behaviors because they are especially inclined to trust other individuals.

Another potential control variable to be considered in this model is an individual’s gender.
According to recent research from Sun et al. [35], due to the inherited differences in social behavior
between females and males, the trust-building mechanism in social media contexts varies across gender.
Specifically, males may give more emphasis on competence-based factors to build trust whereas females
may rely more on emotional or affective factors.

Discussions regarding the empirical validation of the theoretical model presented here are also
necessary and constitute an important opportunity for future research. One viable alternative may be
conducting surveys among business professionals. In this case, and in line with previous research [4],
a hypothetical scenario can be presented to survey participants in which they are asked to evaluate the
perceived trustworthiness of a potential new virtual work partner. The survey participants can then be
exposed to fictious social media public profiles with different levels of personal information quality
and volume (i.e., different signal levels), and have their perceived trustworthiness levels assessed.

Finally, a word of caution is required regarding the practice of exploring personal information
from public social media profiles; social network users tend to be concerned about their privacy [13,36].
Social media users are generally willingly to share their identities; however, they are also concerned
about the usage of their information by unknown others [7,28]. To circumvent privacy concerns, social
media users can sometimes develop identity strategies, such as creating virtual identities that differ
from their real identities or abandon their social media accounts [36]. These are challenges that need to
be considered in future development of this research.

Author Contributions: Conceptualization, H.M.W. and R.d.O.M.; Writing—Original Draft Preparation, H.M.W.;
Writing—Review & Editing, H.M.W.; Visualization, H.M.W.; Supervision, R.d.O.M.

Funding: This research received no external funding.

Acknowledgments: The authors would like to acknowledge Carlos Alberto Vanzolini Foundation essential
financial support, which enabled this work.

Conflicts of Interest: The authors declare no conflict of interest.

References

1. Baier, A.L. The ethical implications of social media: Issues and recommendations for clinical practice.
Ethics Behav. 2019, 29, 341–351. [CrossRef]

2. Stiff, C. The Dark Triad and Facebook surveillance: How Machiavellianism, psychopathy, but not narcissism
predict using Facebook to spy on others. Comput. Hum. Behav. 2019, 94, 62–69. [CrossRef]

3. Statista. Number of Monthly Active Facebook Users Worldwide as of 2nd Quarter 2019. Available online:
https://www.statista.com/statistics/264810/number-of-monthly-active-facebook-users-worldwide/ (accessed
on 23 August 2019).

4. Kuo, E.W.; Thompson, L.F. The influence of disposition and social ties on trust in new virtual teammates.
Comput. Hum. Behav. 2014, 37, 41–48. [CrossRef]

5. Dulebohn, J.H.; Hoch, J.E. Virtual teams in organizations. Hum. Resour. Manag. Rev. 2017, 27, 569–574.
[CrossRef]

6. Ruiller, C.; Van Der Heijden, B.; Chedotel, F.; Dumas, M. “You have a got a friend” The value of perceived
proximity for teleworking success in dispersed teams. Team Perform. Manag. 2019, 25, 2–29. [CrossRef]

7. Acharya, A. The factors behind working in virtual community. J. Glob. Oper. Strateg. Sourc. 2019, 12, 246–267.
[CrossRef]

8. Tsai, J.C.; Hung, S. Examination of community identification and interpersonal trust on continuous use
intention: Evidence from experienced online community members. Inf. Manag. 2019, 56, 552–569. [CrossRef]

9. Jarvenpaa, S.L.; Knoll, K.; Leidner, D.E. Is anybody out there? Antecedents of trust in global virtual teams. J.
Manag. Inf. Syst. 1998, 14, 29–64. [CrossRef]

10. Kanawattanachai, P.; Yoo, Y. Dynamic nature of trust in virtual teams. J. Strateg. Inf. Syst. 2002, 11, 187–213.
[CrossRef]

http://dx.doi.org/10.1080/10508422.2018.1516148
http://dx.doi.org/10.1016/j.chb.2018.12.044
https://www.statista.com/statistics/264810/number-of-monthly-active-facebook-users-worldwide/
http://dx.doi.org/10.1016/j.chb.2014.04.030
http://dx.doi.org/10.1016/j.hrmr.2016.12.004
http://dx.doi.org/10.1108/TPM-11-2017-0069
http://dx.doi.org/10.1108/JGOSS-03-2018-0011
http://dx.doi.org/10.1016/j.im.2018.09.014
http://dx.doi.org/10.1080/07421222.1998.11518185
http://dx.doi.org/10.1016/S0963-8687(02)00019-7


Informatics 2019, 6, 33 6 of 7

11. Bente, G.; Rüggenberg, S.; Krämer, N.C.; Eschenburg, F. Avatar-mediated networking: Increasing social
presence and interpersonal trust in net-based collaborations. Hum. Commun. Res. 2008, 34, 287–318.
[CrossRef]

12. Söllner, M.; Benbasat, I.; Gefen, D.; Leimeister, J.M.; Pavlou, P.A. Trust. MIS Quarterly Research Curations.
Bush, A., Rai, A., Eds.; 2016. Available online: http://misq.org/research-curations (accessed on 21 October
2018).

13. Tsay-Vogel, M.; Shanahan, J.; Signorielli, N. Social media cultivating perceptions of privacy: A 5-year analysis
of privacy attitudes and self-disclosure behaviors among Facebook users. New Media Soc. 2018, 20, 141–161.
[CrossRef]

14. Cao, X.; Vogel, D.; Guo, X.; Liu, H.; Gu, J. Understanding the influence of social media in the workplace:
An integration of media synchronicity and social capital theories. In Proceedings of the 45th Hawaii
International Conference on Systems Sciences (HCISS), Maui, HI, USA, 4–7 January 2012; IEEE: Washington,
DC, USA, 2012; pp. 3938–3947.

15. Neeley, T.B.; Leonardi, P.M. Enacting knowledge strategy through social media: Passable trust and the
paradox of nonwork interactions. Strateg. Manag. J. 2018, 39, 922–946. [CrossRef]

16. Lu, Y.; Zhao, L.; Wang, B. From virtual community members to C2C e-commerce buyers: Trust in virtual
communities and its effect on consumers’ purchase intention. Electron. Commer. Res. Appl. 2010, 9, 346–360.
[CrossRef]

17. Chen, Y.; Lu, Y.; Wang, B.; Pan, Z. How do product recommendations affect impulsive buying? An empirical
study on WeChat social commerce. Inf. Manag. 2019, 56, 236–248. [CrossRef]

18. Schiller, S.Z.; Mandviwalla, M. Virtual Team Research: An analysis of theory use and a framework for theory
appropriation. Small Group Res. 2007, 38, 12–59. [CrossRef]

19. McAllister, D.J. Affect- and cognition-based trust formations for interpersonal cooperation in organizations.
Acad. Manag. J. 1995, 38, 24–59.

20. Gefen, D.; Straub, D.W. Consumer trust in B2C e-Commerce and the importance of social presence:
Experiments in e-Products and e-Services. Omega 2004, 32, 407–424. [CrossRef]

21. Lewis, J.D.; Weigert, A. Trust as a social reality. Soc. Forces 1985, 63, 967–985. [CrossRef]
22. Spagnoletti, P.; Resca, A.; Sæbø, Ø. Design for social media engagement: Insights from elderly care assistance.

J. Strateg. Inf. Syst. 2015, 24, 128–145. [CrossRef]
23. Wakefield, R.; Wakefield, K. Social media network behavior: A study of user passion and affect. J. Strateg.

Inf. Syst. 2016, 25, 140–156. [CrossRef]
24. Jahng, M.R.; Littau, J. Interacting is believing: Interactivity, social cue, and perceptions of journalistic

credibility on Twitter. Journal. Mass Commun. Q. 2016, 93, 38–58. [CrossRef]
25. Lim, Y.; Van Der Heide, B. Evaluating the wisdom of strangers: The perceived credibility of online consumer

reviews on yelp. J. Comput.-Mediat. Commun. 2014, 20, 67–82. [CrossRef]
26. Spence, M. Job Market Signalling. Q. J. Econ. 1973, 87, 355–374. [CrossRef]
27. Connelly, B.L.; Certo, S.T.; Ireland, R.D. Signaling Theory: A review and assessment. J. Manag. 2011, 37,

39–67. [CrossRef]
28. Kietzmann, J.H.; Hermkens, K.; McCarthy, I.P.; Silvestre, B.S. Social Media? Get serious! Understanding the

functional building blocks of social media. Bus. Horiz. 2011, 54, 241–251. [CrossRef]
29. Short, J.A.; Williams, E.; Christie, B. The Social Psychology of Telecommunications; John Wiley & Sons: New York,

NY, USA, 1976.
30. de Vries, P. Social presence as a conduit to the social dimensions of online trust. In Persuasive Technology;

IJsselsteijn, W., de Kort, Y., Midden, C., Eggen, B., van den Hoven, E., Eds.; Springer: Berlin/Heidelberg,
Germany, 2006; pp. 55–59.

31. Walther, J.B. Interpersonal effects in computer-mediated interaction: A relational perspective. Commun. Res.
1992, 19, 52–90. [CrossRef]

32. Tanis, M.; Postmes, T. A social identity approach to trust: Interpersonal perception, group membership and
trusting behavior. Eur. J. Soc. Psychol. 2005, 35, 413–424. [CrossRef]

33. Spears, R.; Lea, M. Social influence and the influence of the ‘social’ in computer-mediated communication.
In Contexts of Computer-Mediated Communication; Lea, M., Ed.; Harvester Wheatsheaf: Hemel Hempstead,
UK, 1992; pp. 30–65.

http://dx.doi.org/10.1111/j.1468-2958.2008.00322.x
http://misq.org/research-curations
http://dx.doi.org/10.1177/1461444816660731
http://dx.doi.org/10.1002/smj.2739
http://dx.doi.org/10.1016/j.elerap.2009.07.003
http://dx.doi.org/10.1016/j.im.2018.09.002
http://dx.doi.org/10.1177/1046496406297035
http://dx.doi.org/10.1016/j.omega.2004.01.006
http://dx.doi.org/10.1093/sf/63.4.967
http://dx.doi.org/10.1016/j.jsis.2015.04.002
http://dx.doi.org/10.1016/j.jsis.2016.04.001
http://dx.doi.org/10.1177/1077699015606680
http://dx.doi.org/10.1111/jcc4.12093
http://dx.doi.org/10.2307/1882010
http://dx.doi.org/10.1177/0149206310388419
http://dx.doi.org/10.1016/j.bushor.2011.01.005
http://dx.doi.org/10.1177/009365092019001003
http://dx.doi.org/10.1002/ejsp.256


Informatics 2019, 6, 33 7 of 7

34. Mayer, R.C.; Davis, J.H.; Schoorman, F.D. An integrative model of organizational trust. Acad. Manag. Rev.
1995, 20, 709–734. [CrossRef]

35. Sun, Y.; Zhang, Y.; Shen, X.; Wang, N.; Zhang, X.; Wu, Y. Understanding the trust building mechanisms in
social media. Aslib J. Inf. Manag. 2018, 70, 498–517. [CrossRef]

36. Wilson, D.W.; Proudfoot, J.G.; Valacich, J.S. Saving face on Facebook: Privacy concerns, social benefits,
and impression management. In Proceedings of the 35th International Conference on Information Systems
(ICIS), Auckland, New Zealand, 14–17 December 2014.

© 2019 by the authors. Licensee MDPI, Basel, Switzerland. This article is an open access
article distributed under the terms and conditions of the Creative Commons Attribution
(CC BY) license (http://creativecommons.org/licenses/by/4.0/).

http://dx.doi.org/10.5465/amr.1995.9508080335
http://dx.doi.org/10.1108/AJIM-03-2018-0072
http://creativecommons.org/
http://creativecommons.org/licenses/by/4.0/.

	Introduction 
	Theoretical Background 
	Trust in New Virtual Work Partners 
	The Effect of Social Media Platforms 

	Concluding Remarks 
	References

