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ABSTRACT 

 

This research is designed to study the use of IM tactics in the workplace. Besides assessing 

the impact of actor characteristics (Machiavellianism, self-efficacy, need for achievement, 

power, and affiliation) and organizational values (Machiavellian culture), it also studies the 

use of target Mach and target power and the use of IM tactics. It uniquely studies the use of 

impression management, both by the subordinates (upward) and the leader (downward) to 

impress each other. In this context, LMX is seen as an important factor. IM tactics have been 

classified as self and other on one dimension and positive and negative, on the other, thus 

leading to focus generic types of IM tactics. 

  The study objectives are addressed through three studies. Two experimental and one 

survey. After reporting the methodological details and establishing the psychometric 

properties of the scale, key results of each study are reported in three chapters. Overall, our 

results reveal a higher use of IM by the subordinates to impress the leaders (upward) than 

vice versa. Results reveal that in general high Mach on the part of actors and organization 

leads to a higher use of IM tactics in general. However, high Mach on the part of targets is 

not so significant. High perceived power of the target, usually restraints the actors from using 

intimidation. People high on self-efficacy need for achievement, affiliation use positive IM 

tactics, through the reasons may be uniquely different for the factors. Practical 

implementations are provided and limitations of the research are discussed for future 

directions of research.   
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