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ABSTRACT

The main object of this paper, which should be considered a descriptive survey in the general sense, is
to investigate the relationship between emotional expressions and impression management tactics.
The related literature on emotions, the relationship between emotional expressions and impression
management tactics could not be found. It is hypothesized that the use of emotional expressions will
varyaccording to which impression management tactic is used. Two different surveys were used in
order to measure and assess the emotions expressions and impression management tactics. The
survey conducted on 225 employees of the banking sector. Data, obtained from questionnaires
analyzed through the SPSS datistical packaged software. The results show that, the supplication
factor had a positive and significant effect on positive expressions; the intimidation factor had a
positive and significant effect on negative expressions. In addition, intimidation and job- involvement
had a negative and significant effect on intimacy.
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INTRODUCTION

Emotions consist of psychological and physiological factors. The social environment can be added to
this phenomenon (Gardner, 1999). Emotions are indispensable for understanding the dynamics of the
working environment (Ashkansky, 2000). Until the mid-1980s to the 1930s, feelings discussed more
than on job satisfaction (Brief & Weiss, 2002). Studies on emotions can be examined under various
subject headings: Emotional Labor, Emational Intelligence, Emotional Events Theory and Positive-
Negative Feelings (Briner, 2005). Organizations must put emotions and emotional intelligence at the
center of their plans (Fineman, 2003). There is a very important role of emotions in organizational
structure as well as community and in private life. Emotions are the shape factor that directly affects
the decisions in management mechanism within the organizational structure. A study conducted
among 278 persons in an organization clears that 77% of the employees are breeding hostility to at
least one person at work (Miner, 1990). The foundation of creating a healthy organization is
understand and managing emotions at work. In daily life lot of positive and negative feelings is lived
within the organization. Emotional expressions are our way to make the others know about our
emotional mood. We should take into account both emotions and emotional expressions in the
organization life.

Impression management is defined as a course to affect the view others have about oneself, by
checking the self-reflected information (Demir, 2002; Gardner& Martinko,1988;
Leary&Kowalski,1990; Leary,1996; Rosenfeld, Giacalone&Riordian,1995; Rind&Benjamin,1993;
Basim&Tatar&ahin,2006). The connected literature on emotional expressions, the relationship
between emotional expressions and impression management strategies, could not be found. The
primary goal of the study is to try to fill the gap in the literature by exploring the relationship between
emotional expressions and impression management tactics
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LITER ATURE REVIEW AND HYPOTHESES
Emotions and Emotional Expressions

Executiveleadersand directorsare requiredto succeedhe methodof “sense”and “emotion” very
well to accomplishorganizationabims (Lee, 2002). Organizationsneedto manageall the emotions
and feelingsand conceptghat affect individual healthand performancgGross,1999). Businesdife
dealing with this issue has increased in seriousness because, the effect of emotions in decisic
clearedwith academic studies. There is a needirtd the path to the correct leadership of emoti
Emotions in the organization help to identify thoughts about the presence and desire to work (
2006). Emotions provide information avhat causes, ardow it is done. Suppredeelings prevent
the achievement of this information. Most people hear discomfort about understand their ow!
and managethe issuein a positive way. They deny or suppressheir feelings from time to time
(Barutcugil, 2004). There are various reasons for this. To be “to the desired structure, the ap
person” in organizations or in the social life, feelings of the individual shaped by teachers, mi
bossesand so on, startingfrom the beginningof schoolyears.Apart from this, the individual took
place in military or organizationsthat he could not expresshis feelings and more stringentrules
applied (Stearns, 1986). There are environmental and physical factors in organizations that y
cannot express your feelings freely. However, the suppression of emotions does not cause fi
disappear, but rather an increase in violent. Therefore, the feelings need to manage and to ¢
In social life managing feelings means that, in contrast to the suppression of feelings, underst
and match the feeling to situations to take advantage of it efficiently. These people who have
to managetheir feelings are more productive (Goleman,2000). Feelingsare also concernedwith
social intelligence because it means verbal and nonverbal communiaétioother people, workin
in a group etc. (Goleman,2006). Carusscaand Saloveylisted propertiesof administratorswho are
capableor incapableof managinghis own and othersfeelings (Carusscove Salovey,2010). When
examining the past assessmendf emotion in one dimension,recent studies have suggestedhat
emotion structure occurred independently in two basic dimensions. These dimensions are po:
negative feelings (Geng¢6z, 2000). Positive and negative emotions\votkplace play a key role |
the decision-makingand organizationalconflicts (Kafetsios, 2007). Negative feelings have much
more effect on employeeqSilvia, 2006). Baschand Croparanzaeportedin their studiesthat these
negativeemotionsin the workplacereducedproductquality (Toegel,2007).But researchersliscuss
about which feelings are exactly primary or secondary. (Goleman, 2009). Some psychologists
feelings as basically subjectivemoodsand only find verbal descriptionworthy of consideratiorof
people living the feelings. Some other scientists, relying on test scores only. Some scientists i
reliance on only the neural and biochemical measurements of physiological stimuli (Barutgugil
Measurementof emotions can be counted of the three basic methods. These methodsare the
individual test method, physically test method and the methodsof brain imaging techniques
Individual test method is the most commonly used. This method is inexpensive and easy. Diff
this methodcanbe giving meaningto emotions.Physicallytestmethodis applicableto both written
and visually physically testmethod usdacial expressions instead wbrds. Thesenethods include
Self-Assessmenitlodel (SAM) and Premo.The availablemethodsof brain imaging techniquesare
EEG, MEG, PET and fMRI (Sorensen, 2008).

Impression Management

The idea of impressionmanagemenis commonin the discussionof businessactivity. Impressior
managemenis saidto be importantto corporationsand individuals, and to individuals both within

their organizations and in contagith organizational clients (Provis, 2010). Impressioanagemer
theorists suggest that a primary human motive, both inside and outside organizations is to av
evaluatednegatively(Jain, 2012). Impressionmanagemenis definedasa courseto affect the view
others have about oneself, by checkingthe self-reflectedinformation. Goffman (1959) beganthe
interest into the study of impression managementby introducing a dramaturgical framework
describing the way one presents them and how others might perceive that presentation (Cole
2011). In essence, an actor consciously chooses a behavior to present to the audience in anti
a desiredeffect. Assumingthe audiencerespondsn the way that the actorintended,the actor will

continue to use the particular strategy. Central to this process is the understanding of the strai
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the personalmotivation behindthe strategychoice, the specific targetaudienceand the situational
factorsin the environmentwherethe impressionmanagemenbccurs.This theory providesa direct
link of interaction between the actor and the organizational audience (Cole, Rozelle, 2011). As
we meetsomeonepoth partiesautomaticallyand/or consciouslyform a judgmentaboutthe other
party. This impressionformation activity, basedon very limited cues,is an importantand universal
trend for everyone (Taylor,1997). Consequentlg, can say thatnanaging thesampressions othel
will haveaboutoneis a very important, purposeful,dynamic, strategicprocesswhich affectsone's
life deeply(Sallot,2002).Researchersuggesthereis a needfor thosefor organizationabkettingsto
understandhe basic elementsor constructsinvolved in impressionmanagemen{Crane,& Crane,
2004).

As it is true in other settings, individuals try to sculpture their relationships in organizational ¢
as well. Impressionmanagementurns out to be a continuousactivity amongnewcomersusedin
orderto be accepteddy the organizationand amongthosewho have maturedwith the organization
used in order to be influential (Demir, 2002). Besides the conceptualizationof impressior
managementmnany have proposed goal theory regarding impress@mmagement-or some, theise
of impression management tactics has the specific goal of appearing attractive or liked (Cole,
2011).This, in fact, is what mostresearctfocuseson. Anothertheory, offered by Jones& Pittman
(1982), proposethatthe underlyinggoal of the strategiesusedin impressionrmanagementasto do
with the protection and maintenance of power. This power, maintained or increased through tl
impression managemenstrategies,becomesthe influence used for control in a person’ssocial
environment (Cole, Rozelle, 2011).

There are two main approachesn impression managementuniversal and multiple contextua
approachesThe universal approachhas beenresearchedrom decadesand focuseson a persor
exhibiting to be an individual actor. It further includes detailed analysis,focusing on impressior
managemenin a culture liberated environment.On the contrary, multiple contextualapproache
discusseghe forming of a particularimpressionwith different contextsincluding generaltraditions
and cultures; group socio-economicand demographicdistinctivenessand specific situationsand
conditions and organizationalindividuality such as managerialroles and working categoriesand
statuses (Nayar, Raja, 2012).

Impression managemenstrategiesare a commonplacepart of everydaylife, it's impact on an
organization’s culture and performance is important (Gardner, 1992). Jones and Pitman (1982
five strategieof impressionmanagementingratiation,self-promotion,exemplification,intimidation
and supplicationUse of a particulastrategy depends amhat attribution the person is seeking fr
the audienceln addition,it shouldbe notedthat the strategiegpresentedlo not haveto exist or be
usedindependentlyof one another(Jones& Pittman,1982). This would meanactorscanuseoneor
any number of the strategies to influence their audience’s feelings and perceptions of the situe

The intimidator tries to convince his target that he is dangerous (Jones & Pittman, 1982). Intir
is an impressiomanagement strategy designed to increase the credibility of ones threats ant
enhance the probabilityrat the targetwill comply to the actors demandisr agreemen{Tedeschi &
Riess, 1981). Another way of stating it is that “ the intimidator advertises his available power ti
discomfort or all kinds of psychic pain”(Jones& Pittman, 1982). Jones(1990) pointed out that
individual using intimidation try to look stubborn and obstinate. However, these strategies haw
being seenunfavorable.The peopleinvolved in intimidation are likely to be viewed tenaciousand
forceful persons.They are proneto the risk of getting an adversereactionof their tough behavior
(Arif, 2011).Being liked is contraryto the goalsof anintimidator. Fear,generatedas an emotionin
others, helpsthe intimidator use their availablepower to coerceanotherinto action or submissior
(Cole, Rozelle, 2011).

The tactic of ingratiation is a set of linked acquisitive impression management tactic that have
shared goal making the individual more liked and attractive to others. It could in other words
called “ attractionmanagement”The task and challengeof the ingratiatoris to find out what the
audience findsattractive in and individual and then provide it to them (Schlenker, 1980). Tede
Melburg (1984) conceptualizedfour impression managementtechniques, and they defined
Ingratiation as “ a collection of forceful tactics with the aim of gaining the admiration of an aut
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who has the authority to offer significant rewards for the actor”(Arif, 2011). The use of ingratia
an impression management strategy seeks to help an individual attain the social acceptance t
(Cole, Rozelle, 2011).

In exemplification strategy, the person shadows the impression of overly dedicated and comi
his/her job on the supervisors, while creating a feeling of guilt among others. When a person
will finish this work at any cost, even for that | have to suffer personal loss, you please go anc
he is using this strategy.In this strategy,actorsportrayssuchbehaviorsto makethem appearlike
Ideals employees, working or showing to work beyond the call of the duty when using this tac
, 2011). Jones and Pittman (1982) contend that some use the arousal of guilt to get others t
the behaviors presented. Examples of this might include the radical protester that gets others
their actionsby convincingthemthat violenceis the only way. Another, lessevil examplemight be
that of a political figure that charismatically convinces the audience to stand up to injustice an
laws (Cole, Rozelle, 2011).

The self-promoter wants to achieve an attribution of competence. It may seem in first instance
form of ingratiation, but the self-promoter wants to use the self descriptive communication to
as competentinsteadof aslikeable.The goal when using this strategyis usually an immediateone
suchas gettingadmittedinto a university or a new job(Tedeschi& Riess,1981). Self-promotionis
generally considered an aggressive strategy (Arif, 2011).The negative potential of self-proma
bring about feelings of jealousy or resentment from others. In addition, individuals that are pro
promoting their actions and skills can be seen as conceited or arrogant by those that might nc
have evidenceor personalknowledgethat what an individual is claiming is true (Jones& Pittman,
1982). Self-promotionis most often used when the chanceof their claims being challengedor
discreditedis low (Rosenfeld,1995). Next to this it was also found that the occurrenceof self-
promotionincreaseshenindividualshavethe opportunityto openlyimpresssomeonewith a higher
status about their competence (Giacalone & Rosenfeld, 1986).

The last self-presentationattrategycan be usedby individuals who are not able to use any of the
strategies presented previously, as it involves exploiting ones weaknesses. The individual en
his own dependencand weaknesgo obtain help from a more powerful other. By advertisingtheir
lack of ability, they attemptto activatea powerful socialrule the norm of social responsibilitytha
saysyou should help thosewho are in need(Rosenfeld,1995). In supplicationstrategythe persor
advertises his weak areas in order to get sympathy. The person portrays himself as helpless
help from other. Supplicationis a strategythroughwhich individuals publicize their shortcomingsn
an effort to be viewed asdisadvantagedSupplicationentailsactionsthat personsemployin orderto
portray a personality of humble and helpful. Supplicationis consideredas a passive strategy.
Employees may engage in supplication to seek the help and support from others (Arif, 2011).
for presenting behaviors of helplessness include simply not wanting to do a task, to avoid criti
making a mistake,and actually not knowing how to get somethingor accomplishsomething(Leary,
1996).

Development of Hypotheses

Emotionalexpressionand impressionmanagemenare topics of particularinterestto organizations
This study aims to link impression management tactics and emotional expressions. Because |
proposepositive expressionsand intimacy have relationshipwith positive impressionmanagemer
tactics; while negative expressions have relationship with negative impression management te

H1: There is a positive relationship between self-promotion and positive emotional expression
H2: There is a positive relationship between exemplification and positive emoé&gpedssions.
H3: There is a positive relationship between supplication and positive emotional expressions.
H4: There is a positive relationship between self-promotion and intimacy.

H5: There is a positive relationship between exemplification and intimacy.

H6: There is a positive relationship between supplication and intimacy.

H7: There is a positive relationship between intimidation and negative emotional expressions.
H8: There is a positive relationship between job-involvement and negative emotional expressi
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METHODOLOGY
Research Goal

In this research we aim to find the effects of impression management strategies on e
expressions. To test the assumption, two scales were conducted.

Sample and Data Collection

The contributors in the current study comprised 225 banking employees from 10 banks in Turl
banks included nearly 400 employeescompletely and participants were selected arbitrarily.
Questionnairesvere spreadby the researcheto every participantin different sessionsn all of the
banks.Whenthe returnedgquestionnairesvere examined 25 wereinvalid. As a result,a total of 200
valid responses were used in the research. The samples included 105 (52,5%) female and S
male volunteers. Their education lewelhs; 172 (86%) graduate degree, 14 (78tgster’'s degree,
(3,5%) associatedegree 4 (2%) high schooldegreeand 3 (1,5%) doctoratedegree Participantshad
been working in their banks; 86 (43%) for 3-10 years, 49 (24,5%) for 10 and more years, 40 (
1-3 years, 25 (12,5%) for 1 and lower years.

Analyses and Results

Data produced in this study were collected by survey. The survey consisted of three measur
first part questions about the demographic characteristics of banking employees; in the other
guestions designed to measure impression management and emotional expressions were ask

Impressionmanagementactics were measurecby a scaletaken from Bolino and Turnley (1999),
based on the classification system proposed by Jones and Pittman (1982). The translation a
of the scaleto Turkish was madeby Basim(2006).Theneasureincluded 22 items, eachitem was
answered through a five-point Likert scale ranging from “1=strongly disagree” to “5=strongly ¢
In the present study, the Cronbach's a coefficient for the scale was .68.

Emotional expressions were measured by a scale taken from King and Emmon (1990), the tr
and adaptatiorof the scaleto Turkish was madeby Kuzucu(2011).The measurancluded15 items,
each item was answeredvia a seven-pointLikert scale ranging from “l=strongly disagree”to
“T=strongly agree.” In the present study, the Cronbach's a coefficient for the scale was .74.

The Validity of the Measures: To ensure the validity and reliability of the study variables, expl:
factor analysis was conducted by using SPSS software.

The impressionmanagementmeasureproducedfive factors upon factor analysis.The first factor
named “Self-promotion”, explained22.42% of the total variance.The secondfactor was namec
“Supplication” and it explained14.01%of the variance."Exemplification” the third factor with a
variance of 13.30 %yasfollowed by“Intimidation” (10.50%) and “Job-involvement” (8.56%). T
factors all together explained 68.80% of the variance. KMO Bartlett's Test of Sphericity was .7

The Cronbach'salphasfor the factor-basedsubscaleswere: Self-promotion (8 items), a = .90;
Exemplification (4 items), a = .85; Intimidation (3 items), a = .83; Supplication (5 items), a = .¢
Job-involvement (2 items), a = .91. The Cronbach's alphas for the total scale was a = .71.

The emaotionalexpressionscaleyielded three factors upon factor analysis.The first factor namec
“intimacy”, explained30.12%of the total variance.The secondfactor was named“positive”, and it
explained 28.92% of the variance. The third factor was named “negative”, and it explained 23.
the variance. The factors all together explained 82.44% of the variance.The Cronbach's alphi
factor-basedsubscalesvere: Intimacy (6 items), a = .66; Positive (5 items), a = .72; Negative (4
items), a = .94. The Cronbach's alphas for the total scale for the two samples were a = .74.
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Table-1: Factor analysis results for impression manageent

Self- L T S Job-
IMPRESSION MANAGEMENT . Supplication Exemplification Intimidation .
promotion involvement

Let others know that you are valuable to the ,871
organization.

Make people aware of your talents ¢or ,825
qualifications.

Make people aware of your accomplishments. ,800

Compliment your colleagues so they will see ypu ,774
as likable.

Praise your colleagues for their accomplishmepts ,772
so they will consider you a nice person.

Take an interest in your colleagues' personal liyes ,762
to show them that you are friendly.

Do personal favours for your colleagues to shpw ,719
them that you are friendly

Talk proudly about your experience or education ,713

Try to gain assistance or sympathy from people|by ,801
appearing needy in some areas.

Pretend to know less than you do so you can ajoid 778
an unpleasant assignment.

Act like you need assistance so people will hglp ,769
you out.

Act like you know less than you do so people Wil ,758
help you out.

Pretend not to understand something to ghin 775

someone's help.

Come to the office at night or on weekends to shpw ,892
that you are dedicated.

Arrive at work early to look dedicated. ,892

Stay at work late so people will know you are hgrd ,834

working

Try to appear busy, even at times when things fare , 701

slower.

Let others know you can make things difficult fpr ,871

them if they push you top far.

Use intimidation to get colleagues to behajve ,837

appropriately.

Be intimidating with co-workers when it will helf ,813

you get your job done.

Deal forcefully with colleagues when they hamper ,948
your ability to get your job done.

Deal strongly or aggressively with co-workers who ,939

interfere in your business.

Total Explained Variance for Impression Management % 68,80
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Table-2: Factor analysis results for emotional expressons

EMOTIONAL EXPRESSIONS Intimacy | Positive Negative
When | really like someone they know it. ,889

| apologize when | have done something wrong. ,880

| often touch friends during conversation. 874

Whenever people do nice things for me, | feel “put on the spot” and have trpu}848

expressing my gratitude.

| often tell people that | love them. ,839

I show that | like someone by hugging or touching that person. ,834

| often laugh so hard that my eyes water or my sides ache. ,969

Watching television or reading a book can make me laugh out. ,967

When | am alone, | can make myself laugh by remembering something from the ,965

past.

I laugh a lot. ,950

My laugh is soft and subdued. - 714

People can tell from my facial expressions how | am feeling. ,958
If someone makes me angry in a public place, | will cause a scene. ,945
| always express disappointment when things don'’t go as I'd like them to. ,903
When | am angry people around me usually know. ,903

Total Explained Variance for Emotional Expressions % 82,44

Table-3: Cronbach alpha values and source of scales

Number

Scale Cronbach
Factors of ronbac Scale Sources
Format Alpha

ltems
Self-promotion 8 LRFa 0,90 Basim(2006)
Supplication 5 LRFa 0,83 Basim(2006)
Exemplification 4 LRFa 0,85 Basim(2006)
Intimidation 3 LRFa 0,83 Basim(2006)
Job-involvement 2 LRFa 0,91 Basim (2006)
Intimacy 6 LRFb 0,66 Kuzucu (2011)
Positive Expressions 5 LRFb 0,72 Kuzucu (2011)
Negative Expressions 4 LRFb 0,94 Kuzucu (2011)

Notes: a LRF - Likert Response Format (Five point: 1=strongly disagree to 5=strongly agree)
b LRF - Likert Response Format (Seymint: 1=strongly disagree to 5 = strongly agree)
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Table-4:Descriptive statistics, reliability scores and
inter-correlations between variables

Factor Mean  SD 1 2 3 4 5 6 7 8
Positive 3.68 1,14 (72)

Intimacy 4.25 90 ,17* (,66)

Negative 4,27 1,49 ,10 .66 (,94)

Sef-promotion 2,47 65  -,10 -,095 -,059 (,90)

Exemplification 2,42 72127 -,020 ,10 -011  (,85)

Intimidation 2,41 ;70 -114  ,109 ,2210%*  -007  -,253* (.83)

Supplication 2,34 69 -112 ,142* 046 -,080 ,013 -,123 (.82)
Jobinvolvement 97 -082 -064 035 094 -065 a9+ o076 L Ot

)

Table-4 presents the mean and standard deviations of all measures and the correlation coefficients
between the variables. These results indicated statistically a positive correlation between intimacy and
positive emotions (r=.17, p<.05), a positive correlation between negative emotions and intimidation
(r=.210, p<.01), a negative correlation between exemplification and intimidation (r=-.253, p<.01), a
positive correlation between intimacy and supplication (r=.142, p<.05) and a positive correlation
between intimidation and job-involvement(r=,249, p<.01)

Table-5: Hierarchical regression analysis results for emotional expressions

Positive Intimacy Negative
Depended Variablg  ogel 1 Model 2 Model 1 Model 2 Model 1 Model 2

i B B i B B
Gender 0,167* 0,170* 0,113 0,12 0,103 0,10
Job duration -0,58 0,004 0,00 -0,20 -0,44 -0,12
Education -,018 -0,074 -0,64 -0,40 -0,46 -0,39
Self-promotion -1,09 -0,86 -0,46
Exemplification 0,97 0,005 0,47
Intimidation -0,96 -0,162* 0,219***
Supplication 0,145* 0,157 0,00
Job-involvement -,64 -0,132* 1,095
AR?2 0,18 0,90 0,018 0,072 0,00 0,69
AF 0,161 2,368* 1,185 1,864 1,011 1,781

*p<0,05 *p<0,01 **p<0,001

To explore whether the independent variables had a significant impact on the dependent variables,
hierarchical regression analyzes were conducted. Table-5 shows the regression analysis results for
each emotional dimension. In the regression analysis, in model one, demographic variables (gender,
job duration, and education) were first entered to control their effects, after which self-promotion,
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exemplification, intimidation, supplication and job-involvement were added in step two. After
controlling for demographicsn model one, onlygender had significant effect on positive emotic
expressionggenderfy = .167, p< .005). In model two, genderand supplicationhad a significant
positive effect on positive expressions (gentler.170, p< .005 and supplicatifir= .145, p< .005 )
Intimidation and job-involvementhad a significant negativeeffect on intimacy (intimidation p = -
.162, p< .005 and job-involvemefit= -.132, p< .005 ). Intimidatiohad a significant positive effe
on negativeexpressiongintimidation g = .219, p< .001). The resultsshow that, supplicationhad a
positive and significant effect on positive expressionsjntimidation had a positive and significant
effect on negativeexpressionss hypothesizedln addition,intimidation and job- involvementhada
negative and significant effect on intimacy.

Thus, hypotheses3: (Thereis a positive relationshipbetweensupplicationand positive emotional
expressionspnd hypotheses: (Thereis a positive relationshipbetweenintimidation and negative
emotionalexpressionsyvere acceptedHypothesedl: (Thereis a positive relationshipbetweenself-
promotion and positive emotional expressions)hypotheses2: (There is a positive relationshig
betweenexemplification and positive emotional expressions)hypotheses4: (There is a positive
relationshipbetweenself-promotionand intimacy), hypotheses: (Thereis a positive relationshig
betweenexemplification and intimacy), hypothesess: (There is a positive relationship betweer
supplication and intimacy) and hypotheses8: (There is a positive relationship between job-
involvement and negative emotional expressions) were rejected.

CONCLUSION

One of the objectives of the presattidywas tofill the gap the literature of emotion and emotic
expressions in correlations among impression management tactics. These results indicated s
a positive correlationbetweenintimacy and positive emotions(r=.17, p<.05), a positive correlation
between negative emotions and intimidation (r=.210, p<.01), a negative correlation betweer
exemplification and intimidation (r=-.253, p<.01), a positive correlation betweenintimacy and
supplication (r=.142, p<.05) and a positive correlation between intimidation and job-involveme
expected to find statistically significant correlations between more variables. Also the results
us the most used expressionfactor was the negativeexpressionfactors (mean:4,27) followed by
intimacy (mean: 4,25) and positive expressions (mean: 3,68).

The hierarchical regression analysis displayed that, gender and supplication had a significan
effect on positive expressionggenderp = .170, p< .005 and supplicationp = .145, p< .005);
intimidation and job-involvement had a significant negative effect on intimacy (intimidationl62,
p< .005 and job-involvementp = -.132, p< .005); intimidation had a significant positive effect on
negative expressions (intimidatin= .219, p< .001). In addition, intimidation and job-involverr
had a negative and significant effect on intimacy.

The mainfinding of this studyis that the emotionalexpression®ne useschangesaccordingto what
kind of impressionmanagementacticsare used.So, it canbe said that someemotionalexpression
and impressionmanagemenstrategiesare “positive” and some are “negative”. We can conside!
“positive expression”and “intimacy” as positive and “negative expression”as negative for the
emotionalexpressionsOn the other handwe can consider“self-promotion”, “exemplification” and
“supplication” as positive, “intimidation” and “job-involvement” as negative for the impressior

management tactics.

In the current study we expectedto find positive impressionmanagementactics effect positive
emotional expressionswhile negative impression managementactics effect negative emotional
expressionsThe findings showedthat one positive impressionmanagemenfactor had a positive
effect on positive expressionsBesides,one negativeimpressionmanagementactor had a positive
effect on negative expressions.

Without any doubt, thesefindings are limited by the sampleand the assessmenhstrumentsusedin
the present study. This research conducted on banking employees in Turkey; the findings mig
transferable to other organizations. Thus, it is recommended that further researches can be
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on different sectors and also in different countries for the generalizability of the results. The fact that

the present sample is composed of only 200 personnel is another drawback of this study.
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