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ABSTRACT

IMPRESSION MANAGEMENT MANIFESTEDON LINKEDIN AND IN RESUMES

This study examines the effects of the oSEnpression management tactics on the
professional networking site, Linkedlih.makes three primary contributiottsthe literature.
First, this study examines how a jadeker’s useof impression management on LinkedIn affects
inferences of his or her cognitive ability and conscientioushessldition, | compared
inferences of cognitive ability and conscientiousness made from resumes and LinkedIn profiles,
which showed inferences made from LinkedIn profiles have incremental validity over inferences
made from resumes. Finally, these findings build preliminary validation evidence for e use

LinkedInasa selection screening tool.
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INTRODUCTION

Survey research has shoWR professionals are using Linkeddsa screening tool
(Hoek,0O’Kane, & McCracken, 2016; Mulvey, Alonso,Esen, & Scanian, 2013)|ithlat is
known about how or whi is being used. Researchers have called for wowbetter understand
how new technologis being usedn practice for selection (Roth, Bobko, Van Iddekinge, &
Thatcher, 2013). Theiis extensive overlam the information found on resumes and LinkedIn
profiles.In aneffortto gain additional information, from which they can make inferences about
job performanceR professionals are reviewing both resumes and LinkedIn profiles.

HR professionaleanmake inferences about future job performance based on both signs
and samples. Signs are measwufesonstructave think are relatetb job performance, like
personality and intelligencé contrast, samples are actual job-related behaviors (Wern&xnont
Cambell, 1968). Using samples during the selection process follows the logic that past
performance predicts future performance. For exanfpd@applicant’s prior work experience
includes similar taskasthe position for which he or slieapplying,we assume the applicaist
capableof performing those same tasksthe new position. Individuals infer the presence of a
latent construct from signs and samples. Then, individuals make inferences about the relationship
between the latent constructs (Binning & Barrett, 1988¢uracyof these inferences builds
validity evidence for the selection procedure.

Applicants, aware that members of the organization are ttgingke inferences about
future job performance, attematinfluence these inferences through impression management
tactics. Throughout the selection process, applicants use impression managemetu tactics

enhance therganization’s perception of them. Stages of the selection process uhifferw



much and the types of impression management tactics applegrasdo use. For example, the
faceto-face interactiorof aninterview allows the applicamd use both verbal and non-verbal
behaviors andb receive constant feedback about the sucoe® tacticsin contrastan

applicants limited in tactics andannot receive immediate feedback on a resume either directly
or indirectly. LinkedIn profiles provide very similar informatiaaresumes but use a different
medium. Perhaps the social networking aspect of LinkedIn lendstdske# use of impression
management tactics, allowing recruiters and hiring managearter additional information

between the lines of the LinkedIn profile.

This study seek® apply the extensive impression management literébutes use of
LinkedInasa selection tool, advancing our science through a greater understanding of practices
already implementeldy HR professionals across the country. This research will deterfriime
use of impression management tactics on LinkedIn influences the relationships between
applicant attributes, specifically cognitive ability and conscientiousness,rated’ aperception
of those attributedn addition, this study will examine whether or not LinkedIn provides
additional information, above and beyond the information provideesumes, from which
recruiterscanmake inferences about job performanténcremental validity of the LinkedIn
profile canbe demonstrated, | will assess the role of impression managamtéetincreasef
variancein anapplicant’s assessed attributes explaifgdhe attributes gleaned from the
LinkedIn profile. Finally, these data also have the potettiastablish preliminary validation
evidence for the usef LinkedInasa screening tooh selection.

I mpression M anagement
Impression management tactics have been observed and stuitieavork context

through traditional selection procedures, including interviews, resumes, and personality testing.



Research outside the realm of the workplace has examined impression management tactics
online. However, impression management on professionally oriented social networking has yet
to be examined. The impression management literature will ssevéramework for

understanding how conscientiousness and cognitive ability are inbgrraters.

Defining Impression Management

A commonly cited definition of impression management statestttaicurs becausan
actor has a goal of creating and maintaining a specific identity. Thissgoalievedy
strategically exhibiting behaviors, both verbal and nonverbal, that will cause attargst the
actorasdesired” (Bozeman & Kacmar, 1997, p. 9). Goffman (1959) was one of the first
researchert discuss impression management, describing how actors alter their performances
based on both the situation and the audience. Individuals behave differently based on the
audience. Factors like status and familiaotyhe audience impact behavior (Gaed&

Martinko, 1988).

People highlight connections with prominent others and avoid undesirable connections
know asimpression managemely association (Cialdini & Richardson, 1980). Pedysk in
reflected glory (BIRG) or blast the oppositiorio enhance their own image. Cialdini (1989)
expanded on the idea of baskimgcreating four distinct categoridsasting (formerly
basking) burying (not mentioning unwanted connectiortggring (publicly minimizing
unwanted connections), abturring (blur links with wanted connections while not mentioning
differences). These are all behaviors intentdadfluence theaudience’s perceptions.

Impression management permeates many aspects of work, including selection, training,
and performance appraisals this study focuses on impression management tacticsrused

resumes and professional networking profiles, the literature reviewed will revolve around



impression managemeint selection. The extemd whichanindividual can use impression
management tacticaccessfully depends on the situation and the audience. The overuse of
tacticscanseem insincere (Jones & Wortman, 1973). However, not using tscécstuation
whereit is appropriate, like a job interviewanbe perceived negatively (Kacmar, Delery, &
Ferris, 1992). Behaviors from both actors during the interview, the applicant and the interviewer,
influence each other (Anderson, 1992). Some researchers have conceptualized impression
managemerdasmanipulatiorto gainanunfair advantage (Rosenfel@acalone, 1991). This
conceptualization letb a trendn the research of attempting mitigate the effects of impression
management the selection process. However, other conceptualizations of impression
management include the ability highlight orsdl favorable aspects of the candidate, wioah

be seerasa positive, desirable attribute (Rosenfeld, 1997). Thisnfitgith an expansivist view

of impression management (Schlenker & Weigold, 1992).

Types of Impression Management Tactics. There are a variety of different behaviors that
fall under the umbrella of impression management tactics. Different eypastics are usetb
accomplish different goals (Jones & Pittman, 1982). Impression management betaviors
either be direct or indirect. Direct tactics are assertive, strategic, proactive éxtoestean
image that will further their career, or defensive, reactiomging portrayed poorly. Indirect
tactics involve a third party. This could mean the aistboping positive information will be
passed alontp others or the actas connecting onesetb prominent others.

Jones and Pittman (1982) developed a taxonaimypression management behaviors,
resultingin 5 dimensions. The first dimension, self-promotion, includes behaviors mmeant
demonstrate competency. For the second dimension, ingratiation, actors aiterake

themselves more likable through flattery or performing favors. Exemplification, the third



dimension, encompasses behaviors that are self-sacrificial and demonstrate dedication. Actors
who display poweto appear dangerous are exhibiting the fourth dimension, intimidation.

Finally, the fifth dimension, supplication, occurs wiaractor want$o appear needy through
showing their weaknesses. This taxonoraglieen usedsa framework for research atwl

guide scale development (Bolino & Turnley, 1999).

Tedeschi and Melbutg (1984) typology compares two spectrums of impression
management behaviors, assertive or defensive and tactical or sttateggate four quadrants
of behaviors. Assertive behaviors are usgthe actotto establisranimage aligned with his or
her goals. Defensive behaviors are reactive, occutoinggate the potentially negative effects
of the situation on thactor’s image. Tactical behaviors serve short-term goals while strategic
behaviors are aimeat building a reputation and fulfilling long-term goals. The first set of
behaviors, tactical-and-defensive group, are meamitigate the negative effects of adverse
events. Excussand justifications, apologies, and restitution and compensatory actions are
examples of tactical and defensive behaviors.

Tedeschi and Melburg argue that JonesRifichan’s taxonomyof behaviors, including
ingratiation, intimidation, exemplification, self-promotion, and supplication, are all examples of
the second groupf behaviors, tactical-and-assertive. Further, ingratiati@ivided into four
groups: self-enhancing communications, other-enhancing communications, opinion conformity,
and favor-doing. The third category outlinedhis typologyis assertive-and-strategic. Examples
of these behaviors include constructing reputational characteristics, like attractiveness and
prestige, esteem, status, and credibility. Finally, defensive-strategic behaviors are dascribed
strategic self-handicapping. Tedeschi and Melburg use the exafrgitmholism; the individual

hasanexcuse that can be used repeatedly for failures or missteps. The authors note that though



most behaviors should fit clearity one of these four categories, some behaviors may fit
multiple categories.

A recent qualitative study, with consideration of employer online vetting, identified four
types of online impression managemeacteptor, dissident, scrubber, andstrategist (Berkelaar,
2016).Acceptors, with the knowledgef employer-vetting, do not behave differently online.

They either willingly accept that vetting will occur, expecting positive outcomes, or reluctantly
accept vetting, believing they cannot effectively manage their in@gentrastdissidents

reject the norm of havingnonline presencm an effort to keep spheres (work, familgic.)

separate. The third grouggrubbers, attemptto remove information that maye perceived

negativelyby employers when they are unemployed. Finathgtegists are proactivén shaping

their online personto their advantage. Impression management strategies are leveraged the most
by scrubbers and strategists.

Impression Management in the Nomological Network. There are many constructs studied
in the workplace that are similey impression management. This section séektarify
differences between impression management and these other constructs. Some researchers argue
impression management, interpersonal influence, self-presentation, influence tactics, and
organizational politics are more similar than different (Ferris, Hochwarter, Douglas, Blass,
Kolodinsky, & Treadway, 2002). Impression management has also been empirically linked with
self-monitoring (Schlenker & Leary, 1982). High self-monitors are far more likedpgagen
impression management behaviors than low self-monitors (Bolino, Ka€omraley, & Gilstrap,
2008). Accordingo McFarland and Ryan (200@®nindividual’s tendency towards self-
monitoringis not highly relatedo the tendencyo fake on selection assessments. There was only

a small, significant correlation between self-monitoring and the difference between forced faking



on integrity tests and taking integrity tests under normal conditions. This pattern does not exist
for other type®f non-cognitive measures.

Within the context of selection, impression managerocanglso be seeassimilarto
faking. Faking, particularly on non-cognitive selection tools, has been a major research focus
recent decades. The literature has explored the impact of faking on assessment validity, often
with inconsistent conclusions. Some researchers have shown fakiagelittle impact on
validity (Hough, 1998; McCrae & Costa, 1983) while other researchers show attenuated validity
dueto faking (Douglas, McDaniel, & Snell, 1996; Rosse, Stecher, Miller, & Levin, 1998). These
inconsistencies ay be duan partto the complexity of faking, including individual variabiliiy
the abilityto fake and variatioby assessment type (McFarland & Ryan, 2000). Thatigh
possibleto fake on all non-cognitive measur&ss more difficultto fakeon some assessments
than others. For example, faking on biodata forms and integrityidentsch easier for
applicants than faking cem Openness measure (McFarland & Ryan, 20@0additionto the
test itself, individual differences contributevariancen faking. McFarland and Ryan (2000)
identified those with low conscientiousness and high neuroticism are moretdilezigagen
faking.

Duein partto the breadth of research and the lack of construct clarity, researchers have
presented a wide variety of proposed relationships between impression management and
constructs similato it. Baumeister (1982) categorized impression manageaseiher pleasing
the audience, enacted with behaviors that contortne audiencegr self-construction,
demonstrated with behaviors matching’s own valuesin the context of selection, the latter
would not qualifyasmisrepresentation. However, Morrison and Bies (1991) argue that both are

intentional distortion and therefore, are more similar thanwietcould also combine some of



these similar behaviors, including faking and impression management, into the larger category of
self-presentation (Marcus, 2009 reconcile this debate, Levashina and Campion (2007)
acknowledge two forms of impression management, honest and deceptive. They therefore define
faking asdeceptive impression management. This distinction will guidetilis’s

conceptualization of impression management.

The literature has struggléa disentangle organizational citizenship behaviors (OCB)
from impression management. Some measures of impression management (Kumar & Beyerlein,
1991; Wayne & Ferris, 1990) include items resembling those fougan’s (1988) OCB
scale. Though the observable behaviors are similar, the underlying motigajigte different
(Bolino & Turnley, 1999). Researchers propose timatpmparisorto impression management,
for which the motivations enhancingne’s own image, the motivation for OCBsto help the
organization. Another similar, but distinct constrisctocial desirability. Crowne and Marlow
(1960) define social desirabiligsa tendency for some individudtsexhibit behaviors they
think others will favor. Guadagno and Cialdini (2007) argue that social desirability and
impression managemecdnoccur together when the behavior represents a trait désitbe
actor.

There are also impression management behaviors that intentionally foster poor
impressions (Becker & Martin, 1995). These behaviors are distinct from a similar construct, self-
handicapping. The purpose behind impression management behaviors that foster a negative
opinionis typically to avoid undesirable tasks or events, whicbkeemasa positive outcme by
the individual.ln contrast, self-handicappingself-defeating behavido excuse future failures,

motivatedby reducing threat® self-esteem (Ferrari, 1991).



Relevant Theories

A wide varietyof theories have been appliedimpression management. This section
will briefly discuss several theories, fittimgto one of two categories: motivation-related
theories and interaction-related theories. Thenfocus on the theory most commonly used
explaining impression management, Cybernetic Theory.

Motivation-Related Theories. There are two major motivation theories that contribate
the understanding of impression management, VIE Theory and the Two ComponentAdodel.
discussed previously, differentiating impression management behaviors from other constructs
like OCBsis accomplished through understanding the motivation of the aai@sm’s (1964)
VIE Theorycanbe appliedto explain this motivation. VIE Theory proposes that motivatsom
function of theindividual’s capabilityto act, the individual knowing the action will letmlan
outcome, and that outcome being desbgdthe individual.lf anemployeds capableof
impression management, thinks those behaviors willtepdsitive outcomeat work, like
getting a promotion, and warttsbe promoted, the employee will engag@npression
management tactics (Gardner & Martinko, 1988).

Building upon this idea, Leary and Kowalski (1990) proposed the Two Component
Model of impression management. Accordindghis model, there are two separate processes
involvedin impression management. The first proasssipression motivation. The individual
must wanto be ableo control their image. This stage of the process depends on three factors: 1)
the goal relevancef impressions, 2) the valud desired goals, ar) the discrepancy between
desired and current image. These factors influanéedividual’s motivationto impression
manage. The second processnpression construction, broken into five factors: 1) self-concept,

2) desired and undesired images, 3) role constraints;gé)’s values, and 5) current social



image. The impression construction factors influence the new iaragdividualis trying to
create.

Interaction-Related Theories. Three examples of theories that focus on interactions are
Role Theory, Social Influence Theory, and Interdependence Theory. Role Theory, the idea that
everyonen the organization has a role and that islkearned through interpersonal interactions,
canhelpto explain impression managememthe workplace (Graen, 1976). Wayne and Green
(1993) proposed that the process of defining organizational roles tiesoifsression
management behaviors.

Social Influence Theorganalso contributéo our understanding of impression
management. This thgosuggests simply that people influence and are influelngethers
(Cialdini & Trost, 1998). People behatgeget the reaction they want from their audience
(Goffman, 2006). Social influence processes are the tacotinaximize rewards and minimize
negative consequencisinterpersonal reactions. The theory emphasizes the outcome, the
influencee’s evaluation, and the level of cognitive processing, the etdemlbich the influencee
is consciously aware of the tactics (Levy, Collins, & Nail, 1998). Accortbirigis theory,
applicants use self-presentation skidi®licit a positive evaluation from the interviewer
(Gilmore & Ferris, 1989).

Finally, Interdependence Theory suggests that the social context affects behavior
(Rusbult & Van Lange, 2003 a job interview, the situation makes the applicant reliant on the
interviewer and his or her positive evaluation of the applicant. This makes the applicant want the
interviewerto perceive the applicant positively and therefore, the applicant manages his or her
image. The situation also creates a conflict: the interviewer wants accurate information while the

applicants wanto only present positive information. Self-presentation tactics areinised
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situations with conflicting interests (Van Lange, 2000). In these situations, research shows the
dependent person will ttip maximize his outcomes, whidanleadto misrepresentation
(Levashina & Campion, 2007). When the interactions involve strangers and inadequate
information, interdependence theory says there willibacreasen self-presentation tactics
(Rusbult & Van Lange, 2003).

Cybernetic Theory. Cybernetic Theoris definedas‘the regulation of behavior such that
perceived discrepancies between a given standard or goabge’g desired imagen
impression management) and feedback faemraxternal source relevata this goal are reduced
or eliminated” (Bozeman & Kacmar, 1997, p. 10). Some researcherstoates theoryas
Control Theory, however, for the purpasiethis papeit will only be referredo asCybernetic
Theory. Accordingo this theory, our behaviors change and influence the situation, which then
influences our behaviors, creating a cyclical system. Systems have a reference poink,faedbac
comparator, andn effector (Lord &Hanges, 1987). The comparatstthe process for
comparing feedbado the reference point and the effeawthe mechanisrby which behavior
changes. Control Theory usually includes a decision mechanism (Campion & Lord,[2982).
orderto monitor progressanindividual will attendto information pertainingo his or her goaih
aneffortto move towards the goal (Karoly, 1993). The literature has shown that the application
of this theoryto impression management has several benefits, inclitdittgeoretcal utility, the
accuracy with whiclit describes the impression management processtsgmescriptive value
(Lord & Maher, 1990).

Feedbacks animportant part of the processs shownin the model, the individual needs
feedbackn orderto maintain or change behavior. Feedback seeking not only sereesure

obtaining feedback, buit canalso influence how the audience views the individual. Those who
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seek feedback are seasmore conscientious than those who do not seek feedback (Ashford &
Northcraft, 1992). Therefore, feedback-seeking can be usedbathmpression management
tacticaswell asa methodo continue the process outlineg Cybernetic Theory. However, the
feedback itselfs less impactful than how the individual perceives the feedback. Cybernetic
Theory describes the perception of feedbask filtering process (Scheier & Carver, 1982).
People often filter information based on how pertineistto their goal (Goschke & Kuhl, 1993)
or howit caninfluence attaining their goal (Klinger, 1977).

Bozeman and Kacmar (1997) discusagléngth how Cybernetic Theory would be
appliedto impression management, callinghe Cybernetics Impression Management Molael.
this model, the actaranprocess appropriate tactics and assess which ones are wwyking
examining the situation, behavior of the audience, and knowing what has wotkedgast. All
of these decisions are processed unconsciously. This model assumes impression maisagement
seenasboth important and achievalidg the individual. The underlying motivation of
impression managemeistbased on the perception of discrepancies between the reference point
and feedback. People have many reference points, depending on the situation (Cropanzano,
James, & Citera, 1993; Markus & Wui987), jusiasindividuals intentionally present
themselves differently depending on the audience (Goffman, 1959). Discrepancies between the
current social image and desired social image will spark behavioral and cognitive tthange
reduce the discrepan (Leary & Kowalski, 1990).

This theoryis aligned with facde-face interactions betweeam applicant and hiring
manager. Though the connectisriess clearit canalso be applietb creating and maintaining
resumes and online profiles. For exampleapplicantcanuse impression management tactics

on a resume, including highlighting professional work or tailoring the resume for a specific job.
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The applicant then either maintains or makes chatogbe resume based on feedback from the
hiring manage evenif it is assimpleaswhetheror not the applicant makassto the next stage

of the selection process. Thougis not a facao-face interaction, this informatians still

feedback on the success of the impression management tactics.

Measuring I mpression Management

The task of measuring impression management has been taghkied main methods,
observation and scale development. Researchers have observed impression management
behaviors exhibited during the selection process (Stevens & Kristof, 1995) and examined tactics
usedin environments with various factors like accountability, ambiguity, and self-monitoring
(Fandt & Ferris, 1990). These types of studies reduce the bias that often comes from self-report,
however, feasibilityof conducting observations outside of the laboratory presents a challenge,
making this research less generalizable.

The second methdd measure impression managemsihe development of valid and
reliable scales. Several scales have been developed amuagturethe full construct of
impression management. Wayne and Ferris (1990) developed a 24-item scale identifying
supervisor-, self-, and job-focused impression management behaviorsisldlsoan
abbreviated, 10-item version of this scale (Wayne & Liden, 1995). The benefits of this scale
include easef administration andnaccount of behaviors from the individual, rather than
relying onanobserveto accurately interpret the behavior. However, this ssatet withoutits
flaws. First, some researchers have argued that thisiscalestruct deficient, lacking
subdimensions like supplication and intimidation (Bolino & Turnley, 1999). The scale was
developed using exploratory factor analysis, making dimensions more data then theory driven

and their definitions more ambiguous (Bolino & Turnley, 1999). Additionally, the self-focused
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tactics factor does not meet acceptable stanadinddiability and validity (Ferris, Judge,
Rowland, & Fitzgibbons, 1994).

Kumar and Beyerlein (1991) developed another 24-geate, the Measure of
Ingratiatory Behaviorgn Organizational Settings (MIBOS). Thouglwas developed with rigor,
this scale narrows on only one aspect of impression management, ingratiation. Additionally,
Kacmar and Valle (1997) questioned the validityhe scale.

Andrews and Kacmar (2001) developed the Impression ManagbsAssociation
Scale, borrowing fron€ialdini’s framework of the 4 Bs: boasting, burying, blaring, and blurring.
This scale could be pertinetatonline social interactions, however like each of the previously
discussed scales,is narrowly focused on just one pieakthe impression management
construct.

Finally, Bolino and Turnley (1999) developed a scale guimeibnes andittmasn’s
(1984) taxonomy of impression management. Unlike previously discussed scales, this scale
presents a more complete picture of impression management. Further, a rigorous development
process ledo a well-functioning scale 22-item scale.
Antecedents of |mpression Management

Both situational and dispositional fact@aninfluence the use of impression
managemengswell asspecific types of impression management. For example, other-enhancing
behavior can be predictéy leader-member exchange (LMX), self-esteem, need for power, and
job involvement, while just self-esteem and job involvement are antecedents of opinion
conformity behaviors. Additionally, self-esteem, need for power, and job involvement are
antecedents for favor render behaviors while self-promotion behaaobe explainedy role

ambiguity, need for power, job involvement, and shyness (Kacmar, Carlson, & Bratton, 2004).
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Specifically, high levels of LMX may lea impression management behaviors that show
support for the leader (Wayne & Green, 1993)ituations with high accountability and low
ambiguity, employees use defensive information and emphasize the positive (Fandt & Ferris,
1990).

Many studies have examined the relationship, or lack thereof, between personality and
impression management. The Big Five, a commonly used framework of personality, have been
researchedh relationto impression management tactics. Higgins and Judge (2004) found that
extraverted individuals speak positively about themselves and agreeable individualsrengage
non-verbal behaviors. Similarly, Kristof-Brown, Barrick, and Franke (2002) explored the impact
of Big Five personality traits on the use of different types of impression management tactics
during interviews. They found that applicants hiiglextraversion tentb use self-promotion
tactics while applicants high agreeableness tetmluse non-verbal cues. Additionally, the use
of self-promotion tactics increased perceptions of person-jabdtntrast with non-verbal
tactics, which predicted perceived similarity.

Researchers have also examined the use of impression management on personality
assessments, finding that they are robughpression management and faking attempts. Hogan,
Barrett, and Hogan (2007) found that after being rejected 6 months prior, job applicant scores on
a personality test did not significantly change. This indicates that any attempts of impression
management were not successful. Additionalmeta-analysiBy Li and Bagger (2006)
indicated that neither impression management nor self-deception (using the Balanced Inventory
of Desirable Responding; Paulhus, 1986) interfered with the criterion validity of personality

measures.

15



Research othe relationship between personality and impression management extends
beyond the Big Five. Individuals high self-monitoring were more likelp manipulate
information than low self-monitors (Fandt & Ferris, 1990). High self-monitors use impression
management tactics, including ingratiation, self-promotion, and creating favorable images, more
effectively than low self-monitors (Turnley & Bolino, 2001). These findings are echoed
Higgins and Judge (2004), concluding that high self-monitors speak positively about themselves
and the interviewer. Howevan contrasto Turnley andBolino’s (2001) findings, Bolino and
colleagues (2008) found that those higtMachiavellianism will use any and all impression
management tactics while those higtself-monitoring generally use non-confrontational,
positive tactics.
Outcomes of Impression Management

During the selection process, the use of impression managementisaciilcentialin
the final hiring outcomeAn interview provides the applicaahideal opportunityto affect hiring
decisions (Gilmore & Ferris, 1989). More specific outcomes during the hiring process will be
thoroughly discussed latar this paper. Impression management tactics can also impact
coworker perceptions. For example, one study found that when new employees apologize for
poor performance, attributing the poor performaiodaeing new, they were forgivday
coworkers. Howeveif the coworkers were negatively impactgdthe newemployee’s poor
performance, knowledge that the employee was newolswre unfavorable reactions than no
knowledge of newness (Greenberg, 1996).
Empirical Findings

The following section discusses empirical finding of the effects of impression

management on selection processes, including interviews and assessments. Then the literature on
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the use of impression management oniineon-work sitess discussed. Finally, the existing
literature suggests some potential moderatotise effects of impression management.

Interviews. The environment cdininterview lends itselfo the use of impression
management tactics. Therefore, the impact of impression management tactics during this
selection method has been the most thoroughly researched. The vast majority of applicants use
impression management tactics (Ellis, West, Ryan, & DeShon, 2002). The literature has
established that impression management tactics influence both interviewer ratings (Gilmore &
Ferris, 1989; Tsai, Huang, Wu, & Lo, 2010) and leathvorable interview outcomes (Baron,

1986; Barrick, Shaffer, & DeGrassi, 2009; Higgins & Judge, 2004; Stevens & Kristof, 1995). A
more specific loolat this relationship showed that ingratiation tactics kegabsitive hiring
recommendations through perceived fit with the organization (Higgins & Judge, 2004). Another
study showed that using both ingratiation and self-promotiotolatbre favorable outcomes

than simply using one tactic (Proost, SchreDesWitte, & Derous, 2010). However, Stevens

and Kristof (1995) found that applicants tendely more on self-promotion than ingratiation
during interviews. Additionally, self-focused tactics have been sthiowa more effective,

leadingto higher ratings, more recommendations, and fewer rejections, than other-focused
tactics (Kacmar, Delery, & Ferris, 1992).

There are many other factors duranginterview that may moderate the relationship
betweenmpression management use and interview outcome. Thetyperview impacts both
the type and effectiveness of impression management tactics used. The more stnctured
interview is, the less influential the use of impression management tactics will be (Tsai, Chen, &
Chiu, 2005). The typesf questions asked during a structured interview also influence the use of

tactics. One study found that applicants use self-focused tactics when asked behavior-based
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guestion but use other-focused tactics when askaational questions (Peeters & Lievens,
2006). Similarly, another study found self-promotion tactics were used while answering
experience questions and ingratiation tactics were used while answering situational questions
(Ellis etal., 2002). Additionally, the job for which interviewees are applying moderates the
relationship between impression management and interview outcomes. For jobs with less
customer contact, impression management tactics are less influentiagdt@lsa2005)In a

sense, the abilf to manage impressions actually job-related for customer-oriented positions.
The concerns the interviewer has about the applacardlso moderate the relationship between
tactics and outcomes. Three types of defensive tactics, apologies, justification, and excuses,
alleviated concerns of competence, however, only apologizing alleviated concerns of integrity
(Tsaietal., 2010).

The Interview Faking Behavior (IFB) scale, developed based on the impression
management literature, has four factors: slight image creation, extensive image creation, image
protection, and ingratiation. The success of these factors differs within the context of selection.
Extensive image creatias significantly relatedo positive interview outcomes, but image
protectionis negatively relatetb interview outcomes (Levashina & Campion, 2007). However,
overuse of tactics can le&mlnegative interview outcomels one study, female confederate
applicants used either positive nonverbal cues, wore perfume, or did both. Alone, each tactic
positively influenced ratings. However, used together, the tactics werasmamipulativeby
the interviewer (Baron, 1986).

There are factors beyond the use of impression management that also influence interview
outcome. For exampl@) additionto impression management, Barrick and colleagues identified

appearance and verbal and non-verbal behatgordluence decision makinig their 2009
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meta-analysis. Further, applicastn‘“fake” impression management tactics. After being
instructedio engagen impression management, applicants demonstrated more impression
management behaviors. However, these behaviors were verbal rather than non-verbal, indicating
that non-verbal tactics are likely performed unconsciously (Peeters & Lievens, 2006). Though a
significant relationship between impression management and interview outcomes has been
established (Barricktal., 2009), the relative importanoéthat relationship should be
considered. Lievens and Peeters (2008) used relative weights analysis and found that, compared
to job-relevant competencies, impression management tactidstlealdearing on the interview
outcome. This findings reassuringasresearch shows self-presentation tactics are more related
to interview ratings than they are to actual job performance, thoughishstiilea slightly
positive correlation between these tactics and performance (Baratk2009).

Assessments. The useof assessments selections ever-increasing (Dattner, 2013). Both
impression management and faking have been exanmrpeatsonality tests, with a fine
distinction between the two construds discussed previouslyp attemptto clarify the issue,
Levashina and Campion (2007) distinguish two types of impression management: honest and
deceptive. They then define fakiagdeceptive impression management. Research shows that
applicants are very capable of impression management, even on standardized testing. Bagby and
Marshall (2003) compared actual job applicant personality tests using the Big 5 frant@work
group who first received normal instructions, tfféake good instructions. Thé&fake good
condition was more simildao applicants than the normal condition. However, though employees
used self-deception and impression management tactics, a separate study concluded that

distortion does not decrease the predictive validities of assessed emotional stability and
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conscientiousness, using voluntary turnover and supervisory rastigs outcomes (Barrick &
Mount, 1996).
Online Behaviors Beyond the Wor kplace

While the extant literaturis sparse on impression management tagtipsofessionally-
oriented social networking sites, théseesearch on socially-oriented networking sites that may
provide useful insight® the professional context. Though the orientagbthe sitess
different, the medium of communicatieithe sameln general, individuals are alie present a
positive image of themselves online (Barash, Ducheneaut, Isaacs, & Bellotti, 2010; Stopfer,
Egloff, Nestler, & Back, 2014). Motivatioio impression manage also predicts more frequent
use of the social networking site (Kramer & Winter, 2008).

Based on information from online profiles, raters are abéecurately assess personality
traits (Kluemper & Rosen, 2008fopferetal., 2014) and cognitive ability (Kluemper & Rosen,
2009).In addition, users are abie accurately predict how others perceive them based on the
online profiles (Stopfeetal., 2014).

Early findings on computer-mediated-conversations (CMgGgests that, comparé¢aol
impressions formed from fade-face interactions, impressions formed through CMC are much
stronger (Hancock & Dunham, 2001).line with this finding, other research has shown that
individuals are not aware of the intensityimpressions formeby others based on their social
networking site use (Baraghal., 2010)We also know that, when evaluating unfamiliar others,
raters feel inconsistencies betweearnndividual online andn person are intentionally
misleading and dimishtrustin the ratee (DeAndrea & Walther, 2011).

There are similarities between thet of impression management on online dating sites

and the selection proced$s.both situations, the individué motivatedto present their best
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possible self (Ellison, Heino, & Gibbs, 2006). This motivaissdemonstrated through research
findings showing that, though widespread, discrepancies between reality and information on a
dating profile were very small (Toma, Hancock, & Ellison, 20@8) other social networking

sites like MySpace and Facebook, research shows that self-efiidagyression managemeist
associated with the number of virtual friends and the level of detidié profile (Kramer &

Winter, 2008). These outcomes could be comptréioe number of connections and the
completeness of a LinkedIn profile.

Gender and Impression M anagement

The literature shows that likelihood of use, typétactics used, anathers’ perceptions
of use of impression management tactics diffegender. Women are less likétyuse
impression management (Bolino & Turnley, 2003a). Specifically, one study found that within
the context of promotions, women were less likely than toeise impression management
tactics. Rather, they rely on their performance and committaéhé organizatiomo
demonstrate readiness for promotion (Singh, Kumra, & Vinnicombe, 2002).

When women use impression management tactics, they are moredikelyeminine-
typed tactics (Guadagno & Cialdini, 2007). These tactics are consisterst@reotypes and
gender roles. Women are more liketyuse apologies, opinion conformity, and modesty when
they impression manage. Feminine-typed tactics are typicallysvaiued or rewardeih the
workplaceasmasculine-typed tactics, like assertiveness (Guadango & Cialdini, 2007). Other
research has demonstrated the tendency for woongse strategies that build relationships
while men use more work related-strategies (Singh & Vinnicombe, 2001). Additionally, more
women than men are reluctdatself-promote, something that Singh and Vinnicombe (2001)

argue couldecreating a barrietio career advancement.
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Additionally, the use of tactids evaluated differently for men and women. The literature
suggests these differenaasevaluations are due a perceived violation of gender role
expectations (Guadagno & Cialdini, 2007). However, men who violate role expectatibas
use of impression management tactics do not experience the same negative outcomes (Floge &
Merrill, 1986). Women who use self-promotiasanimpression management tactic are s&en
more competent; however, they are also ses@ss hirable (Rudman, 1998). One of the
impression management tactics includedones andittman’s (1982) taxonomys intimidation.
Findings of a study comparing the use of this tazyimales and females workirmg law
enforcement demonstrate that supervisor ratings of likeability are not reddbexdduse of
intimidation for males, however, females who use intimidation areasdess likeable (Bolino
& Tunrley, 2003b)In addition, this study found th&males’ use of intimidation was unrelated
to performance ratings whil@ales’ use of the tactic was associated with positive performance
ratings. Research shows differentoethe effectivenssof another tactic from the Jones and
Pittman taxonomy, ingratiation. More favors done for supervispraen was associated with
higher salariedn stark contrast, more favors done for supervibgrsomen was associated
with lower salaries (DreheDQougherty, & Whitely, 1989). Some researchers have attributed
females’ lack of career progression, seen hbatpay and promotiortp differencesn impression
management behaviors and role expectation violations (Guadango & Cialdini, 2007; Oakley,
2000; Singh & Vinnicombe, 2001).

One potential explanation for the differenaesow impression management behaviors
are perceived may be foumdIimplicit Personality Theory (IPT). Combining the literatures of
personality and impression formation, this theory proposes that, when faced with limited

information, individuals fornan overall impression of someone based on theéory” of how
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traits covary (Pedersen, 1965). For example, knoamgdividualis dependable may lead
the assumption that he or she is also organizedisiB3pecially applicable when the individual
forming animpressioris not familiar with the other individual (Koltuv, 1962 the selection
processHR professionals must form impressions about someone with whom they are not
familiar, based on limited information. Research showsahaidividual’s theory for how traits
covary can diffeby gender (Ashmore & Del Boca, 197%9).their study, Ashmore and Del Boca
(1979) asked participants form impressions of a male or female based on a short list of
personality traits. They found that the impressions formed from the list of traits differed based on
the gender associated with the list. Facets of IPT significantly infludncgender, including
intellectual desirability (e.g., scientific vs. unscientific) and potency (e.g., weak vs. strong).
These findings indicate that applicants engagirnpe same behaviocanresultin different
impressions, depending on the gemafethe applicant. Based on these differences, any
conclusions drawn about the influerefampression management on resumes and LinkedIn
profiles should include investigation of potential gender differences. Therefore, applicant gender
will be a methodological consideratiomthis study.
Resume Literature Review

Resume reviews are a standard hiring practice used a wide \odiiietiustries. The
effectiveness of reviewing resumeanbe explained through Attribution Theory (Fiske &
Taylor, 1991). Accordingo the theory, recruiters rely on characteristics of the resarmake
judgments about job-related attributes of applicants. Though some research shows inferences
madeby recruiters from resumes lack validity and reliability (Cole, Field, Giles, & Harris, 2009),
other research supports the use of these infesehbese judgmentsanrange from cognitive

ability (Chen, Huang, & Lee, 20119 Big Five personality traits (Cole, Feild, & Stafford, 2005).
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Related Constructs

Resumes have been examined extensivetlye literature. Specifically, research has
demonstrated how recruiters perceive different sections of the resume. Recruiters infer job
knowledge (Chewetal., 2011) and person-organizational fit (Tsai, Chi, Huang, & Hsu, 2011)
from the work experience section of a resume. Additionally, interpersonal skills éCalen
2011) and personality traits like extraversion and neuroticism (Cole, Feild, & Giles, 2003) are
inferred from the extracurricular activities section. Chen and colleagues (2011) fouH&that
professionals inferreapplicants’ general mental ability from their academic qualifications.
Similarly, research has shown th#R professionals relate the educational background section
person-organizational fit (Tsatal., 2011), the academic achievement se¢baognitive
ability (Coleetal., 2003), and reporting GRA cognitive ability and conscientiousness (Cetle
al., 2003). Other research shows recruiters infer a relationship between job tenure seetion and
applicant’s job knowledge (Huang, Chen, & Lai, 201B).the same study, results shbiR
professionals infer job knowledge, cognitive ability, and conscientiousness from both leadership
experience and challenging job experience presented on a resume.

Finally, Kristof-Brown, Barrick, & Franke (2002) found that recruiters view self-
promotion on a resunesanindicator of person-job fit. Self-promotion, a common impression
management tactics usedin interviews frequently when responditmyquestions about
experience (Elli®tal., 2002)lt is therefore logical that when self-promotigrusedin a
resume, where applicants describe work experiences, a rebigtter abldo identify fit with

the attributes of the applicant.
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Impression Management in Resumes

The use of impression management tactics manifests differently on a resummectifzn
selection contexts (Knouse, 1994) lieinterview, for which the applicants interact faodgace
with the recruiterlt is more challenging for applicants use impression management tactics on
a resume. Cybernetic theogspreviously discussed, highlights the importance of feedivack
the process of impression management. Resdmast provide the same opportunities for
feedbackasother selection tools. The feedback cycle desciibbegbernetic theory may occur,
butin a much different, slower wayin individual cancreate a resume and subihib an
organization. The individuaaninfer whether or not the resume was received nell
continuingin the selection process or not. A rejection could lead the individ@aljust the
resume until the goal, being hiraslachievedIn addition, theres less flexibilityin the
presentation of informatiomsresume informatiors verifiable and when overusa@da resume,
tacticscanbe perceivedasdeceptive (Knouse, Giacalone,Radlard, 1988). Knousetal. (1988)
found manager® perceive resumes using impression management tactics negatively compared
to a resume without the use of these tactics on a varetijributes, including likeability,
potential, competence, and truthfulness.

The effects of impression management tagticesumes have been researched using
controlled studieaswell. Knouse (1994) manipulated resumes with relevance of education,
relevance of job experience, and n§@mpression management tactics. The tactics used were
acclaiming statements, highlighting favorable pieces of information, enhancement statements,
describing positive evaluations, and a self-description statement, emphasizipglidaat’s
desireto improve personally and professionally. When the resume used the impression

management tactics, reviewers inferred greater interpersonal skills, self-confidence, overall
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impressiveness, hireability, and overall applicant competence. Additionally, the reader expressed
aninterestin checking thepplicant’s background further. This may indicate the reader wants
the applicanto continue furthem the process, however, Knouse believes this could also be a
negative outcome of impression management tactics. Wantfogher investigate the
applicat’s background could be a result of raised skepticisntaltiee impression management
tactics. Comparetb Knouseet al., (1988) this study usédoncrete examples of
accomplishment” (p. 43-44) rather than adjectives. Therefore, recruiters may perceive specific,
concrete exampleasreliable but the adjectivesexaggerated and possibly false.
Social Media as a Screening Tool
LinkedInis quickly becoming a popular screening tool ambifiyprofessionals
(Chauhan, Buckley, & Harvey, 2013; Davison, Maraist, Hamilton, & Bing, 2012; Mubt&y.,
2013; Nguyen, 2014). The Society for Human Resource Management sutgeyedbersn
2013, finding that 20% of their membership uses social networkingsieseen job applicants,
comparedo 13%in 2008 and 18%n 2011 (Mulvey.etal., 2013) Of those using social
networking sites, 92% of respondents specifically use LinkedIn.
Comparison of Resumes and LinkedIn
There are many similarities between the information presémeedesume and a
LinkedIn profile.In both, there are sections for a summargbjectives, education, and work
experience. Both sources of information also include a skills section, however, on the resume the
applicant writes this section whereas on LinkedIn, this seioompletedy connections of
the applicant. Though, applicants are dableequest recommendations from their connections.
There are differences between a resume and a LinkedIn profile ofovhech maybe

influential. First,HR professionals consider including a picture esseatial LinkedIn (Zide,
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Elman, & Shahani-Denning, 2014) while a picture should not be present on resumes for the vast
majority of professions. A picture of the applicant provides a lot of additional information that
may not be immediately availali@the organization, including approximate age, gender, and
race. These attributes specifically are protected classes and not job related, adding ethical and
legal implicationgo the decision-making process. Additionally, the connectaoregpplicant has
canbe seen on LinkedIn. The number of connectaomapplicant has may be seasan
indicator of interpersonal skills, however, there are otheryéesgant, factors that maye more
influentialin the number of connections, like frequency of LinkedIn use or desimgression
manage. Finally, LinkedIn, though professionally orienigdiill a social networking site. The
site encourages usdmscommunicate and post regularly. This fosters social interaction, making
LinkedIn more similato faceto-face interaction, during which impression management tactics
are more commonly and easily used, than traditional resumes. Therefore, LinkedIn provides
vastly different information than whatinbe found on a resume. For these reasaes;annot
expect impression management tadticke usedy the applicant or perceivdy the
organizationn the same wagsthey are with a resume.
The Present Study

| recruited job seekers who provided their LinkedIn profiles and resumes and were
assessed on their levels of cognitive ability, conscientiousness, impression management, and
other related constructs be discussed below. These scores will be knasassessed
conscientiousness andassessed cognitive ability. After the development of stimuli, a separate
group of participants was askedmake inferences about the jafekers’ cognitive ability and
conscientiousness based on their resumes and profiles. ratiege will be knownasinferred

conscientiousness andinferred cognitive ability.
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This study makes three contributidnghe literature. The firgs to examine the effect of
impression management on inferences of conscientiousness and cognitive ability. Spettifically,
determines the contribution of impression managemnethie relationship between assessed and
inferred levels of conscientiousness and cognitive ability. Additionally, the effects of impression
management, conscientiousness, and cognitive ability are lialeethore tangible outcome,
base salary offer.

The second contribution of this studythe assessment of incremental validity with a
LinkedIn profile.As manyHR professionals report reviewing a LinkedIn profile (Muhegwl.,
2013, perhaps they are alle gain more information about job-relevant constructs like
cognitive ability and conscientiousness above and beyond that which they gain from reviewing a
resume. This could be dtethe social nature of LinkedIAs previously discussed,is
challenging for applicant® appropriately use impression management tactics on a resume,
while a more interactive medium may foster greater use of these tacticsisl¢maprical
evidencedo suggest this mayethe case. Lautenschlager and Flaherty (1990) examined how
impression management diffdyg level of anonymity (anonymous or identified) and mode of
information (online or paper-and-pencil). Using both the self-deception and impression
management sections of the Balanced Inventory of Desirable Responding (BIDR; Paulhus,
1986), the researchers found greater use of impression management tactics when using a
computer and when the information was identifiable, both of which are factors present when
using LinkedIn. However, even this scaeusceptibléo faking,asdemonstrated empirically
by Pauls and Crost (2004).

The final contribution of this researthbuilding construct validity evidence for the use

of LinkedInasa screening tooAs mentioned priorin spite ofits wide spread use, there has
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been venyittle research on the use of applicant LinkedIn profiles during the selection process.
Therefore, this study identifies the relationship between inferred conscientiousness and cognitive
ability and assessed conscientiousness and cognitive ability. The @bddgurately rate
cognitive ability and conscientiousness, a powerful combination for predicting job performance
(Schmidt & Hunter, 1998), from LinkedIn profiles begtosestablish the validation evidence
neededo confidently use LinkedIn profilas selection. Additionally, dut the previously
discussed differences between men and waméme use and perceptioh impression
management, the effects of gender are explored.
Hypotheses
The Effect of Impression Management

Based on the literature discussed above, the use of impression management tactics likely
hasan effect on perceptions of applicant conscientiousness and cognitive ability. The literature
has shown that is more challenging foanindividualto implement impression management
tacticsin written form comparetb faceto-face interactions (Knouse, 1994). The successful use
of impression management tactiocsa resumer social networking profile will be salietd the
rater. Therefore, the use of impression management tactics will partially mediate the relationship
between assessed conscientiousness and inferred conscientioAstiasse inferences are
meantto predict job performanceye would expect applicants with higher levels of inferred
conscientiousnegs be offered higher salaries upon selection.

Hypothesis 1: An applicant’s level of conscientiousness is positively related to the level of

conscientiousness a rater infers based on information from the LinkedIn profile.

29



Hypothesis 2: An applicant’s tendency to use impression management tacticsis positively

related to the level of conscientiousness a rater infers based on information from the

Linkedin profile.

Hypothesis 3: Theinferred level of conscientiousness based on information from the

LinkedIn profileis positively related to the rater’s salary recommendation.

Hypothesis 4: Impression management mediates the relationship between

conscientiousness and inferred conscientiousness based on information from the

LinkedIn profile.

An individual must have a high enough level of cognitive abilitgmploy impression
management tactics (Carver & Scheier, 1990). Howeveristhitow bar foran applicanto
meet. After having met that bar, the wdempression management tactics should diffethe
individual. Therefore, | predicted impression management would moderate the relationship
between assessed cognitive ability and inferred cognitive ability. Again, these predictors will be
linkedto therater’s salary recommendation.

Hypothesis 5: An applicant’s level of cognitive ability is positively related to the level of

cognitive ability a rater infers based on information from the Linkedin profile.

Hypothesis 6: An applicant’s tendency to use impression management tacticsis positively

related to the level of cognitive ability a rater infers based on information fromthe

Linkedin profile.

Hypothesis 7: Theinferred level of cognitive ability based on information from the

Linkedin profileis positively related to the rater’s salary recommendation.
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Hypothesis 8: Impression management moder ates the relationship between assessed

cognitive ability and inferred cognitive ability with a stronger relationship for individuals

high in impression management.
Assessing Incremental Validity

HR professionals are viewing the LinkedIn profiles of applicanedditionto viewing
the corresponding resumes. The types of information from these sources differ slightly, with the
profile included information like status updates, organizations the applicant follows, and
connections. This study sedaksdetermine whether or not the additional and different
presentation of the information on a LinkedBmadd incremental validito the prediction of
conscientiousness and cognitive ability, above and beyond resumes. Additibriatigedin
does provide incremental validity inferencef applicant attributes, | will test the role of
impression managemeint this relationship. | propose that the abitibyinteract with others
online makest easier for applicant® useimpression management tactics (Knouse, 1994),
which facilitates their greater use.

Hypothesis 9a: Ratings of conscientiousness from Linkedin are positively related to

assessed conscientiousness above and beyond resume ratings.

Hypothesis 9b: The increase in variance of conscientiousness explained is due, at least in

part, to the use of impression management tactics.

Hypothesis 10a: Ratings of cognitive ability from LinkedIn are positively related to

assessed conscientiousness above and beyond resume ratings.

Hypothesis 10b: The increase in variance of cognitive ability explained is due, at least in

part, to the use of impression management tactics.
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Assessing Construct Validity
Research on selecting with Linked$énsparse, particularly studies examining the validity
of this selection method and this data collection effort provides additional opporttmities
contributeto the literature. Therefore, this study begins the proakissilding validation
evidence. Cognitive ability and conscientiousness have both been accurately rated from other
social networking profiles, like Facebook (Kluemper & Rosen, 2008)therefore reasonable
that a rater would be able accurately asssa professionally oriented social networking profile.
Hypothesis 11: Conscientiousness inferred from LinkedIn is positively related to assessed
CONSCi enti ousness.
Hypothesis 12: Cognitive ability inferred from Linkedin is positively related to assessed

cognitive ability.
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METHODS

Stimulus Development

In orderto develop the stimulio be ratedn the main study, resumes and profiles were
collected from job seekers. Then those resumes and profiles will be assessed on amount of
impression management and informatynsubject matter experts. These ratings will measure
variability in resumes and profiles and could potentially sesee control variablef amount of
information provided varies.
Job seekers

| recruited participants their final yeamat Colorado State University and considered
themselveso be on the job market. | asked for copies of their resume and &otlss
LinkedIn profile. The resumes and profiles were altered nfgmove identifiable information,
without compromising the value of using real profiles. The information removed eliminated the
ability to connect the resume and profitethe same persoim exchange for volunteering,
participants received extra credit for their upper level management or psychology courses and
consultation on improving the quality of their resumes and LinkedIn profiles.

Some of the recruited job seekers were eliminated from the pool for having non-English
LinkedIn profiles or notingn the survey that they created the profile thatidayrderto
participatein the study. Though these job seekers were eliminated from the study, they still
received course credit and the ofiereview their resume and profile. This left a total of 53 job

seekers remaining the participant pool.
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Subject Matter Experts

Nine subject matter experts (SMES) were recruibguarticipaten a manipulation check
reviewing and rating LinkedIn profiles and resumes. They were recruited from a pool of
Industrial-Organizational Psychology graduate students. These SMEs received a 30-minute
training on impression management before participatirrgg30-minute calibration session and
takingby anassessment. This training outlined theories and frameworks of impression
management and emphasized the use of impression management within the context of selection.
SMEs rated example LinkedIn profiles and resumes oto& kcale for use of impression
management tactics, with 1 being far fewer tactics than expected given a selection context, 4
being expected use of tactics, and 7 being far more tactics than expected. During the calibration,
all SMEs provided ratings within 1 point eachother. The assessment was usequalify
SMEsto rate the study stimuli. The assessment consisted of one LinkedIn profile and one resume
from different job seekers. SMEs rated the gedker’s impression management use onta 1
scale, with the goal of consistent ratings across SMEs. The final scores yielded a standard
deviation of .97 for the resume and 1.12 for the LinkedIn profile.
Manipulation Check

There are no existing scal@smeasure impression management specifically within a
selection context. The measure job seekers took will provide information about impression
management tendencies rather than whether or not they engdlgese behaviors their
resume and profile. Therefoiie,orderto gain a better understandingthe impression
management tactics actually usedhe resumes and LinkedIn profiles, subject matter experts
rated each profile and resume on the amount of information provided and impression

management tactics usedthe profile or resume.
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The Primary Study
Participants

A separate group of participants was recruited from Mechanical Turk (MTarg)der
for these participant® be selected for this study, they hade familiar with both resumes and
social networking profiles. Familiarity included frequent use or creation of resumes and profiles.
MTurk is a viable sample for this study for several reasons, including empirical support for data
quality and abilityto make ratings. First, MTurk provides a sample more diverse than a typical
college or internet sample (Buhrmester, Kwang, & Gosling, 204 Bddition, MTurk samples
are equally reliablastraditional methods and data qualgyunaffectedoy rates of
compensation (Buhrmestetal., 2011). Further, other studies employing a similar research
design have used similar samples. For example, Kluemper and Rosen (2009) used college
studentdo rate personality traits and intelligence from Facebook profiles.
Procedure
Assessing Job Seekers

Job seekers, having already provided their LinkedIn profiles and resumes, were assessed
on cognitive ability, conscientiousness and impression management. These measures will be
referredto asassessed conscientiousness, assessed cognitive ability, andimpression management
tendencies. The Wonderlic, a 50 item 12 minute test, wasdie measure each job seekers
cognitive ability. The Wonderlis commonly used for personnel selection ancesearch
(Kluemper & Rosen, 2009). Conscientiousness was assessed using 20 items from tleRNEO-
a = .90. Half of the items will be reverse coded. Finally, BolinoBmaley’s (1999) 22 item
impression management scale, developed basddnes anittman’s (1982) taxonomy, was

usedto assess the impression management tendencies of participants. The scale has 5 subfactors:
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self-promotion(a. = .78), ingratiatiorfa = .83), exemplificationd = .75), intimidation ¢ = .86),
and supplicatiorio. = .88).To establish construct validity for the measure of impression
management for this study, job seekers also respdogsitiitional items. Five of these
additional items come from the Social Astuteness Factor from the Political Skill Inventory
(Ferris,etal., 2005). Ferris and colleagues (2005) define social astut@sthesabilityto
“comprehend social interactions and accurately interpret their behaaswell asthat of others,
in socialsettings” (pp. 129). Job seekers also took a 25 item Self-Monitoring scale (Snyder,
1974).
Rating Resumes and Profiles

The MTurk participants rated, basedeachresume and LinkedIn profile, the levels of
cognitive ability and conscientiousness they infer the applicant has using a 7 point Likert-type
scale. The scaling decision was based on Cicchetti, Showalter, ant T1885)
recommendation for 5 or 7 point scalesnaximize variability and reliability. MTurk raters
assessed job seekers on six facets of conscientiousness based on PeRNE&Rework,
including competence, orderliness, dutifulness, achievement-striving, self-discipline, and
cautiousness. These raters also assessed job seekers on verbal and quantitative ability. Finally,
raters were asked provide a salary recommendation, given the base-salary range for the
position of $40,0000 $55,000. MTurk participants also took the impression management
tendencies survey, the self-monitoring scale, and the social astuteness scale. During these scales,
two attention check items were addecensure participants were reading and thoughtfully
responding throughout the survey. Participants were instrucgatl/ance that attention check
items were used and that their responses malyemiuntedf the survey was taken too quickly

or if the attention check items were missed.
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MTurk participants responded a post on the MTurk site which included a liokhe
survey on QualtricOf the 587 participants who saw the first page of the survey, 13 participants
reported they were not familiar with resumes and LinkedIn profilegdanat answer the
guestion and therefore did not take any péthe survey. These 13 participants were removed.
In orderto retain only quality data, participants who missed both attention check items (12) were
removed from the sample. Participants who missed one of the attention check items (47) were
flagged for more careful review. The responses from these participants were reviewed for
patterned responses, but there were no obvious problems. The final sample was 562 MTurk

participants.
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RESULTS

Stimulus Development

Dueto constraints of participant fatigue and additional sample required for a sufficient
number of ratings, 20 job seekers were randomly selected from the pool of 53 job seekers. The
selected job seekers were comparcedon-selected job seekers on demographic variability,
conscientiousness, impression management tendencies, social astuteness, self-monitoring, and
Wonderlic scores, and were foutabe highly similar,asseenn Table 1.
Participants
Job Seekers

The average age of selected Job Seekers was 21.36 years. Most selected Job Seekers were
female (60%) and white (75%) withbachelor’s degree (45%)On average, job seekers had 3.2
social networking profiles.
Subject Matter Experts

Nine SMEs were selected from a pool of graduate students studying Industrial-
Organizational Psychology. The majordySMEs were female (66.67%) and white (88.89%).
The average age was 26.89.
MTurk Raters

There were a total of 514 MTurk raters who completed ratingst feast one profile or
resume. Most raters were female (59.33%) and white (77%) Wwitthalor’s degree (42.64%).
Additional descriptive information availabie Tables 2-4.

Raters were also asked about their social media use. First, raters indicatealicitehi

they have profiles. Raters hadaverage of 3.66 profiles on social media. The majofitaters
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check Facebook daily (66.67%) and do not have Google+ (50.9%) or Tumblr (71.32%) profiles.
Many raters reported not having or never using Twig@r31%), Instagram (46.25%), and
Pinterest (45.48%). The majority of raters (57.62%) check Linkatd&ast once a month.
Descriptive Statistics
Subject Matter Expert Ratings

After a training and assessment on impression management tactics, SMEs wete asked
rate the profiles and resumes of job seekers on their use of impression management. SMEs were
instructedto consider the selection context, making their ratings based on the tactics one would
typically expecto seein this context. The ratings ohpression management tactics on the
LinkedIn profile were not correlated the ratings of the resunge= -.04). | also compared the
SME ratings of impression managemgnthe jobseeker’s impression management tendencies
scale score. Resume ratings were reltdgdb seeker impression management tendencres (
.38), however, LinkedIn ratings were not relatednpression management tendencres (08).
This relationships smaller than anticipated and will be examined furthéhe discussion
section. This finding indicates SME rated impression managamiély not the best control
variable when examining the relationships between rated and assessed conscientiousness and
cognitive ability.

SMEs also rated the amount of information provided on and the credentials of the
resumes and LinkedIn profiles. The amount of information on segder’s resume was
positively correlatedo that of the profiler(= .21). The credentials of the job seeker, rated on
both the resume and profile, were also podiiverrelated (= .31). Finally, SMEs predicted
the gendeof the job seeke©On average, SMEs guessed the gender of the job seeker correctly

60% of the time. Female job seekers were correctly predicted 5&8B88time and male job
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seekers were guessed correctly 62.5% of the time. For both resumes and LinkedIn profiles,
SMEs correctly predicted 60% of the time.
MTurk Ratings

There were a total of 20 job seekdfe.maximize responses while minimizing fatigue,
eachMTurk rater was asket rate 25 stimuli. Du¢o the design of the study, | anticipated some
instances of MTurk raters viewing both the LinkedIn profile and resume of a specific job seeker.
Each rater who completed all 25 stimuli would see both the LinkedIn profile and resatne
least 5 job seeker@n average, raters viewed both the LinkedIn profile and resume of 6.44 job
seekers. This lack of independems&aken into accounn the regression models. MTurk raters
were also asketb predict the gender of the job seek@én average, raters predicted correctly
55% of the time. Raters predicted gender correctly 50% dirtieawvhile reviewing Linkedin
profiles and 60%f thetime while reviewing resumes. Raters were more likelgredict female
job seekers correctly, 68.75% of the time, than male job seekers, 45.83% of the time.
Interrater Agreement

In orderto assess the interrater agreement among MTurk participants, | used James,
Demaree, anWolf’s (1984) method, within group interrater reliabilitygR This method
accounts for both rank and similarayratings. Kozlowski and Hattrup (1992) argue that past
critiques of this index have clouded the distinction between interrater reliability and interrater
agreement. g is anindex of interrater agreement, or consensus within a group, while interrater
reliability is a measure of consistency. The present igdalassess these ratings for consensus.

| calculated Ry for each of the ratings matlg MTurk participants, including the 6

facets of conscientiousness, 2 facets of cognitive ability, and salary recommendatiopy The R
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estimates ranged from .78 .84. The rule of thumb for this indéxresults greater than .70 are
acceptable and justify homogeneity (Judge & Bono, 2000).
Guidance from the Policy Capturing Literature
In policy capturing designs, researchers create a series of scemaigrsettesasstimuli
to be rated, manipulating specific variables, have raters make judgments based on the available
criteria, i.e., the manipulated variables. From this proeessarn how decision-makers
“weight, combine, or integrateformation” (Zedeck, 1977, p.51). The primary difference
between this study and a traditional policy capturing deasigre creation of the stimuli.
Traditionally, researchers credigper” people, manipulating the variables of interest and
keeping all other factors constant. However, there are concerns with the valigitpef’
people (Gorman, Clover, & Doherty, 1978) hasttedriticism of policy capturing designs
(Karren & Barringer, 2002). Rather than creating mock LinkedIn profiles and resumes, known
as‘“paper” people, this study uses active gabkers’ actual LinkedIn profileand resume along
with measures of cognitive ability and conscientiousness. This appsaaciie externally valid
than creating profiles and resunasarying levels of conscientiousness and cognitive ability.
Policy-capturing designs typically addréd®graphic or nomothetic questions.
Idiographic questions focus @mindividual’s decision making tendency while nomothetic
guestions attemgib identify the factors that predict decisianggeneral (Aiman-Smitlet al.,
2002). Thisstudy’s questionsanbe classifiecisnomothetic.
Each participant rated a randomly selected subset of the stimulisHuiseptable with
intercorrelations between the variables are low 25).In the policy capturing design, the
predictor variables should be orthogonal. Theoretically, cognitive ability and conscientiousness

should not be correlateth fact, research has shown empirically that they are slightly negatively
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correlated. Rammstedt, Danner, and Martin (2016) found correlations of -.09 and -.08 for
conscientiousness and verbal ability and conscientiousness and numerical ability, respectively.

In an effortto maximize power and minimize participant fatigue, each participant
reviewed 25 randomly selected profiles and resumes. The literature provides some @sttance
the number of stimuli a participacénrate and be reasonably expediggrocess, including
Rossi and Anderson (1982), recommending a maximum of 60 scenarios, and Aimaet&mith
(2002), recommending a maximum of 80 written scenarios. Howelsamportantto consider
the complexity of the stimuli (Graham & Cable, 2001). Tilvee and effortto read and process a
short vignettas different than théime and effortto read and process a full LinkedIn profile or
resume.

When answering nomothetic questions, the regression coefficemitelp us understand
inferencesat the aggregate level (Aiman-Smehal., 2002). With variables using different
metrics, unstandardized regression weights cannot be compared. in&shduld use the
standardied regression coefficients. However, these weights are only directly comp#értiae
variables are uncorrelated. Correlations of .9 or higher leadstabilityin the model (Aiman-
Smithetal., 2002). The cognitive ability and conscientiousness scores are ordinal variables,
meaningwe can establish a rank-order but cannot assume equal differences between equal data
points. Aiman-Smitletal. (2002) recommend, rather than creating ranges of the variables and
using dummy codes, using the existing valio¢gnaintain a meaningfuietric” (p. 403).
Hypothesis Testing
Dual Methodologies

These data were analyzed using two different procedures for structuring thEndata.

first methodology uses control variabtesaccount for the non-independence of the data. The
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second methodology accounts for the non-independence of ratings using a pooled correlation
procedure. Both methodologies are discussetktail below.
Methodology 1

Dueto the naturef the study design, the model should take into account the
nonindependence of ratings mdethe same MTurk participant and ratings for the same job
seeker’s resume and LinkedIn profile. Therefone the construction of the dataset, variables
were created for job seeki® and MTurk ID. For all analyses, these variables seagedntrols
to partial out variance potentially dt@response tendencies of MTurk participants and
similarities between a jofeeker’s profile and resume.

Inferences of Conscientiousness. Hypothesis 1 suggested that a goker’s level of
conscientiousness predicts the level of conscientiousness inferred from the LinkedIn profile. Job
seeker conscientiousness and inferred conscientiousness are comrelaiegp < .01.

Additionally, in a regression model, having controlled for job sedBeand MTurk 1D, job

seeker conscientiousness significantly predicts inferred conscientiousress, t(5711) =
14.30, p < .001, with a significant regression modél= .04,F(3, 5711) = 68.87p < .001.

Therefore, this hypothesis was fully supported.

Hypothesis 2 proposed that job seeker impression management tendencies would predict
conscientiousness inferred from the gebker’s LinkedIn profile. After controlling for job
seekeldD and MTurk ID, job seeker impression management significantly peeldict
conscientiousness inferred from the LinkedIn profle,.35,t(5711) = 7.37,p < .001, with a
significant regression modef: = .01,F(3, 5711) = 18.77p < .001.In orderto examine a more
guantifiable outcome of inferences made from a LinkedIn profile, MTurk raters reported a salary

offer for the job seeker between $40,000 and $55,000. Hypothesis 3 suggested that inferred
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conscientiousness would predict salary offer. Controlling for job sékand MTurk ID,
inferred conscientiousness significantly predicts salary difer],943.07§(4988) = 52.92p <
.001, with a significant regression modél= .36,F(3, 4988) = 944.5% < .001.

To further clarify the relationships between job seeker conscientiousness, job seeker
impression management tendencies, and inferred conscientiousness, hypothesis 4 suggested that
job seeker impression management tendencies mediates the relationship between job seeker
conscientiousness and inferred conscientiousiiestest this hypothesis, | followed the steps
outlinedby Baron and Kenny (1986). The initial steps were establishbypothesis 1 and 2.
When adding job seeker impression management tendeéatiesmodel, the regression
coefficient for job seeker conscientiousness decrdgsgil, but does not disappear. This
indicates partial mediation.

Inferences of Cognitive Ability. Hypotheses 5-8 mirror hypotheses 1-4, examining
inferences of job seeker cognitive ability. Hypothesis 5 predicted a significant, positive
relationship between job seeker cognitive ability and cognitive ability inferred from the job
seeker’s LinkedIn profile. Though this correlation was smaller than anticipated?6,it is
statistically significant. A regression model, controlling for job setieand MTurk 1D, shows
job seeker cognitive ability does predict inferred cognitive abbity,.07,t(5705) =, p < .001,
with a significant regression modet,= .08,F(3, 5705) = 172.07% < .001.

Hypothesis 6 proposed that job seeker impression management tendencies predict job
seeker cognitive ability inferred from the LinkedIn profile. Controlling for job selikend
MTurk ID, job seeker impression management tendencies significantly predict inferred cognitive

ability, b = .26,t(5705) = 5.05,p < .001,r2 = .01,F(3, 5705) = 8.62p < .001.
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Hypothesis 7 suggested inferred cognitive ability would significantly predict salary offer.
After controlling for job seekdD and MTurk ID, the regression model shows inferred cognitive
ability significantly predicts salary offeln,= 1810.35£(4982) = 52.93,p < .001,r* = .36,F(3,

4982) = 945.36p < .001.

Instead of mediation, Hypothesis 8 proposed impression management tendencies
moderate the relationship between job seeker cognitive ability and inferred cognitive ability. |
createdaninteraction variable for impression management tendencies and job seeker cognitive
ability. Controlling for job seekdD and MTurk ID, this interaction variable significantly
predicts inferred cognitive abilityy = -.17,t(5703) = -16.55,p < .001,r* = .13,F(5, 5703) =
163.50,p < .001.

The Unique Contribution of Linkedin. This study also sought understand the nuances
of information learned from reviewing resumes and LinkedIn profiles. Hypothesis 9a proposed
the level of conscientiousness inferred from LinkedIn would predict job seeker conscientiousness
above and beyond the level of conscientiousness inferred from theekeb’s resume.

Controlling for job seekdD and MTurk ID, resume inferred conscientiousness explains 19.3%
of the variance of job seeker conscientiousness. Using hierarchical regression, adding LinkedIn
inferred conscientiousness, the model explains 20.2% of the vaobjoteseeker
conscientiousness. This was a statistically significant chiangep < .001. Hypothesis 9b asked

if this changén r? could be explainetly job seeker impression management tendencies. Job
seeker impression management was aa@ged3” stepin the model. This addition decreased the
effects of both LinkedIn inferred conscientiousness and resume inferred conscientiousness,
increasing the amount of variance of job seeker conscientiousness expiaihednodeto

26.4%. Therefore, both Hypotheses 9a and 9b were fully supported.
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Hypothesis 10a suggested the level of cognitive ability inferred from LinkedIn would
predict the jolzecker’s cognitive ability above and beyond the level of cognitive ability inferred
from a resume. The same steps were for this anagsishypothesis 9a. The amount of
variance explainetly the model increased from 17%23.2% when LinkedIn inferred cognitive
ability was addedo the model. Further, this increase coulcableast partially explainedy job
seeker impression management tendenagg$js additionto the model decreased the
coefficients of LinkedIn and resume inferences, providing support for Hypothesis 10b.
Additionally, the model with impression management tendencies explains 29.7%. This shows
impression management tendencies tmagven more importani job seeker outcomes than
previously anticipated.

In orderto ensure inferences made from LinkedIn were adding unique variance above
and beyond resume inferences, | conducted the same analyses but entered LinkedIn inferences
the model first, then added resume inferences. LinkedIn inferences alone account for 19.6% of
the variancen assessed conscientiousness an@®2®f the variancen assessed cognitive
ability. This supports the idea that inferences made from LinkedIn a more predictive than those
made from resumes.

Validation Evidence. Finally, Hypotheses 11 and 12 sougghéstablish preliminary
validation evidene for the use of Linkedlin selectionn estimating cognitive ability and
conscientiousness, constructs predictive of performance across a wide variety of jobs.
Controlling for job seekdD and MTurk ID, inferences of conscientiousness made form
LinkedIn profiles significantly predicted job seeker conscientiousbess06,t(5711) = 14.30,

p < .001, with a significant modef = .20,F(3, 5711) = 474.6 < .001 and inferences of

46



cognitive ability made from LinkedIn profiles significantly predicted job seeker cognitive ability,
b=1.19,t(5707) = 22.71,p < .001,r> = .24,F(3, 5705) = 590.46) < .001.
Methodology 2

In orderto account for potential within person effects, | conducted the same series of
regressions using a pooled correlation matrix. | first calculated a correlation matrix for each
participant who rated both the profile and resumattdast 2 job seekers. | then averaged these
correlations across raters, isolating the variancealtree differences inferences made from
resumes and those made from LinkedIn profiles. This final pooled correlation matrix was used
for all analyses.

Inferences of Conscientiousness. To retest the first set of hypotheses, | found that job
seeker conscientiousness and inferred conscientiousness are comelaiéjp < .01. The
effect of assessed conscientiousness on inferred conscientiogssigagicant,b = .52,t(5712)
= 14.23, p < .001, with a significant regression modél= .03,F(1, 5712) = 202.42 < .001.
Job seeker impression management significantly predicted conscientiousness inferred from the
LinkedIn profile,b = .24,t(5712) = 5.38,p < .001, with a significant regression modél= .01,
F(3, 5712) = 28.94p < .001. Inferred conscientiousness significantly predicts salary bffer,
1,367.801(5712) = 35.59,p < .001, with a significant regression modél= .18,F(1, 5712) =
1266.42p < .001. When adding jokeeker impression management tendentiébe model, the
regression coefficient for job seel@nscientiousness decreadgs03, but does not disappear.
This indicates partial mediation. Therefore, hypotheses 1 through 4 are still supported.

Inferences of Cognitive Ability. To retest the second set of hypotheses, | found that job
seeker cognitive ability and inferred cognitive ability are correlated?27,p < .01. The effect

of assessed cognitive ability on inferred cognitive abiityignificant,b = .06,t(5712) = 20.77,
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p < .001, with a significant regression modél= .07,F(1, 5712) = 431.42) < .001. Job seeker
impression management significantly predicted cognitive ability inferred from the LinkedIn
profile, b = .15,¢(5712) = 3.10,p < .001, with a significant regression modél= .002,F(3,

5712) = 9.62p < .001. Inferred cognitive ability significantly predicts salary ofer,1,285.32,
t(5712) = 35.69,p < .001, with a significant regression modél= .18,F(1, 5712) = 1273.7(Q

<.001. The interaction of assessed cognitive ability and impression managenuera

significant predictor of inferences of cognitive ability. Therefore, hypotheses 5 through 7 are still
supported, but hypothesigsBnot fully supported.

The Unique Contribution of LinkedIn. Using the second methodology, resume inferred
conscientiousness explains 1% of the variaigeb seeker conscientiousness. Adding LinkedIn
inferred conscientiousness, the model explains 4.4% of the vadhjuteseeker
conscientiousness. This was a statistically significant chiangep < .001. The addition of
impression management decreased the effects of both LinkedIn inferred conscientiousness and
resume inferred conscientiousness, increasing the amount of variance of job seeker
conscientiousness explainegthe modeto 16.6%. Therefore, both Hypotheses 9a and 9b are
still fully supported.

The amount of variance explainbgthe model increased from 3.2%, with only resume
inferred cognitive abilityn the modelto 9.5% when LinkedIn inferred cognitive ability was
addedo the model. The addition of impression managernetite model decreases the effects
of inferences of cognitive ability and increases the variance expliairge®bo. Hypotheses 10a
and 10b are still supported.

Validation Evidence. Finally, inferences of conscientiousness made form LinkedIn

profiles significantly predicted job seeker conscientiousress07,t(5712) = 14.23,p < .001,
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with a significant modek? = .03,F(1, 5712) = 202.42) < .001 and inferences of cognitive
ability made from LinkedIn profiles significantly predicted job seeker cognitive alblity].20,
t(5712) = 20.77,p < .001,r? = .07,F(1, 5712) = 431.4% < .001. These hypotheses are
therefore still supported.
Comparison of Methodologies 1 and 2

Overall, the results of the second methodology are consistent with those of the first
methodology. The significance and directionality of most findings stayed the same. This
indicates that between subjects effects were likely not confoundedhin subjects effects
noted above, there were two differenoésiote between the results of these methodologies.
First, the interaction effect of cognitive ability and impression management on inferences of
cognitive ability (hypothesis 8js no longer significant. Second, though trends are the same,
the amount of variance explainbyg resume and profile ratings was lower.
Exploratory Analyses
Gender

Perceptions of applicantainvary by gender. Therefore, | first examined the descriptive
statisticso identify patterndy job seeker gendeswell asgender perceivedy the rater. Male
and female job seekers scored similarly (differences less than a standard dewiation)
conscientiousness, cognitive ability, impression management tendencies, and social astuteness.
However, there was a differeniceself-monitoring. This scale consisted of true/false items
which were averaged for a possibl®R scale range. The minimum score was 1.19 and the
maximum score was 1.81. Both of these scores were from male job seekers. The mean and

standard deviation for males was 1.42 (0.18) and for females was 1.55 (0.09), indicating more
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variance among male job seekers and overall higher levels of self-monitoring among females.
The means were not significantly different.

There were virtually no differences between MTurk ratings of facets of conscientiousness
and cognitive ability among job seekers presutodie merand those presumed be women.
For example, when given the ramgfe$40,000t0 $55,000, the average recommended starting
salary differedoy only $71.68, whiclis non-significant, favoring women. A similar pattern
holds for the ratings of conscientiousness and cognitive ability on resumes. The only difference
based on resumésfor recommended starting sala@n average, applicants presuntede
men received a recommended starting salary $634.47 higher than applicants ptesiened
women. Thids a statistically significant differendé1238) = 4.49p < .001. So, there are no
differences among male and female job seekers, but there are differences basegtwisthe

perception of the jokecker’s gender.
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DISCUSSION

The primary goabf this study vasto better understand how inferences are made from
reviewing LinkedIn profiles within the selection context. Specifically, this study examined the
role of impression managementinferences of cognitive ability and conscientiousness. Even
further, this study provides preliminary validation evidence for the@tisekedInasa selection
tool.

Discussion of Findings
I nferences of Conscientiousness on Linkedin

Both the jobsecker’s measured level of conscientiousness and impression management
tendencies predicted the level of conscientiousness infeyreaters of the jobeeker’s
LinkedIn profile. Additionally, inferred conscientiousness was relatetiggestd starting
salary. Finally, the relationship between agotker’s assessed conscientiousness and inferred
conscientiousness partially mediatedby the jobsecker’s tendency towards impression
management. From thige learn that conscientiousnasnbe assessed with some accuracy
from a LinkedIn profile, aligning with prior research on inferring personality traits from online
profiles (Kluemper & Rosen, 2009; Stop#tral., 2014). Further, ater’s inference of a job
seeker’s level of conscientiousnessrelatedto therater’s suggestion for starting salary.

Inferences of Cognitive Ability on Linkedin

The jobseeker’s measured cognitive ability and impression management tendencies both
predicted the level of cognitive ability inferreg raters of the jobkeeker’s LinkedIn profile.
Moreover, the joleeker’s inferred cognitive ability was significantly relatemlsuggested

starting salary. Unlike the relationship between impression management and conscientiousness,
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anapplicant must have a basedegf cognitive abilityto employ impression management

tactics (Carver & Scheier, 1990). Once this minimum level of cognitive aisilibet, the

applicant either engagésimpression management or not. Therefore, impression management
treatedasamoderatorin the relationship between assessed and inferred cognitive ability.
Assessed cognitive ability and impression management tendencies itagnactict inferred
cognitive ability, indicating that impression management tendencies moderate the relationship
between assessed and inferred cognitive ability.

Based on these findingse see that ratersanassesanapplicant’s cognitive ability
from a LinkedIn profile, a finding seen research on other social networking sites (Kluemper &
Rosen, 2009). Inferred cognitive abilissthenin turn relatedo the starting salary suggesteyl
the rater.

As noted earlier, the SME ratings of use of impression management tactics were not
leveragedn the analyses. This because the relationship between ratings of impression
management tactics on LinkedIn and thegadker’s measured impression management
tendency was smaller than anticipated. Lack of construct clarity may have been a factor.
Impression management tactics vagcontext. A resmeis presented almost exclusively
during selection process, whereas a LinkedIn proélealso be used for professional
development and networkinlj.is possible that the impression management scale takjem
seekers more closely resembles the selection context than networking or professional
development. Another possible explanation for these relationistipst the SMEs were better

ableto assess the usd impression management tactics on resumesdhdumkedIn profiles.
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LinkedIn Inferences Relative to Resume Inferences

This study soughb identify the differences between inferences made about job seekers
from their resumes and those made from their LinkedIn profiles. Though small, inferences of
conscientiousness from LinkedIn did significantly predict job seeker conscientiousness above
and beyond inferences made from resumes. The addition of impression managéengent
model decreased the effects of inferred conscientiousness from both resumes and profiles,
indicatingatleast part of the incremental validity of inferences made from Linkeatibe
attributedto job seeker impression management.

Similar patterns held for cognitive ability. The incremental validftinferences made
from LinkedIn over inferences made from resumes was even larger for cognitive ability. When
impression management was adttethe model, the effects of inferenagfscognitive ability
from profiles and resumes decreased.

Though the incremental validity of inferences made from LinkedIn over those made from
resumes was significant, the model only explaiaeddditional .9% of the variance of assessed
conscientiousness. This calls into question why human resource professionals are sipemding
reviewing both resumes and LinkedIn profiles during the screening process. Perhaps there are
other applicant attributes for which Linkedianprovide valuable additional information.
Preliminary Validation Evidence

As reflectedin hypotheses 1 and 5, inferred conscientiousness was significantly telated
assessed conscientiousness and inferred cognitive ability was significantly tekdedssed
cognitive ability. So, ratings of job-relevant attributes made from LinkedIn are rétedéuer

well-established measures of those attributes.
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Gender Differences

As discussedh the introduction, both the use of tactics and the perceptions of those
tactics varyby gender. These results show no differences based on gender of the job applicant.
However, there are differences from resume ratimgise concrete outcome, suggested starting
salary, based on theplicant’s gender perceivelly the rater. This findings in line with
previous research. When female applicants self-promote, they are peasive competent
but less hirable (Rudman, 1998). Guadagno and CigRDoi7) say these differences occur
when the rater, or recruiter, view tiygplicant’s actionsasa violation of gender roles. These
findings based on thater’s perception of gender, rather than actual gender, of the job seeker
within the context of thistudy aligns with Implicit Personality Theory (IPT). Accorditagthis
theory, wherwe have limited informationye fill in the gaps with our owttheory” of the traits
that commonly covary with the few traitse know (Pedersen, 1965).

Though this studprovided the opportunitio distinguish between perceived gender and
actual gender, this distinctiosirarely possiblen the hiring context. All job seeker names were
changedo gender neutral alternatives and profile pictures were blurred. Refetences
participationin gender-specific activities, like the Girl ScoutdMin’s Lacrosse Team, were
also removedn a typical hiring situation, the recruiter would seedpicant’s name on both
LinkedIn and a resume and would likely see a picture on LinkedIn. There may also be references
to gender-specific organizations. Therefore, any differemceatcome would be attributed
gender, rather than refinéaldifferencesn behaviordy genderor differencesn perceptions of
behaviordy gender. Though gender differencesegotiating salary have been well-researched
(Amanatullah & Morris, 2010; Bowles, Babcock, & McGinn, 2005; Small, Gelfand, Babcock, &

Gettman, 2007), research on initial salary offergendeiis sparse. Theris some correlational
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data (Fuller, 2008) but very few,any, experimental research studies. Generally, the literature
shows very small wage gap.any,in early career stages (Manning & Swaffield, 2005). The
findings of this study also show a small wage gap for applicants raters thought were female.
Further researcis neededo explore this area.

Legal Implications

Though this study provides preliminary validation evidence for thefusmkedinasa
selection tooljt does not mean this practisewithout legal ramifications. There are three
primary legal concerns with using LinkedIn screenitagsform hiring decisionsanapplicant’s
right to privacy, the usef information thais not job-relevant, and the lack of standardization
across applicants.

Our legal system has a well-established riglgrivacy. Prior research shows applicants
have negative reactions perspective employers searching for and reviewing online social
networking profiles like Facebook (Soughton, Thompson, & Meade, 2015; Peluchette & Karl,
2008). However, LinkedIn profiles are typically created for the specific purpose of sharing
information with perspective employers. Accordiogsoffman’s (1959) theorywe engagen
specific behaviors depending on our audieli¢e behave differently with coworkers thare
would with friends or family. Consistent with this theory, information posted on LinkedIn
fundamentally different from information posted on sites with a more social orientation, meaning
employers viewing LinkedIn profiles likely acceptable or even encourdgeapplicants.

Information usedn selection decisions should be job-relevant. A LinkedIn profile
typically includes a picture, meaning the employer has atcessnographic information
relatedto protected-class status. The lack of standardization of information included pasfiles

well aswhether or noan applicant has a profilis another concern, potentially relatedan
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applicant’s protected group status. Certain groups, like ethnic or racial minorities and older
workers, are less likelp use the Internet regularly (Jacksstral., 2008; Mitzneetal., 2010)
and may therefore not update their profitthave onetall. For this reason, the exclusive use of
LinkedIn for screening applicanisnot recommended.
Limitations

This study was limiteth scope du¢o the feasibility of assessing multiple job seekers.
Certain characteristics of the job seekers, like age, had limited vanapag dueo the sample
of job seekers, senior undergraduate students from Colorado State Uniasséi},asthe need
to reduce potentially influential factors. Additional factors, beyond cognitive ability,
conscientiousness, and gender, would have required many more SMEs and even more MTurk
ratersto adequately asseeachprofile and resume. Therefore, potentially influential factors like
age, racegr level of attractiveness of the job seeker could not be explored. Additiahatisty
be interestingo explore the effects of a match or mismatch of demographic characteristics of the
rater and applicant. Though this area has been thoroughly researotieer selection contexts
(Buckley, Jackson, Bolino, Veres, & Field, 2007; KobfiMello, & Sackett, 2015; McCarthy,
Van lddekinge, & Campion, 2010), researchers should examine whether or not the relationships
hold for this new selection tool.

The policy capturing methodologytraditionally used when the researcher has
manipulated explanatory variables, holding other potential factors comssahts study used
real job seekeratvarying levels of cognitive ability and conscientiousness, other potentially
influential factors could not be held constant. Therefore, there could be other factors affecting
inferred conscientiousness, inferred cognitive ability, and salary offer beyond those imcluded

the model. Additionally, because participants only viewed a randomly selected subset of the

56



stimuli, it is possible that they were affectegthe particular stimuli presented (Graham &
Cable, 2001).

Though this study identified statistically significant mediating and moderating variables,
we should interpret these findings with caution. The mediating and moderating variables were
correlated with other variablés the relationships. This means thfaiugh these findings are
theoretically sound, the predictor variables cdaddwitched with the mediating or moderating
variables and likely yield similar results. Without a controlled experimental desiguljfficult
to be certain that these variables are appropriately positiarted model.

Future Research

As the use of Linkedlasa selection toadk a relatively new lin®f research, there many
guestions lefto be examinedn fact, a recent review article stressed the lack of existing
research on impression management via new technolagiesk (Bolino, Long, & Turnley,

2016). The success of different typsmpression management tactics depends on the context.
Additional researcls requiredto identify if this holds true for LinkedIn. Are some tactics more
effective than others for this medium? Though Linkedkessentiallyan online resumewe

cannot assume the tactics used on resumes will still be effective. For example, the use of
impression management tactics on resucaedeadto perceptions of self-confidence,
interpersonal skills, and competence. Additionally, the ovestitacticscanleadto skepticism

by the reviewer (Knouse, 1994)o these patterns hold true for LinkedIn? Moreover, prior
research shows men and women tengsedifferent tactics. Women are more likebyuse
strategiego build relationships while men are more likétyuse self-promotion (Singh &
Binnicombe, 2001). Future research should examine gender differenogsession

management on LinkedIn.
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Thealhility to update, post or linto articles, and communicate with potential employers
adds complexityo this context. Similato aninterview,anapplicant has the opportunity
communicate with perspective employers. Tactics like ingratiationbmayccessful (Higgins &
Judge, 2004). Yet, this context for communicat®not identicako that ofaninterview.
Applicants would be corresponding with potential employers online ratheirtip@nson or over
the phone. Research shows successfully using impression managemenhtactitsn formis
more difficult than using those same tacticperson (Knouse, 1994). Thasano opportunityto
use non-verbal behaviors or perceive feedbackssential part of Cybernetic Theois/delayed
rather than immediate (Barrigt al., 2009; Bozeman & Kacmar, 1997).

LinkedIn use and inferences made may \@ryndustry (Zideetal., 2014). This study
did not assess potential differendgsndustryin how job seekers present themselves or how
human resource professionals review profiles. Specifically, some information may be more
appropriaten certain fields, like including personal information when workimgales. This
maybe seerasa positive additiomy others workingn or hiring for sales. However, human
resource professionals from other fields may view this incluagamprofessional. Researchers
should examine how profiles are perceived based on incasivgll aswhat happent a job
seeker’s profile during the transition from one industoyanotherls there a slow change as
the job seeker learns and adopts new norms? Perhaps theipeilecived differently,
accepting that the job seeksmnewto the industry and the faux-pas may not reflect the job
seeker’s characteristics. These issues dtidne explored through additional research.

Researchers should further examine the effects of demographic vaoiablgslicant
LinkedIn use. Not only are many protected class characteristics shomeprofile picture,

adding potential bias, but membef protected classes may use LinkedIn differently. For
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example, there are many methods of selection that show differential prediction for older workers,
meaning oldeworkers’ performance on the selection method does not accurately reflect their

job performance when compareyounger workers (Fisher, Truxillo, Finkelstein, & Wallace,
2016). Social media sites are traditionally thoughdsifeing utilized morsoby younger users.

We may see different relationships between inferences gleaned from LinkedIn profiles and job
performancédy age. Unless social medsasomehow job relevant, this may &einappropriate
selection tool. With potential legal ramifications, this topic warrants additional research.

As this study provides only preliminary validation results for theafidenkedInasa
selection tool, additional reseansmecessaryo build upon these findings. This study only
connects inferred job seeker conscientiousness and cognitive abéggessed
conscientiousness and cognitive ability. While previous literature ties these assessjobnts
performance, additional research with LinkedIn profile reviews and job perforngance
necessary. Additionally, though cognitive ability and conscientiousness are strong predictors of
job performance across jobs, there may be some jobs or industries for which this selection
approachs more appropriate. Predictive or concurrent validation studies would provide
additional insight.

Further,an examination of the screening process would move the science forward with
regardgo using LinkedIn for selection. Borrowing from the extensive literature on structured vs.
unstructured interviewsye knowwe canlearn much more about job applicabysasking each
the same, job relevant questions (Schmidt & Hunter, 1998). Additional reseasdtedo
identify whether or not a structured approach brings the same beo¢iitgedIn screeningas
interviews.If a structured approach provides additional valittitthe use of Linkedlasa

screening tool, researcim what that structure would look like should follow.
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Conclusion

This research servesaninitial stepin understanding how and why Linked#wusedin
employee selection. From these findings,learned that ratexsanaccurately asseagplicants’
levels of cognitive ability and conscientiousness, two of the best predictors of job performance
(Schmidt & Hunter, 1998As in other selection methods, thgplicant’s use of impression
management tactics affects the inferences rbgdeviewers.

While organizations have long been using data anaiytiother capacities, this approach
has been adoptdry human resources relatively recently. The influxlata-driven decision
making provides Industrial-Organizational psychologists the opportimnityluence application
with empirically supported practices. With the abundance of data available about candidates and
organizations eageo useit, this line of researcbanserveasa guide for best practices (Hoek

al., 2016).
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TABLES

Table 1. Mean (Standard Deviation) ComparisbBelected Job SeekaosFull Sample

N Conscientiousnes Impression  Social Self- Wonderlic
Management Astuteness Monitoring

Used 20 3.97 (.49) 2.50 (.41) 4.25(.56) 1.50(.15) 23.45(6.67)
Al 26 3.87 (.41) 2.58 (.40) 4.42(51) 1.48(.13) 23.70 (5.67)
Table 2. Job Seeker Demographics
Demographic N (%)
Gender

Male 8 (40%)

Female 12 (60%)
Race

Japanese 1 (5%)

White 15 (75%)

Hispanic 3 (15%)

Middle Eastern 1 (5%)
Education

High School 6 (30%)

Associates 4 (20%)

Bachelors 9 (45%)

Prefer noto say 1 (5%)
Table 3. Job Seeker Scale Score Descriptive Stati
Scale N Min Max Mean SD
Impression Management Scale Score 20 159  3.09 2.50 0.41
Social Astuteness Scale Score 20 3.16 5.08 4.25 0.56
Self-Monitoring Scale Score 20 1.19 1.81 1.50 0.15
Wonderlic Score 20 13.00 33.00 23.45 6.67
Conscientiousness Scale Score 20 3.25 5.00 3.97 0.49
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Table 4. Job Seeker Scale Score Correlations

1 3
Conscientiousness 1.00
Impression Management  0.41 1.00
Social Astuteness -0.02 -0.09 1.00
Social Monitoring -0.28 -0.38 0.29
Wonderlic 019 0.11 -0.19
Table 5. MTurk Rater Demographics
Demographic N (%)

Gender
Male
Female
Race
African American
Chinese
Filipino
Indian
Japanese
Korean
Southeast Asian
White
Hispanic
Mexican
American Indian/Alaskan Native
Middle Eastern
More than one race
Unknown
Prefer noto say
Education
High School
Associates
Bachelors
Masters
JD
Doc
Post Doc

157 (40.67%)
229 (59.33%)

34 (8.79%)
8 (2.07%)
4 (1.03%)
9 (2.33%)
1 (0.26%)
1 (0.26%)
3 (0.78%)
298 (77.00%)
15 (3.88%)
1 (0.26%)
1 (0.26%)
2 (0.52%)
7 (1.81%)
1 (0.26%)
2 (0.52%)

69 (17.83%)
71 (18.35%)
165 (42.64%)
65 (16.80%)

5 (1.29%)

9 (2.33%)

2 (0.52%)
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Table 6. MTurk Rater Social Media Use

Frequency Facebook LinkedIn Twitter Instagram Google+ Pinterest Tumblr

258 23 70 82 29 37 17
Daily (66.67%) (5.94%) (18.09%) (21.19%) (7.49%) (9.56%)  (4.39%)

50 52 38 40 24 38 17
2-3 perweek  (12.92%) (13.44%) (9.82%) (10.34%) (6.20%) (9.82%)  (4.39%)
Once per 18 50 29 29 24 40 18
week (4.65%) (12.92%)  (7.49%) (7.49%) (6.20%) (10.34%) (4.65%)

10 56 32 17 19 34 12
2-3 per month  (2.58%) (14.47%)  (8.27%) (4.39%) (4.91%) (8.79%)  (3.10%)
Once per 8 42 24 9 32 29 9
month (2.07%) (10.85%)  (6.20%) (2.33%) (8.27%) (7.49%) (2.33%)
< Once per 12 63 35 23 55 32 27
month (3.10%) (16.28%)  (9.04%) (5.94%) (14.21%) (8.27%)  (6.98%)
Never/no 32 95 156 179 197 176 276
profile (8.27%) (24.55%) (40.31%) (46.25%) (50.90%) (45.48%) (71.32%)

Table 7. MTurk Rater Scale Score Descriptive Statist

Scale N Min Max Mean SD
Impression Management Scale Score 390 1.00 5.00 2.26 0.62
Social Astuteness Scale Score 387 2.00 7.00 5.16 1.01
Self-Monitoring Scale Score 389 1.00 2.00 1.51 0.15
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Table 8. MTurk Rating Descriptive Statistics

Inferences N Min Max Mean SD
LinkedIn Rated
Competence 5687 1 7 4.62 1.44
Orderiness 5690 1 7 4.57 1.48
Dutifulness 5686 1 7 4.67 1.50
Achievement-
Striving 5685 1 7 4.66 1.58
Self-Discipline 5676 1 7 4.69 1.46
Cautiousness 5656 1 7 4.37 1.40
Average
Conscientiousnes 5715 1 7 4.59 1.35
Verbal Ability 5656 1 7 4,52 1.56
Quantitative
Ability 5643 1 7 4.44 1.45
Average
Cognitive Ability 5709 1 7 4.48 1.44
Salary
Recommendation 4992  $40,000.00 $55,000.00 $43,668.69 $4,334.20
Credentials 5679 1 7 4.17 1.55
Gender 5705 1 3 1.67 0.71
Resume Rated
Competence 5691 1 7 5.12 1.25
Orderiness 5696 1 7 5.10 1.29
Dutifulness 5692 1 7 5.16 1.27
Achievement-
Striving 5695 1 7 5.18 1.32
Self-Discipline 5676 1 7 5.19 1.26
Cautiousness 5680 1 7 4.75 1.25
Average
Conscientiousnes 5723 1 7 5.08 1.12
Verbal Ability 5664 1 7 5.04 1.31
Quantitative
Ability 5653 1 7 4.92 1.26
Average
Cognitive Ability 5708 1 7 4.98 1.21
Salary
Recommendation 5013 $40,000.00 $55,000.00 $44,937.98 $4,628.32
Credentials 5687 1 7 4.69 1.38
Gender 5715 1 3 1.71 0.71
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Table 9. Pooled Correlation Matrix

1 2 3 4 5 6 7 8
1. Gender 1.00
2. Assessed Conscientiousne: -.15 1.00
3. Impression Management  -.16 .37 1.00
4. Assessed Cognitive Ability .04 .17 .09 1.00
5. Inferred Conscientiousness .15 .19 .07 .28 1.00
6. Inferred Cognitive Ability A5 16 .04 .27 .38 1.00
7. Salary 10 14 .03 24 .43 .43 1.00
8. Perceived Gender .01 -01 -08 .03 -01 .01 .01 1.¢
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Table 10. Hypothes Summary

Hypotheses

Support

1

9a

9

10a

10b

11

12

An applicant’s level of conscientiousness will be positively relatec
to the level of conscientiousness a rater infers based on informa
from the LinkedIn profile.

An applicant’s tendencyto use impression management tactics wi
be positively relatetb the level of conscientiousness a rater infer:
based on information from the LinkedIn profile.

The inferred level of conscientiousness based on information frc
the LinkedIn profile will be positively related therater’s salary
recommendation.

Impression management will mediate the relationship between
conscientiousness and inferred conscientiousness based on
information from the LinkedIn profile.

An applicant’s level of cognitive ability will be positively related
the level of cognitive ability a rater infers based on information fi
the LinkedIn profile.

An applicant’s tendencyto use impression management tactics wi
be positively relatetb thelevel of cognitive ability a rater infers
based on information from the LinkedIn profile.

The inferred level of cognitive ability based on information from 1
LinkedIn profile will be positively relatetb therater’s salary
recommendation.

Impression management will moderate the relationship between
assessed cognitive ability and inferred cognitive ability with a
stronger relationship for individuals higthimpression managemer
Ratings of conscientiousness from LinkedIn will be positively
relatedto assessed conscientiousness above and beyond resum
ratings.

The increasé variance of conscientiousness explained will be d
atleastin part,to the use of impression management tactics.

Ratings of cognitive ability from LinkedIn will be positively relate
to assessed conscientiousness above and beyond resume ratini

The increasén variance of cognitive ability explained will be da,
leastin part,to the use of impression management tactics.

Conscientiousness inferred from LinkedIn will be positively relat
to assessed conscientiousness.

Cognitive ability inferred from LinkedIn will be positively relatem
assessed cognitive ability.

Full

Full

Full

Partial

Full

Full

Full

Full

Full

Full

Full

Full

Full

Full
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APPENDICES

Appendix A

Job Seeker Consent

My nameis Lauren Cotter, anddm a researcher from Colorado State Univensitthe

Psychology department and tGe-Principal InvestigatonWe are conducting a research study

on howHR professionals make decisions when screening applicants. The Principal Investigator
is my advisor, Jeanette Cleveland, Ph.D., Professor from the Psychology department.

We would like youto respondo a series of questions about yourseitvell asa brief cognitive
ability assessment. This survey will take place online. Participation will take no more than 20
minutes. Your participatiom this researcks voluntary.If you decideo participatein the study,
you may withdraw your consent and chotsend participationn the surveyat anytime

without penalty.

All datais for research purposes onNo identifying information will be collected. Your
responses will be confidential and anonymous. Only the Principal InvestigatGoand
Investigator will have access the data.

If you are interestedam happy work with youo improve your resume and LinkedIn profde
you preparéo enterto the job market. Please contact me, Icotter@colostatefeghy are
interestedn improving your resume and/or profile.

There are no known risks this study. Whilet is not possibldo identify all potentiakisksin
research procedures, the researcimetisis project have taken reasonable safeguaradgnimize
any known and potential, but unknown, risRarticipation in this study isvoluntary. Please
remember that you do not haveto take part in this study if you do not want to.

If you have any questions about your righga participant, please contact Lauren Cadter
laurenelizabethcotter@gmail.com, or Jeanette Clevathehnette.Cleveland@colostate.délu.
you have any questions about your righgs volunteein this research, contact the CSU IRB
at: RICRO_IRB@mail.colostate.edu; 970-491-1553.

To indicate your consentb participaten this research arte continue orto the survey, please
click the arrow on the right below.

Sincerely,

Jeande Cleveland, Ph.D. Lauren Cotter
Principal Investigator Co-Principal Investigator
Professor Doctoral Student
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Appendix B

Subject Matter Expert Consent

My nameis Lauren Cotter, anddm a researcher from Colorado State Univensitthe

Psychology department and tGe-Principal InvestigatonWe are conducting a research study

on howHR professionals make decisions when screening applicants. The Principal Investigator
is my advisor, Jeanette Cleveland, Ph.D., Professor from the Psychology department.

We would like youto respondo a series of questions about the amount of information provided
and impression management tactics usgésumes and LinkedIn profiles. This survey will take
place online. Participation will take no more than 20 minutes. Your participattbrs research

is voluntary.If you decideo participaten the study, you may withdraw your consent and
chooseo end participatiomn the survey at any time without penalty.

All datais for research purposes onNo identifying information will be collected. Your
responses will be confidential and anonymous. Only the Principal InvestigatGoand
Investigator will have access the data.

There are no direct benefitsthe participants, bwte hope the information will help with the
applicant screening proceissthe future.

There are no known risks this study. Whilat is not possibldo identify all potential risken
research procedwsghe researchein this project have taken reasonable safeguaragsnimize
any known and potential, but unknown, risRarticipation in this study isvoluntary. Please
remember that you do not haveto take part in this study if you do not want to.

If you have any questions about your righga participant, please contact Lauren Caiter
laurenelizabethcotter@gmail.com, or Jeanette Cleveladehnette.Cleveland@colostate.dtlu.
you have any guestions about your rigigs volunteein thisresearch, contact the CSU IRB
at: RICRO_IRB@mail.colostate.edu; 970-491-1553.

To indicate your consentd participaten this research an continue orto the survey, please
click the arrow on the right below.

Sincerely,

Jeanette Cleveland, Ph.D. Lauren Cotter
Principal Investigator Co-Principal Investigator
Professor Doctoral Student
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Appendix C

MTurk Participant Consent

My nameis Lauren Cotter, anddm a researcher from Colorado State Univensitthe

Psychology department and tGe-Principal InvestigatonWe are conducting a research study

on howHR professionals make decisions when screening applicants. The Principal Investigator
is my advisor, Jeanette Cleveland, Ph.D., Professor from the Psychology department.

We would like youto respondo a series of questions abapplicants’ resumes and LinkedIn
profiles. This survey will take place online. Participation will take no more than 20 minutes.
Your participationn this researcks voluntary.If you decideo participaten the study, you may
withdraw your consent and chodsesnd participationmn the surveyat anytime without penalty.

All datais for research purposes onlo identifying information will be collected. Your
responses will be confidential and anonymous. Only the Principal InvestigatGoand
Investigator will have access the data.

There are no direct benefitsthe participants, bwve hope the information will help with the
applicant screening proceissthe future.

There are no known risks this study. Whilet is not possibldo identify all potential risk$n
research procedures, the researcimetisis project have taken reasonable safeguaragnimize
any known and potential, but unknown, risRarticipation in this study isvoluntary. Please
remember that you do not haveto take part in this study if you do not want to.

If you have any questions about your righga participant, please contact Lauren Cadter
laurenelizabethcotter@gmail.com, or Jeanette Clevathehnette.Cleveland@colostate.délu.
you have any questions about your rigdgs volunteein this research, contact the CSU IRB
at: RICRO_IRB@mail.colostate.edu; 970-491-1553.

To indicate your consentd participaten this research arte continue orto the survey, please
click the arrow on the right below.

Sincerely,

Jeanette Cleveland, Ph.D. Lauren Cotter
Principal Investigator Co-Principal Investigator
Professor Doctoral Student
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Appendix D
Stimuli Development
Survey for Job Seekers (CSU senior undergraduates)

Thank you for volunteerintp participaten this study and for submitting your resume and
LinkedIn profile. You will now answer questions about yourself. This survey should take no
more than 20 minutes. You may stop the suateny pointby closing the browser.
(Demographics)

Whatis your current ageallow 2 numerical digits to be entered)

Whatis your gender?
1. Male

2. Female

3. Prefer noto say

Whatis your race?

. African American

. Chinese

. Filipino

. Indian

. Japanese

. Korean

. Southeast Asian

. White Caucasian-Non-Hispanic
. Hispanic

10. Mexican

11. American Indian/Alaskan Native
12. Middle Eastern

13. More than one race

14. Unknown

15. Prefer noto say

OCO~NOOTPE,WNBE

Whatis your highest level of education?
. High School

. Associates Degree

. Bachelors Degree

. Masters Degree

. Juris Doctorate

. Doctorate

. Post-Doctorate

. Prefer noto say

O~NO O WNE

For which of the following social networking sites do you have a profile?
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. Facebook
. LinkedIn

. Twitter

. Instagram
. Google+

. Pinterest
. Tumblr

~NOoO o, WNBE

How often do you use each of the following sites for personal (rather than professional reasons?
Daily 2-3/week | Once a 2-3/month | Once a > 0Once a | Never/Do not
week month month have a profile

Facebook
LinkedIn
Twitter
Instagram
Google+
Pinterest
Tumblr

How often do you check your LinkedIn profile?
How often do you update or modify your LinkedIn profile?

How often do you interact with others (messages, endorsements, status updates, blog posts, etc)
on LinkedIn?

What resources (e.g. the career center) have youaigagrove or maintain your LinkedIn
profile?

(NEO-PI-R Conscientiousness 20 item measure (alpha = .90). Itemswill be in random order)

Please indicate the extdntwhich you agree with the following questions using the following
scale:

1 Strongly Disagree

2 Disagree

3 Neither Agree nor Disagree

4 Agree

5 Strongly Agree

| amalways prepared.

| pay attentiorno details.

| get chores done right away.
| carry outmy plans.

| make plans and sti¢& them.

| complete tasks successfully.
| do things accordintp a plan.

NoohswNpE
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8. lamexactingin my work.

9. I finish what | start.

10. | follow through withmy plans.

11. I wastemy time.

12. | findit difficult to get downto work.
13. 1 do just enough wotto get by.

14. Idon’t see things through.

15. | shirkmy duties.

16. I mess things up.

17. I leave things unfinished.

18. Idon’t putmy mind on the taskt hand.
19. I make a mes# things.

20. | need a pusto get started.

(Impression Management Scale, Bolino and Turnley, 1999, items will be presented in random
order)

Please describe how frequenitiythe last 6 months you have used eaicthese strategies while
atwork based on the following scale:

1 = never behave this way

2 = very rarely behave this way
3 = occasionally behave thisayw

4 = sometimes behave this way
5 = often behave this way

. Talk proudly about your experienceeducation.

. Make people aware of your talents or qualifications.

. Let others know that you are valuati¢he organization.

. Make people aware of your accomplishments.

. Compliment your colleaguss they will see youwaslikeable.

. Takeaninterestin yourcolleagues’ personal liveso show them that you are friendly.
. Praise your colleagues for their accomplishmsatkey will consider you a nice person.
. Do personal favors for your colleaguesshow them that you are friendly.

. Stayat work lateso people will know you are hard working.

10. Tryto appear busy, evattimes when things are slower.

11. Arriveatwork earlyto look dedicated.

12. Comeo the officeat night or on weekends show that you are dedicated.
13.Beintimidating with coworkers wheih will help you get your job done.

14. Let others know that you can make things difficult for tifetiney push you too far.
15. Deal forcefully with colleagues when they hamper your alddiget your job done.
16. Deal strongly or aggressively with coworkers who inteiifeg@ur business.

17. Use intimidatiorio get colleague® behave appropriately.

18. Act like you know less than you dopeople will help you out.

19. Tryto gain assistance or sympathy from pedpl@ppearing needy some area.

20. Pretend ndb understand something gainsomeone’s help.

OCO~NOUILPWNPE
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21. Act like you need assistansepeople will help you out.
22. Pretendo know less than you d&o you canavoidan unpleasant assignment.

(Social Astuteness Factor from the Political Skill Inventory; Ferrisetal., 2005)

Describes how much you agree watlichstatement about yourself. 1 (strongly disagree) 2
(disagree) 3 (slightly disagree) 4 (neutral) 5 (slightly agree) 6 (agree) 7 (strongly agree)

1. I always seerto instinctively know the right thingp say or ddo influence others.
2. | have good intuition or say about howto present myselo others.

3. lampatrticularly goodat sensing the motivations and hidden agendas of others.
4. | pay close attentioto people’s facial expressions.

5. l understand people very well

(Sef-Monitoring; Snyder, 1974)

The statements on the following pages concern your personal reacteonamber of different
situationsNo two statements are exactly alils®,consider each statement carefully before
answeringlf a statemens TRUE or MOSTLY TRUEasappliedto you, respond Trudf a
statemenis FALSE or NOT USUALLY TRUEasappliedto you, respond False.

1. I find it hardto imitate the behavior of other people. (F)

2. My behavioris usuallyanexpression ofmy true inner feelings, attitudes, and beliefs. (F).
3. At parties and social gatherings, | do not attetmpid or say things that others will like. (F)
4. | canonly argue for ideas which | already believe. (F)

5. | canmake impromptu speeches even on topics about which | have almost no information. (T)
6. | guessl put on a shovio impress or entertain people. (T)

7. When lamuncertain howo actin a social situation, | looto the behaviors of others for cues.
()

8. | would probably make a good actor. (T)

9. | rarely need the advice ofy friendsto choose movies, books, or music. (F)

10. | sometimes appetr othersto be experiencing deeper emotions that | actually am. (T)
11. I laugh more when | watch a comedy with others than when alone. (T)

12.1n a group of peopledmrarely the center of attentiork)(

13.In different situations and with different people, | oftatlike very different persons. (T)
14. lamnot particularly goo@t making other people like me. (F)

15. Evenf | amnot enjoying myself, | often pretenad be having a good time. (T)

16.I’m not always the person | appeabe. (T)

17. 1 would not changey opinions (or the way | do things) orderto please someone else or
win their favor. (F)

18. I have considered beiag entertainer. (T)

19.1n orderto get along and be liked, | tetalbe what people expecteto be rather than
anything else. (T)

20. | have never been goatigames like charades or improvisational acting. (F)

21. | have trouble changingy behaviorto suit different people and different situations. (F)
22.At a party | let others keep the jokes and stories going. (F)

23. | feel a bit awkwarth company and do not show up qustewell asl should. (F)

24. |canlook anyonean the eye and tell ke with a straight face (if for a right end). (T)
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25. | may deceive peoplyy being friendly when | really dislike them. (T)
(Wonderlic Test)

Thisis a test of problem-solving abilityt contains various types of questions that must be
completed without the aid of a calculator or other problem-solving device.

This test contains 50 questions that increasbfficulty. It is unlikely that you will finish all of
them, but do your best.

After you click the arrowo advance the survegtthe bottom of this page, you will have exactly

12 minutedo provideasmany correct answeesyou can. Work carefully but do not spend too
muchtime on any one question or skip around. Before you begin taking this test, please answer
the sample questions below.

1. Reags the opposite of
e Obtain

Cheer

Continue

Exist

Sow

The correct responsge‘“‘sow.”
2. Paper clips sell for 23 cents per box. What will 4 boxes cost?
The correct responsg 92 cents.To answer this question, write 92 cents.

3. Miner Minor— do these words
e have similar meanings
e have contradictory meanings
e mean neither the same nor opposite

The correct response‘“mean neither the same nopposite.”

After clicking the arrowto advance the survey, you will have exactly 12 mintdgsovideas
many correct answeesyou can.

1. Bitteris the opposite of
e acid

cutting

sharp

sweet

tart
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2. The sixth month of the yemr
e October

August

May

June

3. In the following set of words, which word different from the others?
e Cinnamon

Ginger

Clove

Cotton

Mint

4. Medieval Medical do these words
e have similar meanings
e have contradictory meanings
e mean neither the same no opposite

5. Lookatthe following row of numbers. What number should come next?
49 42 352821 14

6. In the following set of words, which word different from the others?

e Slight

e Vast

e Massive
e Bulky

e Immense

7. Faithfulis the opposite of
e true
e loyal firm
o fickle sure

8. Sand sellat 8 % cents per pound. How much will you sayeébuying a 100 pound saek
$8.257

9. Ignite Ignorant- Do these words
e have similar meanings
e have contradictory meanings
e mean neither the same nor opposite
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10. Are the meanings of the following phrases:

Love me, lovemy dog. He that strikesny dog would strikaneif he dared.
e similar
e contradictory
e neither similar nor contradictory

11. Clearnis the opposite of
¢ disinfect
e scour
e scrub
e debase
e sponge

12. Assume the first 2 statements are tisithe final one:
The voiceis in tune with the piano. The piaf®in tune with the cello. The voids in tune with
the cello.

e ftrue

o false

e not certain

13.1n the following set of words, which word different from the others?
ill-matched

unsuitable

inconsistent

accordant

contrary

14. Assume the first 2 statements are tisithe final one:

These girls are normal children. All normal children are active. These girls are active.
e true
o false
e not certain

15. Two of the following proverbs have similar meanings. Which ones are they?
Those that dance must pay the music

The tongues the enemy of the neck

A golden hammer brealasiron door

Who pays the piper calls the tune

A barking dog never bites
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16. Conquers the opposite of
e overpower
e submit
e subject
e vanquish
e master

17. Suppose you arranged the following wadthat they made a true statement. Then print the
last letter of the last worasthe answer.
than fortunate rich  better

18. Attackis the opposite of
aid

assail

combat

besiege

storm

19. lllicit llliterate — do these words
e have similar meanings
e have contradictory meanings
e mean neither the same nor opposite

20. Are the meanings of the following sentences:

No wondercanlast more than three days. All good things are three.
e similar
e contradictory
e neither similar nor contradictory

21. Idea Ideal do these words
e have similar meanings
e have contradictory meanings
e mean neither the same nor opposite

22. A boyis 15 years old and his sisiertwice asold. When the bois 25 years old, what will
be the agef his sister?

23. Are the meanings of the following sentence:
Elbow-greasés the best polish. The work proves the workman.
e similar
e contradictory
¢ neither similar nor contradictory
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24. The geometric figureanbe dividedby a straight line into two parts which will fit togethar
a certain wayo make a perfect square. Draw such aliggoining two of the numbers. Then
write these numbessthe answer.

25. Chasten  Chastisedo these words
e have similar meanings
¢ have contradictory meanings
e mean neither the same nor opposite

26. Two of the following proverbs have similar meanings. Which ones are they?
Get money first; prestige comes afterward.

Look not upon the wine whahis red.

It’s anill wind that blows nobody good.

No hill is sosteep but a donkey loaded with gold can climb

The watched pot never boils.

27.Assume the first 2 statements are trigehe final one:
Great people are importantamimportant. lama great person.
e ftrue
e false
e not certain

28. Prideis the opposite of
reserve
self-esteem
self-abasement
disdain

arrogance

29.1n 66 days a boy saved $1.98. What was his average daily savings?

30. Piteous  Pitiable do these words
e have similar meanings
e have contradictory meanings
e mean neither the same nor opposite

31. How many of the five items listed below are exact duplicateaasfother
WaterhouseH. 1. WaterousH. I.
Lindquist,W. C. Lundquist,W. C.

Pollauf,A. S. Pollauf,A. S.
RosenfeldR. E. RosenfieldR. E.
SivertsenP.B. SivertsenB. P.
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32. Are the meanings of the following sentences

Nothingis sobadasnotto be good for something. A person who hopes for good fears not.
e similar
e contradictory
e neither similar nor contradictory

33. Appeals the opposite of
e Dbeseech
e entreat
e request
e deny
e invoke

34. Which numbemn the following group of numbers represents the smallest amount?
10 3 2 .8 .888 .96

35. Assume the first 2 statements are tlsithe final one:

Most explorers are risk takers. Most explorers are introverted. Some risk takers are introverted.
e ftrue
e false
e not certain

36. A clock was exactly otime at noon on MondayAt 8 PM on Tuesdayit was 128 seconds
slow. At that same rate, how much didosein %2 hour?

37. Two of the following proverbs have similar meanings. Which ones are they?
A person without moneig a bow withoutanarrow.

Moneyis a merry fellow.

Fine words butter no parsnips.

Don’t try to carry water cans on both shoulders.

The hot coal burns, the cold one blackens.

38. A plane travels 70 feet 1/10 secondAt this same speed, how many feet witravelin 3
Y% second?

39. Suppose you arrange the following wosdshat they make a complete senterté.is a
true statement, mark (T) the bracketsf false, putan(F) in the brackets.
of the Envy enemy is honor
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40. Assume the first 2 statements are thsithe final one:

Marion called Glen. Glen called Jean. Marion did not call Jean.
e frue
o false
e not certain

41. One numben the following series does not fit with the pattern set by the others. What
should that number be?
1/16 1/6 Y Yo 1 2

42. Askis the opposite of
entreat

crave

demand

appeal

deny

43. When wiras sellingat $.0125 a foot, how many feet can you buy for a dollar?

44. This geometric figureanbe dividedby a straight line into two parts which will fit together
in a certain wayo make a perfect square. Draw such a liggoining two of the numbers. Then
write the numberasthe answer.

45.In printinganarticle of 21,000 words, a printer decidesise two sizes of type. Using the

larger type, a printed page contains 1,200 words. Using the smaller type, a page contains 1,500

words. The articlés allotted 16 full pagem a magazine. How many pages musirbihe larger
type?

46. Two of the following proverbs have similar meanings. Which ones are they?
Mothers’ darlings make but milksop heroes.

Still water runs deep.

Mother knows best.

Wide will wear but narrow will tear.

As a twigis bent,sois the tree inclined.

47. For $4.50 a grocer buys a ca$é&uit which contains 14 dozen. She knows that four dozen
will spoil before she sells thert what price per dozen must she sell the good tmgain 1/3
of the whole cost?
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48. Assume the first 2 statements are tisithe final one:
All athletes are active. Some of the pedpléhis room are active. Some of the pedpléhis
room are athletes.

e true
e false
e not certain

49. Whatis the next numbadn this series?
2 1 5 .25 .125

50. Three individuals form a partnership and agoadivide the profits equally. X invests
$4,500, Y invests $4,500, and Z invests $1,00the profits are $1,500, how much less does X
receive tharf the profits were divideth proportionto the amount invested?
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Appendix E
Stimulus Development
Survey for Subject Matter Experts

Thank you for your assistance with this research! Please read the following information about
impression management:

Impression management occurs becaunsactor has a goal of creating and maintaining a
specific identity. This goat achievedyy strategically exhibiting behaviors, both verbal and
nonverbal, that will cause a tardetview the actoasdesired.

Taxonomyof Impression Management (Jones & Pittman, 1982)

Self-promotion: actors use behaviors meamtdemonstrate competency

Ingratiation: actors make themselves more likable through flatteperforming favors.
Exemplification: actors use behaviors that are self-sacrificial and demonstrate dedication.
Intimidation: actors display poweb appear dangerous

Supplication: actors tryto appear needygy showing their weaknesses.

Now, please rate the following resumes and profiles on amount of information provided and
impression management tactics used.

(for each profile/resume)

1.0Ona scale from 1-7, 1 being no information, 7 being the most possible information, please
rate the amount of information providedabove.

1 2 3 4 5 6 7

2. Based on your knowledge of impression management, on a scaletisadimnilbeing no

tactics present, 7 being the most possible tactics used, please rate the amount of impression
management tactics usedthe profile/resume above.

1 2 3 4 5 6 7

3. How strong are thigpplicant’s credentials? For this ratingjglanaverage applicant with 1
being not stron@t all and 7 being the strongest possible credentials.
1 2 3 4 5 6 7

4.If you hado guess, what gender would you guess this applicant is?
Male

Female

I’'m not sure
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Appendix F
Survey for Applicant Raters

Screening question:
Are you familiar with resumes and LinkedIn profiles?
(If yes, participants will take the survey. If no, the participant will not take the survey)

Thank you for your participatiom this study. You will review a series of LinkedIn profiles and
resumes of job applicants. Feschprofile or resume, you will rate how intelligent and
conscientious you believe the applicambe.

(Participants will see a resume or a profile, followed by the following two questions. Resumes

and profileswill be presented in a random order)

Please base the following ratings on this scale:
1 = extremely low

2 =low

3 = slightly below average
4 = average

5 = slightly above average
6 = high

7 = extremely high

1. Please estimate thigplicant’s competence.
1 2 3 4 5 6 7

2. Please estimate thigplicant’s orderliness.
1 2 3 4 5 6 7

. Please estimate thipplicant’s dutifulness.
2 3 4 5 6 7

= W

. Please estimate thipplicant’s achievement-striving.
2 3 4 5 6 7

BN

. Please estimate thipplicant’s self-discipline.
2 3 4 5 6 7

= Ol

. Please estimate thipplicant’s cautiousness.
2 3 4 5 6 7

= o

\‘

. Please estimate thpplicant’s verbalahility.
1 2 3 4 5 6 7

102



8. Please estimate thipplicant’s quantitative ability.
1 2 3 4 5 6 7

3. This applicants applying for a position with a base salary range of $40®865,000. Based
on this range and thgpplicant’s resume/profile, what starting salary would you recommend?
gliding scale ranging from 40,000-55,000)

4. How strong are thigpplicant’s credentials? For this ratingjglanaverage applicant with 1
being not stron@t all and 7 being the strongest possible credentials.
1 2 3 4 5 6 7

5. If you hadto guess, what gender would you guess this applicant is?
Male

Female

I’m not sure

(Demographics)

Whatis your current ageallow 2 numerical digits to be entered)

Whatis your gender?
1. Male

2. Female

3. Prefer noto say

Whatis your race?

. African American

. Chinese

. Filipino

. Indian

. Japanese

. Korean

. Southeast Asian

. White Caucasian-Non-Hispanic
. Hispanic

10. Mexican

11. American Indian/Alaskan Native
12. Middle Eastern

13. More than one race

14. Unknown

15. Prefer noto say

OCO~NOUILPWNPE
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Whatis your highest level of education?
1. High School

2. Associates Degree

3. Bachelor’s Degree

4. Master’s Degree

5. Juris Doctorate

6. Doctorate

7. Post-Doctorate

8. Prefer noto say

For which of the following social networking sites do you have a profile?
. Facebook

. LinkedIn

. Twitter

. Instagram

. Google+

. Pinterest

. Tumblr

~No o~ WNBRE

How often do you use each of the following sites for personal (rather than professional reasons?

Daily 2-3/week  Once a 2-3/month Once a >O0Oncea Never/Do not
week month month have a profile

Facebook
LinkedIn
Twitter
Instagram
Google+
Pinterest
Tumblr

(Impression Management Scale, Bolino and Turnley, 1999, items will be presented in random
order)

Please describe how frequenitiythe last 6 months you have used eafcthese strategies while
atwork based on the following scale:

1 = never behave this way

2 = very rarely behave this way
3 = occasionally behave this way
4 = sometimes behave this way
5 = often behave this way

1. Talk proudly about your experienceeducation.

2. Make people aware of your talents or qualifications.

3. Let others know that you are valuatdeéhe organization.
4. Make people aware of your accomplishments.

5. Compliment your colleaguass they will see yowaslikeable.
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6. Takeaninterestin yourcolleagues’ personal liveso show them that you are friendly.
7. Praise your colleagues for their accomplishments so they will consider you a nice person.
8. Do personal favors for your colleaguesshow them that you are friendly.

9. Stayat work lateso people will know you are hard working.

10. Tryto appear busy, evattimes when things are slower.

11. Arriveatwork earlyto look dedicated.

12. Comeo the officeat night or on weekends show that you are dedicated.
13.Beintimidating with coworkers wheih will help you get your job done.

14. Let others know that you can make things difficult for tifetimey push you too far.
15. Deal forcefully with colleagues when they hamper your alddiget your job done.
16. Deal strongly or aggressively with coworkers who inteifes@ur business.

17. Use intimidatiorio get colleague® behave appropriately.

18. Act like you know less than you dopeople will help you out.

19. Tryto gain assistance or sympathy from pedpl@ppearing needy some area.

20. Pretend ndb understand somethinig gainsomeone’s help.

21. Act like you need assistaaso people will help you out.

22. Pretendo know less than you d&o you canavoidanunpleasant assignment.

(Social Astuteness Scale, itemswill be presented in random order)

Describes how much you agree walichstatement about yourself.
1 = strongly disagree

2 = disagree

3 = slightly disagree
4 = neutral

5 = slightly agree

6 = agree

7 = strongly agree

1. I always seernto instinctively know the right thingp say or ddo influence others.
2. | have good intuition or savvy about htmpresent myselo others.

3. lamparticularly goodht sensing the motivations and hidden agendas of others.
4. | pay close attentioio people’s facial expressions.

5. l understand people very well

(S=lf-Monitoring Scale, items will be presented in random order)

The following statements concern your personal reactmasiumber of different situationso
two statements are exactly alils®,consider each statement carefully before answelfirzg.
statemenis TRUE or MOSTLY TRUE asappliedto you, respond Trudf a statemens FALSE
or NOT USUALLY TRUE asappliedto you, respond False.

1. I find it hardto imitate the behavior of other people.

2. My behavioris usuallyan expression oy true inner feelings, attitudes, and beliefs.
3. At parties and social gatherings, | do not atteimpio or say things that others will like.
4. | canonly argue for ideas which | already believe.
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5. Icanmake impromptu speeches even on topics about which | have almost no information.
6. | guess | put on a shawimpress or entertain people.

7. When lamuncertain howo actin a social situation, | looto the behaviors of others for cues.
8. I would probably make a good actor.

9. | rarely need the advice ofy friendsto choose movies, books, or music.

10. | sometimes appetr othersto be experiencing deeper emotions that | actually am.

11. I laugh more when | watch a comedy with others than when alone.

12.1n a group of peopledmrarely the center of attention.

13.In different situations and with different people, | ofeatlike very different persons.

14. lamnot particularly gooét making other people like me.

15. Evenf | amnot enjoying myself, | often pretend be having a good time.

16.I’m not always the person | appeaibe.

17. I would not changey opinions (or the way | do thingB) orderto please someone else or
win their favor.

18. | have considered beiag entertainer.

19.1n orderto get along and be liked, | tetolbe what people expemeto be rather than
anything else.

20. | have never been goatigames like charades or improvisational acting.

21. | have trouble changingy behaviorto suit different people and different situations.
22.At a party | let others keep the jokes and stories going.

23. | feel a bit awkwarth company and do not show up gustewell asl should.

24. | canlook anyonen the eye and tell ke with a straight face (if for a right end).

25. | may deceive peopley being friendly when | really dislike them.
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Appendix G
Examples of Linkedln and Resume Stimuli

Q Advanced

Profile My Network Education Jobs Interests Business Services Try Premium for free

Shawn Wilson

Student at Colorado State University
Fort Collins, Colorado

Colorado State University, Natures Herbs and Wellness Center
Cables Pub and Grill
ducatior Colorado State University

Student Caller
Colorado State University
August 2015 — Present (10 months) | Fort Collins, Colorado Area

HR Assistant

Natures Herbs and Wellness Center
August 2015 — Present (10 months) | Garden City, Colorado

Waitress
Cables Pub and Grill

June 2011 — December 2015 (4 years 7 months) | Fort Morgan

b )
6 Education

Colorado State University
Bachelor’s Degree, Industrial and Organizational Psychology
2012-2017

Fort Morgan High School

Help Center About Careers Advertising Talent Solutions Sales Solutions Small Business Mobile Language Upgrade Your Account

LinkedIn Corporation ©2016 | User Agreement  Privacy Policy ~Ad Choices Community Guidelines Cookie Policy Copyright Policy = Send Feedback
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Q  Advanced

Profile

Biomarkers - 3-day workshop at UCSD. May 9-11. Taught by practitioners in the field. | Read More »

Kelsey Clark
Student at Colorado State University
Fort Collins, Colorado | Civil Engineering
REI
Colorado State University

Background
Q Experience

Office Specialist
REI
August 2013 — Present (2 years 10 months) | Fort Collins, Colorada

) :
6 Education

Colorado State University
Environmental Engineering, Environmental engineering
2012-2017 g

Activities and Societies: Ultimate Frisbee

Colorado State University
Environmental Engineering Technology/Environmental Technology
2012 -2017 Wy

w Volunteer Experience & Causes

Causes Kelsey cares about:

+ Environment
- Science and Technology

coop

REI
Retail
+ Follow

Schools

&)

Colorado State Unive...

Fort Collins, Colorado
Area
Following

Help Center About Careers Advertising Talent Solutions Sales Solutions Small Business Mobile Language Upgrade Your Account

Linkedln Corporation © 2016 User Agreement  Privacy Policy = Ad Choices Community Guidelines  Cookie Policy Copyright Policy ~ Send Feedback
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Chris Lee
Summer Intern at BHICO

Longmont, Colorado | Construction

Pr Longs Peak Landscape, Commercial Tire
Colorado State University

Background
a Experience

Summer Intern
BHICO BH

May 2015 - Present (1 year 1 month) | Windsor, CO

Q

Intern, Tower crew member

Landscaper ’/«
Longs Peak Landscape

April 2013 - August 2013 (5 months)

Helping with every aspect of the job. Mainly on the paver patio installation team.

Warehouse Staff
Commercial Tire
August 2012 - February 2013 (7 months)

)8' Skills

n Project Planning

n Customer Service

Focused

Strong Work Ethic
Determination
Communication

Positivity

2 )
4 Education

Colorado State University
Construction Management major with Business Adminstation minor
2013 -2017

Construction Management

Monarch High School
High School/Secondary Diplomas and Certificates
2010-2012

@ Languages

English

Help Center  About Careers Advertising = Talent Solutions = Sales Solutions Small Business  Mobile

Upgrade Your Account

Linkedin Corporation © 2016 | User Agreement = Privacy Policy Ad Choices = Community Guidelines ~ Cookie Policy = Copyright Policy ~ Send Feedback
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CASEY HENDERSON

EDUCATION
Semester at Sea (Study Abroad) Summer of 2014
Double Major: Sociology & Psychology August 2012-present

Colorado State University (CSU), Fort Collins, CO

PROFILE

Strong teamwork skills acquired through Drama Club, work at Cover 4 Theatres, LaMar’s Donuts
Communication skills acquired through concession sales at Cover 4 Theatres, LaMar’s Donuts, and
volunteering for Victim Assistance Team

Organization skills acquired through being a full-time student and leadership positions in Drama Club
Time management skills acquired through being a full-time student and participation in clubs

WORK EXPERIENCE

LaMar’s Donuts, Fort Collins, CO Spring 2013 — December 2014

Sales Associate

Cover 4 Theatre Employee, Fort Morgan, CO June 2010 — December 2012

Shift leader- in charge of staff and closing for the night
Technician- start and maintain projectors

Concession sales

Maintenance- cleaning theatres, bathrooms, and concessions

Babysitting, Fort Morgan, CO 2008 -2012

First-aid and safety training
Child care skills

LEADERSHIP AND SERVICE

CSU History Club Spring 2015 — present

Member of club, participating in various club activities
Social Media Officer as of the beginning of the Fall 2015 semester

CSU Criminal Justice Organization Fall 2014 — present

Member of club, participating in various club activities and trips
Volunteering for CSU’s Ram Ride

CSU Victim Assistant Team (VAT) Fall 2013- present

Volunteer work being an on-call, after-hours advocate for victims of sexual abuse and assult on campus
Advocate during the “Take Back the Night” walk to Old Town, Fort Collins
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Harper Scott

Education:

Colorado State University - Fort Collins, CO Anticipated Graduation: May 2017
Bachelor of Arts: Interdisciplinary Liberal Arts
Relevant Coursework: Mass Communication, Intercultural Communication, Public Relations

Work Experience:

Guest Relations & Event Associate, Office of CSU Events: Fort Collins, CO June 2015 - Current
¢ Duties: organize events, communicate with donors and faculty, daily operations
¢ Accomplishments: successful completion of events including President’s Gala, Ram Good
Time Auction, Alumni Tailgates and other events

Community Events Intern, Rosemount Museum: Pueblo, CO June 2014 - Sept. 2014
¢ Duties: Assisted in planning and implementing special events, daily tours, daily operations,
administrative responsibilities and research
¢ Accomplishments: Expanded public speaking skills

Pool Assistant Manager, Pueblo Parks and Recreation: Pueblo, CO May 2013 - Sept. 2013
¢ Duties: Enforced rules and policies, organized special events, scheduled lifeguards and
managed finances
¢ Accomplishments: Met deadlines consistently, supervised 12 staff, provided a safe and
friendly environment, recognized for high-quality work

Lifeguard, Pueblo Parks and Recreation: Pueblo, CO May 2010 - Aug. 2012
¢ Duties: Contributed to the overall safety of the pool, maintained a clean and professional
environment for pool guests, taught water safety courses
¢ Accomplishments: Monitored approximately 100 swimmers per day, affectively assisted
people, developed teamwork skills

Volunteer Experience:

INTO CSU: Colorado State University — Fort Collins
¢ Tutored international students involved in the program to develop their ability to speak, write
and read the English language

Global Leadership Adventures: Costa Rica
¢ Lived and worked in a rural community during part of the summer of 2013
4+ Assisted in projects to improve a school’s infrastructure
¢ Provided after-school activities for children
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Riley Murphy
Education

Colorado State University Expected Graduation May 2017

BA in Economics with minor in Business Administration

Skills

B Exceptional sales and customer service skills, nearly five years of successful operation with clientele.

B Adept analytical capabilities, years of analyzing and comprehending market data. Proficient in MS Office with an
emphasis on Microsoft Excel. I can perform vliookups, manipulate pivot tables, and have an understanding of a
variety of different formulas.

B Deadline oriented and organized, history of completing tasks on time with great accuracy,

®  Competitive and driven, participation in Varsity soccer and real estate sales develop a winning mentality.

Professional History
Headwaters Realty, Transaction Manager- Fort Collins, CO 08/15-Present
8 Documented all broker transactions.
B Facilitated all broker transactions, proofread contracts, made agents aware of upcoming deadlines.
B Assisted in general business management practice and marketing.
®m Created and developed new systems to promote productivity and ease using Microsoft Excel.
Rocking X Land Company, Real Estate Sales Agent- Burlington, CO 06/11-08/15
B Used self-marketing and sales skills in arder to create business.
B Participated in several residential and commercial sales transactions as a licensed real estate agent.

m . Fulfilled client needs and facilitated smooth transactions through negotiation, expectation setting, and knowledge of
real estate practice,

®  Created dozens of market analyses for residential, commercial, and agricultural properties for my clients as well as
property valuation companies using Microsoft Excel as well as other programs.

B Researched ownership of subsurface (mineral) rights for clients” proof of possession.

Renewablue LLC, Sales Associate- Fort Collins, CO 02/13-08/13

B Operated as a broker and participated in several home sales on both the buying and selling sides.

B Used various programs to create market analyses for clients on a month-to-month basis.

B Brought energy efficient updates to homes in Northern Colorado by acting as broker between contractors and clients.

®  Sold my Excel program that tracked increases in energy efficiency after sustainability renovations to company upon
leaving,.

112



