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Abstract –  

Impression Management tactics is a prominent concept in organizational studies. Despite its 

prominence, its application towards the work effectiveness has not been completely 

delineated and reviewed before. Moreover, there is a lack of usable scale in the Indian 

context. Therefore, a systematic literature review was carried with the available cross -

sectional studies to analyse the relationship between the impression management tactics and 

its contributions towards the organizational work effectiveness. The number of papers 

mentioning impression management was screened out using the key words impression, work 

performance, higher productivity, ingratiation, job interviews and effectiveness. A scale on 

impression management was tested for its psychometric properties in the Indian context. In 

addition, the validity of the modified impression management scale was also performed. The 

paper paves way for much research with this variable in the organizational context. More 

research is prerequisite to develop a comprehensive scale with special reference to the Indian 

context. The implications and findings for both the researcher and practionners are 

discussed.  
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INTRODUCTION 

Most of the time in life, people tend to behave in a way which is likable to others. People 

generally do their maximum to attract the attention of others and project ourselves highly 

among people. These tactics are named as self-presentation tactics or impression management 

tactics. Schlenker (1980) defines self-presentation as “the conscious and unconscious attempt 

to control (self-relevant) images that are projected in real or imagined social interactions” 

(p.6). It is also called as impression management which is mostly managing of their 

impressions as people generally manage different impressions for difference situations and 

places. (For eg: workplace, family, public places). Following Leary and Kowalski (1990), the 

term impression management and self -presentation tactics are interchangeably used in this 

paper. In fact, individuals involve in various self-presentation activities on the day to day 

activities. However, these tactics are predominately observed in sales, service personnel and 

customer relationship personnel when they persuade the customer and attempts to make a 
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sale, when a customer relationship manager tries to resolve an issue, when a boy tries to 

attract a girl, when an employee attends a performance review meeting, when an individual 

attends a job interview and does all that he/she can make to impress the interviewer for the 

job. Impression Management (IM) occurs when the respondent consciously and deliberately 

distorts his or her responses (Paulhus, 1984, although see Uziel, 2010 for a review and 

critique of this definition). Impression management was found to high in jobs and situation 

where the need to impress/ influence/ project oneself better among other individuals. These 

are some of the situation where an individual consciously involves in the self-presentation 

tactics.  

 

THEORETICAL BACKGROUND 

Impression Management is a process of controlling other’s perceptions and impressions of 

oneself with the objective of portraying desired image (Tedeschi, 2013). Impression 

management deals with fundamental interpersonal relationships among the employees in the 

organization (Rosenfeld, Giacalone, & Riordan, 1995). The concept of impression 

management is related to the social exchange theory which is instrumental in psychological 

research. People tend to involve in impressions in social work settings to create a desirable 

image among their peers. The theory proposes that people relationships works on a cost-

benefit analysis and looking out for alternatives available. Here too, employees in workplace 

involve in various impression management tactics (positive or negative) expecting a positive 

growth in their job positions, higher pay, promotions, better relationships with their peers and 

superiors and the overall career growth. Moreover, business complexities demand cohesion in 

teamwork. Therefore, employees necessarily require the knowledge on managing their 

impression at the workplace. Individuals who build a sustainable professional image are 

perceived as people who are capable of meeting the social demands of the job. Thus, the 

paper focusses on detailing out the impression management tactics using in workplace and its 

outcomes. Moreover, the need to measure IM in Indian context was found in scare and 

therefore, a scale was identified and modified to the Indian context. Its psychometric 

properties are discussed in the later part.  

 

PURPOSE OF THE PRESENT STUDY 

The current research papers focus on two-fold purposes. First, a systematic literature search 

has been conducted in analysing the impact of impression management tactics at workplace 

with work outcomes. Second, to present the validation of the modified version of the 

impression management scale.  

 

RULES FOR INCLUSION 

Primary studies were included in the research if they met the following criteria. With an effort 

to collect the exhaustive sample of empirical studies in impression management and its 

relationship with the organizational growth/ work outcomes/ work performance, a 

computerized research was conducted using the PschyINFO database. In January 2019, we 

conducted a systematic review of peer-reviewed research on impression management and its 

impact on the work effectiveness. The review was conducted using the three large databases 
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like, ISI Web of Science and Scopus. We didn’t consider the general papers that were 

published in other languages except English. Much concentration was given to those studies 

that are in peer-review journals. 

 

EARLIER STUDIES ON IMPRESSION MANAGEMENT AT WORKPLACE 

The concept of impression management is much explored among politicians and actors. 

Indeed, studies on organizational context is scarce. Employees are particularly motivated to 

manage their impressions on the extent they consider that making certain impression will 

have impact on their performance or outcomes (Leary, 1995). The behavior of people in work 

settings is seen to be otherwise influenced by the intention to make particular impressions on 

others (Baumeister, Hutton, & Tice, 1989; Bolino, 1999; Giacalone et al., 1991; Rosenfeld, 

Giacalone, & Riordan, 1995). For example, IM in organizations has been associated with 

careers (Feldman & Klich, 1991), performance appraisals (Bolino, Varela, Bande, & Turnley, 

2006; Vilela et al., 2007; Villanova & Bernardin, 1991; Wayne et al., 1991), negotiations 

(Wall, 1991), job interviews (Fletcher, 1989; Levashina et al., 2007; van Iddekinge, 

McFarland, & Raymark, 2007; Weiss & Feldman, 2006), leadership (Leary, 1989), and many 

more (cf. Arkin & Sheppard, 1989; Baumeister, 1989; Bozeman et al., 1997; Gardner et al., 

1988; Giacalone et al., 1989; Giacalone et al., 1991; Rosenfeld et al., 1995; Rosenfeld, 

Giacalone, & Riordan, 2002; Tedeschi et al., 1984). Studies by Gregen & Wishnov, 1965; D.J 

Schneider, 1969 show that people who expect future interactions with another person in the 

workplace, who may be their own colleagues or customers, are more likely to control how the 

other perceives them. They try to engage in behaviors that will attract the attention in the 

workplace.  

Studies illustrate that individual behave more extrovert and socialized with the concepts of 

impression management. It is therefore related to more substance than style. Research also 

report that impression management of an individual is actually based on social skill and 

knowledge. This means that people with high social skills tend to competent enough outside 

and they will be high in their job performance. A research analysing the relationship of IM 

with its impact with job performance reports that, contribution of IM is relevant for some 

type of jobs where there is a high need for customer interaction like increasing the sales 

revenue. The sales employees involve in finding new customers for selling their products and 

services, they give their customers information about the products and services, the influence 

and convince people on buying their products, negotiating the prices and making services 

after the sales (Hausknecht & Langevin, 2010). The sales people also have to face the 

demands from their customers and competitors as well. Research studies have shown that 

people high in their impression management components might be better suited for jobs that 

are high on the need towards customer interaction (Uziel, 2010). Moreover, denial of the 

services or product is high among sales jobs and people high on IM components are better 

able to manage the rejection (Blackhart, Eckel & Tice, 2007). The researchers also proved 

that IM components were felt important only for jobs that are high on interpersonal activities 

like customer relationship, customer service but not jobs that are related to technical 

competence (Uziel, 2010).  

Impression management was found to be predicting jobs with objective performance. A study 

was conducted to analyse the predictors of impression management. The most commonly 
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used predictors of people selection in the recruitment process were conscientiousness and 

cognitive ability. The study proved a correlation of .33 between IM and conscientiousness, Li 

and Bagger (2006) whereas the cognitive ability and IM were not having much correlation. 

Many works has been conducted to study the impression management tactics with job 

satisfaction and career-success. A study involving 10 countries was conducted to analyse the 

influence of self-presentation tactics in Job Interviews among the sample of 3,509 students. 

The study revealed that people express themselves in various ways. The efforts taken by 

people to impress themselves varies with their culture.  

Palmer et.al., (2001) examined the impression management orientation of 95 international 

middle and upper level business managers. Impression management was divided into 

protective and acquisitive orientation, where protective is concerned with encountering 

disapproval from the audience and acquisitive orientation deals with obtaining approval from 

the audience. The study showed that that the affective sentiments are correlated with the 

acquisitiveness orientation of impression management. The managers try to win the approval 

of their customers and peers and compete for their acknowledgement. Judge and Bretz (1994) 

examined how ingratiation and self-promotion (sub-scales of impression management) affect 

career success among 2,212 graduates. The findings suggest that those behaviours 

significantly predicted career success. Furthermore, different tactics led to different effects on 

career success. Specifically, job-focused tactics, manifesting a strategy of self-promotion, 

negatively predicted career success, but, conversely, supervisor-focused tactics, manifesting a 

strategy of ingratiation, positively predicted career success. The results also revealed that 

people engage in behaviours that delve the attention of their supervisors, for which they 

engage in voluntary discretionary behaviours in workplace.  

Fletcher (1990) investigated whether applicant impression management strategies were 

related to interviewer ratings. Prior to participating in an interview, 110 British students 

applying for university placement completed a questionnaire that was used to determine the 

type of impression management style each applicant planned to present. Data were also 

collected from a questionnaire given to the interviewers to determine the impact that these 

impression management strategies had on interviewers’ ratings. The researcher found that the 

interviewers rated applicants who had planned to appear aggressive during the interview as 

being more assertive and better able to express themselves. In addition, interviewers rated 

applicants who had planned to keepup eye contact with interviewers to be more open, more 

aggressive, more self-confident, better prepared, and having a pleasant personality. 

William and Anderson (1991) examined how job candidates’ nonverbal behavior affected 

interviewers’ impressions of the candidates. Sixty-eight interviewers reviewed four 

videotaped vignettes of the opening stages of a graduate recruitment interview and then 

evaluated the candidates via two types of questionnaires. The candidates had been instructed 

to present themselves using one of the following four styles: 1) much eye-contact and little 

nonverbal activity (e.g., hand gestures, head movement, postural changes, and changes in 

facial expressions); 2) much eye-contact and much nonverbal activity; 3) little eye contact 

and little nonverbal activity; or 4) little eye-contact and little nonverbal activity. Results 

indicated that the degree of candidate eye contact fundamentally determined perceptions of 

competence and strength of character, and positive impressions of facial expressions 

primarily affected the interviewers’ perception that the candidate was likeable and should be 

hired. 
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McShane (1993) examined how nonverbal cues and verbal first impressions influence 

interviewer evaluations of applicants in unstructured versus situational interviews. A 

videotape of a female applicant answering interview questions was evaluated by 160 

undergraduate students. The findings revealed that nonverbal cues (e.g., eye contact, posture) 

had a significant effect in the unstructured interviews, but not in the situational interviews. 

No differences were found in the effect of verbal first impressions in either interview. The 

findings suggest that the unstructured interview enables the interviewer to make subjective 

interpretations based on non-job-related variables. 

Stevens and Kristof (1995) explored two issues: 1) which impression management tactics 

applicants use during actual interviews; and 2) whether there is a relationship between 

applicants’ impression management tactics and their interview outcomes. Applicant 

impression management was measured using by different methods, including interview 

transcript and questionnaire, and use of different raters who were measuring impression 

management. Twenty-four subsets of actual real-life interviews were audiotaped and analyzed 

for the presence of impression management. Across the different methods and among the 

different raters, there was consistent evidence of more applicant self-promotion than 

ingratiation. Similarly, interviewers’ ratings of applicant suitability to the organization 

predicted whether applicants obtained a follow-up interview and, to a lesser extent, job offers. 

 

Howard and Ferris (1996) examined the self-focused impression management behaviours 

(e.g., self-promotion, entitlements, enhancements) of 116 full-time employees from various 

companies and the effects of those behaviours during the employment interview. Participants 

viewed a videotaped interview of either an applicant with a high self-promotion script or an 

applicant with a low self-promotion script. After viewing the video, the subjects completed a 

survey evaluating similarity between applicant and interviewer, the interviewer’s liking of the 

applicant, and the perceived competence of the applicant. Results indicated that an 

applicant’s self-promotion behaviour significantly lowered the employees’ evaluation of 

applicant-interviewer similarity. Furthermore, applicants who exhibited a higher level of self-

promotion were rated as less competent than applicants ho exhibited a lower level of self-

promotion. 

Stevens (1997) explored whether applicants’ pre-interview job beliefs affect their interview 

behaviour and post-interview reactions. Participants (106 students) interviewed with 

recruiters from 65 firms. Applicants completed a pre-interview survey assessing their job 

beliefs and expectations and a post-interview survey assessing their perceptions of the 

recruiters and their intentions. Twenty-four subsets of interviews were audiotaped, and the 

three most frequent applicant impression management tactics (self-promotion, opinion 

conformity, and the enhancement) were assessed. Stevens found that applicants’ pre-

interview expectancies correlated positively with their impression management tactics, 

confirmatory questioning strategies (closed-ended questions given by applicants to confirm 

their own beliefs), and perceptions of recruiters. 

 

GENDER DIFFERENCES AND IMPRESSION MANAGEMENT 

Melissa and Clayton (2005) conducted a study to research on self-presentation and the use of 

self-presentation strategies. They conducted to evaluate the relationships among individual 
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differences in self-determination and self-presentation. 141 women, 111 men and 1 person of 

unreported gender took part in the survey. Results indicated that people of higher autonomy 

expressed only fewer impression management tactics, whereas being more controlled was 

associated with engaging in more self-presentations across the board.  Gender was included 

as a covariate because, the previous research studies explicated gender differences (Berglas & 

Jones, 1978; Forsyth, Schlenker, Leary & McCown, 1985; Harris & Synder, 1986; Hirt, 

Deppe & Gordon, 1991; Hodgins & Liebeskind, 2003; Warner & Moore, 2004). It was found 

that men use more IM tactics than women and this result is consistent with the previous 

research. Specifically, men are involved in intimidating behaviours to project their social 

influence and women involve in self-promotion behaviours to underline their interpersonal 

abilities. 

Previous literature suggests that there are significant gender differences in the impression 

management tactics that people deploy (Higgins and Snyder, 1989; DuBrin, 1994; Lee et al., 

1999). Little et.al. (2015) conducted a study on how women navigate pregnancy in the 

workplace and professional image maintenance. Three studies were conducted that develop 

and test a model of social identity based impression management techniques (SIM) used by 

pregnant workers. The data for study 1 were collected from women (n=35) to identify the 

strategies and motives used by pregnant women to manage their professional images. The 

data for study 2 were collected from two samples (n=199 and n=133) to validate two scales 

based on motives and strategies. In study 3 (n=200), time-lagged design was adopted to 

examine how SIM motives and strategies affect workplace outcomes such as, perceived 

discrimination, burnout and returning to one’s job after maternity leave. The findings 

revealed that both positive and negative outcomes of the motives and strategies women use to 

manage their images at work when pregnant.   

 

Gender as a demographic variable was studied predominantly with impression management. 

For instance, Von Baeyer, Sherk, and Zanna (1981) studied 53 female undergraduates who 

assumed the role of applicants for the position of research assistant. They found that female 

students presented themselves in a more traditionally feminine manner when they knew in 

advance that the interviewer held traditional views about women. That is, they went to more 

trouble over their appearance (grooming), adopted less assertive verbal and nonverbal 

behaviors, and made more traditional responses to questions on marriage and children 

(ingratiation). Fletcher and Spencer (1984) asked 60 undergraduates (30 males and 30 

females) to imagine that they were applying for a management trainee position at a company. 

Students were presented with a photograph of either a male or a female interviewer of 

average attractiveness and shown the interviewer they were assigned to. Students then 

completed a questionnaire on how they felt they would behave in the interview if they wanted 

the job. Results indicated that females were more inclined to be open and honest and less 

likely to favor an assertive approach. Same-sex pairings produced greater openness for the 

females in the study, but not for the males. 

 

IMPACT OF IM ON PERFORMANCE 

Huang et.al., (2013) explored how people deal with job insecurity by proactively using 

impression management tactics in workplace. The effectiveness of impression management 
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tactics adopted by individuals depends on the level of supervisory liking for the employee 

and the supervisors attributions regarding the employee’s motive for the impression 

management behaviours. The motives depend on whether it is for the good of the 

organization or for self-interest. The responses were collected from 271 Chinese employees 

and it was a three-wave survey. In Time 1, it was found that employees involved in variety of 

impression management tactics to impress their supervisors due to their job-insecurity. In 

Time 2, the impression management tactics limited the affect associated with job insecurity 

and enhanced supervisor rated performance, through supervisor’s liking and attributed 

motives. The relationship between impression management and increased supervisor-rated 

performance was moderated by supervisor’s attributions in time 3. The major implication was 

that impression management tactics increased the supervisor’s liking and thereby reduced 

affective job insecurity.  

Roulin and Levashina (2014) conducted an empirical investigation on the interviewers’ 

perceptions of impression management in employment interviews. The aim of the study was 

to examine if interview’s perception of various impression management behaviours converge 

with applicants self-reports and the impact of interviewers’ IM perceptions on the interview 

outcomes. The responses were collected from a field study conducted among 164 real 

employment interviews conducted in recruiting agencies in Switzerland.  The findings of the 

study show that interviewers’ perceptions of self-promotion and perceived applicant 

transparency are positively related to interview evaluations. At the same time, perceptions of 

deceptive ingratiation, image protection and extensive image creation were not related to 

evaluations.  

Bolino and Klotz (2014) conducted two studies on impression management. The purpose of 

the study is to investigate how the repeated use of impression management (IM) tactics are 

related to supervisor in the supervisor-subordinate relationship. The first was a lab study in 

which the respondents participated in an accounting task while using different types of 

impression management tactics across five trails. The second was a longitudinal field study 

examining the IM tactics of new employees and their supervisory ratings of likability and 

performance. It was found out that IM tactics should have an influence on the performance of 

employees.  Bolino et.al (2006) studied the impact of impression management tactics on 

supervisory ratings of organizational citizenship behavior. The study was conducted among 

122 supervisor – subordinate dyads and it was found that supervisor-focused tactics of 

impression management are positively related to OCB ratings.   

Zhou (2011) studied the effects of impression management on performance ratings and 

customer perceptions. The study was conducted among 30 owners of small firms, their 

employees and customers. The political skill of the employee was studied as a moderating 

variable. The result showed that employee ingratiation behavior had a significant effect on 

customer service and loyalty when employee have high political skills. Also, the result 

strengthened the relationship between owner positive affect toward the employee and owner 

performance ratings of the employee.  Aslan (2014) observed the effects of impression 

management and organizational affective commitment on citizenship performance. The 

research was conducted among 200 health care employees working in 5 hospitals in Turkey. 

Bolino and Turnley scale (1999) was used to measure impression management. The study 

revealed that impression management had a significant positive effect (4% of the variance) on 

citizenship performance. 
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IMPRESSION MANAGEMENT SCALE (IMS) 

The second part of the paper focuses on Impression Management – scale validation. Bolino 

and Turnley’s (1999) Impression Management scale was adopted to measure impression 

management among organizational members. This scale was exclusively developed to 

measure impression management among organizational members. The instrument contains 21 

Likert type scale items to be responded on a four-point rating scale starting from ‘Strongly 

Disagree’, ‘Disagree’, ‘Agree’ and ‘Strongly Agree’. The original scale contains five 

subscales namely, Self-Promotion (6 items), Ingratiation (5 items), Intimidation (5 items), 

Exemplification (4 items) and Supplication (5 items). The 25 items of the inventory were 

equally distributed to all the five subscales. 

  

TESTING – STAGE 1 

To establish reliability in the Indian context and to make it fit for the present study, the 

original scale was modified. The modified scale was circulated to a sample of 83 banking 

professionals in Coimbatore city. The reliability co-efficient of the impression management 

scale was calculated using Split-Half method. Exemplification dimension did not find 

sufficient reliability among the respondents. Similarly, the items measuring exemplification 

dimension has loaded less than 0.40 levels (Bolino and Turnley, 1999) and many other studies 

have not explored this particular dimension. Further validation of the scale has reported low 

reliability for the same dimension (Kacmar et al. 2007). Therefore, the exemplification 

dimension was removed. The pretesting results revealed adequate reliability for the remaining 

four sub-scales and the reliability coefficients are Self-Promotion (0.734); Ingratiation 

(0.719); Intimidation (0.767) and Supplication (0.726). The results exhibited that the scale is 

reliable in Indian context. The maximum possible score is 84 and the minimum possible 

score is 21. Cumulative scores of the responses of all items yield scores on impression 

management. Higher scores relate to high impression management and low scores indicate 

lower levels of impression management.  

 

TESTING – STAGE 2 

In the stage 2, the questionnaire was circulated to 170 IT professionals in Coimbatore city. 

While administering the questionnaire, the researcher had an opportunity to discuss with the 

respondents. The respondents were informed that they were randomly chosen to take part in 

the study. They were explained that the research seeks their opinion on the items in the 

questionnaire. The respondents were promised for the confidentiality of their responses. The 

minimum time required to collect data from a respondent was approximately 20 minutes. 

This includes the time taken to explain the research work and for distributing the 

questionnaire. It was attempted to answer all questions raised by the respondents. The major 

objectives and research design were not disclosed to the participants. The study revealed that 

the instruments had an adequate stimulus value to provide authentic responses. The process 

suggested that the procedure adopted in administering the questionnaire were practicable. The 

study concludes that the questionnaire was able to collect necessary data from the 

respondents. Based on the results on stage two, necessary modifications were made in the 

questionnaire before it was taken to the final study. The following table gives details of the 
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reliability values obtained from the second testing. 

 

Reliability  

 

TESTING – STAGE 3 

Validity is to the extent to which an instrument developer can ensure exactly what the 

instrument is measuring (Yang, Watkins & Marsick, 2004). To address the face validity of the 

impression management scale, several leading business managers and academicians in the 

field were asked to comment on the questionnaire. Face validity is the assessment of the 

conceptualization of the construct through the subject matter experts. (Hair et al.2010). The 

panel after their careful scrutiny on every statement reported adequate face validity.  

Confirmatory Factor Analysis (CFA) was estimated for the sample of 636 respondents to test 

the validity of the impression management scale. The measurement model proposed adequate 

fitness. The confirmatory factor analysis was performed using AMOS version 20. Below is 

the CFA model of IM measure, followed by model fitness. 
 

Confirmatory Factor Analysis for Impression Management Scale 

 
Results of Model fitness from Confirmatory Factor Analysis (IMS) 

 

Model Normed Chi-square (ᵡ2/df ) GFI 
AG

FI 
CFI NFI TWI 

RMES

A 

IM Model 3.165 0.875 0.83

4 

0.85

4 

0.872 0.798 0.062 

Recommended value Less than 5 0.8-0.9 0.8- 0.8- 0.8- 0.8- Less 

IM Sub Scales Spearman-Brown Split – Half values 

Self-Promotion 

Ingratiation 

Intimidation 

Supplication      

0.763 

0.714 

0.738 

0.779 
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0.9 0.9 0.9 0.9 than 

0.080 

  Source: *Fit Indices – Hair et al. (2010) 
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Convergent Validity of Impression Management scale (IMS) 

Self-promotion Estimate Item Reliability Delta AVE CR 

SP1 0.621 0.386 0.614 

0.5 0.8 

SP2 0.67 0.449 0.551 

SP3 0.664 0.441 0.559 

SP4 0.657 0.432 0.568 

SP5 0.749 0.561 0.439 

SP6 0.683 0.466 0.534 

Ingratiation Estimate Item Reliability Delta AVE CR 

IG1 0.641 0.411 0.589 

0.4 0.8 

IG2 0.559 0.312 0.688 

IG3 0.702 0.493 0.507 

IG4 0.676 0.457 0.543 

IG5 0.56 0.314 0.686 

Intimidation Estimate Item Reliability Delta AVE CR 

IT1 0.56 0.314 0.686 

0.5 0.8 

IT2 0.676 0.457 0.543 

IT3 0.702 0.493 0.507 

IT4 0.559 0.312 0.688 

IT5 0.641 0.411 0.589 

Supplication Estimate Item Reliability Delta AVE CR 

SU5 0.678 0.46 0.54 

0.4 0.8 

SU4 0.693 0.48 0.52 

SU3 0.54 0.292 0.708 

SU2 0.666 0.444 0.556 

SU1 0.64 0.41 0.59 

 

FURTHER RESEARCH AND CONCLUSION 

In conclusion, it is believed that impression management contributes more to the workplace 

performance. Furthermore, the paper has addressed more on the gender differences in 

impression management and its impact to the organizational performance. It provides a 

framework for further research on various impression management tactics and also on the key 

performance indices in the organization. Studies exploring the gender differences on 

impression management with reference to the Indian context especially among knowledge 

workers would be more welcoming in the organizational context. The scale is also required to 

be further validated among various other samples of respondents from other sectors of 

workforce. It is also concluded that the impression management theory and the notion of self-

presentation indicate that people often manage impressions because they seek to achieve their 

perceived self-image goals and work towards achieving them. The implications of these are 

yet to be researched in the context of organizations. 
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