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Abstract

Interpersonal communication and communication processes have evolved as a result of the widespread use of digital
communication technology. In these situations, people display how they present themselves and engage with others by
employing a variety of impression management techniques. Interpersonal communication, which is defined as the capacity
to convey one’s feelings and ideas to individuals or groups of people, is one of the core communication skills. Impression
management refers to the deliberate control of behavior to shape the views of others. Concerned with how people are
regarded by others or would like to be perceived by others, impression management tactics fall under this category. This study
examines how user comments and Instagram shares for Tiktok Tiirkiye relate to techniques for handling public perception
and interpersonal communication. It is advantageous to use Jones and Pittman’s impression management taxonomy. Tiktok
Tiirkiye’s Instagram account served as the study’s sample. The main purpose of this study is to analyse the interpersonal
communication tools and impression management tactics that Tiktok uses when sharing Instagram pages with interpersonal
communication skills and components in the context of Jones and Pittman’s Impression Management Classifications and
content analysis techniques. Emojis, hashtags, videos, photographs, text sharing, user comments, expert opinions, and tagging
were among the interpersonal communication tools that were discovered when the share-outs of the Tiktok Instagram
account were taken into account. Considering the share-outs; it turns out that Intimidation and Supplication are not used as
impression management tactics, however, Self-promotion, Ingratiation, and Exemplification are commonly used as impression
management tactics. Self-promotion has proven to be the most commonly used impression management tactic. This
research is expected to contribute to the topics of interpersonal communication, impression management, digital impression
management, and new communication technologies in the digital environment.

Keywords: Interpersonal Communication, Digital Environment, Impression Management, New Communication Technologies,
Tiktok.

0z

Dijital iletisim teknolojilerinin yayginlagmasi ile birlikte Kisilerarasi iletisim ve iletisim siiregleri donlisiime ugramistir.
Bireyler bu ortamlarda farkl izlenim yonetimi taktiklerini kullanarak benlik sunumlarini ve kisilerarasi iletisim stireclerini
yansitmaktadir. Temel iletisim becerilerinden biri olan Kkisilerarasi iletisim, empati ve etkili iletisim becerilerine sahip
bireylerin kendilerini, diger kisilere veya gruplara sozli veya sozslz olarak ifade ettigi bir iletisim yetenegi olarak
tanimlanabilmektedir. izlenim yénetimi, davranislarin stratejik bir bigimde digerlerinin algilarini etkilemek adina yénetilmesi
stireci olarak tanimlanir. izlenim yonetimi taktikleri ise digerlerinin bireyleri nasil algiladig1 veya bireylerin nasil algilanmak
istedigi ile iliskili olarak siniflandirilmaktadir. Bu arastirmada TikTok Tiirkiye sayfasinin Instagram hesabi paylasimlari ve
kullanici yorumlar kisilerarasi iletisim ve izlenim yonetimi taktikleri cercevesinde incelenmistir. Jones ve Pittman'in izlenim
yonetimi taksonomisi kullanilmistir. Aragtirmanin érneklemini Tiktok Tiirkiye Instagram hesabi olusturmaktadir. Calismanin
ana amaci, Tiktok'un Instagram sayfasindaki paylasimlarinda kullandig kisilerarasi iletisim araglarini ve izlenim yonetimi
taktiklerini Jones ve Pittman’in izlenim ydnetimi taksonomisi ve Kisilerarasi iletisim becerileri ve bilesenleri ve igerik analizi
teknikleri dogrultusunda analiz etmektir. Tiktok Instagram sayfasi paylasimlari incelendiginde; emoji, hashtag, video, eyleme
¢agr1 mesajlari (call to action), uzman gorisi, kullanic1 yorumlari, etiketleme gibi birgok kisilerarasi iletisim bilesenlerinden
yararlanildigi gozlemlenmistir. Paylagimlara bakildiginda; izlenim yonetimi taktiklerinden Kendini Acindirma ve Tehdit
Davraniglarinin kullanilmadig1 Niteliklerini Tanitma, Kendini Sevdirme ve Ornek Davranislar Sergileme taktiklerinin siklikla
kullanildig1 gorilmiistiir. Bu taktikler arasinda en ¢ok kullanilan izlenim yonetimi taktiginin ise Niteliklerini Tanitma oldugu
gozlemlenmistir. Calismanin dijital ortamlarda kisilerarasi iletisim, izlenim yonetimi, dijital izlenim y6netimi, yeni iletisim
teknolojileri konularinda alana katki saglayacagina inanilmaktadir.

Anahtar Kelimeler: Kisilerarasi {letisim, Dijital Ortam, izlenim Yénetimi, Yeni iletisim Teknolojileri, Tiktok.
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Interpersonal Communication and Impression Management in Digital Environments Sevgi Kavut

Introduction

With the spread of digital communication technology, online reputation, digital
impression management, interpersonal communication in digital environments and
new interpersonal communication styles have emerged. Communication and impression
management processes in these settings have begun to become prominent with notably,
social media becomes an inseparable part of life throughout the world in different
age groups.

Social media applications have enabled advantages like self-presentation, and self-
promotion to individuals following different aims via digital platforms, individual online
profiles, and digital identity usages. Impression management tactics presented in these
settings may be brought up numerous components such as gaining more followers of
individuals on social media, achieving interviews and marketing processes, presenting
of desired behaviors, and representing of ideal identities. In comparison to traditional
communication tools, digital tools have advantages like being more free, more accessible,
and having an interactive infrastructure. These benefits offer a variety of chances for
use, from everyday life tasks to leisure activities, from socializing and fun areas to being
business process accelerators by making these environments appealing. Due to the active
use of digital identities and platforms, interpersonal communication processes have been
transformed into digital patterns, and in particular, interpersonal communication styles
have evolved into digital impression management strategies.

The pandemic has transformed communication styles, business flowing processes,
impression management, and self-presentation, the usage rate of online communication
technologies. In this context, Skalacha and Pajestka (2021, s. 276) explain that people
have to choose opportunities regarding private styles of social relationships Covid-19
pandemic ago and they can be in contact with each other in many different ways.
Candrasari (2019, s. 538) indicates that digital communication, which recommends by
governments vigorously, is the new form of social interaction. Moreover, the rise of social
network numbers has created new ways of communication among active internet users.
Interpersonal communication has altered as social networks and digital tools have become
the primary means of engagement for many people. In many ways, computer-mediated
communication has surpassed face-to-face communication in importance. Computer-
mediated communication has become more popular among younger generations
(Venter, 2019).

Self-presentations are available for a variety of purposes. The objectives are broken down
into being appreciated, seeming skilled, sincere, dominant, or empathetic. Each objective
entailed several presentation strategies (Yorisa, Rakhmi, & Nurfitria, 2021). These
techniques may affect how people view the environment, control their perceptions,
present themselves, engage with others, and communicate in digital contexts. Following
Jones and Pittman’s Impression Management Classifications, the primary goal of this
study is to analyze the interpersonal communication tools and impression management
strategies via Tiktok’s Instagram page share-outs.

There are a lot of studies in the national and international literature about impression
management and interpersonal communication. Interpersonal communication in digital
environments and digital impression management is an emerging and nascent study.
Therefore, they have not been studied to the great extent in the communication area.
Impression management and the transformation of interpersonal communication thanks
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to digital settings and new communication technologies are increasingly important topics.
In this sense, this study is different from the other studies in terms of examining together
both interpersonal communication and impression management tactics topics, drawing
on the different techniques of content analysis method (such as frequency, categories,
and contingency techniques), indicating the transformation to digital of interpersonal
communication, the analyzing of interpersonal communication components with user
comments, messages, images, and emojis. For example, Fullwood (2018) indicates that
behaviors and the offline and online identities of individuals are different from each other.
Moreover, he said that components such as the proteus effect, and avatar identities have
an impact on the behavior, attribute, and self-presentations of digital users. Altunel and
Yasar (Altunel & Yasar, 2017, s. 835) explain that individuals on social media platforms
and digital settings need for self-determination to form a positive impression and receive
the approval of other people. In this context, this study includes impression management
and interpersonal communication topics in the Tiktok users sample.

Interpersonal Communication on Digital Environments

With the spread of digital communication technology, differences in interpersonal
communication and communication processes have begun to exist. Of this process, the
pandemic and particularly the increase in online meetings have led to changes in face-
to-face interpersonal communication methods. It is currently thought that creating
definitions of interpersonal communication should come first.

Kavut (202243, s. 79) indicates that interpersonal communication has transformed with
the spread of communication technologies. Kavut defines as interpersonal communication
as a communication skill of individuals, having empathy and effective communication
skills, with other individuals and groups via verbal or non-verbal communication ways
by emphasizing interpersonal communication is one of the fundamental communication
skills. In other words, interpersonal communication may be mattered in terms of an
effective and successful communication process, understanding of others’ emotions and
ideas, and being sensitive to others’ emotions and ideas. In this context, interpersonal
communication in digital settings can be revealed the importance of emerging
communication concepts such as digital empathy. Digital empathy is defined as it is an
attribute shaping to perception and perception creating of individuals in the digital era
(Kavut, 2022b, s. 131). Kavut (2021a), explains that interpersonal communication is a
communication type being used generally between two or more than people, realizing in
the case that every individual can be noticed by both their ownself and other individuals
which basic features and abilities make human.

Cybersociety-mediated interpersonal communication has made sense in terms of
sustainability of communication although non-verbal communication symbols in the face
to face communication cannot be shown exactly in cybersociety-mediated interpersonal
communication (Candrasari, 2019, s. 539). The human-computer interface (HCI), which
is a hallmark of the digital age, has caused a significant shift in how people communicate.
The opportunities provided by technology allow for the shift in communication patterns
from face-to-face interpersonal communication to human-machine communication
(ljeoma & Okpara, 2019, s. 35).

Impression Management and Impression Management Tactics

Impression management refers to the management process of behaviors on behalf
of affect perceptions of others strategically (Kavut, 2021a, s. 269). As a concept and
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self-presentation method, impression management is frequently a discussed topic in
present studies. Impression management has paved the way for to actions of people
presenting their self-images to other people strategically to manage others’ views
about self, attitude, and behavior topics. (Li, 2021). Impression management defines as
goal-based conscious or unconscious processes of people to have an impact on others’
perceptions about a person, event, or object, to regulate and control information in social
interactions (Tashmin, 2016). Impression management on self-presentation may be
seen as conscious, unconscious, and even sub-conscious movements of individuals via
individuals and groups being within influence intention of other individuals’ perceptions
through filtration and regulation (Fant & Lundell, 2019, s. 1). In other words, impression
management concept means made endeavors by individuals to control information and
to affect formed impressions about individuals in the eye of others (Richey, Ravishankar,
& Coupland, 2016, s. 599).

Impression management and impression management strategies are among the many
approaches and theories that have been examined. According to Kavut (2021a, s. 272),
the most well-known study on the subject of impression management strategies is the
one that defines aggressive impression management methods in terms of Jones and
Pittman'’s five dimensions. Self-promotion, Ingratiation, Exemplification, Supplication,
and Intimidation are the categories under which these strategies fall. From the impression
management techniques of Jones and Pittman, Chawla et al. (2020, s. 4) have explained
that Ingratiation is used to appear pleasant, Self-promotion or self-presentation is used
to appear talented or accomplished, and Exemplification is used to appear dedicated.
Supplication covers the intention of seeming needy, while intimidation involves the
appearance of a frightening person.

Self Promotion: The self-promotion impression management tactic, which breaks down
into two sub-dimensions as self-presentation and self-development, is an impression
management type that is used to impact other people or namely audiences in the context
of attitudes, abilities, and skills of individuals. (Kavut, 2022a, s. 106). First of all, it
must be indicated that self-promotion tactics can be involved in both Ingratiation and
Intimidation tactics some features. On the other hand, combining and fusion of qualitative
aims are prominent in all forms of self-presentation. (Jones & Pittman, 1982). Briefly
stated, self-promotion is the expression skill of individuals’ achievements and abilities
to appear talented. (Hart, Richardson, Breeden, Tortoriello, & Kinrade, 2021, s. 141). In
other words, self-promotion has been used to appear talented or a specialist in a private
field (Yorisa, Rakhmi, & Nurfitria, 2021, s. 33).

Ingratiation: Ingratiation, as known as the most commonly used impression management
tactic, is forming suitable impressions to other people to endear a person to other people
(Kavut, 20223, s. 109). Most of our behaviors are shaped by whether others love or not
love apprehension for us and our attributes such as reliability, physical attractiveness,
moderation, attraction, and humor (Jones & Pittman, 1982). Ingratiation defines as
other people’s agreement and flattering to appear attractive (Hart, Richardson, Breeden,
Tortoriello, & Kinrade, 2021, s. 141). Li (2021) explicates that according to Jones and
Pittman, Ingratiation is the most striking impression management tactic among self-
presentation behaviors.

Exemplification: Exemplification may be stated as frequently an encountered skill,

especially in business life. Kavut (2022a, s. 110) explains that people using these tactics
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present behaviors such as going to work bright and early, leave of employment late,
representing self-sacrificing behaviors. This impression management tactic describes
as notably behaving ethically to being perceived as a guide individual, a guide employee
(Hart, Richardson, Breeden, Tortoriello, & Kinrade, 2021, s. 141).

Supplication: Supplication is used in environments in which individuals have been
using the weaknesses of other people (Kavut, 2022a, s. 110). At this point, social
media platforms are one of the most commonly used areas of Supplication impression
management tactics. Users on these settings have made sharings to reveal needy people,
these sharings may be reached the masses via video, comment, and images. However,
this impression management tactic may be also perceived negatively due to individuals
appearing helpless or needy to profit purposefully or avoid work.

Intimidation: Those who would like to perceive as dangerous and strong by others and
those who would like to manage others according to their own wishes, this tactic has
been used (Kavut, 20223, s. 110). Intimidation defines as provoking fear to gain power
and have an impact on others (Hart, Richardson, Breeden, Tortoriello, & Kinrade, 2021,
s. 141). Individuals, using the Intimidation impression management tactic, would like
to convince other people namely, their own target audience as the ‘Actor is Dangerous’
(Li, 2021). Therefore, it is thought that individuals, using the Intimidation impression
management tactic, aim to manage others and sway others in the context of their own
aims by making dangerous and horror perception of others.

All impression management tactics are classified as regarding others how percept
individual or individuals how would like to be perceived. In this context, Jones ve Pittman
(1982) indicate that those who endear would like to be admired, those who threaten
would like frightened, and for those who self-promote and present exemplary behavior
would like both to respect and to be admired. Therefore, individuals may be preferred
to use different impression management tactics in accordance with personality traits
and expectations in all platforms that present their social identities and their self-
presentations in digital settings workplaces, and social networks.

Digital Impression Management

Social media facilitates the strategic management of personal images in communication
and online environments via the self-presentations of users (Li, 2021). Therefore, it is
known that face-to-face and digital impression management differ from each other and
these tactics should be always defined in different ways.

In this context, Kavut (2022a) indicates that there are differences among face-to-
face impression management, self-presentation processes, and digital impression
management in online environments. Digital impression management has been displayed
via digital footprints, digital body language, images, and pictures while face-to-face
impression management has been displayed via body language actions and symbols
to present the ideal personality of individuals. At this point, another difference may be
explained as provided opportunities of social media and social media. Thus, Li (2021)
explains his views. Moreover, Li indicates that with the spread of social media in the
digital age swiftly has changed people how to contact, people how to communicate with
others, people how to gather information about their environments. On the other hand,
digital impression management also needs to active and reactive measures like face-to-
face impression management. However, the performance of digital users has tracked up
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digital footprints not erasing and not provoking. Digital impression management has a
developmental feature while face-to-face remains the same (Galarraga, 2018).

Digital impression can be defined as an area dealing with the coexistence of different
dimensions. Kavut (2022a) explains that digital impressions fall into three sub-
dimensions: digital ID, digital persona, and digital footprint. Digital identity is an
identity type that contains records that consist of personal profiles, cultural capital,
and interactions between people (Kavut, 2021b, s. 529). Digital impressions are social
impressions that occur online. A social impression is an image that an individual receives
or experiences. This situation is an individual’s strategic reconciliation of how to act on
the individual’s style of self-expression or to the audience (Galarraga, 2018). The digital
footprint can be described as a digital impression component that covers all the shares
that an individual share-outs on the internet through a personal account, thanks to digital
ID media accounts, the internet, and search engines.

There are numerous chances for people to create impression management thanks to
technology and the internet. Computer-mediated communication model (CMC) has
focused on the technical abilities of individuals and increases positive images, people
how to use their self-presentations, by using regulated features to create their self-
presentations via desired pictures and texts (Sagita & Irwansyah, 2021, s. 4). Another
theoretical approach regarding digital communication and impression management, it is
known as Social Information Process theory. According to Joseph Walther, the pioneer
of this theory, the theory focuses on individuals how to create their impressions on the
virtual world through transmitted textual information (Candrasari, 2019, s. 539). In this
context, it is seen that increased computer-mediated technology models, technology, and
internet-based theoretical approaches with the development of digital technologies and
social media sharing of individuals have been associated with their self-presentations
and impression management processes.

Research

Aim

The main purpose of this study is to analyze the interpersonal communication tools and
impression management tactics that Tiktok uses when share-outs Instagram pages with
interpersonal communication skills and components in the context of Jones and Pittman'’s
Impression Management Classifications and content analysis techniques. In accordance
with this purpose, the following research questions have been answered:

Research Question 1: What are content types shared on the Instagram account of Tiktok
Turkiye?

Research Question 2: Which interpersonal communication components have been used
in messages?

Research Question 3: Which topics have been the most shared on user comments and
messages?

Research Question 4: Which impression management tactics have been used in messages?
Research Question 5: Which emojis have been used in messages?

Research Question 6: What are the distributions of emojis in terms of impression
management tactics on messages?
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The study is conducted to examining of Tiktok Tiirkiye Instagram page sharing with
content analysis method between on January-March 2022 in the context of the main
purpose and 6 research questions based on this main purpose. It has been referred to as
the purposeful sampling method due to Tiktok being one of the video and images based
fundamental digital areas that presented their self-presentations of individuals. When
examining We Are Social 2022 Turkey data; it is seen that Tiktok is one of the most used
social media applications in Turkiye (RecroDigitalMarketing, 2022).

Method

This study applied the content analysis method. It has been drawn on frequency analysis,
categories analysis, and evaluative analysis from the techniques of content analysis
method. Frequency analyses were carried out to share contents and user comments.
Contents and user comments have been classified in terms of interpersonal communication
components and impression management tactics. It has been made evaluative analysis of
emojis usage in accordance with positive and negative impression management tactics.
The classification of Bilgin’s content analysis technique and sub-techniques have been
used. Bilgin (2006, s. 18-19), has explicated that the content analysis method consists of
five different dimensions as frequency analysis, categories analysis, evaluative analysis,
contingency (relationship) analysis, and other analysis techniques.

Frequency analysis is defined that explaining items or units and how often appear as a
quantitative, percentage, and proportional. Categories analysis explains that messages or
contents break down into units and then these units are classified according to certain
categories (Bilgin, 2006, s. 18-19). Osgood et al. (1956, s. 47), indicate that the general
aim of evaluative analysis, the type of content analysis method, is to extract from a
message by making evaluations from significant concepts. Evaluative analysis, who used
to measure positive and negative attributes in a message or content and is one of the
attribute measurements, that has contributed to determining the size and intensity of
attributes (Bilgin, 2006, s. 19).

Limitations

This study is limited to Instagram sharings of the Tiktok Tirkiye account from January
1st to March 31st, 2022. Another limitation of the study is the research of topics on
interpersonal communication in digital environments, impression management,
impression management tactics, and digital impression management in the literature
section.

Findings
In this section, following the research, the data obtained are evaluated and commenced

in the context of interpersonal communication, impression management, impression
management tactics, digital impression management, and digital communication.

Table 1. Profile Analysis
Platform Name User Name Follower Number Post Number
Tiktok Tiktok Turkiye 475B 2.053

When examining the Tiktok Instagram page account; it is seen that Tiktok Tiirkiye has
475B follower numbers and 2.053 post numbers. Therefore, it turns out that Tiktok
Tiirkiye’s Instagram account has been used actively as interpersonal communication and
impression management tool with contents reaching the target audience.
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Table 2. Topic Distribution of Shared Contents and User Comments

Content Topic Distribution N %
Secure Internet 3 3,75%
International Women'’s Day 3 3,75%
Woman'’s Rights 4 5,00%
Sport (Fitness, Muscle Building) 4 5,00%
Doctor’s Day 1 1,25%
New Year’s Resolutions 3 3,75%
T'Talks Turkiye 16 19,00%
Domestic Economy 1 1,25%
Astrology 1 1,25%
Advertising 4 5,00%
Digital Welfare 101 Campaign 3 3,75%
Entertaining Video 27 33,75%
Snow 1 1,25%
Duet Competition 1 1,25%
Recipes 3 3,75%
Entrepreneurship 1 1,25%
Valentine Day 3 3,75%
World Pizza Day 1 1,25%
World Radio Day 1 1,25%
Tiktok All-Star Tournament 1 1,25%
Tiktok Short Film Competition 1 1,25%
Total 83 100,00%

When the topic distribution of the contents was examined, it was found that the Tiktok
Tirkiye Instagram account had talked about topics that were still on the agenda and
significant dates. Furthermore, it was seen that T'Talk speakings were made with expert
people in the context of determining custom themes such as New Year’s Resolutions,
Secure Internet Usage, and Strong Women every month. It is seen that sharings are made
regarding women and woman'’s rights, especially throughout March every day. It may
be evaluated that discussing topics such as Short Film Competitions, Duet Competition,
and Tournament is a symbol of impression management usage effectively on behalf of
enabling self-presentations of individuals. In this sense, nowadays individuals present
performance in digital settings and they may be tried to yield by impressing others.

Table 3. Interpersonal Communication Components Used on Posts

Interpersonal Communication Components N %
Emoiji 131 158,00%
Hashtag 54 65,06%
Video 72 86,75%
Text 19 22,89%
Image 8 9,64%
Tagging 72 86,75%
Expert Opinion 13 15,66%
User comments 83 100,00%
Call to action 7 8,43%
Total 83 100,00%
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When examined used interpersonal communication components; it is observed that
components such as user comments, video share-outs, tagging, hashtags, emoji, expert
opinion, call to action, images, and text are used. Emojis and then user comments have
the most effective role within these interpersonal communication components. Emoji,
as an interpersonal communication component representing digital body language and
digital personality of individuals, has a 158 percent usage rate and user comments are
of 100 percent usage rate. It is revealed that video and video sharing are also one of the
most used interpersonal communication components. Another important result is that
call to action, which is preferred notably on online shopping websites to promote users
buying in line with marketing strategies, is an 8,43 percent usage rate. Research results
show that every share uses emojis and nearly half of the shares are preferred more
than one emoji.

Table 4. Impression Management Tactics Used on Posts

Impression Management Tactics N %
Self Promotion 30 36,14%
Ingratiation 27 32,53%
Exemplification 5 6,02%
Intimidation -

Supplication -

Posts those not have impression management tactics 21 25,00%
Total 83 100%

According to the table; Self-Promotion is the most used impression management tactic.
This result is similar to Jones and Pittman’s research and studies made in the literature. It
is observed that Self-Promotion impression management tactics are used, when meetings
or interviews are made with expert people in T'Talks speakings within the determined
private themes. At this point, another important result is that entertaining videos have
included the Ingratiation impression management tactic. On the other hand, it is seen
that the Exemplification impression management tactic is used on prepared videos
for private topics such as International Women's Day, Secure Internet, and the Digital
Welfare 101 Campaign. In this context, it is revealed that Intimidation and Supplication
impression management tactics are not used in digital settings while Ingratiation, Self-
promotion, and Exemplification impression management are used in digital settings.
When evaluating impression management tactics; has been concluded that positive
impression management uses negative impression management tactics not used. This
finding resembles the literature results.

Table 5. The Emoji Usages on Messages

Emoji Usages N %

Star 13 10%
Sparkles 1 1%
Tree 1 1%
Microphone 1 1%
Smiling Face 12 9%
Face Blowing a Kiss 1 1%
Smiling Face with Heart-eyes 8 6%
Nerd’s face 6 5%
Smiling face with Sunglasses 2 2%
Star-Struck 4 3%
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Emoji Usages N %
Downcast Face with Sweat 1 1%
Winking Face 5 4%
Camera 39 30%
Cat 1 1%
Blue Heart 1 1%
Red heart 8 6%
Heart with Flame 1 1%
Flexed Biceps 6 5%
Smirking Face 1 1%
Eye 2 2%
Flame 1 1%
Snow 1 1%
Snowman 1 1%
Cup 1 1%
Lemon 1 1%
Pizza 1 1%
Gift box 1 1%
World 1 1%
Radio 1 1%
Fuze 1 1%
Family 1 1%
Coffee 1 1%
Cup 1 1%
Stethoscopy 1 1%
Film 1 1%
Trumpet 1 1%
Game 1 1%
Total 131 100%

When examining used emojis and types of emojis on messages; it turns out that emojis
with positive and affirmative impression have far more preferred in comparison to emojis
with negative impressions.

Table 6. Distributions of Emojis in terms of Impression Management Tactics

Emoji Distributions N %
Emojis with Positive Impression 130 99%
Emojis with Negative Impression 1 1%
Total 131 100%

When analyzing distributions of emojis in terms of impression management tactics; it is
seen that emojis with positive impressions are of 99 percent usage rate. This result shows
that the emoji usage rate is similar to Ingratiation, Self-promotion, and Exemplification
impression management tactics in Jones and Pittman’s taxonomy. Star emoji is used
on messages and posts that are utilized as a Self-promotion impression management
tactic mostly.

Conclusion

The main purpose of this study is to analyze the interpersonal communication tools and
impression management tactics that Tiktok uses when sharing Instagram pages with
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interpersonal communication skills and components in the context of Jones and Pittman'’s
Impression Management Classifications and content analysis techniques. This study
applied the content analysis method. It has been drawn on frequency analysis, categories
analysis, and evaluative analysis from the techniques of content analysis method.
Frequency analyses were carried out to share contents and user comments. Contents and
user comments have been classified in terms of interpersonal communication components
and impression management tactics. Emoji usage has been evaluated in accordance with
positive and negative impression management strategies. The classification of Bilgin’s
content analysis technique and sub-techniques have been used.

Emojis, hashtags, videos, photographs, text, user comments, expert opinions, and tagging
were among the interpersonal communication tools employed when looking at the Tiktok
Instagram account’s share-outs. According to research, emojis are used in every sharing,
and more than one emoji is preferred in over half of the shares.

In light of the revelations, it appears that self-promotion, ingratiation, and exemplification
are used as impression management techniques rather than intimidation and
supplication. The strategy for impression management that is most frequently adopted
has shown to be self-promotion. It has been determined after evaluating impression
management strategies that positive impression management is used while negative
impression management strategies are not. This observation is consistent with
research findings.

The results of other studies on this subject are comparable to those of this study. Kavut
(20214, s. 280) has analyzed in her research The Pursuit of Happyness film and characters
in the context of interpersonal communication and impression management tactics
topics. As a result of this research, it is revealed that Self-promotion, Ingratiation, and
Exemplification, from impression management tactics of Jones and Pittman, are used. On
the other hand, it is emphasized that interpersonal communication skills and impression
management are of crucial importance the in all situations (such as interviews, meetings,
marketing, and sales area ) that necessitated the use of impression management. Cheung
(2014) has explained that motivations of self-expression play an important role in the
prediction of Instagram usage and self-presentation. Kavut (2018, s. 10) has concluded
that university students define Instagram as a new self-presentation, impression
management new identity construction area. Venter (2019) explained that since people
are inherently social beings, they must interact with others to live meaningful lives, they
can support each other through the connectedness and emotion of face-to-face and
computer-mediated communication, and as social beings, verbal and non-verbal cues are
crucial to understanding one another.

This study still has a few limitations which make possible new advantages for future
research and studies. Previous numerous studies notably focused on impression
management tactics. However, this study also discusses online impression management
tactics and impression management in the digital environment. This study is limited to
Instagram sharing of Tiktok Tiirkiye account from January 1st to March 31st, 2022, as
well as topics on interpersonal communication, impression management, impression
management tactics, and digital impression management.

[t is seen that Self-promotion, Ingratiation, and Exemplification impression management
tactics, from Jones and Pittman’s impression management tactics, are used. These
tactics may be used in all digital settings (such as social media, websites, blogs and so
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on) involving self-presentations and impression management of individuals. As a result,
it is observed that interpersonal communication components such as user comments,
tagging, expert opinion, call to action, emoji, hashtags, video, text sharings, and images
are drawn on.

Interpersonal communication in digital environments and digital impression
management is an emerging study and therefore, they have not been studied to the great
extent in the communication area. Impression management and the transformation
of interpersonal communication thanks to digital settings and new communication
technologies are increasingly important topics. Furthermore, the latest research has
tended to explore the effects of the transformation of interpersonal communication and
impression management from analog to digital communication.

Briefly stated, the current study will be useful to the topics of impression management,
social networks, TikTok, impression management tactics, communication, interpersonal
communication skill transformation, and digital impression management and to
understand the effects of interpersonal communication skills and impression management
tactics. Moreover, this study posits that digital interpersonal communication skills
and effective digital impression management may confer unique benefits to managing
personal online identities, and social media profiles, to form a positive impression and
gain an online reputation.
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Dijital Ortamlarda Kisilerarasi lletisim ve Izlenim
Yonetimi: Tiktok Uzerine Bir Inceleme

Sevgi KAVUT (Asst. Prof. Dr.)

Genigletilmis Ozet

Dijital iletisim teknolojilerinin yayginlasmasi ile birlikte kisilerarasi iletisim ve iletisim
stirecleri donlistime ugramistir. Bireyler bu ortamlarda farkli izlenim yonetimi taktiklerini
kullanarak benlik sunumlarini ve kisilerarasi iletisim siireclerini yansitmaktadir. Temel
iletisim becerilerinden biri olan kisilerarasi iletisim, empati ve etkili iletisim becerilerine
sahip bireylerin kendilerini, diger kisilere veya gruplara sozlii veya sozsiiz olarak ifade
ettigi bir iletisim yetenegi olarak tanimlanabilmektedir. izlenim yénetimi, davranislarin
stratejik bir bicimde digerlerinin algilarini etkilemek adina yonetilmesi siireci olarak
tanimlanir. izlenim yonetimi taktikleri ise digerlerinin bireyleri nasil algiladig1 veya
bireylerin nasil algilanmak istedigi ile iliskili olarak siniflandirilmaktadir. Bu arastirmada
TikTok Tirkiye sayfasinin Instagram hesab1 paylasimlari ve kullanici yorumlar:
kisilerarasi iletisim ve izlenim yonetimi taktikleri cercevesinde incelenmistir. Jones ve
Pittman'in izlenim yonetimi taksonomisi kullanilmistir. Arastirmanin 6rneklemini Tiktok
Tirkiye Instagram hesab1 olusturmaktadir.

Calismanin ana amaci, Tiktok'un Instagram sayfasindaki paylasimlarinda kullandigi
kisilerarasi iletisim araglarini ve izlenim yonetimi taktiklerini Jones ve Pittman’in
izlenim yoOnetimi taksonomisi, kisilerarasi iletisim becerileri ve bilesenleri ile igerik
analizi teknikleri dogrultusunda analiz etmektir. Tiktok Instagram sayfasi paylasimlari
incelendiginde; emoji, hashtag, video, eyleme ¢agr1 mesajlar1 (call to action), uzman
gorusi, kullanici yorumlari, etiketleme gibi bircok kisilerarasi iletisim bilesenlerinden
yararlanildig1 gozlemlenmistir. Paylasimlara bakildiginda; izlenim yonetimi taktiklerinden
Kendini Acindirma ve Tehdit Davranislarinin kullanilmadigi Niteliklerini Tanitma,
Kendini Sevdirme ve Ornek Davranislar Sergileme taktiklerinin siklikla kullanildig:
gorilmistir. Bu taktikler arasinda en ¢ok kullanilan izlenim yonetimi taktiginin ise
Niteliklerini Tanitma oldugu goézlemlenmistir. Calismanin dijital ortamlarda kisilerarasi
iletisim, izlenim yonetimi, dijital izlenim y6netimi, yeni iletisim teknolojileri konularinda
alana katki saglayacagina inanilmaktadir.

Dijital iletisim araglarinin geleneksel iletisim araglari ile kiyaslandiginda; daha 6zgiir, daha
ulasilabilir ve interaktif bir yap1 sunmasi gibi kullaniciya saglanan avantajlar bu ortamlar:
cazip hale getirerek, bireylerin bos zaman aktivitelerinden giinltiik yasam pratiklerine ve
paylasimlarina, sosyallesme ve eglence alanlarindan is siireclerinin hizlandirilmasina
kadar bir¢cok farkli kullanim avantaji sunmaktadir. Bu durum, iletisim streglerinin ve
ozellikle kisilerarasi iletisim bicimlerinin dijital platformlarla ve dijital kimliklerin aktif
kullanim1 sayesinde dijital kisilerarasi iletisim sekline dénlismesine, izlenim yonetimi
taktiklerinin dijital izlenim yonetimine evrilmesine sebep olmaktadir.

Pandemi; iletisim sekillerini, is akis stireclerini, izlenim yonetimi ve benlik sunumlarini,
cevrimici iletisim teknolojilerinin kullanim oranlarini dontstiirmiistii. Bu noktada,
Skalacha ve Pajestka (2021, s. 276), Covid-19 pandemisi 6ncesinde insanlarin sosyal
iliskilerinin 6zel bicimleri ile ilgili se¢cim sansina sahip oldugunu ve bir¢ok farkl
sekilde birbirleriyle iletisim kurabildiklerini agiklamistir. insan-bilgisayar etkilesimi ile
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karakterize edilen dijital cagin doniisiimi ile insanlarin iletisim kurabilme sekillerinde
belirgin bir fark olmustur. iletisim sekillerinde yiiz yiize Kisileraras: iletisimden insan-
makine iletisimine dogru bu déniisiim, teknoloji saglayiciligi ile olanak bulmustur (Ijeoma
& Okpara, 2019, s. 35).

Izlenim yoénetimi ve izlenim yonetimi taktikleri konularini ele alan birgok yaklagim ve teori
bulunmaktadir. Kavut, (2021a, s. 272), izlenim yonetimi taktikleri konusunda en bilinen
calismanin Jones ve Pittman tarafindan bes baslik altinda tanimlanan saldirgan izlenim
yonetimi taktikleri oldugunu belirtmistir. Bu taktikler; Niteliklerini Tanitma, Kendini
Sevdirme, Ornek Davranislar Sergileme, Kendini Acindirma ve Tehdit Davraniglari olmak
tizere smiflandirilmistir. Chawla ve arkadaslari; (2020, s. 4), Jones ve Pittman’in izlenim
yonetimi taktiklerinden Kendini Sevdirme taktiginin sevilebilir goriinmek, Kendini
Tanitma taktiginin yetenekli goriinmek ve Ornek Davranislar Sergileme taktiginin kendini
isine adamis goriinmek i¢in kullanildigini agiklamistir. Buna karsilik; Kendini Acindirma
muhta¢ gériinme amacini igerirken Tehdit Davranislari/Gézdag1 Verme taktigi tehditkar
olarak goriinme arzusunu kapsamaktadir.

Dijital izlenim; farkl bilesenlerin birarada var olmasini gerektiren bir alan olarak
tanimlanabilir. Kavut (2022a), dijital izlenimin dijital kimlik, dijital personalar ve dijital
ayak izleri olmak tlizere 3 alt boliimden olustugunu ac¢iklamistir. Dijital kimlik, bireyler
arasinda etkilesimlerle olusturulan kisisel profiller, kiiltiirel sermaye ve kayitlari iceren bir
kimlik seklidir (Kavut, 2021b, s. 529). Dijital izlenimler; ¢evrimici olarak meydana gelen
sosyal izlenimlerdir. Sosyal izlenim, bir kisi hakkinda ¢ikarilan veya bir kisinin verdigi
bir imajdir. Bu bir kisinin benlik sunumu tiirii veya bireylerin izleyicileri éniinde nasil
davrandignin stratejik uzlasmasidir (Galarraga, 2018). Dijital ayak izleri ise bireylerin
dijital kimlikleri ile yaptiklar1 paylasimlar, begeniler, yorumlar, ¢evrimici alisveris, dijital
bankacilik, sosyal medya hesaplari, internet ve arama motoru aramalari gibi tiim dijital
platformlarda bireysel hesaplar ile gerceklestirdikleri ve internette yapmis olduklar:
tliim paylasimlari icine alan bir dijital izlenim bileseni olarak a¢iklanabilmektedir.

Benlik sunumlari farkl1 amaglara sahip olabilmektedir. Begenilmek, yetenekli gériinmek,
dirist, baskin ve sempatik olmak gibi amaglar siralanmistir. Her bir amag farkli sunum
stratejilerini icermektedir (Yorisa, Rakhmi, & Nurfitria, 2021). Bu stratejiler dijital
ortamlarda bireylerin farkli Kkisileraras: iletisim becerileri kullanimlarina, iletisim
yapilarina, benlik sunumlarina, izlenim yonetimi siireglerine ve kisisel algilarina etki
edebilmektedir. Calismanin ana amaci, Tiktok'un Instagram sayfasindaki paylasimlarinda
kullandig1 Kkisileraras: iletisim araglarini ve izlenim yonetimi taktiklerini Jones ve
Pittman'in izlenim yodnetimi taksonomisi dogrultusunda analiz etmektir. Tiktok'un
Instagram sayfas1 paylasimlari incelendiginde; emoji, hashtag, video, eyleme cagri
mesajlar1 (call to action), uzman goriisii, kullanici yorumlari, etiketleme gibi bircok
kisileraras1 iletisim bileseninden yararlanildigi goézlemlenmistir. Paylasimlara
bakildiginda; izlenim y6netimi taktiklerinden Niteliklerini Tanitma, Kendini Sevdirme ve
Ornek Davranislar Sergileme taktiklerinin kullanildig1 goriilmiistiir. Kendini Acindirma
ve Tehdit Davranislar izlenim yonetimine iliskin herhangi bir icerik ve video ¢alismasi
bulunmamistir.

Arastirma, 1 Ocak-31 Mart 2022 Tiktok Tiirkiye Instagram sayfasi paylasimlar1 ve
kisilerarasi iletisim, izlenim yonetimi, izlenim yonetimi taktikleri, dijital izlenim yonetimi
konulari ile sinirlandirilmistir. Sosyal medya, web sayfalari, bloglar gibi bireyin benlik
sunumlarini ve izlenim yonetimlerini iceren tim dijital ortamlarda Jones ve Pittman’in
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bes alt boyutta tanimladigi izlenim yonetimi taktiklerinden Niteliklerini Tanitma, Kendini
Sevdirme ve Ornek Davramslar Sergileme izlenim yonetimi taktiginin kullanildig
gozlemlenmistir. Sonug olarak kullanicilarin dijital ortamlarda kisilerarasi iletisim araci
olarak etiketleme, kullanici yorumlari, uzman goriisii, eyleme ¢agri mesajlari, emoji,
hashtag kullanimi, video, metin paylasimlar1 ile fotograf (gorsel) kullanimlarindan
yararlandigi gozlemlenmistir.

Dijital ortamlarda kisilerarasi iletisim ve dijital izlenim yonetimi yeni gelisen ¢alisma
alanlaridir ve bu nedenle iletisim bilimlerinde ¢ok fazla ¢alisiimamistir. Dijital ortamlar
ve yeni iletisim teknolojileri sayesinde izlenim yo6netimi ve kisilerarasi iletisimin
dontsimi giderek énem kazanan konulardir. Son ¢alismalarda Kkisilerarasi iletisimin
donlisimiiniin ve izlenim y6netiminin etkileri tizerinde ¢alisildig1 goriilmiistiir. Mevcut
calisma, kisilerarasi iletisim ve iletisim psikolojisi perspektifinde izlenim yonetimi, sosyal
aglar, Tiktok, iletisim ve Kkisilerarasi iletisim becerilerinin dontisimii, izlenim ydnetimi
taktikleri, dijital izlenim yonetimi konularinda alana fayda saglayabilecektir.

Anahtar Kelimeler: Kisilerarasi Iletisim, Dijital Ortam, Izlenim Yénetimi, Yeni iletisim
Teknolojileri, Tiktok.
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