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Abstract: Impression management is a concept that expresses how individuals present their characters and their
behaviors in line with the goal they want to achieve. When considered in the organizational context, impression
management tactics can often be used by employees who want to gain certain privileges such as promotions, raises,
appreciation and resource use, and by managers who want to have an impact on their employees that will motivate
them to work harder and increase performance. In this sense, the aim of this research is to reveal insurance sector
employees’ attitudes towards impression management. In the scope of the research, demographic questions and
Impression Management Scale (Bozkurt Yildirim, 2019) are prepared as a survey form and the surveys were
delivered to the employees via e-mail. 134 employees participated in the research and the data was analysed via
SPSS 22.0 programme. Findings reveal that, there is a statistically significant difference (p <0.05) between gender,
age and experience characteristics and all dimensions of the scale (camouflage, curry favor, protect image,
intimidation). In addition, findings also reveal that there is not a statistically significant difference (p >0.05)
between marital status characteristic and all dimensions of the scale (camouflage, curry favor, protect image,
intimidation).
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Izlenim Yonetimi: Sigorta Acentelerinde Bir Arastirma

Oz: izlenim yonetimi, bireylerin ulasmak istedikleri ama¢ dogrultusunda karakterlerini ve davramislarmi nasil
ortaya koyduklarini ifade eden bir kavramdir. Organizasyonel baglamda ele alindiginda izlenim yonetimi
taktikleri, terfi, takdir ve kaynak kullanim1 gibi ayricaliklar elde etmek isteyen calisanlar ve ¢alisanlar1 {izerinde
onlart motive edecek, daha ¢ok calistiracak ve performansi artiracak etki yaratmak isteyen yoneticiler tarafindan
siklikla kullanilabilmektedir. Bu baglamda bu arasgtirmanin amaci sigorta sektorii ¢aliganlarinin izlenim
yonetimine yonelik tutumlarini ortaya ¢ikarmaktir. Katilimcilara iletilen yapilandirilmis anket formu, Bozkurt
Yildirim (2019) tarafindan gelistirilen izlenim Y&netimi Olgegi ve demografik sorulardan olusmaktadir. Anket
formlar1 potansiyel katilimcilara e-posta yoluyla ulagtirilmis ve anketlerden elde edilen veriler SPSS 22.0 programi
iizerinde analiz edilmistir. 134 katilimcidan elde edilen bulgulara gore, cinsiyet, yas ve tecriibe demografikleri ile
Olgegin tiim boyutlar1 (kamufle etme, yaranmaya c¢alisma, imaji1 koruma, gdzdagi verme) arasinda istatistiksel
olarak anlamli (p< .05) bir farklilik bulunmaktadir. Bunun yan1 sira, medeni durum demografigi ile dl¢egin tiim
boyutlar1 (kamufle etme, yaranmaya caligma, imaj1 koruma, gozdag1 verme) arasinda istatistiksel olarak anlamli
bir farklilik bulunmadigi (p > .05) tespit edilmistir.
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Introduction

The concept of impression management, which is defined as the behavior of individuals to direct
their perceptions towards themselves, has been widespread in the fields of psychology and social
psychology for many years and has been described as efforts related to appearance. Impression
management, used systematically for the first time by sociologist Erving Goffman (1959) in his book
“The Presentation of Self in Everyday Life” and it is defined as the behaviors exhibited by the individual
in order to influence perceptions about himself/herself in social interactions. It is also defined as the set
of behaviors exhibited to direct daily activities (Rosenfeld et al., 2002). According to Goffman (1959),
people’s approaches to each other in social life are mostly affected by external appearances. Every
person has more than one identity, that is, a repertoire of identities, and the individual exhibits one of
them depending on the situation or circumstances of the other person. In this sense Goffman, who
resembles life to a theater stage, described individuals as actors performing on this stage (Leary &
Kowalski, 1990). In the same period, Edward Jones, a social psychologist, also conducted studies on
impression management and revealed that some of individuals’ perceptions of others are determined by
their initiatives (Bozkurt Yildirim, 2019).

Impression management is a process in which individuals manipulate information about
themselves. This process involves creating and maintaining a desired image (Bolino et al., 2016).
Individuals who use impression management, distort information about themselves and therefore make
others perceive them as they wish. Personality is seen as an important determinant in shaping this
process (Bratton & Kacmar, 2004). Individuals with more manipulative or grandiose characteristics can
be expected to present their abilities, expectations and goals in a biased way to those around them, and
if this person is an employee of an organization, they can be expected to continue their career progress
in a misleading way. Employees with these characteristics can create the image they desire in the eyes
of both other employees and employers, by distorting the truth (Uslu & Terzi Coban, 2022).

Objective

The aim of this research is to reveal insurance sector employees’ attitudes towards impression
management. Insurance sector urges employees to create impression on potential and current customers
in order to convince them to sign up for new insurances in addition to continueing their current
insurances. Furthermore, the sector urges employees to manage their impressions towards their
managers, since they earn extra salary as they increase their insurance deals with customers. In this
sense, the employees feel obliged to create necessary impressions on both customers, in order to make
deals, and on managers, in order to convince them that they are really successful in convincing customers
to make insurance deals. Moreover, the impressions that they want to create on customers, may differ
depending on their demographic characteristics such as age, marital status and and gender.

The Historical Development of Impression Management

Impression management was first used and conceptualized by Goffman (1959), as mentioned in
introduction section. Goffman defines people as “actors” performing in front of “audiences” and he
evaluates social interactions from a dramaturgical perspective (Bozeman & Kacmar, 1997; Dillard et
al., 2000; Spear & Roper, 2013; Yilmaz, 2014). Accordingly, many sociologists and social psychologists
have carried out conceptual and empirical studies on impression management at the individual level and
in the 1980’s, impression management began to be the subject of organizational research (Bolino, Long
& Turnley, 2016). In this process, individual impression management has been examined within the
scope of individuals’ efforts to control audience impressions in daily life and/or within the organizational
structure (Bolino, Kacmar, Turnley & Gilstrap, 2008).

Although impression management was initially seen by psychologists as a form of behavior to
deceive people and influence them, in 1990’s it has started to be accepted as a natural behavior that is
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widely used in organizational life and social interactions. It is also accepted as the basis of effective
communication (Ozdemir, 2006; Acar & Karavelioglu, 2022). Impression management is generally used
to increase the material and social benefits within the organization, to obtain individual respect, to create
a trustworthy climate and to gain a publicly accepted identity (Singh & Vinnicombe, 2001).

On the other hand, although the concept of impression management is generally considered as a
positive concept, it also brings negative consequences in some cases (Demiral, 2016). Although at first
glance the concept of impression management may seem as exhibiting behavior that will benefit other
people, the main goal is for the individual, who exhibits specific behavior. This is to say that, some
people expect to gain various advantages, such as being rewarded more by creating a more positive
image, by showing an eye-catching attitude or by providing some help to other individuals. From this
perspective, it can be thought that impression management may not be considered ethical in some cases
(Bektag & Karagdz, 2018).

Strategies of Impression Management

Jones and Pittman (1982: 231) defined five impression management strategies in their study. The
first of these, self-love/ingratiation, is used to gain the love of others. Secondly, self~promotion is used
to appear competent. The third strategy is exemplification, which is used to appear committed. The
fourth strategy, intimidation, is used to appear threatening. Fifth and lastly, supplication is used to appear
needy.

Self-love/Ingratiation is the tactic of making oneself liked by others in order to appear affectionate
and gain their appreciation, by behaving in a pleasant way, constantly praising the others and acting as
if they share the same ideas with them. The individual, who tries to behave in accordance with the
attitudes, beliefs and values of the other people, approves their ideas even if he/she does not adopt those
ideas (Drory & Zaidman, 2007; DuBrin, 2011). On the other hand, it is considered that the success of
this tactic will be high if there are many similarities between two individuals in terms of attitudes and
behaviors (Rosenfeld et al., 2002).

Self-promotion is a tactic of individuals constantly emphasizing and telling the successful results
they have achieved to those around them, often in exaggerated ways, in order to created a talented
personality image (Bolino & Turnley, 1999). Thus, although the individual is aware of his/her
weaknesses, he/she tries to highlight his/her strengths, personal knowledge and abilities. It is a tactic
frequently used by individuals who aim to be accepted in their environment, to be in a good position,
and to gain respect by being perceived by others as knowledgeable and talented. However, it is also
stated that this tactic is mostly used by lower-level employees who do not have management power to
create the impression that they deserve, to be promoted towards their superiors (Drory & Zaidman, 2007,
Liden & Mitchell, 1988).

Examplification suggests that when the individual tries to create an honest impression he/she
spends effort to set an example for others by doing his/her best since the purpose of managing
impressions is to try to reflect a positive image. For example, the individual comes to work early, works
till late hours, does not go on vacation, volunteers for the most difficult tasks and does everything he/she
can in order to help others (Leary, 1996; Schutz, 1998). Thus, these behaviors enable the individual to
have the impression of being a desired, admired and exemplary employee and they create a positive
perception within the organization.

Threatening/Intimidation is generally used by the superiors (Crane & Crane, 2002). It is known
as influencing other people to behave in a desired way. This tactic is used to increase the superior’s
power or get the superior’s wishes done, by creating a threatining image on others. For example, in the
work environment, supervisors or managers can ensure that their orders and requests are carried out by
intimidating or threatening with rewards and punishments. In this sense, some people may want to be
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perceived as someone who is feared, harsh, frightening and threatening since it will serve their own
interests in the best way (Leary, 1996).

Supplication tactic is used by individuals who aim to make others feel sorry for them by revealing
their weaknesses and shortcomings. Therefore, they get rid of some responsibilities and heavy work. It
is likely that employees who rely on others for help and whose competencies are too weak to handle
many tasks, will not be assigned for important and difficult tasks. For this reason, individuals who want
to avoid certain tasks and responsibilities can reduce the others’ expectations by using the supplication
tactic. With this tactic, people highlight their own weaknesses and shortcomings, aiming to activate
others’ feelings of pity and thus receive the help, protection and support they want from them. It is also
used to defend oneself to get rid of some heavy responsibilities and to provide justification for possible
failures (Bozkurt Yildirim, 2019).

Tedeschi & Melburg (1984) stated that impression management strategies can be short-term or
long-term, triggering or defensive. Some researchers have also focused on whom impression
management targets. For example, Wayne and Ferris (1990) stated that impression management
behaviors can be directed towards oneself, one’s manager or one’s job. Manager-focused strategies
include behaviors and expressions directed at the manager. Such behaviors try to make the manager see
the employee as more likable and largely involve the “self-liking” strategy, which is mentioned above.
Strategies that focus on the person himself/herself consist of behaviors designed to emphasize what a
good, kind person he/she is and may include strategies of “showing exemplary behavior” in various
aspects. Job-focused strategies include statements and behaviors that emphasize the positive aspects of
the employee’s job performance. Therefore, these behaviors are designed to make the employee appear
more competent (Bing6l, Yasin & Dalmis, 2022).

Organizational Impression Management

People who have various relationships in organizational environments leave certain impressions
on others around them. These impressions created on other people play an important role in the
judgements, evaluations and decisions about the individuals. In this sense, it is deduced that people who
are closely interested in how others perceive and evaluate them, often try to influence the processes in
which others form impressions about them. People avoid being perceived negatively by other people
and generally want to be perceived positively (Leary, 1996). In this respect, people who are interested
in what people around them think about them, shape their own behavior in order to create various
impressions. People make these attempts not only to protect or strengthen themselves, but also to receive
more social rewards or less social punishment from important people around them (Jones, 1990). In this
regard, it is an inevitable behavior for people to try to control various impressions created about them
(Cetin & Basim, 2010).

Considering that the process of social exchange inevitably occurs in business life, it is normal for
people to foresee that they can increase their earnings in this exchange by engaging in behaviors related
to impression management (Ozdevecioglu & Erdem, 2008). As in all social structures, the majority of
individuals in organizations are interested in what others think about them. Likewise, managers use
impression management tactics to influence employees in the organization and direct them towards the
goals of the organization (Gardner & Avolio, 1998). The impressions about an individual’s
organizational life constitute great importance in terms of his/her career, including recruitment,
promotion, remuneration, and performance evaluation follow-up. Making a positive impression on
others, especially on the superiors, means achieving positive results in organizational life. In this context,
it is understood that people need to manage the process effectively in order to create a positive
impression (Tabak et al., 2010). For these reasons, in the workplace, employees frequently use
impression management tactics in order to create a desired working environment and achieve the desired
task, receive positive feedback regarding performance and gain valuable rewards (Bektas & Karagoz,
2018).
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In previous researches on organizational level, the impression management behaviors of
individuals have been examined in the organizational context such as leader-member exchange, job
interviews, performance evaluation and career (Bozeman & Kacmar, 1997). In addition, the use of
impression management tactics to create an organizational image in organizations have been researched
(Bolino et al., 2016). Just as individuals use impression management tactics to influence others’
perceptions of themselves, organizational representatives and spokespersons use impression
management tactics to influence the way that others consider the organization as a whole. Organizational
impression management is defined as any action that is deliberately designed and carried out to influence
the target audience’s perceptions about the organization (Tamer & Uzun, 2023).

Method

The motivation of the current study is to research insurance sector employees’ attitudes towards
impression management. Insurance sector urges employees to create impression on potential and current
customers in order to convince them to sign up for new insurances, in addition to continuing their current
insurances. Furthermore, the sector urges employees to manage their impressions towards their
managers since they earn extra salary as they increase their insurance deals with customers. In this sense,
the employees feel obliged to create necessary impressions on both customers, in order to make deals,
and on managers, in order to convince them that they are really successful in convincing customers to
make insurance deals. Furthermore, the impressions that they want to create on customers may differ
according to their demographic characteristics such as age, marital status and and gender. This is to say
that, while younger employees prefer to create a vivid and active impression, the older employees may
prefer to create an impression that is more mature and confident. In addition, female employees may
prefer to create an impression that is cheerful and convincing, while male employees prefer to create an
impression that is more serious.

Because of the fact that it is not possible to extend the research to all insurance sector employees,
the employees in Osmangazi District, city of Bursa, Tiirkiye, is defined as sample. In Bursa city
Osmangazi District, there the approximate number of insurance sector employees is around 400.
Therefore, with regard to 5% error margin and 95% reliability level, the sample number is defined as
80.

Findings

The survey form that is structured in the scope of the research consists demographic questions
and “Impression Management Scale” that is developed by Bozkurt Yildirim (2019). The forms are
delivered to the employees via e-mail. 134 employees participated the survey and the data that was
gathered from the participants was analysed via SPSS 22.0 package programme. The reliability finding
of Impression Management Scale (Table 1) is ,996.

Table 1. Reliability Test

Impression Management Scale Cronbach’s Alpha Value
16 items ,996

As for demographical findings (Table 2), 61 (45,5%) participants are women, 73 (54,5%)
participants are men. In terms of marital status, 69 (51,5%) participants are married and 65 (48,5%)
participants are single. As for age groups, 31 (23,1%) participants are in 18-29 age group, 50 (37,3%)
participants are in 30-39 age group, 46 (34,3%) participants are in 40-49 age group and 7 (5,2%)
participants are in 50-59 age group. In terms of experience, 31 (23,1%) participants have 0-5 years
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experience, 50 (37,3%) participants have 6-10 years experience, 46 (34,3%) participants have 11-15
years experience and 7 (5,2%) participants have 16-20 years experience.

Table 2. Demographical Findings

Women Men
Gender:
61 (45,5%) 73 (54,5%)
Marital status: Married Single
69 (%51,5%) 65 (48,5%)
Age: 18-29 30-39 40-49 50-59
31(23,1,%) 50 (37,3%) 46 (34,3%) 7 (5,2%)
Experience: 0-5 years 6-10 years 11-15 years 16-20 years 21+ years
31(23,1%) 50 (37,3%) 46 (34,3%) 7 (5,2%) -

The original Impression Management Scale has 4 dimensions and these are camouflage, curry
favor, protect image and intimidation. The items of the scale are sorted accordingly. In this sense, in the
current study the survey is applied to the participants according to those dimensions and comparative
statistics tests are analysed according to these dimensions. Since the distribution of data is not normal
according to the normality (Kolmogorov-Simirnov) test results, Mann-Whitney U test and Kruskal-
Wallis test, which are non-parametric, were used in addition to descriptive analysis test.

Hypothesis

Ho: There is no statistically significant difference between the socio-demographic (gender, marital
status, age, experience) characteristics of insurance agency employees and their attitudes towards
impression management. hO: p1> p2

Hi: There is a statistically significant difference between the socio-demographic (gender, marital
status, age, experience) characteristics of insurance agency employees and their attitudes towards
impression management. h1: p1> p2

H,: There isa statistically significant difference between gender characteristics of insurance
agency employees and their attitudes towards impression management. H2: p1> p2

H;: There is a statistically significant difference between marital status characteristics of
insurance agency employees and their attitudes towards impression management. H3: p1> p2

Ha: There is a statistically significant difference between age characteristics of insurance agency
employees and their attitudes towards impression management. H4: p1> p2

Hs: There is a statistically significant difference between experience characteristics of insurance
agency employees and their attitudes towards impression management. HS: p1> p2

Descriptive Statistics

The descriptive statistics (Table 3) results of the Impression Management Scale show that the
most important item according to the participants is item 3 “I can get people to do my work-related
requests by expressing my closeness to the boss or important people” and item 4 “I intimidate at work
by making sure I look more serious and stern than usual” with averages of 3,2761. Secondly, there is
the idea “I make my colleagues beware of me by emphasizing (using) my authority, position and power
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at work” which is item 1, with an average of 3,2164. In the third place, there is the idea “When I
encounter a task that I do not know, I can act as if I know it, thinking that I will learn it anyway”, which
is item 15, with an average of 3,1642.

In this frame, it can be inferred that according to the the participants drawing an impression as
strong, professional, serious, confident and hard-working is really crucial. In this sense, it can also be
deduced that they can do anything in order to be succesful in their work lives and they adopt
machiavelistic behavior.

As for the least important item for the participants, it is item 6, “I often praise the accomplishments
of my colleagues to make them think I am a good person”, with an average of 2,8358.

In this frame, it can be inferred that the participants do not have any concerns about creating an
impression that demostrates them as naive and full of good intentions towards others. Instead, as afore
mentioned, they focus on drawing an image that demonstrates them as strong.

Table 3. Descriptive Statistics

D
Items a "
] =
= e
[=) @ <
> & = >
= Y = 9 =
g B = c g
= = z < = “ 8
1. I make my colleagues fi 14 47 - 42 31 3,2164 1,40548
beware of me by Y.fi 10,4 35,1 - 31,3 23,1
emphasizing (using) my
authority, position and
power at work.
2. 1 use as big an office and fi 26 35 7 35 31 3,0746 1,49499
flashy office supplies and Y.fi 19,4 26,1 5,2 26,1 23,1
furniture as I can to make
people think that I am an
important person.
3.1can get peopletodomy fi 14 46 1 35 38 3,2761 1,44780
work-related requests by Y.fi 10,4 343 J7 26,1 28,4
expressing my closeness to
the boss or important
people.
4. I intimidate at work by fi 7 53 1 42 31 3,2761 1,33429
making sure I look more Y.fi 5,2 39,6 J7 31,3 23,1
serious and stern than
usual.
5. 1 sometimes intimidate fi 25 36 - 42 31 3,1343 1,50083
my  colleagues, either Y.fi 18,7 26,9 - 31,3 23,1
explicitly or by implication,
in order to get them to
behave in the desired way.
6. 1 often praise the fi 33 28 16 42 15 2,8358 1,39383
accomplishments of my Y.fi 24,6 20,9 11,9 31,3 11,2
colleagues to make them
think I am a good person.
7. In order to make people fi 32 28 1 42 31 3,0896 1,55337
like me, I show kindness at  Y.fi 23,9 20,9 J7 31,3 23,1
work, compliment others,
and remember special days.
8. I can provide special fi 14 46 8 51 15 3,0522 1,26442
assistance to my colleagues  Y.fi 10,4 343 6,0 38,1 11,2

(such as lending money,
favoritism and protection) to
show that I am a friend.
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9. 1 act obediently and fi 25 36 - 51 22 3,0672 1,43636
respectfully towards my Y.fi 18,7 26,9 - 38,1 16,4

colleagues (superiors and

colleagues) in order to be

appreciated.
10. To show that I am fi 8 53 9 42 22 3,1269 1,26504
committed to work, I tryto Y.fi 6,0 39,6 6,7 31,3 16,4

arrive at work before
everyone else and leave
later than everyone else.

11. If any work fails, I try fi 25 36 - 58 15 3,0149 1,38186
to protect my image by Y.fi 18,7 26,9 - 43,3 11,2

stating that others had a

share in it.

12. When I make a mistake, fi 32 28 17 26 31 2,9701 1,51653
I always have excuses forit.  Y.fi 23,9 20,9 12,7 19,4 23,1

13. I may pretend not to fi 14 47 9 33 31 3,1493 1,39012
know a task or responsibility  Y.fi 10,4 35,1 6,7 24,6 23,1

I don't like in order to avoid

1t.

14. 1 do my best to prevent fi 14 47 16 42 15 2,9776 1,24131
the issues I see as lacking in ~ Y.fi 10,4 35,1 11,9 31,3 11,2

myself from being revealed.

15. When 1 encounter a fi 14 47 7 35 31 3,1642 1,39383
task that I do not know, I  Y.fi 10,4 35,1 5,2 26,1 23,1

can act as if I Kknow it,
thinking that I will learn it

anyway.
16. I prefer to hide some of fi 7 54 7 51 15 3,0970 1,20069
my habits (such as smoking)  Y.fi 5,2 40,3 5,2 38,1 11,2

to avoid being shamed by

people.

*fi: Data frequency
*Y.fi: Frequency value percent
*STD: Standart deviation

Comparative Statistics

As mentioned in the data analysis section, the original Impression Management Scale has 4
dimensions and these are camouflage, curry favor, protect image and intimidation. In this sense, in the
current study the survey is applied according to those dimensions and the comparative statistics are
analysed according to these dimensions. Since the distribution of data is not normal according to the
normality (Kolmogorov-Simirnov) test (Table 4), Mann-Whitney U test and Kruskal-Wallis test, which
are non-parametric tests, were used to analyze if there was a statistically significant difference of the
participants’ answers according to their socio-demographic findings, in regard with the dimensions of
the scale (Table 5). Findings show that, there is a statistically significant difference (p <.05) between
gender, age and experience characteristics and all dimensions. Furthermore, it is also found that there is
not a statistically significant difference (p >.05) between marital status characteristic and all dimensions.



Riizgar, N. / Anemon Mus Alparslan Universitesi Sosyal Bilimler Dergisi, 2025 13(1) 17-36 25

Table 4. One Sample Kolmogorov-Smirnov Test

Statistic df Sig.
Impression Management ,239 134 ,000
Scale
Table 5. Comparative Results
Variable Dimension Test Statistics P

Gender Camouflage Mann-Whitney U ,000 ,000
Curry favor ,000 ,000
Protect image ,000 ,000
Intimidation ,000 ,000

Marital Status Camouflage Mann-Whitney U 2134,500 ,621
Curry favor 2044,000 ,368
Protect image 2100,500 522
Intimidation 2025,000 318

Age Camouflage Kruskal-Wallis 17,125 ,001
Curry favor 14,394 ,002
Protect image 13,473 ,004
Intimidation 16,529 ,001

Experience Camouflage Kruskal-Wallis 17,125 ,001
Curry favor 14,394 ,002
Protect image 13,473 ,004
Intimidation 16,529 ,001

According to post-hoc tests, in the frame of gender characteristics the difference stems from male
participants (Table 6). In this sense, it can be deduced that different genders pay different attention to
impression management, in addition to their attitudes.

Table 6. Gender Post-Hoc Test

Gender N Mean Rank Sum of Ranks

Intimidation women 61 31,00 1891,00
men 73 98,00 7154,00
Total 134

Curry favor women 61 31,00 1891,00
men 73 98,00 7154,00
Total 134

Protect image women 61 31,00 1891,00
men 73 98,00 7154,00
Total 134

Camouflage women 61 31,00 1891,00
men 73 98,00 7154,00

Total 134
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Furthermore, it is also found that in the frame of age characteristics the difference stems from 50-
59 age group (Table 7), which implies that since this age group is about to retire, their attitudes towards
impression management is different from other age groups.

Table 7. Age Post-Hoc Test

Samplel- Test Statistic Std.Error Std.Test Statistic  Sig. Adj.Sig.
Sample2

50-59 30-39 45,190 15,200 2.973 ,003 ,018
50-59 40-49 46,848 15,281 3,066 ,002 ,013
50-59 18-29 62,919 15,762 3,992 ,000 ,000

Finally, in the frame experience characteristics (Table 8), it is revealed that the difference stems
from 16-20 years experience. In this sense, it can be concluded that this age group has enough experience
in the sector and their attitudes towards impression management is more mature and different from other
groups.

Table 8. Experience Post-Hoc Test

Samplel- Test Std.Error Std.Test Sig. Adj.Sig.
Sample2 Statistic Statistic

16-20 6-10 45,190 15,200 2.973 ,003 ,018
16-20 11-15 46,848 15,281 3,066 ,002 ,013
16-20 0-5 62,919 15,762 3,992 ,000 ,000

Hence, H> hypothesis, There is statistically significant difference between gender characteristics
of insurance agency employees and their attitudes towards impression management. H2: p1> n2, is
accepted.

Hs: There is a statistically significant difference between marital status characteristics of
insurance agency employees and their attitudes towards impression management. H3: nl> u2, is
rejected.

Ha: There is a statistically significant difference between age characteristics of insurance agency
employees and their attitudes towards impression management. H4: u1> p2, is accepted.

Hs: There is a statistically significant difference between experience characteristics of insurance
agency employees and their attitudes towards impression management. H5: p1> n2, is accepted.

Discussion

Individuals prefer to employ tactics of impression management in order to reach their
expectations, such as obtaining more material and social benefits from the organization, having personal
dignity and creating an identity that is accepted by everyone (Singh & Vinnicombe, 2001). Other
people’s perceptions and evaluations constitute importance. In accordance with their desire to achieve
their goals, they use impression management tactics to create the image that they desire for themselves
in order to impress target group. Impression management plays an active role in determining the
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direction of social interaction (O’Callaghan & Doyle, 2001). Wherever there are people, there is also
social interaction. For this reason, impression management behaviors are tools that help people socialize
(Bektas & Karagdz, 2018).

In the organizational context, individuals determine theimpression management tactics that they
plan to use according to the goal they want to achieve. For example, an individual who wants to have
the promotion opportunity that he/she expects, may appear to his/her manager as someone who is
committed to his job, he/she comes to work early and leaves the workplace after everyone else,
participates in assigned tasks voluntarily in order to create the impression of high performance.
However, while this situation will often help the individual achieve his/her goal, it can also bring about
many problems in terms of his/her relationships with the co-workers since it is possible that he/she may
be ostracized by the co-workers who are aware of his/her plan. In addition, it may negatively affect the
attitudes of individuals who work really hard, but who do not prefer to show off with their efforts to the
co-workers and the superiors (Bozkurt Yildirim, 2019).

Conclusion

The aim of the current study is to research insurance agency employees’ attitudes towards
impression management. As mentioned in the methodology section, insurance sector urges employees
to create impression on potential and current customers in order to convince them to stay wit their
agency. In addition, the sector urges employees also to create positive, hard-working and reliable
impressions on their managers since they have the chance of gaining extra wages as they increase their
insurance deals with customers. In this sense, the employees feel obliged to create necessary impressions
on both customers, in order to make deals, and on managers, in order to convince them that they are
really reliable, hard-working successful in convincing customers to make insurance deals. Analysis
results reveal that, there is a statistically significant difference (p <0.05) between gender, age and
experience characteristics and all dimensions. Furthermore, analysis results also reveal that there is not
a statistically significant difference (p >0.05) between marital status characteristic and all dimensions.
In this context, it can be inferred that no matter they are married or single, the participants’ attitudes
towards impression management can vary according to their gender, age and experience. This is to say
that, women and men carry different characteristic qualities and therefore, the impressions that they
want to display differs. Accordingly, as the participants grow older and gain experience, their visions
and points of view change and they aim at drawing different impressions than before, when they were
young.

In addition, it is deduced that drawing an impression as strong, professional, serious, confident
and hard-working is really crucial for the participants. In this sense, it can also be inferred that they can
do anything in order to be succesful in their work lives and they can adopt machiavelistic behavior.
Furthermore, it can be inferred that the participants do not have any concerns about creating an
impression that demostrates them as naive and full of good intentions towards others. Instead, as afore
mentioned, they focus on drawing an image that demonstrates them as strong.

Recommendations

Although there are researches on impression management in literature, there is almost no research
on insurance agencies in the frame of impression management. This situation constitutes a limitation for
the current study. In this sense, the current study is expected to shed light to both researchers for their
future researches and to professionals in the sector. On the other hand, different samples should be
researched in order to draw a statistical frame for each sector in the context of impression management.

On the other hand, when compared to other studies on impression management, Bingol et al.,
(2022) conducted a research on civil servants at different levels working in three different public
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institutions in Ankara and they found that impression management strategies have a statistically
significant and positive effect on social loafing behavior at different levels.

In another research, Bektas and Karagoz (2018), conducted a research on the mediating role of
social aspect anxiety in the effects of impression management behavior on staff’s work engagement in
Antalya. Survey method was used as data collection tool. According to the results, social aspect anxiety
has a full mediating role on the relationship between impression management and work engagement.
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TURKCE SURUM
Giris

Bireylerin algilarin1 kendilerine yoneltme davramslart olarak tamimlanan izlenim yonetimi
kavrami, uzun yillardir psikoloji ve sosyal psikoloji alaninda yaygin olarak ele alinmis ve dis goriiniisle
ilgili cabalar olarak agiklanmustir. Izlenim y&netimi, ilk kez sosyolog Erving Goffman (1959) tarafindan
“Glnliik Yagsamda Benligin Sunumu” adh kitabinda sistematik olarak kullanilmis olup bireyin sosyal
etkilesimlerde kendisi hakkindaki algilarin1 etkilemek amaciyla sergiledigi davramiglar olarak
tamimlanmistir. Ayrica giinliik aktiviteleri yonlendirmek i¢in sergilenen davraniglar kiimesi olarak da
tanimlanmaktadir (Rosenfeld vd., 2002). Goffman’a (1959) gore sosyal yasamda insanlarin birbirlerine
yaklagimlar1 ¢ogunlukla dig goriiniislerden etkilenmektedir. Her insanin birden fazla kimligi, yani kimlik
repertuari vardir ve birey, diger kisinin durumuna veya kosullaria bagli olarak bunlardan birini sergiler.
Bu anlamda hayat1 bir tiyatro sahnesine benzeten Goffman, bireyleri bu sahnede performans sergileyen
aktorler olarak tanimlamigtir (Leary & Kowalski, 1990). Ayni1 dénemde sosyal psikolog Edward Jones
da izlenim yOnetimi iizerine ¢aligmalar yapmis ve bireylerin bagkalarina iligkin algilarinin bir kisminin
kendi inisiyatifleri tarafindan belirlendigini ortaya koymustur (Bozkurt Yildirim, 2019).

[zlenim yonetimi, bireylerin kendileri hakkindaki bilgileri manipiile ettigi bir siirectir. Bu siireg,
istenen bir imajin yaratilmasi ve siirdiiriilmesini igerir (Bolino vd., 2016). Izlenim yonetimini kullanan
bireyler, kendileri hakkindaki bilgileri carpitir ve dolayisiyla bagkalarinin kendilerini istedikleri gibi
algilamasim saglarlar. Kisilik, bu siireci sekillendirmede dnemli bir belirleyici olarak goriilmektedir
(Bratton ve Kacmar, 2004). Daha manipiilatif veya gorkemli 6zelliklere sahip bireylerin, yeteneklerini,
beklentilerini ve hedeflerini etrafindakilere 6nyargili bir sekilde sunmalar1 beklenebilir ve bu kisi bir
oOrgiitiin calisani ise kariyer gelisimini yaniltici bir sekilde siirdiirmesi beklenebilir. Bu 6zelliklere sahip
calisanlar, gercegi carpitarak hem diger calisanlarin hem de igverenlerin goziinde istedikleri imaji
yaratabilirler (Uslu & Terzi Coban, 2022).

Amag

Bu arasgtirmanin amaci, sigorta sektorii ¢alisanlarinin izlenim yonetimine yonelik tutumlarini
ortaya koymaktir. Sigorta sektorii, calisanlarint mevcut sigortalarini devam ettirmenin yani sira yeni
sigortalara kaydolmalari igin ikna etmek amaciyla potansiyel ve mevcut miisteriler iizerinde izlenim
yaratmaya tegvik etmektedir. Ayrica sektdr, miisterilerle yaptiklar1 sigorta anlagmalarmi artirdikga
ekstra maas kazandiklar1 ic¢in c¢alisanlarimi ydneticilerine karsi izlenimlerini yonetmeye tesvik
etmektedir. Bu anlamda c¢alisanlar, anlasma yapmak i¢in miisteriler ilizerinde ve miisterileri sigorta
anlagmas1 yapmaya ikna etmede gercekten basarili olduklarma ikna etmek icin yoneticiler lizerinde
gerekli izlenimleri yaratmak zorunda hissetmektedirler. Ayrica miisteriler {izerinde yaratmak istedikleri
izlenimler, yas, medeni durum ve cinsiyet gibi demografik Ozelliklerine bagh olarak farklilik
gosterebilmektedir.

Yontem

Bu ¢alismanin motivasyonu sigorta sektorii ¢alisanlarinin izlenim yonetimine yonelik tutumlarini
aragtirmaktir. Yukarida da bahsedildigi iizere, sigorta sektorii ¢calisanlart miisteriler {izerinde belirli bir
takim izlenimler yaratmak durumundadirlar ve yaratmak istedikleri izlenimler yas, medeni durum ve
cinsiyet gibi demografik 6zelliklerine gore farklilik gosterebilir. Yani, geng c¢alisanlar canli ve aktif bir
izlenim yaratmayi tercih ederken, yash ¢aliganlar daha olgun ve kendine giivenen bir izlenim yaratmay1



30 Riizgar, N. / Anemon Mus Alparslan Universitesi Sosyal Bilimler Dergisi, 2025 13(1) 17-36

tercih edebilir. Ayrica, kadin galisanlar neseli ve ikna edici bir izlenim yaratmayi tercih edebilirken,
erkek calisanlar daha ciddi bir izlenim yaratmayi tercih edebilir.

Aragtirmanin tiim sigorta sektorii caliganlaria genisletilmesi miimkiin olmadigindan, Tiirkiye'nin
Bursa ili Osmangazi ilgesindeki calisanlar orneklem olarak tanimlanmistir. Bursa ili Osmangazi
ilcesinde sigorta sektorii calisanlarinin yaklasik sayis1 400 civarindadir. Bu nedenle, %5 hata pay1 ve
%095 giivenilirlik diizeyi dikkate alindiginda, 6rneklem sayist 80 olarak tanimlanmigtir. Arastirma
kapsaminda demografik sorulardan ve Bozkurt Yildirrm (2019) tarafindan gelistirilen “Izlenim
Yonetimi Olgegi”nden olusan bir anket formu hazirlanmistir. Formlar ¢alisanlara e-posta yoluyla
iletilmistir. Ankete 134 ¢alisan katilmis olup katilimcilardan toplanan veriler SPSS 22.0 paket programi
ile analiz edilmistir.

Bulgular

Verilerin dagiliminin normallik (Kolmogorov-Simirnov) testine gore (Tablo 4) normal olmamasi
nedeniyle, sosyo-demografik bulgulara gore katilimcilarm yanitlarinin 6lgegin boyutlart agisindan
istatistiksel olarak anlamli bir farkliliginin olup olmadig1 parametrik olmayan testler olan Mann-
Whitney U testi ve Kruskal-Wallis testi ile incelenmistir (Tablo 5). Bulgular, cinsiyet, yas ve deneyim
ozellikleri ile tiim boyutlar arasinda istatistiksel olarak anlamli bir fark oldugunu (p<.05)
gostermektedir. Ayrica medeni durum 6zelligi ile tiim boyutlar arasinda istatistiksel olarak anlaml bir
fark olmadig1 (p>.05) bulunmustur.

Tablo 4. One Sample Kolmogorov-Smirnov Testi

Statistic df Sig.

izlenim Yénetimi Olcegi ,239 134 ,000

Tablo 5. Karsilastirmali Istatistikler Testi

Degisken Boyut Test Statistics P
Cinsiyet Kamufle etme Mann-Whitney U ,000 ,000
Yaranmaya ¢aligma ,000 ,000
Imaji koruma ,000 ,000
Gozdag verme ,000 ,000
Medeni Durum Kamufle etme Mann-Whitney U 2134,500 ,621
Yaranmaya ¢alisma 2044,000 ,368
Imaji koruma 2100,500 ,522
Gozdagi verme 2025,000 318
Yas Kamufle etme Kruskal-Wallis 17,125 ,001
Yaranmaya ¢aligma 14,394 ,002
Imaj1 koruma 13,473 ,004
Gozdagi verme 16,529 ,001
Deneyim Kamufle etme Kruskal-Wallis 17,125 ,001
Yaranmaya ¢aligma 14,394 ,002
Imaj1 koruma 13,473 ,004
Gozdagi verme 16,529 ,001

Post-hoc testlere gore, cinsiyet oOzellikleri c¢ercevesinde fark, erkek katilimcilardan
kaynaklanmaktadir (Tablo 6). Bu anlamda, farkli cinsiyetlerin tutumlarinin yani sira izlenim yonetimine
de farkli 6nem verdikleri sonucuna varilabilir.
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Tablo 6. Cinsiyet Post-Hoc Testi

31

Cinsiyet N Mean Rank Sum of Ranks

Gozdag1 verme kadin 61 31,00 1891,00
erkek 73 98,00 7154,00
Total 134

Yaranmaya ¢aligma kadmn 61 31,00 1891,00
erkek 73 98,00 7154,00
Total 134

Imaj1 koruma kadin 61 31,00 1891,00
erkek 73 98,00 7154,00
Total 134

Kamufle etme kadin 61 31,00 1891,00
erkek 73 98,00 7154,00
Total 134

Ayrica yas 6zellikleri ¢ergevesinde farkliligin 50-59 yas grubundan kaynaklandig: goriilmektedir
(Tablo 7). Bu durum, bu yas grubunun emeklilik donemine girmesi nedeniyle izlenim yonetimine iliskin
tutumlariin diger yas gruplarindan farkli oldugu anlamina gelmektedir.

Tablo 7. Yas Post-Hoc Testi

Samplel- Test Statistic Std.Error Std.Test Statistic ~ Sig. Adj.Sig.
Sample2

50-59 30-39 45,190 15,200 2.973 ,003 ,018
50-59 40-49 46,848 15,281 3,066 ,002 ,013
50-59 18-29 62,919 15,762 3,992 ,000 ,000

Son olarak, deneyim ozelliklerinde (Tablo 8), farkin 16-20 yillik deneyi olan gruptan
kaynaklandig1 goriilmektedir. Bu anlamda, bu yas grubunun sektorde yeterli deneyime sahip oldugu ve
izlenim yOnetimine yonelik tutumlarmin diger gruplardan daha olgun ve farkli oldugu sonucuna

varilabilir.
Tablo 8. Deneyim Post-Hoc Testi
Samplel- Test Std.Error Std.Test Sig. Adj.Sig.
Sample2 Statistic Statistic
16-20 6-10 45,190 15,200 2.973 ,003 ,018
16-20 11-15 46,848 15,281 3,066 ,002 ,013
16-20 0-5 62,919 15,762 3,992 ,000 ,000
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Bu nedenle, H2 hipotezi, Sigorta acentelerinde ¢alisanlarin cinsiyet ozellikleri ile izlenim
yonetimine yonelik tutumlart arasinda istatistiksel olarak anlaml bir fark vardw. H2: ul> u2, kabul
edilmistir.

H3: Sigorta acentelerinde ¢alisanlarin medeni durum o6zellikleri ile izlenim yonetimine yonelik
tutumlart arasinda istatistiksel olarak anlamly bir fark vardw. H3: u1> u2, reddedilir.

H4: Sigorta acentelerinde ¢alisanlarin yas ozellikleri ile izlenim yénetimine yénelik tutumlar
arasinda istatistiksel olarak anlamh bir fark vardir. H4: ul1> p2, kabul edilir.

HS: Sigorta acentelerinde ¢alisanlarin deneyim ozellikleri ile izlenim yonetimine yodnelik
tutumlari arasinda istatistiksel olarak anlamli bir fark vardwr. H5: u1> u2, kabul edilir.

Tartisma

Bireyler, orgiitten daha fazla maddi ve sosyal fayda elde etmek, kisisel onur sahibi olmak ve
herkes tarafindan kabul goren bir kimlik yaratmak gibi beklentilerine ulagmak i¢in izlenim yonetimi
taktiklerini kullanmay1 tercih ederler (Singh ve Vinnicombe, 2001). Diger insanlarin algilar1 ve
degerlendirmeleri 6nem teskil eder. Hedeflerine ulagma istekleri dogrultusunda, hedef grubu etkilemek
icin kendileri igin arzu ettikleri imaj1 yaratmak amaciyla izlenim ydnetimi taktiklerini kullanirlar.
[zlenim y®netimi, sosyal etkilesimin yéniinii belirlemede etkin bir rol oynar (O’Callaghan ve Doyle,
2001). Insanlarm oldugu her yerde sosyal etkilesim de vardir. Bu nedenle izlenim y&netimi davramislari,
insanlarin sosyallesmesine yardimci olan araglardir (Bektas ve Karagoz, 2018).

Orgiitsel baglamda, bireyler ulasmak istedikleri hedefe gore kullanmay1 planladiklari izlenim
yonetimi taktiklerini belirlerler. Ornegin, bekledigi terfi firsatim elde etmek isteyen bir birey,
yoneticisine igine bagli biri olarak goriinebilir, ise erken gelip herkesten sonra igyerinden ayrilabilir,
yiiksek performans izlenimi yaratmak icin verilen gorevlere goniillii olarak katilabilir. Ancak bu durum
¢ogu zaman bireyin hedefine ulagsmasina yardimei olurken, planindan haberdar olan ¢aligsma arkadaslar
tarafindan diglanmasi olasiligi bulundugundan, is arkadaslariyla iligkileri agisindan birgok sorunu da
beraberinde getirebilir. Ayrica, ¢ok c¢alisan ancak emeklerini ¢alisma arkadaglarina ve {istlerine
gostermeyi tercih etmeyen bireylerin tutumlarini olumsuz etkileyebilir (Bozkurt Yildirim, 2019).

Sonug¢

Bu calismanin amaci sigorta acenteleri ¢aliganlarinin izlenim yonetimine yonelik tutumlarini
arastirmaktir. Yontem boliimiinde belirtildigi gibi sigorta sektorii, calisanlarini potansiyel ve mevcut
miigteriler {lizerinde izlenim yaratmaya tesvik ederek, onlari acentelerinde kalmaya ikna etmeye
caligmaktadir. Ayrica sektor, ¢alisanlarini, miisterilerle yaptiklari sigorta anlagmalarini artirdikca ekstra
iicret kazanma sanslar1 oldugundan, yoneticileri iizerinde de olumlu, ¢aligkan ve giivenilir izlenimler
yaratmaya tesvik etmektedir. Bu anlamda, ¢alisanlar hem anlagma yapmak i¢in miisteriler iizerinde, hem
de miisterileri sigorta anlagmasi yapmaya ikna etmede gercekten giivenilir, ¢aligkan ve basarili
olduklarina ikna etmek i¢in yoneticiler iizerinde gerekli izlenimleri yaratmak zorunda hissetmektedirler.

Analiz sonuglari, cinsiyet, yas ve deneyim 6zellikleri ile tiim boyutlar arasinda istatistiksel olarak
anlamli bir fark oldugunu (p<.05) ortaya koymaktadir. Ayrica, analiz sonuglari, medeni durum o6zelligi
ile tiim boyutlar arasinda istatistiksel olarak anlamli bir fark olmadigim (p>.05) da ortaya koymaktadir.
Bu baglamda, evli veya bekar olmalar fark etmeksizin, katilimcilarin izlenim ydnetimine yonelik
tutumlarimin cinsiyetlerine, yaslarina ve deneyimlerine gore degisebilecegi sonucuna varilabilir. Yani
kadmlar ve erkekler farkli karakteristik Ozelliklere sahiptir ve bu nedenle sergilemek istedikleri
izlenimler de farklilik gostermektedir. Buna gore, katilimcilar yaslandikca ve deneyim kazandikca



Riizgar, N. / Anemon Mus Alparslan Universitesi Sosyal Bilimler Dergisi, 2025 13(1) 17-36 33

vizyonlar1 ve bakis acilart degismekte ve gengken oldugundan farkli izlenimler edinmeyi
hedeflemektedirler.

Ayrica, giiglii, profesyonel, ciddi, kendine gilivenen ve caliskan olarak bir izlenim edinmenin
katilimcilar i¢in gergekten cok onemli oldugu sonucuna varilmistir. Bu anlamda, is hayatlarinda basarilt
olmak i¢in her seyi yapabilecekleri ve makyavelist davraniglar sergileyebilecekleri sonucuna da
varilabilir. Ayrica, katilimeilarin kendilerini baskalarina karsi saf ve iyi niyetli olarak gosteren bir
izlenim yaratma konusunda herhangi bir kaygi duymadiklari, bunun yerine, daha 6nce de belirtildigi
gibi, kendilerini gii¢lii olarak gdsteren bir imaj ¢cizmeye odaklandiklar1 sonucuna varilabilir.

Oneriler

Literatiirde izlenim yonetimi ile ilgili arastirmalar olmasina ragmen, izlenim yonetimi
cergevesinde sigorta acenteleri ile ilgili neredeyse hi¢ aragtirma bulunmamaktadir. Bu durum mevcut
calisma i¢in bir sirlilik olusturmaktadir. Bu anlamda mevcut c¢aligmanin hem arastirmacilara
gelecekteki arastirmalari igin hem de sektdrdeki profesyonellere 1sik tutmast beklenmektedir. Ote
yandan, izlenim yonetimi baglaminda her sektor igin istatistiksel bir ¢erceve ¢izebilmek amaciyla farkl
orneklemler aragtirilmalidir.

Ote yandan, izlenim y6netimi ile ilgili diger calismalarla karsilastirildiginda, Bingdl, Yasin ve
Dalmis (2022) Ankara’da ii¢ farkli kamu kurumunda galigan farkli kademelerdeki memurlar {izerinde
bir aragtirma yapmiglar ve izlenim yonetimi stratejilerinin farkli kademelerde sosyal kaytarma davranisi
iizerinde istatistiksel olarak anlamli ve pozitif bir etkiye sahip oldugunu bulmuslardir.

Baska bir aragtirmada, Bektas ve Karagoz (2018), Antalya’da izlenim yonetimi davraniginin
calisanlarin ige bagliligi lizerindeki etkilerinde sosyal yon kaygisinin aracilik roliinii aragtirmiglardr.
Veri toplama araci olarak anket yontemi kullanilmigtir. Sonuglara gore, sosyal yon kaygisinin, izlenim
yonetimi ile ige baglilik arasindaki iligkide tam aracilik rolii bulunmaktadir.

Beyan ve Aciklamalar
1. Arastirmacilarin katki orami beyami: Tek yazar, katki oran1 %100.
2. Cikar catismasi: Herhangi bir ¢ikar ¢atismasi bulunmamaktadir.

3. Etik Raporu: Bu ¢alisma Bursa Teknik Universitesi Arastirma Etik Kurulu tarafindan 13.12.2023
tarihinde E.25140 say1 no. ile onaylanmistir.

4. Arastirmanin Modeli: Bu arastirma makalesinde verileri analiz etmek i¢in 22.0 paket programi
kullanilmigtir. Glivenilirlik analizi, betimsel analizler, normallik analizi ve karsilagtirmali
analizler yapilmistir.

5. Bilgilendirme: Bu calisma arastirma makalesi olarak hazirlanmstir.
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