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ABSTRACT

This study attempts to investigate the relationship between impression management
and organizational citizenship behavior using the theoretical underpinning provided
by “Theory of Others Orientation” and “Social information processing Model”. Many
researchers argue that employees exhibiting organizational citizenship behavior are
good at using impression management techniques; they are “good actors” rather than
“good soldiers”. Such behaviors can vary across cultures; hence the moderating role
of culture was taken into account. Data were collected from 168 teachers working in
the educational institutions using a questionnaire. Results suggest that impression
management significantly determines the organizational citizenship behavior while
this relationship is further strengthened in a collectivist culture.

INTRODUCTION

Impression management is defined as an effort of
the individual to enhance his/ her image in the minds of
others. (Rosenfeld, Giacalone, & Riordan, 1995). There
are three types of impression management (1) “job
focused” impression management, (2) “self focused”
impression management and (3) “supervisor focused”
impression management. (Bolino, Varela, Bande &
Tumely, 2006). While impression management has
been studied as a technique to build a positive image
in the mind of others, some researchers argue that
employees use these techniques to show extra role
behaviors including OrganizationalCitizenship Behavior
(OCB) (Tedeschi & Melburg, 1984). The construct
Organizational Citizenship Behavior (OCB) was
introduced by Bateman and Organ (1983) who defined
it as behavior of the individual which is not restricted, is
not explicitly rewarded by the organization and also not
directly recognized by the workplace, it collectively has
a positive impact on the performance of an organization.
Thus researchers attempt to relate this positive behavior
with impression management seems quite interesting,
still limited literature analyzed this relationship.

Impression management techniques can vary in
different cultures; still this important aspect has not been
properly explained in extant literature. In a collectivist
society the main orientation of the individual is towards
interests of the group (Hofstede, 1984) and people

show a higher level of interdependency upon the group
(Triandis, 1995). Thus techniques used by individuals
in a collectivist society to impress others can vary than
those used in an individualistic society.

Theory of other orientation presented by Meglino
& Korsgaard (2004), provide a substantial underpinning
to argue that people having high others orientation take
majority of actions to please others (Bazerman, 1993;
Cropanzano, Stein, & Goldman, 2007; Lester, Meglino,
&Korsgaard,2007).Similarly theSocial exchange theory
has its basic argument which includes that standards
or regulations of reciprocity have got a central role in
leading and inspiring the barter of advantages between
the concerned groups or individuals. This principal has
a basic rule which says that the receiving party should
return the benefit to the party/individual or group to the
other party (giving part) (Lester, Meglino, & Korsgaard,
(2007). The main theme of social exchange highlights
the advantages of self serving and not for the sake of
any implicit motive exchange of benefits between two
individual groups and parties. This theory argues that
the rules of the exchange relationship have a central role
in strengthening and accruing the exchange relationship.
Generally, the receiving party/ group or individual should
also exchange the benefit in return (Lester, Meglino, &
Korsgaard, 2007). Hence one can argue that impression
management techniques used by individuals or extra
role behaviors exhibited by them have got potentially
same motive i.e. reciprocity in form of favors by the










