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Abstract

This article tries to extend the Framework for Impression Management by
Women in India (FIMWI) by refining the conceptualisation of attitude towards
gender stereotypes (ATGS). We try to explore the possible attitudes of women
to gender stereotypes using the combinations of high or low accepting and
challenging ATGS. Using these combinations, we identify four possible categories
of responses to gender stereotypes, namely ‘High Accepting, High Challenging’
(HAHC), ‘Low Accepting, High Challenging’ (LAHC), ‘High Accepting, Low
Challenging’ (HALC) and ‘Low Accepting, Low Challenging’ (LALC). Using the
social identity theory, we explore the ways in which the ATGS would perhaps
influence the choice of impression management tactics with in-group and out-
group members. We further identify the potential impression management
tactics that would be implemented by women in each of these categories. We
propose that hard impression management techniques would be used for out-
group members by women having the HAHC combination. They would use soft
impression management techniques for in-group members. Hard impression
management techniques would be used by women having the LAHC combination
with in-group as well as out-group. Soft impression management techniques
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would be used by women having the HALC combination with in-group as well
as out-group. Soft impression management techniques would be used by the
women having LALC combination. Future research possibilities are suggested;
practical implications are also discussed.
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Introduction

Impression Management

Impression management is a natural human behaviour. The social nature of human
society increases the relevance of impression management in social contexts.
With increasing prominence of organisations across the world, one of the common
and prominent contexts where impression management has been studied is the
workplace. Impression management could be defined as the process through
which individuals use their ‘expressiveness’ to make ‘impressions’ on their
‘audience’, with the implication that the audience will constantly seek to decode
these expressions (Goffman, 2010).

Despite the prevalence of impression management studies in other cultures, the
cultural dimension has been considered rarely. On the contrary, it has been
assumed that studies on impression management are the same everywhere (Bolino
et al.,, 2016). The generalisation that impression management across cultures
would be the same highlights a major gap in the research on impression manage-
ment (Bolino et al., 2016). This article tries to address this gap by highlighting the
nuances in the Indian context.

Gender Stereotypes and Attitude Towards Gender Stereotypes (ATGS)

Although ATGS has been studied across cultures, it has been less researched in the
context of workplaces. This creates avenues for exploring ATGS in the Indian
workplace. Within the purview of Indian workplaces, ATGS will help in
understanding the reactions/responses to the prevailing gender stereotypes.

Research Question

This article attempts to extend the Framework for Impression Management by
Women in India (FIMWI) framework by exploring the ATGS of women as an
antecedent to the choice of impression management behaviours. In other words,
this article attempts to answer the research question ‘How does ATGS influence
impression management strategies used by women in their workplaces?’
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Potential Contributions

Gender stereotypes and ATGS, therefore, form interesting variables for the
purpose of research since it opens doors for exploring its various implications
across different settings. There are some reasons as to how this study could
contribute to the existing literature.

First, due to its focus on the aspects of impression management and ATGS in
the Indian workplace, the article aims to understand how the relationship between
these components would affect the Indian working women and pave way for
bringing their narratives in the workspace to the forefront, something that the
high-power distance nature of the Indian culture resists rather than promoting.
Second, the focus on ATGS would provide the reader a chance to witness the
receiving end of gender stereotypes. It would help the readers understand how
women respond to gender stereotypes.

The implications of ATGS form an interesting avenue for research. Since it has
already been established that attitude is a strong indicator of behaviour, ATGS will
affect the decision-making process of women to a great extent. It would impact the
decisions they make across all walks of life.

Being an important tool in the organisational atmosphere, the choice of impres-
sion management technique is a crucial decision to be made. This decision is
influenced largely by one’s ATGS. This exploration will also contribute to the
existing literature in the context of impression management.

We will try to ensure these contributions by reviewing past literature on
impression management, ATGS and FIMWI, gender role theory and gender ste-
reotypes. We will then try exploring a reconceptualised version of ATGS by
combining high and low levels of accepting and challenging ATGS. After
exploring the combinations of ATGS, we will try to understand the effect of the
various combinations of ATGS on the choice of impression management behav-
iours adopted by women. We will also briefly explore the role played by social
identity theory in moderating the effect of ATGS on choice of impression man-
agement behaviours.

Literature Review

Impression Management

Jones and Pittman (1982) identified five techniques that were associated with
specific desired images. They were ‘ingratiation’ which could be used to be seen
as likeable or friendly, ‘self-promotion’ which could be used to be seen as
competent, ‘exemplification’ which could be used to be seen as dedicated and
hardworking, ‘intimidation’ which could be used to be seen as threatening, and
‘supplication” which could be used to be seen as needy. Impression management
can also be understood as either tactical (short term) or strategic (long term) and
assertive (initiated by the actor) or defensive (used by the actor for responding to
an undesired image) (Tedeschi & Melburg, 1984). An interesting research finding
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in the field of impression management in the recent times is that impression
management strategies used by women differ from that of men (Guadagno &
Cialdini, 2007).

However, studies also point at the scarcity of research on impression manage-
ment strategies used by women, especially in the Indian context. There have been
some research contributions in this field from Asian countries such as Hong Kong,
China and Singapore, but India is yet to be churned adequately for insights in this
field (Barkema et al., 2015).

ATGS and FIMWI

In the Indian context, FIMWI was proposed (Sanaria, 2016). This framework
explored the impression management techniques used by women in India. It used
the social role theory (Guadagno & Cialdini, 2007), masculine and feminine job
roles and ATGS to understand the types of impression management strategies used
by women in India.

ATGS (Larwood, 1991) was expected to affect the choice of impression man-
agement behaviours adopted by women in India. Women would have either an
accepting or challenging ATGS. This variation in ATGS could provide a rich
ground to explain the process underlying the choice of impression management
strategies by women in Indian organisations (Sanaria, 2016).

Gender Role Theory

Gender role theory (Sczesny et al., 2018) describes behavioural norms for women
and men indicating that the expected behaviours are different for men and women.
According to these norms, women are expected to engage in more communal
behaviours, whereas men are expected to engage in more agentic behaviours (Smith
etal., 2013). Drawing implications from the above, actions that demonstrate modesty,
friendliness, submissiveness, unselfishness and concern for others are stereotyped as
feminine tactics. Juxtaposed to this, behaviours that demonstrate self-confidence,
assertiveness, self-reliance, directness and instrumentality represent the masculine
stereotype (Bolino et al., 2016).

Gender Stereotypes and ATGS

Gender stereotypes have been extensively researched (Ellemers, 2018). The
concept of ATGS was introduced by Sanaria (2016). Attitudes being a strong
indicator of behaviour makes the concept of ATGS a predictor of the way one
would behave/respond towards a particular gender stereotype. In some situations,
people prefer preserving the gender stereotype. This is defined as ‘accepting
ATGS’. Similarly in some situations, people do not accept the stereotype and
challenge it. This is defined as ‘challenging ATGS’. These are the two types of
ATGS found in Indian context (Basu, 2008).
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ATGS and Impression Management Behaviours

Reconceptualising ATGS

ATGS could have a high and a low level. These high or low levels of attitudes are
described as follows:

High Accepting ATGS. The person having accepting attitude at high levels would
tend to accept the stereotypes of the gender they identify as. For example, a woman
would readily accept the identity of being soft, subtle and communal as per the
common stereotypes held about women by the society.

Low Accepting ATGS. The person having accepting attitude at low levels would tend
to be less accepting of the stereotypes of the gender they identify as. For example, a
woman would rarely accept the stereotype of being soft, subtle and communal.

High Challenging ATGS. The person having challenging attitude at high levels would
tend to challenge the stereotypes of the gender they identify as. In this scenario, a
woman would strongly deny the stereotypes held about women being soft, subtle and
communal. She would consider women as capable as men in any front.

Low Challenging ATGS. The person having challenging attitude at low levels
would tend to be less challenging of the stereotypes of the gender they identify as.
For example, a woman would rarely challenge the stereotypes held against her
about being soft, communal and submissive.

The two dimensions, accepting and challenging ATGS, are independent of each
other (Larwood, 1991). If we juxtapose the two dimensions (high and low) of the
two types of ATGS, we get four combinations as exhibited in Table 1.

Types of ATGS

This section describes each type of ATGS that has been derived from the
combination of ‘high’ and ‘low’ levels with ‘accepting’ and ‘challenging” ATGS.
These are based on the descriptions of internalisation and compliance (Kelman,
1958). The high levels of accepting or challenging ATGS could be associated with
internalisation since the acceptance of the gender stereotype or the challenge
against the gender stereotype is congruent and integrated with their value system
which either accepts women as communal or identifies them as agentic like men.

Table I. Types of ATGS.

High Accepting Low Accepting

High challenging HAHC LAHC
Low challenging HALC LALC
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The low levels of accepting or challenging ATGS could be associated with
compliance since the acceptance of the gender stereotype or the challenge against
the gender stereotype is caused not because of one’s belief in the content of the
stereotypes. It is accepted or challenged only in situations in which the individual
hopes to gain rewards or avoid punishment (Kelman, 1958).

High Accepting, High Challenging (HAHC). Women with an attitude that is highly
challenging yet highly accepting of the gender stereotype would tend to oscillate
between being the quintessential feminine to the ultra-masculine. She would tend
to accept stereotypes but also challenge them. She would believe in the ability to
ace her performance in all jobs, even in those that are typically assumed to be
masculine in nature. In situations where she is required to be soft and communal,
she would present herself as optimally soft and communal. In situations that
require her to be dominant and agentic, she would ace in displaying those attributes
as well. It could be said that she would find a need to be high on both the accepting
and challenging attitude towards the gender stereotypes for she would neither
want to lose her prowess nor the comforting softness that she is a possessor of.
Maintaining both these aspects are extremely important for her. The combination
of high accepting and high challenging ATGS indicates the strong presence of
internalisation of beliefs that women can be both agentic and communal as per
situational needs.

Low Accepting, High Challenging (LAHC). Women with an attitude that is low
accepting and high challenging of gender stereotypes will tend to not accept or
challenge the stereotypes. She will tend to challenge the stereotypes because it is
congruent with her value system that considers women capable of being agentic
unlike the stereotype that labels them as communal. However, she will tend to
accept the gender stereotypes only when she feels that complying with it would
lead her to specific rewards and help her avoid punishments.

High Accepting, Low Challenging (HALC). Women with an attitude that is highly
accepting, and low challenging of the gender stereotype, will tend to accept and be
less challenging of the stereotype about women. The combination of high level of
accepting attitude and low level of challenging attitude could also be explained
with the help of internalisation and compliance (Kelman, 1958). In this situation,
the woman will tend to accept the way the society identifies her as a soft communal
entity. She will thus find it important to preserve the stereotype because it is
congruent with her existing belief system that considers woman as friendly,
submissive and communal. In other words, she will have internalised the stereotype
which will induce her to accept it. However, she may challenge the stereotype
about women only when she wants to gain specific rewards (for example, support
of popular radical feminists) or wants to avoid punishment (for example, fear of
social isolation by peers who are radical feminists).

Low Accepting, Low Challenging (LALC). Women with an attitude that is low
accepting and low challenging of the gender stereotype would tend to be less
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accepting and less challenging of stereotypes about women. Accounting for the
low accepting attitude in the combination, the woman would consider women as
soft and communal only to gain a specific reward or avoid a negative consequence.
However, she will challenge the gender stereotype not because of her existing
beliefs but because through her challenging of the stereotypes too, she aims to
gain rewards and avoid punishment. The combination of low accepting and low
challenging ATGS indicates the strong presence of compliance in women who
have this combination of ATGS.

Social Identity Theory

We use the social identity theory (Tajfel & Turner, 1979) to further understand
how ATGS impacts the choice of impression management strategies. The social
identity theory is a social psychological theory of intergroup relations, group
processes and the social self. According to the social identity theory, we categorise
the social world as in-groups and out-groups. An in-group is a social category or
group with which we identify strongly. An out-group, conversely, is a social
category or group with which we do not identify. Simply put, the social identity
theory helps us put people into buckets of “us’ and ‘them’ (Tajfel & Turner, 1979).

In a collectivistic country such as India, in-group members are perceived from
the focal point of the ‘relational self’. It means that when we interact with in-
group members, our self-knowledge is largely derived from our knowledge about
our significant others, and the significant others play a major role in characterising
ourselves (Chen et al., 2011). We approach them using familial terms and treat
them as our kins. On the contrary, we perceive our out-group members from the
focal point of ‘individual self’. The ‘individual self’ focusses on one’s unique
side. It is a combination of attributes like one’s traits, goals and aspirations, expe-
riences, interest and behaviours that differentiate the person from others. This
representation of the self is relatively independent of relational bonds or member-
ships in-groups. These two versions of self or two different identities of a person
generate differences in our ways of perceiving people (Sedikides et al., 2011). As
individuals interact with each other and become engaged with these groups, their
identities become more prominent. Social categories such as race, ethnicity and
gender are most salient. These serve to create and perpetuate in-groups and out-
groups in societies and organisational settings. Therefore, socially constructed
identities based on group membership can be a source of misunderstanding, con-
flict and problems (Haynes & Ghosh, 2012).

In the context of understanding gender stereotypes and the way in which these
stereotypes influence decision-making (choice of impression management in this
context), social identity theory plays an intriguing role. It helps us understand why
human beings, who are supposed to be rational creatures, or at least capable of
rational thought and behaviour continue to operate according to gender expectations
and stereotypes. Similarly, it can also help us ponder over the reasons owing to
which they challenge a gender stereotype. Identity theory supports understanding
the reasons for which such gender stereotype preserving or challenging behaviours
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are displayed (Carter, 2014). Hence, this theory will be used to find the cause due
to which a specific ATGS influences the choice of impression management
techniques.

How Does ATGS Influence Impression Management Behaviours?

Attitudes have an affective, cognitive and behavioural dimensions. Therefore,
attitudes contribute extensively to the development of thoughts, feelings and
behaviour. Due to this three-dimensional impact, almost every domain of our life,
lies within the panorama of attitudes (Ajzen & Fishbein, 1977). This implies that
decision-making in each of domains is influenced by our attitudes. This further
implies that decision-making or the choices that one makes in one’s workplace is
also influenced by attitudes.

As understood from the review of past literature, stereotypes hint towards a
perception that has been formed towards a phenomenon over a large time duration
by a large group of people. Since these perceptions have been historically pre-
served and reinforced time and again, they root themselves in the collective con-
sciousness. This process offers stereotypes a kind of omnipotence that makes it
difficult for people to be blind to it. It also implies that stereotypes are an integral
part of the society and makes its presence felt in every part of it (Ellemers, 2018).
The Indian workplace is still struggling to inculcate gender egalitarianism in its
culture. Exploring the impact of ATGS in impression management behaviours
adopted by women in organisations is, therefore, a relevant field of inquiry in the
organisations (Sanaria, 2016).

From the lens of organisational dramaturgy that was conceptualised by Erving
Goftman (2010), every individual in the workplace could be perceived as an actor.
This actor has a target audience and wishes to influence them by creating, preserv-
ing and protecting an alter image of themselves. In other words, every actor
engages in the process of impression management in order to create a favourable
image in the minds of their target audience (Gardner I1I, 1992). Therefore, it could
be said that the choice of impression management techniques used by the various
actors in organisations would be affected by their ATGS.

Taking the categorisation of in-group and out-group and the relational and indi-
vidual identities in consideration, we attempt to explore the impact of ATGS in
the choice of impression management tactics by women working in Indian
organisations.

High Accepting, High Challenging (HAHC). As discussed earlier, these women
accept and reject the gender stereotypes. Taking insights from the social identity
theory (Tajfel & Turner, 1979), identification with in-group members transforms
self-conception and behaviour to embody the group attributes which is manifested
through attitudes and behaviours sanctioned by the group. These attitudes and
behaviours are internalised as an evaluative self-definition that governs what
one feels, thinks and does (Hogg et al., 2012). We, therefore, propose that women
with this combination of ATGS will have an accepting ATGS while interacting
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with their in-group members since the stereotypes held by the in-groups have been
internalised.

However, while interacting with the out-group members, she will display a
challenging ATGS. According to the social identity theory (Tajfel & Turner, 1979),
it is established that the purpose of group norm or group prototype is to maximise
the contrasts between in-groups and out-groups. This implies that adhering to the
group norm or embodying the group prototype requires one to distance oneself
from the group norms or prototype of the out-groups (Hogg et al., 2012). One way
through which the distance or contrast between the in-groups and the out-groups
could be created is by challenging the stereotypes held by members of the out-
group. This could be a reason due to which she would tend to challenge stereo-
types held by out-group members.

Therefore, her choice of impression management tactics will be aimed at
preserving stereotypes in her interaction with in-group members. It will be aimed
at challenging the stereotypes in her interactions with out-group members.

High Accepting, Low Challenging (HALC). Women having this combination of
ATGS would be highly accepting and are less likely to challenge the stereotype. We
discuss this combination of ATGS using the concepts of personal identity and social
identity from the social identity theory (Tajfel & Turner, 1979). Social identity refers
to people’s self-categorisations in relation to their group memberships. Personal
identity refers to the unique ways that people define themselves as individuals
(Leaper, 2011). For women having a combination of high accepting and low
challenging ATGS, it could be said that their social identity is stronger than their
personal identity. Their identity emanates from the definition of themselves that they
gather from their social surroundings. It is their strong social identity that accounts
for their high accepting ATGS. Since the stereotypes about women prevalent in the
society has been internalised owing to its congruence with the value system (Kelman,
1958), the woman will have an accepting ATGS for both in-groups and out-groups.

She would challenge the stereotype only in scenarios where challenging the
stereotype would provide her with some benefit or save her from punishment. In
other words, challenging the stereotype would be a result of compliance with the
situation (Kelman, 1958).

Low Accepting, High Challenging (LAHC). Women having this combination of
ATGS tend to challenge the stereotypes about women and are less likely to accept
it. From the social identity theory perspective, it could be said that for women with
such a combination of ATGS, personal identity overpowers the social identity.
Their definition of self is defined entirely by themselves. The societal description
of women are redundant for them. Therefore, the prevailing stereotypes of friendly,
submissive and communal for a woman would be challenged by them. Thus, their
choice of impression management techniques would be aimed at challenging the
stereotypes about women. Since they have internalised the beliefs that women can
be agentic and authoritative and are not restricted to being communal and
submissive, they will challenge the gender stereotype with both in-groups and
out-groups.
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One of the reasons why they would accept the stereotypes would be the possibil-
ity of gaining a reward or avoiding a punishment. We could therefore say that
accepting the stereotypes in the case of women having high challenging and low
accepting ATGS would be a product of compliance to the situation (Kelman, 1958).

Low Accepting, Low Challenging (LALC). Women with this combination of
ATGS, tend to neither accept nor challenge the gender stereotype. From the social
identity theory perspective, it could be said that they place value on both personal
and social identity. However, they subscribe to the personal or social identities
based on the possibility of gaining a reward or avoiding a punishment. Driven by
their compliance with situations, they may either challenge the gender stereotypes
or may accept the gender stereotypes. We argue that if they find subscribing to
their personal identities more rewarding than subscribing to their social identity,
they exhibit low acceptance towards gender stereotypes.

However, it could be possible that if their fear of rejection by society is due to
their challenging of the gender stereotypes, this may contribute to the presence of
a more conforming nature. This could account for their low challenging ATGS.
Therefore, their impression management technique would aim at conforming with
the social norms due to their low accepting and low challenging ATGS with both
in-groups and out-groups.

Choice of Impression Management Tactics Basis ATGS

It was proposed with the help of social identity theory that ATGS influences the
choice of impression management tactics used by women in workplaces, we now
suggest which impression management tactics would be preferred by women
given a particular combination of ATGS.

High Accepting, High Challenging (HAHC)

As discussed above, women with this combination of ATGS will aim to preserve the
stereotypes while interacting with in-groups and will challenge the stereotypes
while interacting with out-groups. She will thus make use of soft impression
management techniques in order to preserve the stereotype (Sanaria, 2016).
Techniques such as ingratiation and coalition are soft management techniques
which would be used with in-group members. The rationale behind the usage of
techniques such as ingratiation and coalition would be the exhibition of the
communal, submissive and friendly attributes that are central to the gender stereo-
type help about women (Sanaria, 2016). Women are perceived as more effective
when displaying behaviours which are considered appropriate based on gender stereo-
types (Carli, 1990). However, in order to maintain the contrast between herself and
the members of the out-group, she will try to present herself as antithetical to the
gender stereotypes by challenging them. A woman with challenging ATGS will tend
to display hard impression management strategies (Larwood, 1991; Rudman, 1998;
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Rudman & Glick, 2001). In order to present herself as agentic and authoritative as
men, she will make use of hard impression management techniques such as
intimidation and blocking with out-groups members.

Ingratiation. One of the techniques used by in-group members is ingratiation. It is
a technique whereby individuals seek to be viewed as likable by flattering others
or doing favours for them (Bolino & Turnley, 2003). Using this technique, they
will try to present themselves in a more favourable light to their in-group members.
They may engage in acts of praising and flattering to make themselves more
likeable. This way, the tactic of ingratiation will help them preserve the stereotype
as guided by their accepting ATGS.

Coalition. Another tactic of impression management that could be proposed in the
context of in-groups is coalition. Coalition tactic is used to mobilise support from
allies (Vanhaltren & Peter, 2019). It could be used to form networks of people to
gather their support and validation for achieving a common goal. Propelled by their
accepting ATGS, it could be said that they would work towards forming close-knit
circles of their in-group members to draw more support from them. Exemplification
could be also used as an impression management technique for in-group members.

Intimidation. One of the techniques used with out-group members is intimidation
technique. It is a technique (Bolino & Turnley, 2003) whereby individuals seek to
be viewed as intimidating by threatening or bullying others. In order to challenge
the gender stereotype women could engage in acts like calling by the name,
providing radical criticism, directing and giving instructions and the like while
interacting with people from the out-group.

Blocking. Another technique that could be used with out-group members is
blocking. It deals with the usage of threats to notify outside agencies, engaging in
work slowdowns and reduction of pro-social behaviour (Kipnis et al., 1980).
Verbal blocks could be used to halt an ongoing interaction and put one’s
professional identity to the forefront of the interaction and thus establish her
presence (Hatmaker, 2013). Through these practises, the stereotypes about women
held by the out-group members would be challenged.

Assertiveness and self-promotion could also be used as impression management
techniques for out-group members.

Low Accepting, High Challenging (LAHC)

As proposed earlier, this combination of ATGS will induce women to use hard
management techniques since this would challenge the stereotype for both
out-group and in-group members. Hard impression management strategies use a
combination of direct and aggressive impression management strategies such as
assertiveness, self-promotion, intimidation and the like (Sanaria, 2016).
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Assertiveness. Itis defined as demanding forcefully and persistently by establishing
one’s ideas, feelings (Vanhaltren & Peter 2019). This challenges the common
stereotype of women being communal and submissive.

Self-promotion. 1t occurs when an individual tries to associate themselves with
someone or something that is viewed positively by their target audience. People
practising self-promotion try self-enhancements, entitlements and basking in
reflected glory (Gardner III, 1992). This challenges the common stereotype of
women being modest and unselfish.

Intimidation and blocking techniques could also be used in this context.

High Accepting, Low Challenging (HALC)

As proposed earlier, this combination of ATGS will induce women to use soft
management techniques with both in-groups and out-groups since they would
accept the stereotype on most occasions and want to preserve these stereotypes.
Soft impression management strategies include indirect and subtle impression
management strategies such as ingratiation, coalition, exemplification and the like
(Sanaria, 2016).

Exemplification. It is a process by which individuals seek to be viewed as dedicated
by going beyond the call of duty (Bolino & Turnley, 2003). It is used to present
oneself in an honest and straightforward way by showing integrity and exemplary
behaviour (Gardner III, 1992). This behaviour would largely be driven by the need
to be consistent with the stereotypes held about women being communal.
Ingratiation and coalition techniques can also be used in this context.

Low Accepting, Low Challenging (LALC)

As proposed earlier, women with this combination of ATGS, have a low acceptance
for gender stereotypes yet tend not to challenge the same, possibly to gain rewards
or avoid punishments. The resultant attitude is a conforming one that aims to
preserve gender stereotype without accepting it. In the context of conforming to
the stereotypes, the following impression management techniques may be used.

Supplication. Supplication makes use of passive behaviours, such as acting needy
to gain assistance or sympathy, or pretending to not understand a task to avoid an
unpleasant assignment (Bolino & Turnley, 1999). Through the technique of
supplication, one aims at presenting their weaknesses and broadcasting one’s
limitations. It could be appropriately used in an LALC combination since the
appearance of weak and needy could be leveraged in a situation where a gender
ideal behaviour (stereotype) is expected from the woman and her low accepting
ATGS directs her to refrain from doing it.
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Table 2. Summary of Impression Management Techniques Used by Women with Differ-
ent Combinations of ATGS.

High Accepting Low Accepting

High challenging HAHC LAHC
Ingratiation, coalition, Assertiveness,
exemplification (in-groups) self-promotion,
Intimidation, blocking, intimidation, blocking

assertiveness, self-promotion
(out-groups)

Low challenging HALC LALC
Ingratiation, coalition, Supplication, face saving
exemplification techniques like defence

of innocence and apology

Face Saving Techniques. Face saving techniques like defence of innocence would
be used in crisis situations where, the low accepting ATGS would have directed
one to transgress the expected gender behaviours. In this very scenario, their low
challenging ATGS would help the person to dissociate herself from an alleged
event and hence prove that she was innocent and did not challenge the stereotype
(Gardner 111, 1992).

‘Apology’ could be another face-saving technique in the context of crisis situations.
Through apology, the woman could convince her target audience that the situation
is not an appropriate description of what she is. This is another possible way
through which she would manifest her low accepting ATGS along with the low
challenging ATGS (Gardner 111, 1992).

A summary of the impression management techniques used by women with
different combinations of ATGS can be seen in Table 2.

Theoretical, Practical Implications and Future Research
Possibilities

This article holds relevance due to the following reasons. First, there is a dearth of
studies focusing on impression management strategies used by women in the
Indian context (Sanaria, 2016). This article contributes to the research on
impression management strategies used by women by building upon their ATGS.
Second, this article, in its endeavour to explore ATGS, tries to look at various
combination of ATGS using the high/low dimension and the accepting/challenging
dimension. This highlights that it would be unfair to presume that ATGS could
either be accepting or challenging. This study contributes towards the understanding
that it should be witnessed under the lens of one’s understanding of oneself and
the situation in which they perform as actors. Third, impression management is
said to be the result of a multiplicity of factors, many of which are yet to be
unearthed by existing research. This article contributes by identifying the type of
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ATGS, the nature of one’s identity using the social identity theory as relevant
factors for determining the choice of impression managements.

An interesting finding in prior research is that observers tend to react more
favourably to attempts at impression management that fit gender role prescriptions
(Rudman, 1998; Smith et al., 2013). It could thus be said that using the same impres-
sion management tactic may lead to different outcomes for men and women. It was
found that men who used intimidation received more favourable evaluations, as
compared to women. In addition to the same, the use of intimidation did not make
men less likeable, but it affected the likeability of women negatively (Bolino &
Turnley, 2003). On the contrary, Kipnis and Schmidt (1988) found that ingratiation
led to positive evaluations for women, but it did not work the same way for men.
This, thus, reflects the success of soft impression management techniques in the
context of women. Therefore, exploring the impact of ATGS on impression manage-
ment ATGS, specifically those with challenging ATGS, can potentially contribute
towards novel findings in the field of impression management strategies by women.

Women in workplaces are usually perceived as emotional, illogical and intui-
tive decision-makers (Green & Casell, 1996). Along with the same, there is also a
common perception that they are physically, mentally and emotionally less
capable in confronting certain challenges because of being temperamental and
lacking in motivation (Tabassum & Nayak, 2021). These stereotypes about women
in workplaces that have been a part of the organisational narrative take into con-
sideration the opinions of the larger society that contributes to the formation of
these stereotypes about women. Our study allows a window to verify if these ste-
reotypes still hold true and, if it does, do women accept it or challenge it.

Conclusion

The article aims to initiate steps towards recognising the efforts of women to sustain
in organisational climate that favours masculinity. The Indian culture is marked by
an unequal societal status of women and men, and this inequality plays out in all
walks of life. Workplaces are no exception. This societal placement has been the
forerunner to a desperation for equality, which has given rise to several women’s
movements. This body of work, thus, brings to forefront an interface between gender
and ATGS and encourages dialogues on the employee—employer relationship, the
Indian organisational culture and more importantly the challenges faced by women
employees in the organisations. The discussion addresses the lack of research on the
idiosyncrasies of Indian workplaces in the sphere of impression management and
explains the context that drives women to use them. While explaining the numerous
aspects that women keep in mind while deciding upon their impression management
techniques, the article emphasises on the intersection of social forces that are at play
(like their personal vs social identity and their in-groups and out-groups) in the
Indian woman’s workplace and the resilience and cognitive pro-activeness required
to address them. Some future directions for research in this context could commence
in the lines of gathering narratives on gender stereotypes in workplace to understand
if perceptions about women have changed or are still the same, comparing
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intergenerational perspectives on impression management by women in workplace
and the like. We hope that this article encourages future research on the aspects
related to ATGS and impression management behaviours to promote the voice and
discuss the challenges faced by women employees in Indian organisations.
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