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[bookmark: _Toc73683471]ABSTRACT

Impression management (IM) involves the deliberate process of forming perceptions and images, thus it is a strategy used to create positive or negative perceptions about individuals or organisations. IM is essential especially to MNCs who seek to constantly create positive impressions that enhances favourable fortunes in terms of patronage and growth. This study investigates the use of IM by Peugeot motors, Nigeria. The overall objective was to investigate the effectiveness of IM strategies used by Peugeot which enabled its business performance. To achieve this, the study adopted the qualitative methodology which collects data through interviews. Three employees and four loyal customers of Peugeot brand were interviewed. The study revealed that Peugeot is using impression management strategies of self-promotion, ingratiation and exemplification, this has created a positive awareness for the brand and also enabled it achieve its goals on customers and sales. Therefore, IM has a positive effect on Peugeot, thus, this research recommends an improvement in IM strategies for better performance of the brand.
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[bookmark: _Toc73683472]CHAPTER ONE
[bookmark: _Toc73683473]INTRODUCTION
[bookmark: _Toc73683474]1.1. Research Overview
The central aim of this study will be to investigate the impacts of impression management strategies on business performance. Impression management is referred to as the purposeful, deliberate, and designed action done to elicit favourable perceptions from a target audience (Brouer, Gallagher, and Badawy, 2016). Drory and Zaidman (2007), also refer to it as the "strategic process used by organisations to communicate certain activities to the public to influence its perceptions, thereby enhancing the chances of achieving organisational goals".
The concept of impression management is easy to comprehend but is an essential factor, especially amongst multinational corporations; this is because impression management significantly determines the corporation's positive identity, which further influences stakeholder loyalty and other positive affiliations (Giacalone, and Rosenfeld, 2013). Bolino, Long, and Turnley (2016), also explained that impression management is regularly used by organisations to positively shape the image and perceptions of "who they are", "what they do" "how they provide services" and "how well do they provide such services (especially in contrast to competitors)" and "the good they do to the society". The overall objective of impression management is to communicate/shape a positive business identity and dissuade negative ones. With increased business competition, demand for corporate social responsibilities, and government regulations, impression management has become a worthwhile activity for creating a favourable environment for businesses (Drory and Zaidman, 2007). Figure 1 below summarises the benefits of impression management for organisations. 







[bookmark: _Toc73683006] Benefits of Impression Management
[image: ]
Source: Adapted from Drory and Zaidman, 2007				Figure 1

Business performance has been viewed from different angles and levels, as while Celik (2010), Brown and Caylor (2009), explain it as the ability of a business to meet up with certain exceptions such as satisfying customers, retaining customers, increasing market share, achieving efficiency and operational effectiveness, enhancing employee productivity, gaining positive reputation, and reducing employee turnover. On the other hand, Brady, Cronin, and Brand (2002) and Breitenecker and Shah (2018), see it as increased profits, return on investment (ROI), and maximising shareholder value. The different views are important; hence, one cannot accept one and neglect the other, as they both point towards a positive outcome within organisational practice. Thus, by merging the two, business performance can accurately be defined as the ability of organisations to meet up with their objectives, intentions, and goals. For a business to record positive performance, it must strategically merge tangible and intangible resources and factors to achieve its desired goals (Celik, 2010).
Impression management has been one of the strategic approach companies use to achieve their goals. A favourable feeling or perception towards an organisation has been linked to business performance by noting increased customer patronage, increased market share, and strong stakeholder commitment (DuBrin, 2011; Jain, 2012). 
The inexhaustible benefits of impression management on organisations is a basic motivation for this study. As such, this research will investigate the effectiveness of impression management strategies on business performance, drawing empirical evidence from Peugeot motors, Nigeria
[bookmark: _Toc57338514][bookmark: _Toc62469724][bookmark: _Toc73683475]1.2. Research Purpose
IM underscores various actions carried out by organisations to portray desirable images, thus leading to an increase in the achievement of business objectives. The purpose of this study will be to investigate the effectiveness of IM strategies and their impacts on business performance, drawing evidence from Peugeot motors, Nigeria.
Multinational corporations like Peugeot have effectively used impression management because a positive business outcome is linked to the local community's favourable perception. Thus while operating in a foreign country, MNCs need to win the trust of the host community and government to ensure their goals and objectives are achieved. Peugeot is a multinational car operations company with its headquarters in France; however, it operates in different parts of the world. The Peugeot motor branch in Nigeria is famous for its use of impression management strategies in adverts and physical actions. Also, Peugeot motors Nigeria has witnessed a steady growth in customer patronage and business profit, Musa (2017) noted that Peugeot was the most favourable car brand amongst Nigerians. Also, Yahaya and Patrick (2020) noted that between 2017-2019, Peugeot experienced a 78.9% increase in sales of vehicles and 67.8% profits. Therefore, the positive outcomes of Peugeot in Nigeria may be due to the company’s acute usage of impression management. However, there is yet to be significant research conducted on impression management and the business performance of Peugeot. Thus, this consists a problem as linking impression management to the business fortunes of Peugeot cannot be academically substantiated. Thus, this research will be conducted to fill in the absence of academic literature relating Peugeot's fortunes to its impression management. 
[bookmark: _Toc57338516][bookmark: _Toc62469726][bookmark: _Toc73683476]1.3. Research Questions
The following are the research questions;
1. What are the evidential and observable impression management strategies adopted by Peugeot motors, Nigeria?
2. What is the empirical evidence of the effectiveness of impression management strategies adopted by Peugeot motors, Nigeria?
3. To what measurable extent has impression management strategies enhanced the achievement of clearly stated goals and objectives in Peugeot motors, Nigeria?
[bookmark: _Toc57338518][bookmark: _Toc62469728][bookmark: _Toc73683477]1.4. Background Of the Research Objectives
Organisations take relevant steps to further their interest; impression management is amongst these steps. For example, i.e Musa (2017), notes that if a company wants to show that it cares about customers safety, thereby increasing sales of the product, it can devise means to sell its "caring-safety personality" by talking or showing its audiences about the steps taken to ensure customers safety while using its products. This has a positive resonance on customers and can increase the sales of that product (Musa, 2017. Breitbarth , Harris, and Insch, (2010), portrayed this; they noted that Ford recorded an 18% increase in sales of highlander SUVs after public adverts and displays of the new safety systems inserted in the vehicles that ensured less damage to users in events of accidents. In the same vein, Global wood experienced a 34% increase in patronage of wood after it displayed adherence to environmental wood cutting practices (David, 2011). With the two examples, it is evident that impression management can bring an organisation closer if not allowing it to achieve its goals. Therefore, the objectives of this study are taken from the need to investigate how Peugeot motors have successfully used impression management to achieve its organisational goals. The objective is further broken down into:
i. To critically investigate the evidential and observable impression management strategies adopted by Peugeot Motors Nigeria: 
DuBrin, (2011) and Giacalone, and Rosenfeld (2013) explain that there are five (5) types of impression management strategies which are self-promotion, ingratiation, exemplification, intimidation, and supplication, all of which are used prudently to ensure the achievement of organisational goals. Unfortunately, the available literature does not reveal accurately which of these strategies are adopted by Peugeot motors. Therefore, this research aims to evidentially discover the strategies adopted by Peugeot motors in influencing public perceptions.
ii. To empirically investigate the effectiveness of impression management strategies adopted by Peugeot motors, Nigeria
Available literature answers questions relating to impression management's effectiveness; however, the available literature does not provide evidence concerning the effectiveness of impression management in relation to Peugeot motors. Therefore, this research seeks to provide empirical answers to the effectiveness of Impression management strategies and compare them with previous research to draw correlations or nonconformity. 
iii. To critically examine the extent to which impression management strategies have enhanced the achievement of clearly stated goals and objectives in Peugeot motors, Nigeria.
Impression management has been proven effective, especially in providing a positive image for businesses; with a positive image, a company can achieve its organisational goals of attracting customers, increasing sales, and business expansion (Brouer, Gallagher, and Badawy, 2016). Thus, this objective seeks to empirically measure what goals Peugeot has made over the years and how its use of impression management has enhanced the achievement of these goals.
[bookmark: _Toc57338519][bookmark: _Toc62469729][bookmark: _Toc73683478]1.5. Justification of the Study 
This study investigates the effectiveness of impression management strategies on business performance, drawing evidence from Peugeot motors. It has been explained in subsequent sections that impression management centres on creating a positive perception or image amongst audiences, thereby creating favourable conditions for companies to achieve their goals. Available literature discusses the various types of impression management strategies; Kacmar and Tucker (2016) note that Self-promotion tries to inform and influence public perception of the organization's competence, thus selling an image of capability, accomplishment, and accomplishment competency. DuBrin, (2011), also explained that by using self-promotion, organisations could persuade its audience to see that it is competent through the use of positive performance accounts. Another type of impression management strategy is ingratiation; according to Jones (1990, p 178), ingratiation is the ability to make salient one's most favourable characteristics" is the most commonly used strategy and involves the construction of a likeable identity. Ingratiation has proven to increase the feeling of familiarity between an organisation and its target market, encouraging better interpersonal interaction and increasing the loyalty of customers to business (Dubrin, 2011). 
Exemplification attempts to create the impression of moral worthiness between an organisation and its customers or target market; hence organisations using exemplification are bound to sell the image of sacrifice, dedication, commitment, and moral worthiness (Mark, Bolino, Klotz, et al., 2014). 
Intimidation is the most seldom use of impression management strategies amongst organisations as it involves the use of projection of danger attributes hence eliciting fear and respect. Thus, the use of threats, power imposing tactics, and anger statements are processes of intimidation. Finally, supplication is seen as a last resort on the impression management strategy; hence it is seldomly used by organisation as it involves gaining sympathy by accepting shortcomings, disclosing lapses, and undervaluing through modesty (Durbin, 2011). 
The above impression management strategies have been researched to gain and influence positive perceptions amongst customers effectively. For instance, Johnson (2010), while examining impression management amongst six (6) business corporations in the US, discovered that the use of ingratiation was effective in increasing customer confidence and loyalty of brands because of the constant projection of organisational competency. Finah, and Akpotu (2016), also note that while using ingratiation, seven (7) different fast-food companies were able to demonstrate commendable food, nutrition, and hygienic practices, thus increasing the level of customer patronage and sales. These few instances have proven that impression management can strategically be used for the achievement of goals. However, it is yet to be empirically proven the relationship between impression management and goal achievement within Peugeot motors, several research conducted such as Musa (2017) and Yahaya and Patrick (2020), have spoken little less on the specific techniques used by Peugeot motors for influencing public perceptions. Thus, this research is justified based on its intention to "bring to light" the different impression management strategies adopted by Peugeot and empirically examine the effectiveness of these strategies on the company's business performance. The study is also justified based on its empirical understanding of impression management and discovering evidential use of it for shaping perceptions and also getting concrete evidence as to how this has enhanced the overall goal achievement in Peugeot.
[bookmark: _Toc57338520][bookmark: _Toc62469730][bookmark: _Toc73683479]1.6. Scope of the Study
Impression management has often been placed within the marketing research context, as most of the time, strategies of impression manifest through manual and online advertisement. Thus, marketing will be the centre of the research, thereby influencing the literature and selections of theories used to achieve the overall research objectives. 
[bookmark: _Toc73683480]1.7. Research Outline
This research is subdivided into 5 chapters

Chapter one contains is the introductory chapter, which offers a breakdown of the research overview, purpose, research objectives and justification of the study.

Chapter two contains the literature review which is a critical analysis of existing literature in line with the research subject matter. This chapter is essential for keeping the objectives in few and also drafting the conceptual framework.

Chapter three is the research methodology which contains all methodology frameworks adopted for data collection and analysis

Chapter four is the analysis and discussion of research findings which critically analyses interviews therefore extracting the relevant data

Chapter five is the conclusion of the study






















[bookmark: _Toc73683481][bookmark: _Toc57338521][bookmark: _Toc62469731]CHAPTER TWO
[bookmark: _Toc73683482]LITERATURE REVIEW
[bookmark: _Toc73683483]2.1. Introduction

This chapter contains the literature review which is a critical analysis of existing text in line with the research subject matter. The literature review is essential to discovering gaps in existing literature and drafting the conceptual framework. This chapter is subdivided into four parts; conceptual, theoretical, empirical reviews and the conceptual framework
[bookmark: _Toc57338522][bookmark: _Toc62469732][bookmark: _Toc73683484]2.2. Conceptual and Contextual Review
[bookmark: _Toc73683485]2.2.1. Concept of Impression Management
Impression management is originally attributable to social psychology, which centrally studies the behaviour of individuals. The concept was introduced by Erving Goffman (1959) in his article "the presentation of self in everyday life" where he explains that individuals often seek to achieve a balance between the image they presently have and the image which they need to have to achieve the desired goal. Since his presentation, the concept has grown in usage and research, this led to several other additions and modifications to its definition. For example, Sclenker (cited in Wang, 2016), define impression management as the intentional or unintentional projection and control of images within a visible social setting. Tedeschi and Riess (1981) see impression management as any purposeful behaviour by a person done with the desire to manipulate, control, and form a favourable perception of them in the minds of others. Likewise, Leary and Kowalski (1990), define impression management as the purposeful control of impression. From the above scholars, one central point of convergent is control or change or influence. Therefore, impression management seeks to create, change, or control an audience perception towards a person. 
Research on impression management was originally centred on the individual however, as time passed, there were vestiges of the use of impression management by organisations. This prompted the research on organisational use of strategies to influence their perceptions, images, and rating patterns. The most notable of such research was Leary and Kowalski (1990), who note that organisations continuously attempt to control the image, mindset, behaviour, and perceptions of others towards it. This, they note, was necessary to create favourable conditions for the organisation and help it achieve its goals. Furthermore, they note that impression management consisted of two factors; motivation and construction. Motivation deals with the condition which motivates organisations to influence public perceptions; such motivations included achieving a goal, creating better connections to customers, attracting more investors, etc. The impression construction involves determining the specific impression that the organisation wants and the manner they adopt to achieve it. 
Originally, the construction aspect was limited to how organisations see itself, the role it plays, and how it wants the society to see it. 
[bookmark: _Hlk67628113][bookmark: _Hlk67628150]In recent times many scholars have identified impression management to be synonymous with self-preservation. The classification of the two as similar has been resisted by several scholars Cvb, Therasa and Daisy (2019); Balkan and Soran (2013); Zeb-Obipi, Meeting and Accra (2017), who note that both are different and the merging of them will lead to the loss of their original meaning. It is therefore prudent to understand the two arguments to get a proper understanding of the weight and magnitude of Impression management
Balkan and Soran (2013), note that impression management and self-preservation are two different concepts hence cannot be regarded as similar. This is because impression management is the deliberate act to control the images projected in real or imagined social situations. This does not have to be for one's self; hence people can use impression management on different businesses, cities, companies and other people. However, self-preservation becomes relevant when the projected images are self-relevant, i.e., fostering one's intention, ambition, or goal. Thus, impression management is a broader and more all-encompassing term as it goes beyond the individual or company. As such, Therasa and Daisy (2019) note that self-preservation centres on "the single, this makes it differ from impression management which centres on the whole".  Another argument made by Zeb-Obipi, Meeting and Accra (2017) supports the separation of impression management and self-preservation. Impression management can be positive or negative, i.e. a person can choose to give a bad or good impression about another person to gain advantages and favours. On the other hand, Self-Preservation was always about portraying oneself as being good. This distinguishes the two, as they differ in approach. 
[bookmark: _Hlk67628261]The argument mentioned above is what those who support the view for the oneness between impression management and self-preservation. Chaubey and Kandpal (2017) note that since both concepts seek to achieve the same purpose of promoting favourable images and changes in perception of an individual, business, or personality, they mean the same thing. Cole and Elizabeth (2011) also note that since self-preservation seeks to manage and change the impressions of one's self, the act was invariably a type of impression management. Hence self-preservation is similar to impression management and cannot be divorced from it in scope, approach, or objective. 
Although Zeb-Obipi, Meeting and Accra (2017), notes that the both should be divorced because impression management can be used both for good and bad, while self-preservation can only be used for the positive, Chaubey and Kandpal (2017), counters this by explaining that the use of self-preservation in a negative way can result in negative perceptions, as several incidences have been recorded of people who in an attempt to portray themselves as being good ended up doing the opposite. Thus, it can be concluded that impression management and self-preservation can mean the same thing since their use can result in positive and negative perceptions. 
From the above, impression management thus is the process of fostering favourable and unfavourable perceptions about oneself or another. The context of using impression management needs to be carefully stated when using the term or one may risk losing its meaning. Thus, contextualising impression management to this study, the researcher will investigate the use of impression management by Peugeot motors to create favourable perceptions for itself to increase its business fortunes. This may also include the use of impression management to cause negative perceptions for a competitor brand. 
[bookmark: _Toc73683486]2.2.2. Strategies for Impression Management 
[bookmark: _Toc73683487]2.2.3 Self-Promotion
However, with more robust research, the different strategies for impression management were formed. This is discussed in the next section. 
[bookmark: _Hlk67628316]This refers to an image-building, self-projection strategy that allows the self-promotor or organisation to display itself as being competent in certain areas (Bolino, Long and Turnley, 2016). Brouer, Gallagher, and Badawy (2016), note that by self-promotion organisations try to emphasise their strong points, achievements, or abilities. The essence of self-promotion is to show capacities, expertise, successes, and competence (Drory and Zaidman, 2007). Organisations use self-promotion as an aggressive marketing strategy, at times to show themselves better than competitors. While this may prove as an advantage Dubrin (2011), warns that overuse of self-promotion by organisations can lead to an opposite effect as organisations can become less-likable, intimidating, and repugnant. 
[bookmark: _Hlk67628523][bookmark: _Hlk67628557]Bolino, Long and Turnley (2016), further explains that self-promotion is often used in cases where businesses encounter competitors with higher status in sales, customers, brand name, and reputation. Zeb-Obipi, Meeting and Accra (2017), finds that 50% of corporate firms in Nigeria exaggerated their market value and stock shares, Dondolo and Chinyamurindi (2018), also discovers that several brands in South Africa over-estimated their brand reputation in an attempt to retain old customers and attract new ones. Bolino, Long and Turnley (2016), however, explains that the use of these overestimated and exaggerated strategies does not mean self-promotion can be without consequences as most times other companies can sue the self-promoting company for false advertisement or harmful business practices. They caution that self-promotion as a technique needs to be carefully used and concealed to achieve its intended goals to prevent it from backfiring. 
In the same vein Dondolo and Chinyamurindi (2018), note that the use of self-promotion by a business needs to be carefully thought out by using advertisement and marketing strategies that are in line with responsible business management practices. Thus, several strategies exist for self-promotion, which is specifically tied to the company's desire to project itself to a target audience or the public in general. This includes; 
Advertising: Advertisement has been researched as the most effective self-promotion method, especially when used in the right context. Lillqvist and Louhiala-Salminen (2013), discovered that 12 businesses that used advertisement on social, print, and mass media recorded an increase in sales as well as brand reputation, customer base, and general awareness and perception. Advertisement in some cases have gone awry, leading to boycott of brands and sanctions from the government, for instance, Coca-Cola's "extremely Pakistani" advert
Networking: Networking is another self-promotion method, especially when networking was done to pass the right messages about a business. Other forms of self-promotion include the use of emails and content marketing strategies. 
[bookmark: _Toc73683488]2.2.4 Ingratiation
[bookmark: _Hlk67628872]With ingratiation, organisations adopt all measures, behaviours, and traits which are likeable by their audience. Ingratiation aims to become likeable by making others seem likeable (Drory and Zaidman, 2007); thus, organisations use different skills that make the customer seem likeable, creating a likeable perception for the organisation. Ingratiation flows from the principle that humans like people who like them. Giacalone, and Rosenfeld (2013), notes that organisations use of customer care attendants who constantly call their clients and thank them for business patronage was part of ingratiation. Furthermore, the use of interactive network sites with captions such as "our wonderful customer" "highly esteemed and loyal client" are tactics of ingratiation. Finah and Akpotu (2016) noted that ingratiation was the most effective of all impression management strategies as it employs subtle but forceful tactics to gain admiration from an audience. 
[bookmark: _Hlk67643635]Other tactics of ingratiation include conformity in opinion, judgment, behaviour, rendering favours, modesty, humour expression, instrumental dependency, name dropping. Johnson and Griffith and Buckley (2016) also identifies three (3) distinctions of ingratiation 
Acquisitive Ingratiation: This is done to obtain some benefits and rewards from a target audience
Protective Ingratiation: This is used to avoid being sanctioned, punished, or receiving a negative effect from a target audience. 
Significance Ingratiation: This is used to cultivate or get respect or approval from a target audience rather than an explicit or tangible reward. 
The use of ingratiation has been studied and observed in several businesses. Dondolo and Chinyamurindi (2018) note that several businesses in South Africa attracted customers to their brand and achieved a high brand rating with the use of ingratiation. Furthermore, while researching the use of ingratiation, Johnson and Griffith and Buckley (2016) note that customers were mainly influenced by the brand's extra show of care and affection. Through constant reminders, calls, emails, promos, and loyalty awards, businesses were able to increase their attractiveness and positive perceptions to the public. 
Giacalone, and Rosenfeld (2013), argue that amongst the methods of ingratiation, complimentary or other enhancements are recorded to be the most effective because the ingratiator often exalts the positive qualities of the target audience while leaving the negative qualities; this coincides with the business phrase "the customer is always right". This means of ingratiation has further been proven to be effective based on the "Gestaltian axiom" that it was difficult for people to dislike others who think highly of them. 
[bookmark: _Toc73683489]2.2.5 Exemplification
With exemplification, the organisation shows an impression of being committed, dedicated, and tenacious in their duties. Dubrin (2011), notes that when organisations use phrases like "we are committed to efficient service delivery" or "a group dedicated to giving our customers the best value for their money" they are adopting this strategy. Finah and Akpotu (2016), notes that this strategy involves the use of behaviours or actions that make organisations seem like the best or ideal organisation, working tirelessly for their clients. 
Overuse of exemplification can make organisations hypocritical, thus Drory and Zaidman (2007), advice that organisations should use exemplifications in situations or contexts where they are most relevant, by demonstrating exemplary and commendable actions most consistently and honestly. 
[bookmark: _Hlk67642241]Thus, Chaubey and Kandpal (2017), note that this strategy was used tactically to self-present and self-project an organisation as being full of integrity and marked with morality and worthiness. Also, this strategy of impression management is linked to the customers desire to relate with the company that is constantly working to meet up with their demands (Cvb, Therasa and Daisy, 2019), hence if a business shows itself to be serious, hardworking, innovative, and using technology to produce quality commodities or renders quality services, it was more likely to have a positive impression and create a favourable condition for itself in terms of customers and patronage. Dahlen and Rosengren (2005), note that most exemplifications by brands were contained in their slogans. The figure below reveals several brands and their slogans. 








[bookmark: _Toc73683007] Brand Slogans
[image: ]
Source: Dahlen and Rosengren (2005)						Figure 2
In testing the impacts of slogans as exemplification, Dahlen and Rosengren (2005) note that Coca-Cola's slogan "open happiness" was associated with its brand loyalty and perception amongst its customers, this proves that brand slogans were important in making brands appealing, relatable, and easily memorable.  In achieving exemplification Chaubey and Kandpal (2017), note that brands must balance what "they show, with what they do" as it was foolhardy to have good exemplification strategies but poor products and services. 
[bookmark: _Toc73683490]2.2.6 Intimidation
[bookmark: _Hlk67643450]This is a less likely used strategy of impression management by organisation, this is because as it is based on threats, power imposing tactics, and anger statements (Bolino, Long and Turnley, 2016). Organisations rarely use this in relation to customers but mostly against competitors, Dubrin (2011), explains that while organisations may use exemplification to create an identity of worthiness and dedication, intimidation is used to project features of danger, power and elicit respect, fear, and recognition from the audience. A simplified explanation of intimidation is given by Jain (2012), who notes that this impression management strategy is the opposite of ingratiation, in ingratiation, the organisations dangle a carrot to attract customers, while with intimidation, the organisation uses a big stick to ward off competitors. According to Musa (2017), organisations play "politics" by using intimidation to scare off competitors from entering the market, hence solidifying their grip over the industry.
[bookmark: _Hlk67643479]Intimidation is often used by businesses to scare off or prevent potential businesses from entering into a market, this is by creating barriers in terms of finance, investment, and capital (Balkan and Soran, 2013). Most often big brands that engage in capital intensive production used intimidation occasionally, Young, Gardner and Gilbert (1994), note that by annually stating their financial records or displaying the huge number of resources used for research and development many big brands like Apple, Samsung, Sony and LG discourages new businesses from entering the market. Thus Young, Gardner and Gilbert (1994), explain that intimidation is mostly found in oligopolistic markets where there are very few but large-sized companies.
[bookmark: _Hlk67643518]In a contrary opinion, Johnson and Griffith and Buckley (2016), observe some forms of intimidation in smaller brands operating in a free-market, intimidation was used subtly in adverts that contained implied contents showing dominance or more improvements in products over rivals or competitors. For instance, Dondolo and Chinyamurindi (2018), note that a local detergent company showed off its stain removal formula as being the best and superseded other stain removers. This could be classified as intimidation thus making other stain removal brands seems inadequate. Despite this, intimidation was seldomly used by brands, and hence it is difficult to identify. 
[bookmark: _Toc73683491]2.2.7 Supplication
Supplication is the least likely used strategy by organisations because it involves the publicising of weakness and shortcomings hence resulting in sympathy from an audience. Finah and Akpotu (2016), notes that companies who publicly declare shortcomings, weaknesses, and disadvantages were most likely to lose customer trust and confidence which leads to greater problems. 
From the above strategies, the role of impression management is to create favourable impressions in a target market, audience, or existing customers, hence no strategy is adopted alone, several strategies are merged to ensure an organisation achieves its goals, for instance, an organisation can adopt showing its competence and noting they would not have achieved such status without their customers. Furthermore, a company can praise its large number of customers in a threatening way that competitors may feel discouraged to continue in the industry. To be most effective impression management strategies should be used strategically in relevant situations (Jain, 2012). 
Thus, it was unlikely to see businesses adopting this strategy. According to Finah and Akpotu (2016), supplication may give out or present a business as being weak, incompetent, and lazy, this makes supplication get less attention amongst organisations especially in a perfect competition market where rival brands can easily leverage on supplication to acquire the customers of the supplicator-brand. Supplication thus shows that a business is incompetent, needs help, and is bound to crash, this discourages investors from buying shares in the company, or customers from patronising the business for fear of receiving inferior goods or services. Customers related better with brands who displayed competency as well as the capability of managing challenges. 
[bookmark: _Hlk67642961]Thompson-Whiteside, Turnbull, and Howe-Walsh (2018), however, note differently, he argued that supplication has yielded positive results in certain situations as supplication if used tactically can display modesty, and admitting faults which could be used to activate social responsibility and assistance. Dondolo and Chinyamurindi (2018), also note that displaying one's incompetence in certain scenarios was useful in avoiding negative consequences especially when displaying competence was inappropriate in the particular context. Thompson-Whiteside, Turnbull, and Howe-Walsh (2018), further note that supplication as an impression management strategy was mostly used by women entrepreneurs who used it in combination with self-promotion to communicate with their customers and increase the attraction to their brands. Female entrepreneurs were mostly discovered to share personal fears and weaknesses in an attempt to project the perception of being authentic and manage the associated risk involved with self-promotion. 
The review on the strategies for impression management has provided the benefits and consequences of each strategy and how they can be appropriately used to get the desired result. This is therefore put in the context of Peugeot; the researcher studies which amongst these strategies have been used by the company and which is more relevant to its operations and performance. 
[bookmark: _Toc73683492]2.3 Concept of Business Performance
Providing a conceptual understanding of business performance is incomplete without a proper conception of the term performance, the websters dictionary notes performance to be based on goal achievement, positive outcome, qualitative and quantitative improvement as well as better effectiveness and efficiency, thus achieving special attainment in a specific field is referred to as performance. Business performance thus means achieving positive goals in relation to a business, firm, or company (Celik, 2010). Organisations are set up to achieve certain tangible and intangible goals, achieving such gives the organisation a positive performance. In a similar view, Brady, Cronin, and Brand (2002), note that business performance was a future-oriented rating which measures the goals organisations have set in relation to products and how well these goals have attained. Successful business performance to the authors is ranked based on the sales of services and products, therefore for a business to perform positively it must witness an increase in sales. Though this view is correct, it may not be complete as other factors measure business performance, for instance, Brown and Caylor (2009), note that there are intangible measurements of business performance such as efficiency, equity, consequences, equilibrium, productivity, innovation, etc. Brown and Caylor (2009), also note a combination of work ethics, organisational culture and human resource management (HRM) to measure business performance. 
A more accurate explanation of business performance is discussed by Celik (2010), who explains that business has both tangible and intangible goals, the achievement of such goals is what measures up to business performance. Goals of a business may be financial such as profits, return on investment, shareholder value, increase market share and sales growth return on assets or nonfinancial such as an increase in customer base, employee retention, customer satisfaction, increased productivity, etc. Achieving both financial or nonfinancial goals means business performance, hence a company can perform positively in one and negatively in the other. Business performance can thus be referred to as how well an organisation achieves its goals. 
Thus, therefore in the context of this research business performance will be regarded as the ability of businesses to achieve their financial and non-financial goals, most importantly goals targeted at the market place. 
[bookmark: _Toc73683493]2.4 The Importance of Impression Management on Business performance. 
There is a scarcity of research that explicitly links impression management to business performance. Several studies Bolino, Long and Turnley (2016); Balkan and Soran, (2013); Johnson and Griffith and Buckley (2016); Dondolo and Chinyamurindi (2018), that study impression management focus on the use of its strategies by employees, managers, supervisors, etc. However, from the review, it is discovered that impression management plays a major role in business performance this is because the core intention of impression management is to create favourable conditions and perceptions for business, this is essential in attracting, increasing customer base, creating awareness and getting support from local communities where the business operates. The relevance of impression management to business performance is thus highlighted below:   
Creating Business Awareness: Impression management strategies such as self-promotion was central in creating business awareness and also making the brand look attractive, Zeb-Obipi, Meeting and Accra (2017), note that with self-promotion companies and businesses show themselves as being competent with much achievement and success, this thus makes brands look reliable, with quality and standard products and further increasing the reputation and awareness of the business. Advertisement and networking were methods of self-promotion and ingratiation which increased business awareness. 
Increasing brand loyalty: Brand loyalty was an essential outcome of ingratiation, this is because as Johnson and Griffith and Buckley (2016), explain ingratiation solidifies the bond between businesses and customers, as businesses make customers likeable by utilising several customer engagement strategies. Customers on the other hand were constantly drawn to businesses as the Gestaltian axiom notes that "people like those who like them" hence when a business shows it has an interest in customers beyond the traditional seeking customers to buy products relationship, it resonates positively with customers thus increasing their desires to stay with the brand. Loyal customers improve brand fortunes through constant patronage and further recommending other customers to the business. 
Achieving Business Goals: Businesses have several goals to which impression management can aid in achieving such goals. Michelon, Bozzolan, Ho (2015), while studying internationalisation and localisation of Multinational companies in other countries, notes that those MNCs' success was significantly hinged on their impression management strategies. Especially in creating the perception that it was adding value to the local populace instead of extracting value, exemplification thus becomes relevant in creating a "value-adding impression". The use of Corporate Social Responsibility (CSR) and displaying CSR results to the populace were methods of impression management that businesses use to achieve organisational goals. 
The above are ways in which Impression management is used to achieve business performance; however, there is a lack of detailed analysis and explanations on the relationship between impression management strategies and business performance. Thus, this study focuses on getting evidential proofs on how impression management has succeeded in enhancing the business performance of Peugeot motors in Nigeria. The findings discovered from this section are put into Peugeot Motors' context and used for further interrogations concerning the potency of impression management in enhancing business performance. 
[bookmark: _Toc57338523][bookmark: _Toc62469733][bookmark: _Toc73683494]2.5 Theoretical Reviews
Several theories have been used to discuss or offer more explanations for the way impression management is used in organisations. Such theories are mainly offered as further explanations to impression management
[bookmark: _Toc73683495]2.5.1 Theory of Imaging
Since impression management involves creating favourable images within the minds of a target audience, it thus follows the imaging is the core of impression management, thus the theory of imaging emphasises the use of images which are capable of enlisting, sustaining, and retaining customer loyalty and attraction to the business (Johnson, 2010). The use of imaging can provide a strategic advantage for businesses by providing reliable and reassuring impressions about organisations. Imaging provides the opportunity for businesses to channel desired perceptions to intending customers or stakeholders, thus making them show interest, commitment, or attraction to a brand (Anyawu, 2005). Janson (2010) explains that contemporary advertisement and marketing is centred on imaging. Different aesthetics on adverts and promotional merchandise are done with the defined objective of attracting patronage. Johnson (2010) also notes that not at all times does imaging result in positive patronage for organisations, as specific images may be misleading, thus hindering the realisation of an organisation's marketing objectives and goals. For imaging to be practical, organisations need to study the target market and display their commodities concerning their target market's desires. 



[bookmark: _Toc73683008]Imaging Theory
[image: ]
Source: Adapted from Anyawu (2005). 						Figure 3.
[bookmark: _Toc73683496]2.5.2 Theory of Information Balancing
Information is essential for impression management, hence organisations that intend to create favourable perception must properly balance the information it spreads to its target audience. Information must be consistent, compelling, and engaging to provide quality and rational patronage (Finah and Akpotu, 2016). In a highly competitive environment, information is strategic to getting clients interested in firms. Janson and Lanuila (2010), noted that the use of information can be made more effective through the use of self-promotions, thus telling a target market of the achievements, capacities, and competencies of a business are bound to create positive responses. 
The theory of information balancing exalts the rationality of customers and thus notes that customers will relate positively to organisations that provide them more information (Joa, 2011). Going ahead, Finah and Akpotu (2016), explains that giving information is not the only criteria for creating a positive impression but providing the right information, as certain information when provided to the public can result in business collapse. Information balance thus entails the sharing of positive information that results in a better impression and the withholding more than what is needed. 
[bookmark: _Toc57338524][bookmark: _Toc62469734][bookmark: _Toc73683497]2.6 Empirical Reviews
Empirical reviews show the authenticity of impression management literature, concepts, and theories. Several research have studied impression management objectively and have discovered diverse understanding of the use of impression management. For instance, Finah and Akpotu (2016), explored the use of impression management for organisational performance in fast-food restaurants in Nigeria. They discovered that though important impression management can cost an organisation, especially if there is a disparity between the organisation's impression and the services it provides.
Customers may end up dissatisfied; hence it was necessary to manage both impressions and organisational services. Arif, Rizvi, Abbas, et al. (2012), also in their study on impression management and performance rating on hospitality organisations, noted that customers were most likely to positively rate organisations that used catchy images and further patronise them, even if they have never visited or heard a word-of-mouth recommendation. This reflects that imaging was significant in impression management. Furthermore, while investigating impression management amongst competing organisations, Drory and Zaidman (2007) note that an organisation could use impression management to create a subtle negative impression about its competitor. For instance, Duracell batteries were famous for showing the negative performance of red batteries against its batteries; red battery is the Tiger head's trademark. Thus, Duracell has left a subtle negative impression on battery buyers concerning red batteries, thus reducing the purchase of Tiger head. 
The above brief empirical reviews show that impression management is potent and can be used strategically for business success. Through the use of valued actions, activities, and information that are coordinated and contextualised to a specific environment in which business operates, impression management can stimulate positive perceptions and mindset from the target audience thus enabling a business to achieve its goals. 
[bookmark: _Toc57338525][bookmark: _Toc62469735][bookmark: _Toc73683498]2.7 Review of Existing Debates Within the Literature
The literature review identified debates were mainly complementary and less antagonistic. This is because the majority of the scholar's postulations concerning impression management were mainly supportive or collaborative with other research within the field. For example, Brouer, Gallagher, and Badawy (2016) note that self-promotion was an effective strategy in impression management as it displayed the competence and capabilities of an organisation. Buttressing this Dubrin (2011), note that self-promotion is only necessary when in specific situations and divulging certain information in self-promotion could cost an organisation negatively. Furthermore, while Drory and Zaidman (2007), noted that organisations rarely used intimidation. Jain (2012) explain s that organisations used intimidation against their competitors; organisations can show success or achievement in a way that scares competitors out of the industry. Other debates, such as the need for balancing information by Janson and Lanuila (2010) and restricting information by Joa (2011), proves that debates in the literature are complementary
[bookmark: _Toc62469738][bookmark: _Toc73683499]2.8 Conceptual Framework
The conceptual framework provides the structure for explaining the natural progression of every phenomenon to be studied. It links several concepts, variables and theories which will be used to systematise the knowledge intended to be developed by the researcher (Akintoye, 2015). A simplified explanation explains how each variable in the research will be explored (Imenda, 2014). It is arranged structurally and pictorially to enhance the visual understanding of how variables relate to each other and how they will be studied (Grant and Osanloo, 2014). 
For this study, the conceptual framework will consist of the study's main variables, which are the concepts and theoretical adaptations. These are explained in the table below

[bookmark: _Toc73683026]Conceptual Framework
	S/N
	CONCEPTS
	VARIABLES TO MEASURE
	CITATIONS

	1
	Impression Management
	Self-Promotion: 
Image-building, self-projection. 
Display of strong points, achievements, or abilities
Show capacities, expertise, successes, and competence

Ingratiation
Customer care checks
Interactive websites
Building personal relationship with customers

Exemplification
Projection of company values such as dedication, commitment and responsibility to customers

Intimidation
Threats, 
Power imposing tactics, a
Anger statements
	Bolino, Long and Turnley, (2016). 
Brouer, Gallagher, and Badawy (2016)



Giacalone, and Rosenfeld (2013)
Finah and Akpotu (2016),



Finah and Akpotu (2016
Dubrin (2011)




Musa (2017)
Jain (2012),

	2
	Business performance
	Goals on products and services
Efficiency
Equity
Equilibrium 
Productivity 
Innovation
Positive work ethics, organisational culture and human resource management
	Brown and Caylor (2009)
Celik (2010)

	3
	Theory of Imaging 
	Use of images which are capable of enlisting, sustaining, and retaining customer loyalty and attraction to the business
	Johnson, 2010

	4
	Theory of Information building
	Use of consistent, compelling, and engaging information
	Janson and Lanuila (2010)
Joa (2011)


Table 1.
The table above delineates the concepts by making variables which will be the focus of study. The variables will be studied via the interconnections and influences between impression management, business performance and the theoretical adaptions. The diagram below displays this 
[bookmark: _Toc73683009][image: ]Conceptual Framework
[bookmark: _Toc57338526][bookmark: _Toc62469736]
Figure 4. 
In explaining the picture above, impression management strategies, which are Self-promotion, Ingratiation, Exemplification, Intimidation, and Supplication, are used to interrogate the strategies of impression management used by Peugeot motors in Nigeria. This research investigates secondary data similarities and dissimilarities from the literature review and compares them to the primary data. Thus, the researcher will be able to make conclusions about impression management strategies adopted by Peugeot motors, thereby fulfilling the first (1) objectives.  The effectiveness of these strategies is measured using the two theories' framework Bolino, Long and Turnley, (2016), which explain that impression management sought to change perceptions and thus influence positive action. The two theories are used to investigate customers' perceptions concerning the impression management strategies adopted by Peugeot Motors, thus achieving the second (2) objective. 
Also, in accessing the importance of Impression management on business performance, critical emphasis is given to discovering how the impression management strategies adopted by Peugeot motors have influenced the achievement of its business goals and objectives, thus achieving the third (3) research objective. 
In achieving the above, the research adopts the qualitative research strategy. It collects data from semi-structured interviews to bridge the literature gap by providing in-depth and adequate explanations on the relationship between impression management and business performance. 
[bookmark: _Toc73683500]2.9 Conclusion
Overall, the literature reviewed was mainly empirical, with few being narrative. The majority of studies used for the literature consisted of research conducted with quantitative data, others, however, offered more qualitative explanations to their findings, providing descriptive and content analysis of events. With three basic research objectives, the literature review has provided measurable frameworks to examine impression management use in Peugeot motors. The literature emphasised five (5) strategies for impression management. This will be studied to discover if Peugeot motors are adopting these strategies or other strategies that Peugeot uses are not included. Furthermore, the strategies' effectiveness will be examined based on their ability to achieve business goals such as customer patronage, increase in market share, and stakeholder commitments. The next chapter is the research methodology.
[bookmark: _Hlk62469627]
[bookmark: _Toc73683501][bookmark: _Toc62469741]CHAPTER THREE
[bookmark: _Toc73683502]RESEARCH METHODOLOGY
[bookmark: _Toc73683503]3.1 Introduction
This section contains the research methodology, which is the overall framework for data collection and analysis. The research methodology covers all steps which the researcher adopts to arrive at a coherent and logical answer to the research questions, thus achieving the research objectives. The research methodology is drafted in line with Saunders, Lewis and Thornhill (2016), research onions which is depicted in the figure below:
[bookmark: _Toc73683010]Research Onions
Instrument of Data Collection
Semi-Structured Interviews

Method of Data Analysis
Thematic Analysis

Source: Saunders, Lewis and Thornhill (2016)				Figure 5

[bookmark: _Toc73683504]3.2 Research Philosophy
Adopting a research Philosophy is essential to the conduct of any academic study. This is because Philosophies govern the acquisition of Knowledge (Bryman, 2012). Philosophies are laws, frameworks, and principles upon which scientific studies are built upon. A research Philosophy ensures that knowledge within academia is acceptable by explaining how its acquisition should be carried out (Bryman and Bell, 2015).
There are centrally two forms of the research Philosophy. Positivism and Interpretivism. The table below highlights the difference between the two. 

[bookmark: _Toc73683027] Difference between Positivism and Interpretivism
	Ontology (Nature of reality or being)
	Epistemology (what constitutes acceptable knowledge)
	Axiology (role of values)
	Typical Methods

	POSTIVISM

	Real external, independent
One true reality (universalism)
Granular (things)
Ordered
	Scientific method
Observable and measurable facts
Law-like generalisations numbers
Causal explanation and prediction as contribution
	Value-free research
Researcher is detached, neutral and independent of what is researched 
Researcher maintains objective stance
	Typically, deductive, highly structured, large samples, measurement, typically quantitative method of analysis, but a range of data can be analysed

	
	
	
	

	INTERPRETIVISM

	Complex, rich
Socially constructed through culture and language
Multiple meanings, interpretations, realities
Flux of processes, experiences and practices
	Theories and concepts too simplistic
Focus on narratives, stories, perceptions and interpretations
New understandings and worldviews as contribution 
	Value-bound research
Researchers are part of what is researched, subjective 
Researcher interpretations key to contribution
Researcher reflexive
	Typically, inductive. 
Small samples, in-depth investigations qualitative methods of analysis, but a range of data can be interpreted.


Source: Saunders, Lewis and Thornhill (2016)					    Table 2.
This study adopted the interpretivism philosophy. The interpretivism philosophy postulates that humans are dynamic in the social realities which they construct for themselves. Thus, human behaviour is shaped by experiences that occur in the social environment. As seen in the table above, the philosophy further recommends using subjectivism in the study of humans as a purely objective study is unachievable when studying human behaviour (Creswell, 2013). Furthermore, interpretivism supports the in-depth study of human interactions, organisations, behaviours to obtain a more profound and detailed understanding of social realities from human perspectives. 
The justification of adopting this Philosophy is thus built on the arguments mentioned above. Organisations are made of humans, and their activities shape the directions and outcomes of the organisation. The use of impression management by humans working in an organisation is thus done to achieve specific intentions of business performance. Using interpretivism philosophy, therefore, enhanced the subjective study of the results of these human actions. Furthermore, in using philosophy, the researcher obtained detail and in-depth knowledge concerning impression management's potency on business performance. 
Bryman (2015) noted that a limitation of this philosophy is in its subjectivism, which can lead to misleading and sentimental reporting of research findings. However, this was not a challenge to this study, as a robust methodology was further developed, which enhanced the reliability and validity of the study
[bookmark: _Toc62469742][bookmark: _Toc73683505]3.3 Research Approach 
The research approach involves the framework and model adopted by a researcher to address a particular problem (LoBiondo-Wood, 2010). It refers to the governing model that guides the research's conclusion, making it logical, reasonable, and coherent. Three forms of research approach exist; deductive, inductive, and abductive. This study adopts the inductive research approach. Apart from being the central approach used with the interpretivism philosophy, the inductive approach studies phenomena by establishing specific relationships between variables, making conclusions on such variables. The inductive approach adopts a "specific to general approach" in studying variables (Creswell, 2013). Figure 3 shows the process of the inductive approach

[bookmark: _Toc73683011]Inductive Approach
[image: ]Source: adapted from Creswell 2013                                                                   Figure 6
The inductive approach enables the researcher to focus on variables within a specific case study, thereby understanding the patterns of relationships for generalisation. This is the cardinal justification for adopting this research approach. The research sought to study the impacts of impression management on business performance. The focus was on a specific case study, i.e., Peugeot Motors Nigeria. By understanding the patterns of relationship between the aforementioned variables, the researcher was able to make generalisations concerning the variables' interactions, thus making conclusions on how impression management is used to improve business performance. 
As noted by Bryman and Bell (2015), a limitation of inductive reasoning is its potential to generate false or incomplete conclusions. This is because it studies specific case studies that are insufficient to make generalisations that represent the entire population. This limitation, however, did not affect this study, as the researcher integrated several empirical strategies, especially in collecting data and recruiting participants, thus enhancing the authenticity of conclusions further, making it generalisable. 
[bookmark: _Toc62469743][bookmark: _Toc73683506]3.4 Research Design
The research design refers to the researcher's overall framework to integrate all aspects of the research, thus ensuring coherency and logicism in research findings (Ravitch and Carl, 2016). The research design harmonises the research objectives with the data collection process and data analysis (Maxwell, 2004). This research adopted the qualitative research design. The qualitative design explores the nature, relationship, and manifestations of variables in a non-numerical and statistical format. It provides explanatory and narrative analysis on variables which essentially answers questions as "how, what, where". 
[bookmark: _Hlk62467837]This makes the qualitative design interested in getting an in-depth, richer, and detailed understanding concerning variables (Creswell, 2013). Instead of using figures to describe variables as quantitative, the qualitative design adopts values, reasons, and experiences to support arguments and manifestation on variables (LoBiondo-Wood, 2010). The table below depicts the difference between the qualitative and the quantitative design

[bookmark: _Toc73683028]Quantitative v Qualitative Comparison
[image: ]
Source: Adapted from LoBiondo-Wood (2010)                                           Table 3
This study adopted the qualitative design because it sought to understand impression management's impact on business performance in an in-depth way. Thus, supported by tangible and reasonable arguments, a detailed understanding of the two variables' relationship was possible. This research further adopted this design as previous studies have described the variables using numerical values; however, this study uses non-numerical values, therefore, offering more tangible explanations of the variables, which is a significant improvement on previous studies. 
[bookmark: _Toc62469744][bookmark: _Toc73683507]3.5 Research Strategy
For the research strategy, the research adopts the qualitative research strategy. The research strategy refers to models and methods chosen for data collection and analysis. Since the research adopts a qualitative design, it is also rational to adopt a qualitative strategy. The qualitative strategy focuses on collecting data through non-numerical means such as interviews, observations, content reviews (Maxwell, 2004). This study adopted the qualitative strategy to support the qualitative research design, therefore enhancing the collection of non-numerical data, which was significant in attaining the overall objective of this study, which is to get in-depth and reasonable explanations of how impression management led to business performance. The qualitative strategy further influenced the sources of data and data analysis, and this was in line with qualitative strategy techniques
[bookmark: _Hlk62467906]A limitation of the qualitative research strategy is its inability to achieve statistical representation, especially in recruiting participants. This reduces its effectiveness in making generalisations (Ravitch and Carl, 2016). Furthermore, the results are not easily verifiable since data is collected by non-numerical means. It is subject to change. The researcher reduced the effects of these limitations on the research by adopting standard techniques for reliability and validity, making the conclusions credible and authentic. Using techniques such as pilot studies and member checking, the researcher boosted the methodology, enhancing the credibility of the research outcomes. 
[bookmark: _Toc62469745][bookmark: _Toc73683508]3.6 Sources of Data
This study's data sources consisted of primary data (Interviews) and secondary data (literature review). The primary data was collected first-hand from the research participants. Primary data is a more reliable form of data; since it is collected directly from the participants, it is considered a more accurate representation of the subject matter from the participant's perspective (Bryman and Bell, 2015). The primary data enhanced the in-depth analysis of issues concerning impression management and business performance. 
The secondary data is already analysed information, thus serves the purposes of supporting the emergent findings from the primary data. The secondary data in the form of articles, journals, and other printed documents are synthesised with primary data, thereby improving the study's findings and discussions. 
[bookmark: _Toc62469746][bookmark: _Toc73683509]3.7 Instrument of Data collection
Since the research adopted the qualitative design and qualitative strategy, the study utilises the most common data collection instrument (Interview) for qualitative studies. The interview collects data through a question-and-answer process. The researcher askes the participant a set of premeditated questions while the participant provides answers to these questions. The interview takes a form of discussion; hence it allows the participant to give examples, experiences, events, or narration that buttresses their response. This is why the interview is said to elicit more in-depth data (Creswell, 2013). The interview is adopted for this study to get detailed explanations of how Peugeot's use of impression management strategies is responsible for its business performance. 
The interview was drafted in a semi-structured and open format. This allowed the participant to provide answers to questions which the researcher had already drafted. The semi-structured and open format also allowed probes, allowing the researcher further to interrogate the participant's response to a particular question. This enhanced the solicitation of more in-depth and quality data. 
Questions in the interview was drafted based on the conceptual framework, as it has already provided variables to be studied. Sample research questions are; 
1.	How does Peugeot use self-promotion strategies? Probe: Do your response to the above has affected Peugeot's business performance?
2.	Is imaging responsible for growth in customer patronage amongst Peugeot motors? Probe: Were there times when imaging enhanced customer patronage?
3.	Is productivity and innovation in Peugeot motors affected by information sharing? Probe: Are you saying that information sharing has always been successful?
The above questions ensured direct responses, which also led to further questions and answers. 
A significant limitation of the interview that could affect this study is that interviews are mainly affected by the participant's mood, opinions, and discretion. Therefore, the participant can offer misleading data or may "not be in the mood" to offer responses during the scheduled day of the interview. This limitation was addressed by ensuring that all participants were in the right state of mind and health before granting an interview session. 
[bookmark: _Toc62469747][bookmark: _Toc73683510]3.8 Research Population
The population included the staff of Peugeot motors. Mainly management and public relation staff, since impression management is a form of self-portrayal to the public, those who make impression management policies (managers) and those who execute them (public relations staff) were the most suitable to give interview responses. The sampling technique adopted was non-probability sampling as a convenience, judgemental and snowballing. This ensured the participation of the right participants with the correct information is invited to interview. Four interviews were conducted with staff in Peugeot motors.
Furthermore, to understand the satisfaction customers derived from the use of Peugeot motors, the researcher interviewed three customers of the Peugeot brand. Customers were recruited via snowball sampling. Employees of Peugeot referred the researcher to its loyal customers, who provided detailed explanations concerning the research subject matter.


[bookmark: _Toc62469748][bookmark: _Toc73683511]3.9 Access and Ethics
Research ethics are essential in research as they ensure the proper coordination of the entire research process. They also ensure the researcher and participants' safety and the security/integrity of collected data. Adhering to research ethics is also a way of improving the study's overall quality, validity, and reliability. Thus, this research adhered to research principles on recruiting participants, the safety of participants, and protection of data
In recruiting participants, research ethics advises on the willingness and non-compulsion is adhered to, participants are not coerced to participate in the research. The participants are provided with consent and plain language statement forms (see Appendix A and B) to fill as evidence of their willingness to participate in the interview. The security of the participant was also upheld; their identities were not revealed hence were held confidential. 
For the safety of data, the researcher utilises data management processes in documenting and analysing data. Furthermore, the research upheld all principles regarding the adequate referencing of intellectual property and did not engage in the falsification of data. 
[bookmark: _Toc62469749][bookmark: _Toc73683512]3.9. Method of Data Analysis
The method of data analysis adopted was thematic analysis. This involved the grouping of participant responses into themes and making discussions on them. The thematic analysis allowed for rich and detailed analysis and discussion of the research findings, thus making it suitable for achieving this study’s objectives. There is no universal standard for carrying out a thematic analysis; however, this research adopted the framework recommended by Creswell (2013), which includes the below process;
i. Transcription of interviews: listening to and transcribing interviews helps the researcher to become conversant with data
ii. Coding based on the conceptual framework: Codes generated from the conceptual framework are adopted
iii. Developing themes: Codes were grouped to form themes that represent central ideas
iv. Grouping data based on themes: Data was grouped based on developed themes, hence giving a better representation of data
v. Synthesis with secondary literature, analysis, and discussion
[bookmark: _Toc73683513]3.10. Validating the Research
Invalidating this research, the researcher adopted two methods; pilot studies and member checking. Pilot studies are done before the actual data collection; hence, it offered the researcher the opportunity to test the questions, identify potential problems, and improve. On the other hand, Member checking was done after the data collection process and interpretation of data; the researcher showed the findings to the participants, thus authenticating that it is the accurate representation of their opinions and nothing was tampered with by the researcher. These two approaches gave the research a high form of validity, thus enhancing its credibility. 
[bookmark: _Toc73683514]3.11. Conclusion
Since this study investigates the impacts of impression management on business performance, the study's potential outcomes was a detailed explanation and reasonable conclusion on how impression management enhanced the business performance of Peugeot motors. This will be relevant to both academic and business practice. The outcomes of the study also serve the purposes of model building and formation on impression management strategies and their applicability to organisations. 








[bookmark: _Toc73683515]CHAPTER FOUR
[bookmark: _Toc73683516]DISCUSSION OF FINDINGS
[bookmark: _Toc73683517]4.1. Introduction
This section discusses the findings of the research based on interviews conducted with four employees of Peugeot Motors Nigeria and three customers of the brand. The table below shows the characteristics. Due to the principle of anonymity, only the initials of participants are recorded.  

[bookmark: _Toc73683029]Participant Details
	S/N
	NAME
	CATEGORY
	DEPARTMENT
	WORK EXPERIENCE

	1
	TT
	Employee
	Sales and Marketing
	Ten years

	2
	MG
	Employee
	Administration and Management
	Ten years

	3
	PF
	Employee
	Business Promotions 
	Five years

	4
	JK
	Employee
	Procurement
	Seven years

	5
	TQ
	Customer
	· ---------------
	-------------------------

	6
	EP
	Customer
	· -------------
	------------------------

	7
	HG
	Customer
	· -------
	------------------


										Table 4

[bookmark: _Toc73683518]4.2. Analysis and Discussion of Themes
The analysis below reveals the research findings. Impression management has shown to be a potent instrument used by Peugeot in its marketing and business performance in Nigeria. As explained in the subsequent section, the researcher gathered series of responses from the interviewees; however, only those with the highest codes were documented and converted into themes; these themes are the significant points of analysis and discussion. 
 
[bookmark: _Toc73683519]4.2.1. Theme One: Evidential and Observable Impression Management Strategies Adopted by Peugeot in Nigeria
This theme was realised from the responses to questions 1-5 on the interview scheduled. The researcher probed the opinions of the interviewees concerning the impression management strategies adopted by Peugeot. Most of the interviewees revealed that self-promotion, ingratiation, and exemplification were the most adopted strategies
[bookmark: _Toc73683520]a. Finding One: Self-Promotion
Self-promotion involves displaying a business's competence, abilities, and strengths (Cvb, Therasa, and Daisy, 2019). The interviewees took time to explain the self-promotion strategies adopted by Peugeot. 

"Well, as a brand, we continuously self-promote ourselves by displaying the quality of our products, their durability, the standard, we kind of showcase the benefits the customer stands to get from using our cars. Like you know, the roads in Nigeria are quite terrible, but we promote the shock absorbers feature of our vehicles, the resistance tires, and even the collision avoidance system, which significantly prevents accidents."-TT
 
"Through the use of advertisement, awareness campaigns, social media platforms we are able to show we are competent and very excellent in terms of cars and car facilities. People nowadays want to know what you are doing better than others; they want to see how strong your brand is, what are the extra features your brand has that others do not have, these we have incorporated to our advertisement and marketing strategies, that is why from the rating of most sold cars in Kaduna state, Peugeot is the number one"-JK
 
From the above responses, it is evident that Peugeot motors use self-promotion. The literature review reveals, Balkan and Soran (2013); Zeb-Obipi, that self-promotion is the strategy that involves the display of being competent, showing strong points, achievements and abilities. As JK reveals that customers "want to know what brands do better than their competitors," Peugeot successfully uses self-promotion strategies by showing their competence, capacities, and success against their competitors.  Peugeot motors demonstrate its competency over other vehicle manufacturers in the Nigerian economy by emphasising its strong points; durability, air bag systems, fuel efficiency, anti-collision system, etc. 

In probing the use of self-promotion by Peugeot, the researcher was critical about how Peugeot managed to self-promote itself in line with responsible business management practices. KT answers this 
"In Nigeria, we are bound by the laws of good and ethical advertisement; thus we do not show more than what we offer, everything we advertise or promote is fixed in our vehicles, i.e., we cannot tell the public that our vehicles have good fuel efficiency and then, in reality, the cars we assemble are not fuel-efficient, this is misleading and can affect our image and public reputation"-KT
 
From the above, it is deduced that Peugeot adheres to responsible business management practices in its self-promotion strategies. Apart from the above mentioned, Peugeot respects its competitors and avoids making them look bad to gain unworthy influences and advantages. 
 
The above evidence from Peugeot motors shows that self-promotion is indeed a strategy adopted by businesses. The benefits of self-promotion; are increased brand image and awareness (Balkan and Soran, 2013). Because self-promotion is linked to the public display of competence, ability, expertise, strong points, capacities, and successes, it is a strategy that influences public perception of a brand (Zeb-Obipi, Meeting and Accra, 2017). It paints brands positively by showing what it offers above its competitors; hence, it is mostly adopted in advertising. This is seen in the case of Peugeot as the acute use of self-promotion resulted in Peugeot ranking as the most favourable car brand in Nigeria; it is also the most purchased in Kaduna state of Nigeria. This feat is associated with its strategic use of self-promotion to display "the benefits" and "what it offers better than its competitors." This finding confirms what is contained in the literature review, where Chaubey and Kandpal (2017); Cole and Elizabeth (2011), note that self-promotion was primarily used for advertising and showcasing benefits, competence, and strength. For adverts of Peugeot in Nigeria, see Appendix F
[bookmark: _Toc73683521]b. Finding Two: Ingratiation
Ingratiation is a strategy used to make customers look likeable, i.e.; it flows from the Gelstaltain axiom that explains "that people naturally like those who appreciate, make them feel good and valuable." It is a strategy used for customer relations and keeping customers loyal to the business.  Ingratiation adopts customer engagement strategies and interactions. In explaining Peugeot's use of ingratiation, MG notes; 
"We make customers feel good about themselves by letting them know about their indispensability to our business, the customer is everything without the customer, we will not be here, in fact if Nigeria had not opened up for foreign direct investment of Peugeot motors we will probably not be operating here. So, we make our customers feel loved, cherished, important and key to our business operations. Like I said business is all about the customer"-MG 
 
"Business is all about the customer", this statement authenticates the value Peugeot accords to its customers. Bolino, Long, and Turnley (2016) explain that ingratiation considers the customer, giving them a sense of worth and feeling of importance, increasing their love and liking for the business. The literature review reveals that ingratiation is among the most popularly used impression management strategies. This is because it directly involves the customers, who are the major source of the company's income and profits (Dubrin, 2011). This goes in line with what is revealed from the interviews. Peugeot motors in Nigeria value its customers and take active steps in ensuring that customers are aware of the value the brand accords to them.
 
In probing deeper on ingratiation, PF revealed the strategy Peugeot adopts for its customer engagement 
"Well, the most important is we offer after sales servicing for all cars purchased, we also offer free car services for our most loyal customers, you need to have purchased at least five vehicles from us to be eligible for free car servicing, and we service all cars purchase, we change what needs to be changed, fix what needs to be fixed, all for free. We also have our customer care attendants constantly call our customers, or those who purchase cars from us, to ask them about the car. We are also seeking to develop an app where people can order parts, get information concerning car management etc"- PF 
 
The customer engagement strategies listed in the above include customer care calls, loyalty awards, after-sales servicing, etc. This can be classified under the "significance ingratiation" strategy as explained in the literature review. For example, Brouer, Gallagher, and Badawy (2016); Bolino, Long, and Turnley (2016), explain that the "significance ingratiation" is used to cultivate respect and approval from the target audience. The earlier mentioned strategies have the intention of creating approval, respect, and maintaining relationships with customers. Hence, Peugeot makes use of "significance ingratiation" in keeping its customers loyal. 

From the above discussions, ingratiation is an essential strategy adopted by Peugeot as it focuses on maintaining the connection between businesses and customers (Zeb-Obipi, Meeting and Accra, 2017). Business profits and sales rely on customers; therefore, ingratiation is needed. Using ingratiation enables companies to build positive relationships and experiences with customers, thus influencing their continuous patronage. Therefore, ingratiation is an impression management strategy used by Peugeot; it is also essential to the company's business performance. 

[bookmark: _Toc73683522]c. Finding Three: Exemplification
This strategy is similar to self-promotion; the difference exists in the outcomes; while self-promotion shows competence and ability, exemplification builds confidence and trust by giving the impression that the company is the "ideal company" (Dondolo and Chinyamurindi, 2018). Bolino, Long and Turnley (2016), explain that when companies use phrases like "we are committed to efficient service delivery" or a "group dedicated to giving customers the best value for their money", they were adopting exemplification; therefore, exemplification tries to build confidence through words, slogans, images, catchphrases, company motto, visions and mission statements, etc.  in explaining the use of exemplification by Peugeot, KM explains: 
 "We are able to build confidence in our customers through constant reminders about the quality of Peugeot cars, by constant engagement with customers we instil more confidence of product. The company motto and slogans is the same in every market in the world, so yes it instills confidence to our customers, the slogan Live the pleasure and the drive of your life, even the Lion symbol of Peugeot signifies strength and standard"-KM
"Well, I will agree that the brand slogan is important but I think, the main trust and confidence builder is quality and standard products, if your brand has bad perceptions in terms of quality, whether you have the best slogans or intelligently drafted mission statements, you will lose customers, as the quality of what you offer to the market is what counts"-PF
From the above KM opines that Peugeot's use of slogans and mottos builds confidence in the brand, while PF notes that though slogans are important, more emphasis is on the quality and standards of products. In seeking to authenticate which of the two builds confidence and trust, the researcher asked a customer of Peugeot motors who revealed
"Well, Nigerians do not care about brand slogans and mottos; up until now, I do not even know the brand slogan of Peugeot all I know is they have a lion as a logo which I have never taken an interest in; however, I do know that Peugeot is a quality brand, and it is that quality that makes me patronise them."- TQ
Similarly, EP explains that 
"I think brand slogan and mottos is good at least it catches the attention of the customer, but what keeps me continually patronizing Peugeot is not the brand slogan but the quality, the features and the beauty of their cars."-EP 
From the above, it is evident that though brand slogan and motto is essential, it does not develop trust and confidence in brands. Quality and standards were more important to the interviewed Peugeot customers; this implies that brand slogan and motto is not a crucial builder of trust and confidence. This finding is contrary to arguments made by Dondolo and Chinyamurindi (2018); Lillqvist and Louhiala-Salminen (2013); Bolino, Long and Turnley (2016), in the literature review, where they reveal that brand slogans were important in building trust and confidence. In Peugeot, this does not apply as quality and standards were shown to have more impact on brand confidence and trust. This buttresses Chauncey and Kandpal (2017), explanation that brands must build a balance between "what they say, show, and what does" as it was foolhardy to have good brand mottos/slogans with inferior products and services. It means that despite Peugeot having a catchy motto, the success of its exemplification did not rely on its motto but an attendant quality and standards of products. Therefore, Peugeot has created a balance between motto, quality, and standard; thus, its exemplification strategy is successful 
[bookmark: _Toc73683523]d. Finding Four: Intimidation and Supplication 
The researcher probed the use of intimidation and supplication as a strategy for impression management; interview responses revealed that Peugeot did not use the two. In coping with competition, the interviewees note that self-promotion shows their competence over competitors rather than intimidation. This confirms findings from the literature review that brands in building positive impressions rarely use intimidation and duplication 
[bookmark: _Toc73683524]4.2.2. Theme Two: The Effectiveness of Impression Management Strategies In Peugeot Motors
Impression management is effective, especially in business performance. This theme thus explains the role of impression management on the business performance of Peugeot. The interviews discover three ways in which impression management is effective to Peugeot; increased positive public opinions, psychological experiences to customers and competitive advantage  
[bookmark: _Toc73683525]a. Finding One: Increase Positive Public Opinions
The first evidence of Peugeot motor's impression management effectiveness is in its increased positive public opinions. Interviewees (customers) noted that impression management had made them more aware of Peugeot motors. 
"the advertising of the company is very good, at least they show quality and standards in their advertising this, gives me the good perception of the company, also with their corporate social responsibility in the State which they are constantly showing us on news agencies, we know that the company is doing well, and it's adding value to Nigerians not only taking from Nigerians"- EP
"The display of good works the company does is fantastic, they always portray themselves as helping the Nigerian masses. This increases my opinions of the company, and I am also proud to be a customer of a company that serves the Nigerian masses. Yes, if it comes to quality, I believe Peugeot excels in quality and they do a good work by showing the quality. I can tell you the first time I purchased a Peugeot motor it was due to one of its adverts where the car was used to visit rural settlements and provide relief materials for flood victims"-TQ
The above response implies that self-promotion (adverts) and exemplification (display of corporate social responsibility) are responsible for Peugeot's increased positive public opinions in Nigeria. This confirms Finah and Akpotu (2016), argument in the literature review that multinational companies (MNCs) often use impression management to display their value-adding activities. Thus, displaying corporate social responsibility is an untouched area of impression management. 
Since impression management deals with all strategies adopted to influence a positive perception about a person or organisation, the display and communication of CSR create a positive image for the company; hence, it is an impression management strategy. This further collaborates with the theory of imaging, as explained in the literature review. The theory emphasizes the use of positive images to create favourable perceptions about a business (Johnson and Griffith and Buckley, 2016), positive images are capable of enlisting, sustaining, and retaining customer loyalty to a business (Johnson, 2010). Imaging can create a strategic advantage for businesses by providing reassuring and reliable impressions about business operations (Brouer, Gallagher, and Badawy, 2016). This argument is evident in the case of Peugeot, as its elaborate display of its CSR has created a positive image for the company, therefore, increasing the positive opinions of the company. Yahaya and Patrick (2020), empirical research confirms that 65% of Nigerians think Peugeot positively impacts society. 
[bookmark: _Hlk73662476][bookmark: _Toc73683526]b. Finding Two: Psychological Experiences to Customers. 
The creation of phycological experiences through impression management is amongst the new discoveries of this study. Psychological experiences create an emotional and behavioural bond that transcends purchasing goods to greater loyalty to brands. The interviews revealed that certain customers have a high level of loyalty to Peugeot;
"In terms of meeting my automobile needs as a customer, I do not think I can use any other vehicle apart from Peugeot, the quality, beauty, standard, fuel economy and its associated comfort has made me so attached to Peugeot motor, all my cars are Peugeot motors. I will say apart from the impression management the quality of the product is what influences my response. The promotions, adverts etc is good but the quality and the services the company provides is what influences my decision to stick with Peugeot motors-KJ 
From the above response, Peugeot's use of exemplification and ingratiation results in the positive psychological experiences customers have for the brand. The quality of the product, the standard, and its services create a greater emotional attachment between Peugeot and its customers. This thus reveals that proper impression management can create customer loyalty. DuBrin (2011); Jain (2012) explains that impression management solidifies the bond between business and customers, as, through ingratiation, businesses make customers likeable. Through the offering of quality products and services, Peugeot creates the impression that it is interested in customers beyond the traditional purchasing relationship. Ingratiation strategies like calling customers, after-sales services, and loyalty awards create deeper connections between businesses and customers, thus increasing the psychological experiences and attachment between Peugeot and its customers. This increases the loyalty to the Peugeot brand Yuri (2015); research reveals that Peugeot is the most preferred automobile brand amongst Nigerians. 
[bookmark: _Toc73683527][bookmark: _Hlk73662502]c. Finding Three: Competitive Advantage 
Another fundamental discovery of this research is the competitive advantage gained by Peugeot while using impression management strategies. Impression management enhances the competitive advantage of Peugeot by increasing its sales of automobiles against its competitors. MG explains the competitive advantage which Peugeot has; 
"In terms of sales, we exceed all other car companies, especially in Kaduna, we have been able to create a brand that has a good reputation in terms of quality, durability, luxury, comfort, performance etc. Well having this quality is one thing and making your customers know about them is another, so we always try to promote our products, by promoting ourselves and what we offer to our customers, we are able to get more customers to patronize us, when they patronize us, they see the quality of Peugeot motors they are compelled to come back."- MG
 From the above, the ability to generate competitive advantage is through self-promotions and exemplification. Through self-promotion, Peugeot was able to show its competence to its customers. By projecting the qualities and benefits of its automobiles, Peugeot was able to get more customers to patronise its products; this goes in line with DuBrin, (2011) and Giacalone, and Rosenfeld (2013), who narrate that with impression management, companies can market their products strategically, thus gaining an edge over competitors. Also, through exemplification i.e., Peugeot displayed the quality and superiority of its automobiles, creating trust and confidence amongst its customers, subsequently increasing the desire for customers to patronise its automobiles. This goes in line with Dondolo and Chinyamurindi (2018), Giacalone, and Rosenfeld (2013), who explain that exemplification creates trust and confidence amongst customers, thus increasing their desire to patronize a brand over others. Finally, with ingratiation, Peugeot maintained its customers and kept them loyal to the brand. 
By creating positive psychological customer experiences and building relationships that existed even after purchase, Peugeot maintained solid connections with customers, therefore retaining and building its customer base. 
The use of impression management, therefore, gives Peugeot a competitive advantage over other automobile companies, thus enhancing its awareness, sales, and favourable perceptions in the Nigerian market 
[bookmark: _Toc73683528]4.2.3. Theme Three: Impression Management and Goal Achievement in Peugeot
This theme discusses the benefits of using impression management on goal attainment of Peugeot motors. Peugeot goals are grouped into three; goals on sales, goals on customers, and goals on brands. From the analysis of interviews, impression management has been beneficial in the achieving of all three goals
[bookmark: _Toc73683529]a. Finding one: Goals on Sales 
Peugeot operates an assembling plant in Nigeria; the goals on sales targets increasing the sales of assembled vehicles in Nigeria. So far, this goal is successfully achieved with the aid of positive impression management strategies;  
"we achieve our goals on sales very well; like I told you the first time you came here, we sold 73% of vehicles last year despite the COVID-19 lockdown. Yes, aggressive promotion of our goods is responsible for the high sales. Not only this, we do not just promote our goods, but we ensure that our promotion carries the necessary information that will stimulate the required customer behaviour. Yes, I will say that it is very successful as we will not achieve this high number of sales if promotions activities were not successful. Well, promotion is just one aspect of increasing sales, the product itself also needs to be quality- TT
The response above reveals that self-promotion and exemplification are cardinal in increasing sales of Peugeot motors. With good self-promotion and exemplification, the company was able to project the benefits of its automobiles, thus, stimulating the desire of customers to purchase the product and subsequently increasing the number of sales. 
Kacmar and Tucker (2016), also mentioned the use of the right information. Through spreading the right information on the quality and benefits of Peugeot automobiles, Chaubey and Kandpal (2017), the company was able to increase the positive image of its products, hence, increasing sales. This is in line with the theory of information balancing as discussed in the literature review. According to Finah and Akpotu (2016), the spread of consisting, compelling and engaging information was relevant to impression management; thus, organisations can create favourable impressions through a proper balance of information. In probing this further
"We only project the information that makes us look good. Of course, every company has its weaknesses but it is not for the customer to know those weaknesses, it is left for us to work on those weaknesses. What we do is to project our strengths we do not let the customers know for instance of a drop in sales in the first quarter of this year, we may publish it but we cannot come out over our social media handles etc and blatantly say we are recording low sales, we however continue to promote only positive information"-KM
The above thus reveals that information is used strategically to get customers and maintain them. Peugeot does not inform its customers about challenges it experiences, rather it exalts achievements over challenges; this tallies with Bolino, Long and Turnley, (2016); Chaubey and Kandpal (2017), explanation that providing the right information while dissuading the wrong information was significant for building positive impressions. 
[bookmark: _Toc73683530]b. Finding Two: Goals on Customers 
Peugeot's goals on customers are to "retain customers, keep customers satisfied and provide quality and enduring services to customers".  While keeping customers satisfied was not within the ambit of impression management. However, retaining and providing quality and enduring services was achievable with impression management. 
"Well, we retain customers through constant customer engagement, after-service sales, loyalty awards and a lot more social media and internet platforms. These strategies are very important, as you see the automobile industry is not like other fast-moving goods industry; the dynamics are much complex; while social media may excel in engaging customers on food products, automobiles need more personal engagement strategies, the constant calling of customers, thus creates the bond between the company and its customers, also through after service sales we offered extra and provide enduring services to our customers."-PF
From the above response, ingratiation is the primary strategy used to retain and provide enduring customer services. By engaging in customers and giving them the feeling of being important. Peugeot created and solidified relationships between customers and the business. This goes in line with Dondolo and Chinyamurindi (2018); Johnson and Griffith, and Buckley (2016), who explains that with proper ingratiation, companies were able to get new customers and keep old ones engaged. Furthermore, Johnson, Griffith, and Buckley (2016), revealed that the extra show of affection and care influenced customers positively, making ingratiation a potent strategy for maintaining customer loyalty. Furthermore, through constant calls, reminders, promos, and loyalty awards, businesses increased their positive perceptions and attractiveness to the public.  
Thus, the above arguments give credence to the use of ingratiation by Peugeot and its ability to achieve goals on customers. 
[bookmark: _Toc73683531]c. Finding Three: Goals on Brand Positioning and Awareness
The marketing intentions of Peugeot's influences its goals on brand awareness and positioning. Peugeot intends to be the leading car brand in Nigeria. It seeks to spread the quality and durability of its automobiles and its corporate social responsibility. Impression management has aided the company in achieving these goals. Records show that Peugeot is the most popular car brand in Nigeria. In discussing how impression management is responsible for this MG explains 
"We always seek to make our brand known in the Nigerian market, through the constant advert and target communication we increase those who are knowledgeable about our products. We use targeted information sharing to boost reputation, therefore, increasing the awareness of the brand. Also, we solicit the help of politicians, the President of Nigeria visited our plant in 2018; the Governor also visited this plant in 2019. We project all these images and feats, therefore increasing the awareness of the brand"-MG. 
Peugeot’s goal on brand awareness and positioning is to increase its brand popularity. This is achieved through self-promotion.  As noted in the response above, projecting images, sharing quality information, communicating its achievement, successes, and CSR, the automobile brand increases its awareness. Furthermore, having the President and the Governor visit the plant also boosted the company's awareness (see Appendix F for pictures). The company projects the visit of these politicians to increase its awareness, therefore creating more popularity for the brand. The proper use of impression management creates awareness for organizations; furthermore, with the accurate display of images and information sharing, brands could create favourable perceptions and opinions, creating a solid and enduring brand. 
[bookmark: _Toc73683532]4.2.4. Theme Four: Challenges Experienced by Peugeot in Using Impression Management Strategies 
Several challenges have been recorded by Peugeot while using impression management. Some of these include; 
[bookmark: _Toc73683533]a. Finding One: The Challenge to Constantly Live Up to Expectation 
This challenge is amongst the most significant recorded. Impression management creates a certain expectation from customers, especially when self-promotion and exemplication give customers the impression of the infallibility of brands. However, associated factors can arise, making brands not live up to expectations; in such scenarios, the customer feels betrayed and may choose to patronise a competitor brand. MG, explains this; 
"We are faced with the challenge of constantly keeping up to customer expectations, this can be really devastating so sometimes customers expect so much from you, it the extent that you will think they want your automobile to to 100% perfect which considering the bad terrain in Nigeria cannot be achieved"-MG
The above reveals that impression management strategies create a perception of an infallible brand; however, the perfect functioning of an automobile depends on the maintenance, fuel, and good roads that the country Nigeria lacks. Thus, customers were sometimes disappointed after so many expectations from Peugeot; TQ revealed a time when he was disappointed: 
"Peugeot had vehemently advertised it fuel-efficient automobiles, so I decided to get one, i about 10 liters of fuel which naturally should last about a week but ironically it did not last a day. Well, I was disappointed, and for some reason, I went back to change the vehicle since it had a one-year warranty."-TQ
The above is a typical example where excessive self-promotion can create an expectation in customers' minds; however, companies may not live up to these expectations. This disappoints customers and could lead to a change of brand. This is why Finah and Akpotu (2016); Jain (2012), cautions that companies should be careful while using self-promotion and exemplification. If products do not meet up to the expectations as they are portrayed, it can lead to low patronage and even litigations. Thus, Peugeot is challenged to live up to customers' expectations constantly. 
[bookmark: _Toc73683534]b. Finding Two: Impression Management by Competitor Brands
Toyota, Mercedes, and Honda are Peugeot's major competitors in Nigeria; the impression management of these companies can affect Peugeot's own strategy. KM explains: 
"This is a market, and definitely in a market, several brands compete for dominance using different strategies. Though we respect our competitors by not directly attacking their products in our adverts and quest for impression management, they may not do the same; sometimes their impression management strategies was a direct affront on our operations, they sometimes seek to show us in a bad light by intimidating us. Well, on a general scale, it has not worked, as we are still the most popular and favoured car brand in Nigeria, however in specific areas, they have shown more dominance than us."-KM
The above reveals the situation of competition amongst brands in Nigeria's automobile market. Several companies compete for dominance and market share; Peugeot, Toyota, Mercedes, and Honda are typical examples. Though Peugeot does not use impression management to create negative impressions for its competitors, its competitors do not hesitate in showing their dominance and quality over Peugeot. Thus, competitors use intimidation to prove their superiority over Peugeot (Musa, 2017; Yahaya and Patrick, 2020). Therefore, Peugeot is challenged by the use of impression management by competitor brands. 
The above are challenges Peugeot experiences while using impression management for its business performance. The challenges, however, pose a minor threat to the overall business performance of the company. Nevertheless, it was prudent to tackle these problems appropriately to prevent a snowball into more significant threats. 
[bookmark: _Toc73683535]4.3. Overall Discussions
In the context of Peugeot impression management is revealed to be useful and meaningful to its business performance. Impression management, as noted earlier, is the use of different strategies to improve the perception of a person or organisation; its goal is positive image building for enhancing the fortunes of both individual and company. With Peugeot motors, impression management has been effective. Its use of impression management fosters Peugeots favourable operations in the most populous black nation. The accurate adoption of different impression management strategies has created a favourable brand image in the minds of Nigerians, thus enabling the brand to ascend in rank to become the most preferred car brand in Nigeria (Yahaya and Patrick, 2020; Musa, 2017). Thus, this research revealed Peugeot's basic impression management strategies, its impacts on business performance, and its challenges. In further discussing the findings, the study provides answers to the two research questions as discussed below; 
[bookmark: _Toc73683536]4.3.1. Research Question One: What are the impression Management Strategies Adopted by Peugeot in Nigeria?
This research discovers the most used impression management strategy to include; Self-promotion, Ingratiation, and explemification. With self-promotion, Peugeot projected the competence, abilities, and qualities of its automobiles. This is done through several adverts and other media platforms. Ingratiation was through customer engagement. The company's customer engagement strategies include after-sales services, personal calls, loyalty awards, and free car services. Using exemplification, the company projected itself as trustworthy and dedicated; this increased trust and confidence from its customers. One way of exemplification was through the company's motto "" and logo. Exemplification by the company is "not solely telling or showing but also doing" the company balances the telling of the quality of its automobiles with actually producing quality automobiles for the Nigerian market. 
The above findings reflects what is obtained in the literature review.
[bookmark: _Toc73683537]4.3.2. Research Question Two: How effective are Impression Management Strategies on Business the performance of Peugeot 
This research discovers that impression management strategies are effective to the business performance of Peugeot by creating a positive public opinion about the company; this enhanced the business fortunes in terms of sales, customer awareness, and publicity. Impression management also created psychological experiences for customers, thus increasing customers' loyalty, furthermore, increasing the company's customer base. Finally, impression management gave Peugeot a competitive advantage over its competitors, increasing its sales, market share, and profits above its competitors. 
[bookmark: _Toc73683538]4.4. Conclusion
From the above, the business performance of Peugeot is linked to its use of impression management. Through the successful use of self-promotion, ingratiation, and exemplification, Peugeot maintains a positive business impression that enhances its patronage and brand loyalty. It, therefore, means that impression management is a fundamental strategy which aids business achieve greater performance. This study revealed the importance of impression management to Peugeot motors. The next chapter concludes the research. 
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[bookmark: _Toc73683541]5.1. Summary of the Research 
This research examined the effectiveness of impression management on the business performance of Peugeot motors, Nigeria. The research started by explaining the meaning of impression management, the purposeful, deliberate, and designed action intended to elicit favorable perception to a business or target audience. Therefore, impression management was crucial to business strategy and performance as organisations use it to shape opinions concerning "who they are", "what they do", and the quality of services they provide. Impression management was thus beneficial to businesses. It created a positive business identity, which is significant to increased customer patronage, increased loyalty and commitment, increased market value, increased shareholder commitment, and improved customer rating. Thus, this research tried to investigate the effective use of impression management and its attendant rewards on business operations and performance of Peugeot motors. Three research objectives were posed to fulfill the study's general objective, which is to examine the effectiveness of impression management strategies on the business performance of Peugeot motors. Sub-objectives included: to critically investigate the evidential and observable impression management strategies adopted by Peugeot Motors Nigeria; to empirically investigate the effectiveness of impression management strategies adopted by Peugeot motors, Nigeria and to critically examine the extent to which impression management strategies have enhanced the achievement of clearly stated goals and objectives in Peugeot motors, Nigeria. 
 In achieving the above objectives, the researcher adopted the qualitative research methodology, which adopts interpretivism philosophy, inductive research approach, and qualitative means to data collection and analysis. Using the thematic approach for analysis of data, the researcher discovered four central themes: impression management strategies adopted by Peugeot motors, impression management's effectiveness, and impression management's impact on goal attainment of Peugeot motors. Overall, the study reveals that impression management is a potent instrument for building positive opinions about a business. Thus, Peugeot motors should utilize it more often, as the company stands to obtain greater benefits on sales, customers, and marketing objectives.

[bookmark: _Toc73683542]5.2. Implications of the research findings on the Research Objective
As mentioned in the subsequent section, three research objectives were posed. This section discusses the implications of the findings of the study to the research objectives
5.2.1. Research Objective One: To Critically Investigate The Evidential And Observable Impression Management Strategies adopted By Peugeot Motors Nigeria
This objective was informed by the need to discover which amongst the five strategies of impression management is adopted by Peugeot motors. This was also informed by the argument of DuBrin, (2011) and Giacalone, and Rosenfeld (2013) that states that impression management strategies used by organisations differ based on the marketing intentions of the organisation. This study discovers that Peugeot motors mostly used: self-promotion, ingratiation, and exemplification as their strategies for impression management. The research also found the argument of DuBrin, (2011) and Giacalone, and Rosenfeld (2013), to be accurate, as Peugeot's strategies, as mentioned earlier, were significantly linked to its goals and marketing objectives. This thus implies that the use of impression management is strategically determined and adopted by Peugeot to achieve specific goals within the Nigerian market. It also implies that not all strategies for impression management will elicit the desired results. Hence, not all strategies for impression management are used by organisations, as Peugeot only used three, the remaining two (intimidation and supplication), were not used as they did not align with Peugeot motors' business objectives. 
[bookmark: _Hlk72892517]5.2.2. Research Objective Two: To Empirically Investigate the Effectiveness Of Impression Management Strategies Adopted By Peugeot Motors, Nigeria
The need to discover the effectiveness of impression management strategies through evidential proof was the central motivation of this objective. Thus, the objective sought to investigate empirical ways in which strategies for impression management by Peugeot enhanced its business operations and performance. The research discovered three basic ways to authenticate the effectiveness of impression management strategies: increasing positive public opinion, creating psychological experiences for customers, and creating a competitive advantage for Peugeot motors. Celik (2010) and Breitenecker and Shah (2018), explain that the effectiveness of impression management is in its ability to secure favourable outcomes for the business; this is in tandem Giacalone, and Rosenfeld (2013), who note that the effectiveness of impression management was in its benefits at creating a favourable environment for business. The research findings confirm these claims; Peugeot motors' impression management strategy was effective as it created positive business perceptions, therefore, increasing its automobile sales. It also created emotional attachment from customers to the business, thus enhancing customer loyalty and retention rates.
Furthermore, good impression management gave Peugeot motors an edge over its competitors. The excellent use of impression management is an associated reason why Peugeot was the most preferred vehicle amongst Nigerians. These findings imply that impression management, when used appropriately, could create favourable experiences and outcomes for businesses, as revealed in the case of Peugeot. Thus, companies need to develop the strategy of using impression management 
5.2.3. Research Objective Three: To critically examine the extent to which impression management strategies have enhanced the achievement of clearly stated goals and objectives in Peugeot motors, Nigeria
This objective was informed by the need to discover the importance of impression management on goal achievement. Goal-setting was a cardinal factor in business performance (DuBrin, 2011; Jain, 2012). Businesses that integrated impression management into their goals had higher chances of success (Brown and Caylor, 2009). This research thus sought to investigate how impression management is integrated into the goal attainment of Peugeot motors. The research findings reveal that impression management enhanced the achievement of three primary goals of Peugeot: goals on sales, goals on customers, goals on brand positioning, and awareness. Through impression management, Peugeot was able to increase its sales of automobiles; it was also able to increase its customer base by attracting new customers and retaining old ones. Impression management was also significant in creating mass publicity of the company, especially its corporate social responsibility. This implies that aligning impression management to a company's strategic goals was a worthwhile endeavour, as with impression management, significant goals of companies, especially marketing-related goals, were seamlessly achieved. Within Peugeot, the company had made a conscious attempt to integrate impression management into its goal attainment. Thus, impression management can only successfully achieve goals if it is strategic, i.e., used specifically for achieving business goals and objectives. 
The three research objectives are achieved, and significant lessons are drawn from them. Overall, it implies that in the context of Peugeot, the adoption of impression management was an advantageous decision that resulted in numerous benefits. Thus, impression management needs to be strengthened and improved for greater benefits and the achievement of greater goals of the business. 
[bookmark: _Toc73683543]5.3. Contribution of the Study 
This study has made significant contributions to research, especially in its empirical examination of the role impression management plays in enhancing business performance in Peugeot motors, Nigeria. More specifically, the research has discovered the effectiveness of impression management on Peugeot. Few studies discuss Peugeot's use of impression management; thus, this study has filled the gap in the existing literature. Also, the research has discovered that impression management can specifically be used to increase customer loyalty by creating positive psychological experiences on business; previous literature only notes the potency of impression management in creating customer loyalty. This research has gone ahead to discover that customer loyalty can elicit from creating positive psychological experiences. 

The research has also contributed to the study by discovering the cautious use of impression management and its links to goal attainment. Concerning Peugeot, impression management was significant in achieving marketing goals such as sales, customers, brand positioning, and awareness. Thus, the strategic use of impression management can enhance the attainment of goals. It, therefore, means that impression management should be included in the strategic instruments of businesses. 
Amongst the most important contribution of this study is its discovery of challenges associated with impression management; However, the literature review discovers vestiges of these challenges; there was a lack of elaborate explanations on these challenges. However, this research has discovered that the use of impression management is not infallible. In the case of Peugeot, the company was challenged in keeping up to the expectations of customers, as impression management gave the customers high expectations of the company, which if not "lived up to" could disappoint customers leading to low business patronage. Furthermore, Peugeot had to face challenges of its competitor's impression management, which were constantly targeted at making the company look bad. 
The study's contributions thus range from new knowledge to confirming existing knowledge; overall, the study has enhanced the study of impression management as a business strategy. 
A central limitation of this study is in its use of interviews and qualitative analysis; these instruments do not provide grounds for generalisation, as the sample size was small; hence it cannot be used to represent the entire population. Despite the use of interviews giving a more detailed and in-depth explanation, the research findings can only be limited to Peugeot motors. Therefore, it is necessary to carry out more quantitative and representational studies that will enhance generalisation. Furthermore, due to time insufficiency, the researcher was unable to conduct a more elaborate analysis. Also, being a novice researcher posed a limitation to this study, as the researcher failed to interpret specific complex data. 
[bookmark: _Toc73683544]5.4. Recommendations For Practice
Based on the findings of the study, the following are recommended; 
Peugeot motors' management can improve its impression management strategies, thus enhancing its effectiveness in achieving business goals and performance. 
The management at Peugeot should endeavour to create a balance between impression management and the quality of automobiles produced. Thus, meeting customer's expectations, as it was not prudent to have good impressions with substandard products. 
Management at Peugeot should consider including intimidation as its impression management strategy; this will be beneficial in tackling challenges associated with competitors. With intimidation, Peugeot motors can successfully portray itself as better than its competitors, increasing its competitive advantage.

Impression management should further be included in Peugeot motors' overall business strategy; this will be beneficial in achieving greater organisational success.
In light of the constantly changing customer demographics, Peugeot motors can discover better ways of ingratiating customers, thus increasing and maintaining its customer base. 
[bookmark: _Toc73683545]5.5. Recommendations for Future Research 
The following are recommended for future research
Quantitative studies should be conducted on impression management and performance. Quantitative studies use representative samples; this could enhance the generalisation of findings. 
Further studies can focus on specific impression management strategies, thus getting better knowledge on how it works and can be integrated into businesses. 
Future studies can also compare the use of impression management by different companies, therefore, getting a better understanding of its use from the perspective of different organisations. 
Future studies can also seek to validate this study's findings by carrying out more studies on Peugeot, thus authenticating or disproving the research findings. 
[bookmark: _Toc73683546]5.6. Conclusion/Reflections
After an empirical investigation on impression management by Peugeot motors, the researcher can conclude that impression management is important to contemporary business. Given the high demands for profits and awareness, impression management is beneficial to businesses, especially multinational corporations. Using impression management can effectively portray value creation and other beneficial activities, thus increasing positive opinions. Furthermore, impression management can elevate a business above its competitors; since impression management is all about image building, its use can create positive perceptions, thus enhancing business patronage against competitors. Therefore, companies should consider including impression management as part of their strategy. 
In reflecting on the study, the researcher has gained a lot in terms of experience and knowledge. The study has increased the ability of the research in impression management and business performance; the research can therefore provide adequate explanations on the benefit of impression management to companies. Furthermore, the researcher has gained experience in research methodology, which prior to the study, the researcher had struggled with. Challenges experienced while conducting the research were based on analysing the interviews; the process was cumbersome and difficult; however, with the help of a seasoned and expert research supervisor, the challenge was not impossible. The weighty findings of the research thus making it a significant contribution to knowledge. The researcher, therefore, considers publishing the findings for the benefit of the academia. 
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[bookmark: _Toc73683549]Appendix B: Plain Language Statement
	PLAIN LANGUAGE STATEMENT 
	Introduction to the Research Study
Research Study Title: Effectiveness of Impression Management Strategies on Business Performance: A case study of Peugeot Motors, Nigeria
University: Griffith College, Graduate Business School.
Principal Investigator: Dr Garrett Ryan. 
Researcher Name: Asekhamen MABEL 
Email: mirabelasekhamen@gmail.com
II.	Details of what involvement in the Research Study will require

This project involves taking part in (semi-structured interviews). The interviews responses will be recorded, and seek to gather information on your experience of the effectiveness of impression management. Questions are directed towards your thoughts on the strategies adopted for impression management. I estimate the interviews/survey will take no longer than 30 minutes to complete
III.	Potential risks to participants from involvement in the Research Study (if greater than that encountered in everyday life) I do not anticipate any risk to participants as a result of participation in this Research Study.
IV.	Benefits (direct or indirect) to participants from involvement in the Research Study
The objective of this Research Study is to gain new knowledge that will enable the fulfilment of the requirement for a masters in International business management, as well as expose me to the relevant knowledge concerning customer engagement strategies. This study may, therefore, be of benefit to you by providing you with the opportunity to contribute to body of knowledge on customer engagement and loyalty, so that you and or society may benefit.
V.	Advice as to arrangements to be made to protect the confidentiality of data, including that confidentiality of information provided is subject to legal limitations 
Every effort is made to ensure the confidentiality of the participant. Participant names will not be recorded, as all participants will be assigned a code. Where used, recorded interviews/survey data will be downloaded to a password-controlled computer, typed transcripts/survey results are held within password-controlled documents. Participant biographical details and or mention of other persons will be omitted in the final report. Confidentiality of information provided is subject to legal limitations.   
VI.	Advice as to whether or not data is to be destroyed after a minimum period 
Audio tapes/Survey data will be destroyed on the successful completion of this master’s degree in full compliance with GDPR regulations.  
VII.	Statement that involvement in the Research Study is voluntary
Involvement in this Research Study is voluntary.  Participants who decide to take part may withdraw from the Research Study at any point.  There will be no penalty for withdrawing before all stages of the Research Study are complete..  


	
If participants have concerns about this study and wish to contact an independent 
person, please contact: 

Dr. Garrett Ryan

MSCIB Programme director
Graduate Business School
Office: A109
 
Griffith College
South Circular Road, Dublin 8, Ireland
 
Phone:  + 353 1 416 3324
Email: garrett.ryan@griffith.ie
Website: www.griffith.ie  
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Introductory Questions
1. Please your name?
2. How long have you worked in Peugeot Motors?
3. What department do you work in?
4. What are your roles in the department?
5. How will you explain the general work experience at Peugeot Motors?
6. Do I have permission to conduct this interview?

RO1: To critically investigate the evidential and observable impression management strategies adopted by Peugeot Motors Nigeria:
1. How do you explain self-promotion strategies by Peugeot motors? 
2. In what ways does Peugeot motors make customers feel good about themselves and using Peugeot products?
3. How does Peugeot motors boost customer confidence in its products?
RO2: To empirically investigate the effectiveness of impression management strategies adopted by Peugeot motors, Nigeria
1. How will you describe the productivity of your company?
2. How often do you realise goals on sales and goals on efficiency and effectiveness?
3. Can you explain a situation where there was disequilibrium in company objectives and what was achieved?
4. How innovative is Peugeot motors in meeting up to customer needs?
5. What will you regard as more important business sales or keeping customers satisfied?
RO3: To critically examine the extent to which impression management strategies have enhanced the achievement of clearly stated goals and objectives in Peugeot motors, Nigeria.
1. How does Peugeot use self-promotion strategies? Probe: Do your response to the above has affected Peugeot’s business performance?
2. Is imaging responsible for growth in customer patronage amongst Peugeot motors? Probe: Were there times when imaging enhanced customer patronage?
3. Is productivity and innovation in Peugeot motors affected by information sharing? Probe: Are you saying that information sharing has always been successful?
4. How often does Peugeot motors intimidate its competitors? Probe: has that been successful in keeping your customers? getting new ones?
Conclusion
1. Is there anything that has not be covered in this interview that you feel can be added?
2. What recommendations can you make for better impression management?
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1.	Please your name?
My name is Mandem Gabriel
2.	How long have you worked in Peugeot Motors?
Ten Years
3.	What department do you work in?
Administration and Management
4.	What are your roles in the department?
We are in charge of all human resources, as well as keeping records of everything that transpires in the company, including sales, procurement and general operations of the organisation
5.	How will you explain the general work experience at Peugeot Motors?
Fine, Good and Awesome. 
6.	Do I have permission to conduct this interview?
Yes, you do

RO1: To critically investigate the evidential and observable impression management strategies adopted by Peugeot Motors Nigeria:
1.	How do you explain self-promotion strategies by Peugeot motors? 
Well, as a brand, we continuously self-promote ourselves by displaying the quality of our products, their durability, the standard, we kind of showcase the benefits the customer stands to get from using our cars. Like you know, the roads in Nigeria are quite terrible, but we promote the shock absorbers feature of our vehicles, the resistance tires, and even the collision avoidance system, which significantly prevents accidents
2.	In what ways does Peugeot motors make customers feel good about themselves and using Peugeot products?
We make customers feel good about themselves by letting them know about their indispensability to our business, the customer is everything without the customer, we will not be here, in fact if Nigeria had not opened up for foreign direct investment of Peugeot motors we will probably not be operating here. So, we make our customers feel loved, cherished, important and key to our business operations. Like I said business is all about the customer
3.	How does Peugeot motors boost customer confidence in its products?
we are able to build confidence in our customers through constant reminders about the quality of peugeot cars, by constant engagement with customers we instil more confidence of product. the company motto and slogans is the same in every market in the world, so yes it instills confidence to our customers, the slogan live the pleasure and the drive of your life, even the lion symbol of peugeot signifies strength and standard

RO2: To empirically investigate the effectiveness of impression management strategies adopted by Peugeot motors, Nigeria
1.	How will you describe the productivity of your company?
Well our productivity in terms of sales, we exceed all other car companies, especially in Kaduna, we have been able to create a brand that has a good reputation in terms of quality, durability, luxury, comfort, performance etc. Well having this quality is one thing and making your customers know about them is another, so we always try to promote our products, by promoting ourselves and what we offer to our customers, we are able to get more customers to patronize us, when they patronize us, they see the quality of Peugeot motors they are compelled to come back
2.	How often do you realise goals on sales and goals on efficiency and effectiveness?
We achieve our goals on sales very well; like I told you the first time you came here, we sold 73% of vehicles last year despite the COVID-19 lockdown. Yes, aggressive promotion of our goods is responsible for the high sales. Not only this, we do not just promote our goods, but we ensure that our promotion carries the necessary information that will stimulate the required customer behaviour. Yes, I will say that it is very successful as we will not achieve this high number of sales if promotions activities were not successful. Well, promotion is just one aspect of increasing sales, the product itself also needs to be quality
4.	How innovative is Peugeot motors in meeting up to customer needs?
We are very innovative as you see we  only project the information that makes us look good. Of course, every company has its weaknesses but it is not for the customer to know those weaknesses, it is left for us to work on those weaknesses. What we do is to project our strengths we do not let the customers know for instance of a drop in sales in the first quarter of this year, we may publish it but we cannot come out over our social media handles etc and blatantly say we are recording low sales, we however continue to promote only positive information
5.	What will you regard as more important business sales or keeping customers satisfied?
RO3: To critically examine the extent to which impression management strategies have enhanced the achievement of clearly stated goals and objectives in Peugeot motors, Nigeria.
1.	How does Peugeot use self-promotion strategies? Probe: Do your response to the above has affected Peugeot’s business performance?
In self-promoting we mainly use adverts and strategic awareness programmes Through the use of advertisement, awareness campaigns, social media platforms we are able to show we are competent and very excellent in terms of cars and car facilities. People nowadays want to know what you are doing better than others; they want to see how strong your brand is, what are the extra features your brand has that others do not have, these we have incorporated to our advertisement and marketing strategies, that is why from the rating of most sold cars in Kaduna state, Peugeot is the number one
2.	Is imaging responsible for growth in customer patronage amongst Peugeot motors? 
We use imaging to display the good works of the company, the display of good works the company does is fantastic, they always portray themselves as helping the Nigerian masses. This increases my opinions of the company, and I am also proud to be a customer of a company that serves the Nigerian masses. Yes, if it comes to quality, I believe Peugeot excels in quality and they do a good work by showing the quality. I can tell you the first time I purchased a Peugeot motor it was due to one of its adverts where the car was used to visit rural settlements and provide relief materials for flood victims
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Research Strategy
Qualitative Interview Strategy


Research Design
(Qualitative Research Design)


Research Approach 
(Inductive Research Process)


Research Philosophy 
(Interpretivism)
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Gather data
Through observations,
interviews or narratives on
case studies

Analyse Data
Look for patterns in
relationship through

establishing influences of
variable:

Conclusions
Generalisation, develop
theory, support theory
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Definition

Data that can be numerically
analyzed and quantified into
hard facts.

Non-numerical data that
describes qualities, opinions,
or feelings.

Collection Methods

Online, in-person, and phone
interviews or surveys with
closed-ended questions,
controlled experiments, and
more

Open-ended survey
questions, unstructured
interviews, focus groups,
observation, and more

Drawing conclusions through
larger-scale studies,

Formulating hypotheses and
gathering detailed

programs.

Best For A I N >
conducting statistical information from smaller
analyses. groups
Statistical analysis through Manual analysis through
Analysis charts, tables, and statistical | grouping of common themes

and other methods.

Question Example

“Did you buy ice cream today?
1) Yes 2) No”

“Why did you buy ice cream
today?”

Data Example

67% of respondents bought
ice cream today.

“I saw ice cream on sale by
the checkout and it was an
impulse buy. | wanted to
treat myself.”
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  INFORMED   CONSENT   FORM       I .   Research Study Title :   Effectiveness of Impression Management Strategies on Business  Performance: A case study of Peugeot Motors, Nigeria     University: Griffith College, Graduate Business School.   Princi pal Investigator:  Dr G arrett Ryan .    Researcher Name:   A sekhamen   MABEL     Email:  mirabelasekhamen@gmail.com   II.   Clarification of the purpose of the research     This project involves taking part in   ( semi - structured interviews ) . The  interviews   responses   will  be   recorded , and seek to gather information on your experience of  the effectiveness of   impression management .  Questions  are   directed towards your thoughts on  the   strategies  adopted for impression manage ment . I estimate th e  interviews /survey   will take no longer than  30   minutes to complete.    .    III.   Confirmation of particular requireme nts as highlighted in the Plain Language  Statement       This project involves taking part in completion of a survey.  The survey responses will be  recorded, and seek to gather information on your experience of   the above topic . Questions  are directed  towards your thoughts on   rewards in the above bank . I estimate  questionnaires  will take no longer than   30   minutes to complete.     Every attempt will be made not to interfere with normal business operations, as such surveys  will not be conducted at month or q uarter end.     Participant  –   please complete the following (Circle Yes or No for each question)     Have you read or had read to you the Plain Language Statement         Yes /No   Do you understand the information provided?             Yes /No   Have you had an opportunity to ask questions and discuss this study?      Yes /No   Have you received satisfactory answers to all your questions?          Yes /No   Are you aware that interviews will be audiotaped?             Yes /No   IV.   Confirmation that involvement in t he Research Study is voluntary   Involvement in this Research Study is voluntary.  Participants who decide to take part may  withdraw from the Research Study at any point.  There will be no penalty for withdrawing  before all stages of the Research Study  are complete   V.   Advice as to arrangements to be made to protect confidentiality of data, including  that confidentiality of information provided is subject to legal limitations   
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Every effort is made to ensure the confidentiality of the participant. Particip ant names will  not be recorded, as all participants will be assigned a code. Where used, recorded  interviews/survey data will be downloaded to a password - controlled computer, typed  transcripts/survey results are held within password - controlled documents. P articipant  biographical details and or mention of other persons will be omitted in the final report.  Confidentiality of information provided is subject to legal limitations.      VI.   Participant  Signature :   I have read and understood the  information in this form.  My questions and concerns have  been answered by the researcher, and I have a copy of this consent form.  Therefore, I  consent to take part in this research project   Participants Signature:                   Name in Block Capitals:     MANDEM GABRIEL       Witness:                  MUSA YAHA YA                 Date:               2 7 /05/2021                  
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How often does Peugeot motors

your customers? getting new ones
Peugeot does not intimidate its competitors. In coping
with competition we use self-promotion shows their
competence over competitors rather than intimidation.
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How do you explain self-promotion strategies by Peugeot

2 motors?

well, as a brand, we continuously self-promote ourselves 1

by displaying the quality of our products, their durability,

the standard, we kind of showcase the benefits the
customer stands to get from using our cars. Like you know,
the roads in Nigeria are quite terrible, but we promote
the shock absorbers feature of our vehicles, the resistance
tires, and even the collision avoidance system, which
significantly prevents accidents

In what ways does Peugeot motors make customers feel 1
good about themselves and using Peugeot products

‘we make customers feel good about themselves by
letting them know about their indispensability to our
business, the customer is everything without the
customer, we will not be here, in fact if Nigeria had not
‘opened up for foreign direct investment of Peugeot
motors we will probably not be operating here. 5o, we.
make our customers feel loved, cherished, important and
key to our business operations. Like | said business is all
about the customer

How does Peugeot motors boost customer
confidence in its products?

well, the most important is we offer after sales servicing
for all cars purchased, we also offer free car services for
our most loyal customers, you need to have purchased at
least five vehicles from us to be eligible for free car
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“Terms & Conditions opply_

Getting a Peugeot deserves a bit of quiet unwinding. That's why, for every Peugeot 4008 or 3008
purchased, we throw in an all-expense paid weekend for two in @ 5-star hotel resort in Lagos, Abuja
or Port Harcourt. Still waiting to spice things up? FIRST SERVICE
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*Terms & Conditions apply

peugeotnigeria.com

EVERY
WORKER
DESERVES A
GOOD BRAKE

Sometimes the drive for life can seem like one long shift of labour, but along
comes today. So kick back, downshift and enjoy a well-deserved rest.

Happy Workers’ Day Nigeria.

YEARS* |For ovailable finance options and other enauiries, visit any You can also call our Customer Hotline: 0705 500 1000
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