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Abstract

A recent novel development in interview technologies is asynchronous video interviews
(AVIs). Although AVIs differ in key design aspects, the effect of AVI design characteristics
on applicant reactions is not well understood. The primary purpose of the present study was to
determine how differences in AVI stimulus format, such as using either video vs. textual stimuli
in instructions and interview questions, may influence applicant perceptions of social presence
in interviews. Drawing on social presence theory, it was hypothesised that participants who
experienced a video-stimuli based AVI will experience higher levels of social presence than
those who experienced a text-stimulus based AVI. Furthermore, given a dearth of previous
research on the role of individual differences in AVIs, a secondary purpose of the research was
to test the potential moderating role of applicants’ social presence preferences and their affinity
for technology. To these ends, a pre-registered experiment was used in which participants were
randomly assigned into an AVI with either video or text-based instructions and interview
questions. Participants in both groups completed a mock digital interview, rated their own
levels of perceived social presence, and completed the measures of individual preferences. The
experiment was repeated in two independent national samples, including respondents from a
South African (N = 58) sample and an American sample (N = 162). The findings revealed
mixed results between the two samples. Participants in the SA sample who viewed a video-
based AVI perceived higher levels of social presence compared to those who viewed a text-
based AVI, suggesting that AVI stimulus format enhanced applicants’ perceptions of social
presence. However, these findings did not generalise to the USA sample, where video stimuli
did not increase respondents’ social presence perceptions. Further analyses showed that the
study effects did not depend on applicants’ preferences for social presence and their affinity for
technology. The study contributes to literature on automated video interview design by showing
novel insights into the effects of key design features of digital interviews on applicant reactions.

Implications for theory are discussed and recommendations for practice and research are made.

Key words: Asynchronous video interview, applicant reactions, social presence

perceptions, social presence preferences, affinity for technology, personnel selection
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Chapter 1: Introduction
1.1 Background

In recent years, technological advancements have significantly contributed to changes
in how personnel selection and assessment devices are delivered, administered and scored.
Online personality tests, cognitive ability tests and web-based interviews have become
mainstream practice, with assessments delivered in this medium gaining considerable research
attention (Langer et al., 2017; Stone et al., 2013; Vecchione et al., 2012). Asynchronous Video
Interviews (AVIs) are among the latest developments in interview technology that have been
on the rise. According to Gorman et al. (2018), an AVI is a one-way interview conducted
entirely via online platforms. AVIs require applicants to record their responses to a variety of
interview questions by means of a webcam and microphone (Basch et al., 2020). Subsequently,
the applicants’ responses are analysed by human raters or artificial intelligence software (Suen
et al., 2020).

Organisations adopt AVIs as an assessment tool due to their significant benefits to both
employers and applicants. This includes the ability of raters to analyse the applicant responses
at their convenience, more efficient use of time and reduced costs and an extension of the
applicant pool (Gorman et al., 2018; Langer et al., 2017; Suen et al., 2020). These demonstrated
advantages may result in an upsurge in AVI use. HireVue (https://www.hirevue.com), for
example, demonstrated a drastic rise in the number of AVIs conducted between 2012 and 2016,
with numbers rising from 13 000 to 2.5 million (Greenfield, 2016). As of March 2021, HireVue
has hosted more than 20 million virtual interviews. Indeed, AVIs are rapidly becoming a norm
in the assessment and selection processes implemented by organisations.

1.2 Research Problems

Although AVIs are becoming more common in the selection process, the rate at which
they are being used is concerning considering the lack of AVI research to date (Basch et al.,
2020; Gorman et al., 2018; Lukacik et al., 2020). For instance, there has been a lag in research
regarding crucial AVI outcomes (for example, applicant reactions) as well as applicants’
perceptions of the medium (Basch et al., 2020). Therefore, further research to expand the
current AVI literature would be beneficial.

A crucial consideration for organisational researchers is that AVIs do not follow a single
format but differ due to unique design characteristics. For example, AVI design characteristics

may differ in terms of features such as media, response formatting and evaluation (Lukacik et



al., 2020). Given the variation of AVI designs, it is unclear how the distinct features of AVIs
affect interview outcomes (Lukacik et al., 2020). To address this shortcoming, the present study
draws on the modular approach by Lievens and Sackett (2017), a framework which can be
utilised to understand the effect assessment design and/or method factors on assessment
outcomes. In line with the modular framework, an opportunity exists for further research to
expand current understanding of how AVI stimulus format, such as reliance on video or text
stimuli in instructions and questions, may affect applicants’ reactions and behaviours.
Empirical evidence on this issue is important as a basis for guiding best practices in future AVI
use in industry and research.

Currently, little is known about the effect various AV stimuli formats have on applicant
reactions. Applicant reactions refer to how candidates perceive and respond to various
selections tools (McCarthy et al., 2017). For example, interview anxiety and applicant
motivation to perform (Lukacik et al., 2020). Importantly, applicant reactions may be
associated with applicant perceptions of the organisation (Brenner et al., 2016). In recent years,
evidence supporting the relation between applicant reactions and their actual behaviour has
been accumulating. For instance, research suggests that applicant reactions may be linked to
job performance (Konradt et al., 2017). A critical applicant reaction to consider in AVIs is
applicant perceptions of social presence. Social presence can be defined as the degree of
salience between communication partners (Short et al., 1976). For example, video conferences
have greater social presence than email communication mediums and are seen as warm and
sociable. In contrast, communication mediums, such as direct messages, have lower social
presence and are viewed as cold and unsociable (Short et al., 1976). Social presence is a
construct that may significantly impact an applicants’ intention to accept a job offer at the
organisation and the likelihood that they will recommend the organisation to others (Lukacik
etal., 2020). Therefore, given the rise of AVIs use, research on the effect of AVI stimuli formats
on applicants’ social presence perceptions is critical to organisations. For instance, if video
stimuli significantly increase applicants’ perceptions of social presence, organisations could
present video stimuli in AVIs to increase the likelihood that applicants will recommend the

organisation to others.

1.3 Objectives

Against this background, the present study aims to contribute to organisational research
by exploring how differences in video and textual AVI stimuli formats may impact applicant



perceptions of social presence. To date, applicant social presence perceptions in AVIs have
received no research attention. The present study follows a recent proposition by Lukacik et al.
(2020) by measuring social presence perceptions in AVIs containing different stimuli formats.

In addition to questions about the effect of AVI stimuli formats on social presence,
people respond to design features differently. In other words, individual differences amongst
applicants may impact their reactions and behaviours towards AV design features. Individual
differences are here referred to as the variations amongst individuals in relation to various
aspects. Previous research has failed to consider the impact of applicants’ individual
differences, specifically in two aspects. First, applicants may vary in their social presence
preferences, defined here as an individual’s desire to feel social presence. Second, research in
other domains shows that applicants may differ in their affinity for technology in web-based
interviews and AVIs (Basch et al., 2020). Applicants’ affinity for technology refers to the
attitude individuals demonstrate towards technology and may significantly impact their
interview performance and willingness to accept the AVI invitation (Edison & Geissler, 2003;
Lukacik et al., 2020). For instance, individuals with a low affinity for technology may react
differently to stimulus format in AVIs compared to individuals with a high affinity for
technology. Research in this area will provide unique insights to understand individuals’
reactions and behaviour towards AV stimulus format.

The current study will, therefore, address the gap by determining the impact applicants’
individual differences, including social presence preferences and affinity for technology, may

have on their reactions and behaviours towards AVIs.

1.4 Research Questions

The research questions were as follows:

e What is the effect of stimulus format, such as video and text, in AV design on applicant
perceptions of social presence?

e Does the association between AVI stimulus format (video vs text) and applicants’ social
presence perceptions depend on applicants’ social presence preferences and affinity for
technology?

Therefore, the study comprised of a field experiment in which prospective job
applicants completed either an audio-visual based AVI or a text-based AVI for a mock job
interview, as well as a survey measure set (to assess individual difference characteristics and

applicant reactions). The use of an experiment allowed causal inferences on AVI stimulus



format and applicant social presence perceptions to be deduced, and provided a strong basis for
evidence based recommendations for organisational practice. This study will go a long way
towards providing evidence for the potential causal effects of AV1 stimulus format on applicant
reactions, as well as the potential moderating role of individual differences.

1.5 Layout of Dissertation

This introductory chapter presented a background to the study, highlighted the research
problems and discussed the objectives of the study. The next chapter will present definitions,
theoretical origins, an in depth review of the study variables and a discussion of previous
research findings. Thereafter, the methods chapter will provide a description of the research
design, sample, data collection procedure, ethical considerations and the data analysis process
that was suitable for the current study. Following this, the study findings will be presented in
the results chapter. Subsequently, the study findings, implications of the study, limitations and
recommendations for future research will be discussed in the discussion chapter. Finally, an

overall conclusion will be provided.



Chapter 2: Literature Review
2.1 Introduction

The purpose of this chapter is to explore the independent, dependent, and moderating
variables, which form part of the study into the effects of AVI stimulus format on applicant
reactions and the potential moderating role of individual differences. This chapter presents the
definitions, theoretical origin and previous empirical research relating to each variable, namely
AVI stimulus format, social presence perceptions and individual differences such as, social
presence preferences and affinity for technology. Furthermore, the relationship between AVI
stimulus format and social presence perceptions, and the potential moderating role of individual
differences is explored. It is important to understand these relationships because applicant
reactions may significantly affect applicant behaviours, such as intentions to accept a job offer.
This discussion will be used to generate four plausible hypotheses (related to the influence of

AVI stimulus format). The review concludes with a conceptual model of the study.

2.2 Selection Interviews

This study investigated the stimuli formats of asynchronous selection interviews.
Selection interviews are one of the most adopted tools by organisations for use in personnel
selection (Basch et al., 2020). This may be due to the fact that interviews are generally well
received by applicants when compared to other selection tools (Huffcutt et al., 2014). These
claims are supported by multiple survey findings. For example, in a study conducted in
numerous organisations across five continents, Ryan et al. (1999) concluded that interviews
were the most common selection tool. More recently, Alonso et al. (2017) reported similar
results supporting the prevalence of selection interviews in personnel assessment.

The use of technology in selection interviews is on the rise. For instance, firms offering
assessment and selection services are progressively including technological components in
assessment design (Tippins, 2015). The type of technology used in assessments includes
computers employed to score tests, and video technologies to allow applicants to view test
questions and record their responses (Tippins, 2015). Given the apparent popularity of selection
interviews and the growing use of technology in assessment and selection processes, alternative

modes of administration have been developed in addition to traditional face-to-face interviews.



2.3 Asynchronous Video Interviews (AVIs)
2.3.1 AVI definition

Traditional interviews involve face-to-face interactions between the applicant and
interviewer (Huffcutt et al., 2014). AVIs are a recent alternative to traditional interviews and
are defined by Lukacik et al. (2020, p.1) as “a one-way asynchronous interaction during which
the applicant does not interact in real-time with any representative of the organization.” Langer
et al. (2017) add that in AVIs, also referred to as digital interviews, there is no real-time

interaction between the applicant and interviewer.

2.3.2 How do AVIs work?

In the AVI process, applicants log onto an online AVI platform where they are
presented with predetermined interview questions on a screen. Figure 2.1 demonstrates an
example of how questions may be asked on an AVI platform. Subsequently, applicants are
invited to record their response to the question using a webcam and microphone (Basch et al.,
2020; Brenner et al., 2016). As mentioned earlier, applicant responses are evaluated by human

raters or artificial intelligence software at a later stage (Basch et al., 2020; Lukacik et al., 2020).

Figure 2.1

Example of an AVI Platform

Question2of 6 Video Response © masers

Tell me about a time when you o~ .
ponse time 2:49 Done Answering
solved a problem for a customer s

in a way that exceeded his or
her expectations.

© Help  © Settings

Note. HireVue (https://www.hirevue.com)
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2.3.3 AVI Uptake

Past studies have focussed on applicants’ perceptions and reactions to AVIs compared
to traditional interviews. Research suggests that applicants support the use of AVIs as a
selection tool because they increase flexibility as well as job and interview opportunities.
However, it has also been found that AVIs are low in favourability due to their impersonal
nature and the potential limitation of technological issues (Brenner et al., 2016; Guchait et al.,
2014; Langer et al., 2017). Moreover, research suggests that AVIs are perceived as less fair
than traditional interviews, with face-to-face interviews having higher levels of perceptions of
social presence (Basch et al., 2020). On the whole, it seems that participants may prefer
traditional interviews to digital interviews, as traditional interviews are perceived to be fairer.

Organisational psychology research on AVIs has increasingly focused on using AVIs
to successfully predict applicant personality traits. For example, researchers have utilised
artificial intelligence software to extract non-verbal behaviours from AVIs in order to assess
personality traits including openness, contentiousness, extraversion, agreeableness and
neuroticism (Hickman et al., 2021; Suen et al., 2020). Indeed, artificial intelligence software
may be embedded into an AVI to predict an interviewee’s personality traits.

A recent review by Lukacik et al. (2020) outlines fruitful areas of research regarding
AVIs. The article outlines the critical need to explore how differences in AVI designs may

impact applicants’ reactions and behaviours, which the current study will contribute towards.

2.3.4 Advantages and Disadvantages of AVIs

AVIs demonstrate considerable advantages to organisations. A notable feature of AVIs
is their ability to assess numerous participants simultaneously, to determine who is most
suitable for the position (Langer et al., 2019; Lukacik et al., 2020; Suen et al., 2020).
Interestingly, in an AVI, applicants can record answers to the interview questions at a time that
is most suitable for them (Suen et al., 2020). This feature results in an expansion of the applicant
pool to individuals’ who may have otherwise been difficult to reach (Basch et al., 2020; Brenner
at al., 2016). For example, international time zones may act as a barrier in video conferencing
interviews. In AVIs, however, this is not a concern (Brenner et al., 2016). Additionally, there
is a reduction in transport costs as applicants are not required to travel. As a result, it appears
that the number of applicants afforded the opportunity to be assessed in AVIs is higher than in

traditional interviews.



Another critical advantage of web-based asynchronous video interviews is its ability to
increase efficiency in the selection process (Langer et al., 2017). For instance, video interview
records are easily accessible and can be shared and evaluated at the raters’ convenience. In
addition, to efficiently assess applicants, research suggests that AVIs offer significant
psychometric benefits (Basch et al., 2020). This is largely due to the elimination of interviewer
probing in AVIs, with the questions being pre-determined and each design administered
correspondingly (Lukacik et al., 2020). Furthermore, given that there is no influence of the
interviewer on the interviewee, AVIs are standardised and consistency across applicants is
ensured. Evidence has shown that standardisation increases reliability and validity (Huffcutt et
al., 2014). Therefore, the general components of AVIs significantly contribute to its reliability
and validity.

Despite their many advantages, AVIs, however, are not without limitations. For
instance, AVIs significantly differ from other interview modalities as a result of the lack of
synchronous communication. As a result, AVIs are generally less accepted compared to
traditional face-to-face interviews (Basch et al., 2020; Langer et al., 2017; Proost et al., 2020).
Research suggests that communication in AVIs is lower in interactivity and transparency than
traditional interviews, and individuals prefer face-to-face interviews as they believe they are
offered a better opportunity to demonstrate their full potential (Langer et al., 2017; Proost et
al., 2020). In sum, the use of AVIs in assessment and selection processes demonstrates various
limitations; however, the advantages and disadvantages of AVIs can be significantly affected

by specific AVI design characteristics.

2.3.5 AVI Design Characteristics

AVIs differ in design characteristics. Lukacik et al. (2020, p.2) recognise and define
AVI design as, “how the interview is programmed, or the configuration of features that are
chosen, to create the user experience”. It is important to acknowledge that AVIs may differ due
to their unique design characteristics (Langer et al., 2019; Lukacik et al., 2020). Table 2.1
demonstrates notable differences in AVI design characteristics. For instance, certain AVI
designs may utilise audio-visual welcome messages and questions, while others may use textual
formatting to present their welcome message and questions (Lukacik et al., 2020). Similarly,
in terms of response formatting features, certain AVI configurations may allow response
preparation time and an option to re-record responses while others may not (Lukacik et al.,
2020). Therefore, it is clear that AVIs are unique due to various design characteristics.



Table 2.1
AVI Design Features

Structure Formatting Features

Question timers Questions are presented to applicants for a set duration.

For example, this may last for 30 seconds or until the applicant

clicks a button to acknowledge that the question is understood.

Media Features
Video introductions Videos or audio clips may be included in the AV1 design.

This could include a video to introduce the applicant to the

workplace.

Video recorded questions Video recorded questions involve human interviewers posing the

question.

Media quality This refers to the image resolution, sound and quality of the media

present in the AVI.

Response Formatting Features
Recording can happen immediately after the question is posed or

Response preparation time
time to generate a response may be provided.

Re-recording responses Applicants may be granted additional attempts to re-record

interview question responses.

Note. From “Into the void: A conceptual model and research agenda for the design and use of
asynchronous video interviews,” E.-R. Lukacik, J. S. Bourdage and N. Roulin, 2020, Human
Resource Management Review, 32(1), p.2 (https://doi.org/10.1016/j.hrmr.2020.100789)

It is important to keep in mind that specific AVI design decisions may impact
applicants’ reactions and behaviours. Response preparation time, for example, is a particular
design feature that may influence applicant perceptions of fairness. On the one hand, longer
preparation time could increase applicants’ perceptions of their opportunity to perform well.
On the other hand, however, shorter or no preparation time could be perceived as unfair
(Lukacik et al., 2020). Further, response preparation time could influence applicant anxiety.
For example, longer preparation time may reduce anxiety as applicants would have more time
to formulate responses (Lukacik et al., 2020). In addition, Lukacik et al. (2020) highlight that
applicant perceptions of social presence may be influenced by design decisions. Thus, it is
evident that specific design features may significantly affect applicant reactions, behaviours

and outcomes.
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2.3.6 Lievens and Sackett (2017) Modular Approach

To gain a better understanding of AVI designs, a modular approach is suitable. Lievens
and Sackett (2017) developed a 7-predictor method factor framework to specifically gain
understanding of personnel selection design. In their modular approach, each predictor method
factor represents an aspect of test design. A modular approach is suitable to gain insight
regarding the underlying components of AVI designs and their probable effects. For instance,
as opposed to viewing selection procedures as holistic entities, a modular approach breaks
down a system into smaller parts. As a result, substantial insight is gained into the different
components of selection design (Bobko & Roth, 2013). Another noteworthy advantage, as
highlighted by Lievens and Sackett (2017), is that a modular approach enables experiments to
be conducted in which certain components of the design may be modified. Such
experimentation may remarkably assist in improving current selection designs. Table 2.2
demonstrates the factors in the framework including stimulus format, contextualisation,
stimulus presentation consistency, response format, response evaluation consistency,
information source and instruments (Lievens & Sackett, 2017).

Stimulus Format. stimulus format is defined as, “the modality by which test stimuli
are presented to test-takers”, according to Lievens and Sackett (2017, p. 45). Previous studies
have distinguished six categories of stimuli including textual, pictorial, auditory, audio-visual,
remote online and face-to-face stimuli. Textual stimuli include written items; pictorial stimuli
include pictures in a task; auditory stimuli involve voiceovers or telephone interviews; dynamic
audio-visual stimuli may include avatar-based characters; while remote online and face to face
interactions may include videoconferences or live stimuli presented by interviewers (Lievens
& Sackett, 2017).

Previous research has demonstrated the importance of stimulus format in selection
outcomes including validity, subgroup differences and applicant perceptions. For example,
findings from a study on situational judgement tests suggest that utilising audio-visual stimuli
instead of textual stimuli resulted in better applicant perceptions (Kanning et al., 2006).
Furthermore, research that relied on social bandwidth theories, found that applicant ratings
were lower in video-conference interviews than in face-to-face interviews due to lower social
presence (Robles et al., 2013; Van lddekinge et al., 2006). The current study adopts an
experimental design in which selected aspects of stimulus format were modified, while holding

the remaining six factors constant.
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Table 2.2

Stimulus Format Predictor Method Factor

Predictor Method Factor Examples

Textual stimuli

Pictorial stimuli

Modality by which test
stimuli (information,

questions, prompts) are
presented to test-takers

Auditory stimuli
Stimulus format
Dynamic audio-visual stimuli

Videoconference/remote interactive
stimuli

Face-to-face interactive stimuli

From “The effects of predictor method factors on selection outcomes: A modular approach to
personnel selection procedures,” F. Lievens and P. R. Sackett, 2017, Journal of Applied
Psychology, 102(1), p. 46 (https://doi.org/10.1037/apl0000160)

2.4 Applicant Reactions

Research has shown that applicant reactions have made meaningful contributions to
recruitment and selection over the years. Given that the role of human resource departments in
organisations are progressively being viewed as crucial organisational partners, employers
have demonstrated increased interest in applicant reactions to assessment and selection
processes (McCarthy et al., 2017).

2.4.1 Applicant Reactions Definition and Gilliland’s (1993) Model

Applicant reactions refer to how job applicants respond to selection tools based on their
experience throughout the application process (McCarthy et al., 2017). These reactions include
perceptions of fairness, social presence perceptions and levels of motivation (McCarthy et al.,
2017).

Gilliland (1993) developed one of the most advanced models of applicant reactions by
utilising the principals of organisational justice to explain how applicants react to selection
tools. Gilliland’s (1993) model proposes 10 procedural justice rules, and suggests that
applicants’ perceptions of the organisations ability to adhere to those rules affect their
perceptions of fairness of the assessment process. In turn, applicants’ fairness perceptions may

affect crucial outcomes such as job offer acceptance.
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2.4.2 Empirical Evidence Regarding Applicant Reactions

In recent years, there has been a growing interest by organisational researchers in
studies regarding applicant reactions due to the impact on applicant behaviours including offer
acceptance intentions and organisational attractiveness (Konradt et al., 2017). From previous
research, applicant reactions have been found to be significantly related to organisational
attractiveness, test performance, test motivation and job performance (Konradt et al., 2017,
Van Iddekinge et al., 2006). This suggests that applicant reactions have meaningful effects on

applicant behaviours and intentions.

2.4.3 Social Presence

Applicant perceptions of social presence have been identified as a critical applicant

reaction to consider in AVI research.

2.4.3.1 Definitions of Social Presence and Social Presence Theory

Various scholars have defined the concept of social presence. Initially, social presence
was introduced by Short et al. (1976) as a theoretical framework to understand communication
through different media channels. Short et al. (1976, p.65) define social presence as, “the degree
of salience of the other person in a mediated communication and the consequent salience of
their interpersonal interactions.” Short et al. (1976) further suggests that social presence is
comprised of two closely related concepts namely, intimacy and immediacy. Intimacy refers to
a sense of connectedness that individuals’ feel during an interaction, while immediacy refers
to a sense of the psychological distance between interactions. Rice (1993, p. 453) defines social
presence as, “the degree to which a medium is perceived as conveying the presence of the
communicating participants.”

Social presence can be conceptualised in six interrelated ways namely presence as
social richness, presence as realism, presence as transportation, presence as immersion,
presence as social actor within medium and presence as medium as social actor (Lombard &
Ditton, 1997). Considering this conceptualisation, presence as social richness is crucial to
understanding the effects of AVI stimulus format (Lukacik et al., 2020). Presence as social
richness refers to the extent to which a communication medium is perceived as sociable, warm
or personal during interaction and can be achieved through eye contact, intimacy of

conversation topic and facial expressions (Lombard & Ditton, 1997; Lukacik et al., 2020).
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The theoretical origin of social presence lies in the social presence theory. Proposed by
Short et al. (1976), social presence theory explains the differential effects various
communication mediums have on communication between conversation partners. As suggested
by Short et al. (1976), a communication medium demonstrating high social presence is
perceived as warm and sociable. Conversely, a communication medium demonstrating low
social presence is perceived as cold and unfriendly (Short et al., 1976). To date, social presence
theory has been explored in various contexts including online learning, social networking and
social brand engagement (Chang & Hsu, 2016; Lowenthal, 2010; Osei-Frimpong & McLean,
2018).

2.4.3.2 Importance of Social Presence

Applicants’ perceptions of social presence are important in assessment and selection
processes. A recent review highlighted that social presence plays a key role in applicants’
perceived usefulness, trust and enjoyment of a technological medium (Oh et al., 2018).
Furthermore, social presence is required to fully experience the purpose of a virtual
environment (Oh et al., 2018). Importantly, previous studies show that social presence is often
utilised to assess how successful a communication medium is at imitating the standard of face-
to-face communication (Biocca et al., 2001; Hauber at al., 2005). Thus, measuring perceived

social presence is crucial in the development of effective AVI designs.

2.4.4 Immersive Qualities and Social Presence

Immersive qualities relate to the ability of a medium to produce realistic experiences
that can remove humans from their physical reality (Oh et al., 2018). Previous research has
demonstrated that predictors of social presence are almost completely focussed on immersive
qualities. Thus, immersive qualities are relevant to the study design. Examples of immersive
qualities include visual representation, depth cues and display.

Visual Representation. Visual representation is a key feature that significantly influences
actual social presence and perceptions of social presence in online environments (Oh et al.,
2018). Generally, studies that explore the effect of visual representation in online environments
tend to manipulate the presence of visual representation and the visual realism of the virtual
representation (Oh et al., 2018). According to Harris et al. (2009), visual realism pertains to
how realistic and human-like a virtual representation appears. Although there are some

exceptions, majority of evidence indicates that individuals feel a higher sense of social presence
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when a visual representation is available (Kim and Sundar. 2012). For instance, Feng et al.
(2016) found that individuals felt greater online social presence when individuals they were
interacting with provided a profile picture.

In addition to determining the effect of providing a visual representation in an online
environment, researchers have examined the extent to which the human-like qualities of a
virtual presentation affect individuals’ perceptions of social presence (Oh et al., 2018). In a
study by Von der Putten et al. (2010) involving a computerised agent, it was found that
individuals experienced higher perceptions of social presence when the computerised agent
displayed feedback behaviour such as nodding its head. It is therefore evident that virtual
representation plays a critical role in actual and perceived social presence in online
environments.

Depth Cues. An additional way to improve social presence in an online environment
is through the inclusion of depth cues (Ahn et al.,2019; Takatalo et al., 2011). Depth can be
created through the use of stereoscopic displays, where slightly different displays are presented
to each eye (Oh et al., 2018). Ahn et al. (2019) conducted an experimental study and found that
utilising stereoscopic displays in a virtual presentation increased social presence perceptions
amongst individuals. It is therefore evident that adding depth cues results in higher perceived
social presence in a virtual environment.

Display. Researchers have manipulated display features to examine their effect on
social presence. Clear examples of display features include image definition and display size
(Ohetal., 2018). Both Bracken (2005) and Ahn et al. (2019) found that higher image definition
and a larger display size led to increased perceptions of social presence. James et al. (2011),
however, found no significant difference between different display features and social
presence. Therefore, further research is required to understand the effect between display and
social presence perceptions amongst individuals participating in virtual environments. Overall,
however, the immersive qualities mentioned have a positive effect on social presence

perceptions.

2.4.4.1 Applicant Perceptions of Social Presence in AVIs: Research Findings

Applicant perceptions of social presence in AVIs significantly differ from face-to-face
interviews. For instance, 46% of individuals who took part in an AVI characterised it as
impersonal and cold (Guchait et al., 2014). This may be as a result of the inability of highly
automated interviews to provide effective communication (Basch et al., 2020; Langer et al.,
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2019). For example, in an automated interview a virtual character may smile. However, the
smile may not appear as natural as a human smile. Similarly, interactivity in automated
interviews is limited compared to an interview with a human interviewer (Langer et al., 2019).
Therefore, research has consistently shown that social presence perceptions are weaker in AVIs
compared to traditional interviews.

However, AVIs offer a unique social dynamic despite the potential negative impacts on
social presence. According to Miller et al. (2018), individuals tend to view computers as more
objective compared to human interviewers. For example, in face-to-face interviews, the
interviewer may judge the appearance of an applicant immediately. However, this may not be
the case in an AVI where applicant responses are evaluated through software. Thus, individuals
may tend to feel more comfortable with an AV rather than a traditional interview.

Given the concerns relating to social presence perceptions in AVIs, it is crucial to
understand how to counteract this effect. Media richness, for example, can be utilised to
improve perceptions of social presence in AVIs (Lukacik et al., 2020). Daft and Lengel (1986)
introduced media richness theory (MRT) to highlight that media differs in their ability to
produce rich information. Rich media is able to transmit both nonverbal and verbal cues, make
use of natural language and convey human emotions; hence, applicants’ perceptions of fairness
increase when these qualities are embodied (Chapman et al., 2005). In an AVI, the level of
media richness can be enhanced by making decisions regarding the stimulus format (Lukacik
et al., 2020).

2.4.4.2 Stimulus Format in AVI Design and Applicant Perceptions of Social Presence

Video and textual stimuli may impact applicant perceptions of social presence.
Although textual stimuli may be more efficient and cost-effective, audio-visual stimuli may
increase the sense of presence in the AVI (Lukacik et al., 2020). This can be directly linked to
Social Presence Theory (Short et al., 1976), which suggests that feeling the presence of another
individual is favourable for an interaction. For example, a video welcoming and introducing
the applicant to the organisation may provide a human touch by providing insights to the
organisations culture. These introductory videos could include employees of the organisation
who convey messages regarding the organisation’s values, relevant information regarding the
selection process and organisational fit (Cable & Yu, 2006; Lukacik et al., 2020). Therefore,
the inclusion of video AVI stimulus may increase the sense of presence in the AVI.
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In addition to the inclusion of video-based company introductions, organisations should
make use of richer question formats in AVI design (Lukacik et al., 2020). This can be linked
to Oh et al.’s (2018) idea which suggests that display features affect perceptions of social
presence. For example, instead of displaying interview questions in textual format, the AVI
design could include audio-visual stimuli featuring an employee from the organisation who
presents the questions (Lukacik et al., 2020). Including a video with a human interviewer may
result in applicants responding in a way that closely resembles traditional face-to-face
interviews. As a result, applicant interactivity may increase, therefore promoting higher
perceptions of social presence.

Both audio-visual question formatting and textual question formatting relate to the
audio-visual stimuli presented in the 7-factor framework by Lievens and Sackett (2017). The
present study intends to manipulate stimulus format in AVI designs to determine the effect on
applicant perceptions of social presence. Social Presence Theory is utilised in line with the
assumption that AVIs may unfavourably affect the social nature of traditional interviews as the
applicants will not experience a direct interaction with the interviewer. Considering social
presence theory and the literature presented, the following hypotheses are proposed:

Hypothesis 1: Applicant perceptions of social presence will be higher in AVI
designs containing video introductions and question formatting instead of textual

introductions and question formatting.

2.5 Applicant Individual Differences: Social Presence Preferences and Affinity for
Technology as Moderating Variables

Previous research has largely treated applicants alike. However, in addition to the actual
selection strategies, applicant individual difference characteristics can significantly account for
variances in applicant reactions. It is critical to understand that individual differences may
influence applicant perceptions of social presence in AVIs, as social presence can be
determined by both the nature of the media and individual characteristics of those using the
media (Yoo & Alavi, 2001). For instance, individuals who suffer from social anxiety may not
feel comfortable in the presence of others (Oh et al., 2018). Further, organisational researchers
suggest that older respondents are less familiar with technology and thus may have lower
perceptions compared to younger respondents when participating in technology-based
scenarios (Siriaraya & Ang, 2012). Due to these reasons, applicants’ individual differences

characteristics may be associated with applicants’ reactions in relation to study design.
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Individual difference characteristics may impact the association between AVI stimulus
format and applicant reactions. Generally, the term, individual differences, is reserved for
characteristics closer to the stable end of the continuum (Sackett et al., 2017). To date,
numerous questions have been raised regarding the origin, measurement, stability over time
and usefulness of individual differences (Sackett et al., 2017). According to Ackerman and
Humphreys (1990), individual differences can be displayed on a continuum from stable to
transitory. In an organisational setting, individual differences are attributes that employees
bring to the organisation (Sackett et al., 2017). Motivational traits are a clear example of
individual differences in the workplace.

Research exploring the impact of individual differences on social presence perceptions
in AVIs may inform researchers on how to ensure adequate levels of social presence in a virtual
environment (Oh et al., 2018). The present study particularly focuses on individual differences

including applicants’ social presence preferences and technology affinity.

2.5.1 Social Presence Preferences

Applicants differ in their personal preferences; hence understanding applicants’
preferences towards new selection technologies is crucial to ensure best practices in
organisational use. Research relating to individuals’ social presence preferences, for example,
may assist organisations in designing AVIs

Social presence preferences refer to individuals’ personal preferences regarding social
interactions (Oh et al., 2018). On one hand, individuals who value social interactions may
desire a high sense of social presence in a virtual interaction. On the other hand, individuals

who are unsociable may prefer lower levels of social presence (Cortese & Seo, 2012).

2.5.1.1 Social Presence Preferences: Prior Findings

Limited research exists on examining individuals’ social presence preferences in
technology-based interviews. Generally, researchers hypothesise that including a high sense of
social presence in a communication medium will lead to positive social outcomes (Hassanein
& Head, 2007). Although a fair amount of research supports this idea, this approach may
mislead researchers to disregard the fact that a high sense of social presence may also contribute
towards negative communication outcomes (Oh et al., 2018). For example, individuals who
experience social anxiety may prefer not to engage in the conversation and may feel at ease

when there is a low sense of social presence between communicating partners. Therefore, when



18

designing communication mediums, it is important to pay attention to social presence

preferences amongst job applicants.

2.5.1.2 Social Presence Preferences in AVIs

Individuals’ social presence preferences may be linked to the stimulus presentation
format in the AVI. For instance, individuals who are socially withdrawn may lack the ability
and motivation to significantly attend to social cues that enhance social presence in a
communication medium (Cortese & Seo, 2012; Jin, 2010). In addition, these individuals may
experience reduced levels of social presence in comparison to individuals who value social
interactions, even if the same number of social cues are present in the communication medium
(Oh et al., 2018). Linked to this, various studies demonstrate that socially withdrawn
individuals prefer to interact through a lean communication medium, which involves text-based
interaction (Hammick & Lee, 2014; Hertel et al., 2008). In contrast, more socially orientated
individuals prefer media rich communication mediums.

Although these studies were not conducted using technology-based interviews, the
study findings can be utilised to predict the impact of social presence preferences in AVI
stimulus format. Based on the arguments presented, it is hypothesised that:

Hypothesis 2a: Social presence perceptions differences between audio-visual
stimuli and textual stimuli will be more pronounced for applicants with high social
presence preferences compared to applicants with low social presence preferences. The
increase in social presence preferences due to using video stimuli (vs text) will be
greater for applicants that prefer high social presence compared to applicants that prefer
lower social presence. In other words, social presence preferences will moderate the

effect of AVI stimulus format (video vs text) on perceived social presence.

2.5.2 Affinity for Technology

Individuals do in fact differ in their affinity for technology, and it may not only be
relevant in the context of ageing populations worldwide, but also in Africa, where the exposure
to technology is varied. Affinity for technology refers to the attitude that individuals
demonstrate towards technology (Edison & Geissler, 2003). Individuals’ who demonstrate a
high affinity for technology tend to accept technological advances and are drawn to
technological interaction (Jin & Divitini, 2020). Therefore, applicants’ technology affinity is

associated with individuals’ acceptance of technological advancements.
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2.5.2.1 Technology Acceptance Model

The current study will draw on the technology acceptance model (1989) as a
framework to explore the impact of applicants’ affinity for technology on their social presence
perceptions in an AVI. The technology acceptance model (Davis, 1989) can be utilised to
understand individuals’ acceptance of technology, and suggests that individuals who perceive
the technology to be useful and easy to operate will value its development (Svendsen et al.,
2013). A users’ attitude towards a technological system is a major determining factor of
whether the user will accept or reject the technology (Davis, 1989). Accordingly, applicants’

attitudes towards AVIs may influence their willingness to accept the interview invitation.

2.5.2.2 Role of Affinity for Technology in AVIs

Given that AVIs are a relatively new advancement in interview technologies, affinity
for technology amongst applicants may play a crucial role in its success. Previous research
demonstrates that affinity for technology is positively related to the actual use of recent
technological advancements (Mertens et al., 2017; Tan & Teo, 2000). Accordingly,
organisational researchers claim that individuals who display a high affinity for technology
tend to have increased positive perceptions of technology-mediated selection interviews when
compared to those who display a low affinity for technology (Basch et al., 2020). As suggested
by the technology acceptance model, individuals who perceive the technology to be useful will
value its features, suggesting that applicants with a high affinity for technology may have a
more positive experience when partaking in the AVI. Therefore, it is hypothesised that:

Hypothesis 2b: Applicants’ affinity for technology will moderate the effect of AVI
stimulus format (video vs. text instructions) on applicant perceptions of social presence. The
affect will be stronger for those demonstrating a high affinity for technology.

To sum up, the independent variable in the present study is AVI stimulus format and
the dependent variable is applicants’ perception of social presence. It is hypothesised that
applicant perceptions of social presence will increase in AVI designs containing audio-visual
stimuli instead of textual stimuli. Furthermore, it proposed that applicants’ individual
differences will affect their reactions and behaviours towards the AV1 stimulus format. Figure
2.2 presents a conceptual model of the study. To test the hypotheses, the researcher will follow

an experimental study design.
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Figure 2.2
Conceptual Model of the Current Study

AVI Stimulus Format: Perceived Social Presence
Video vs Text

(Independent variable) (Dependent variable)

Applicant individual
differences:
Social presence preference
Technology affinity

(Moderator variable)

2.6 Conclusion

In this chapter, the literature on AVIs, applicant reactions and individual difference
characteristics was reviewed. The definitions and theoretical origin of the study variables were
discussed in detail and previous research findings presented. Overall, previous research
suggested that specific design features, including AVI stimulus format could affect applicants’
reactions. In general, AVI stimulus format was suggested to affect social presence perceptions.
Finally, the potential moderating roles of individual differences, relating to social presence
preferences and affinity for technology was discussed. Three research hypotheses were
developed and established. These will be investigated by using the methodology described in
Chapter 3.
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Chapter 3: Methods
3.1 Research Design

The researcher utilised a quantitative approach with a between-subjects post-test only
experimental design (see Table 3.1). Primarily, experimental designs are used to establish a
causal effect between independent and dependent variables (Rosenthal & Rosnow, 2008).
Therefore, an experimental design was suitable to address the research questions as the
researcher was able to deduce casual inferences on whether AV1 stimulus format had any effect
on applicants’ perceptions of social presence (Kirk, 2013). In the experimental study,
participants were randomly assigned into either the audio-visual AVI stimuli condition or the
textual AVI stimuli condition, which acted as the control group. Random assignment was
employed to limit bias and to ensure that the audio-visual and textual groups were comparable
(Kirk, 2013). Due to time constraints and the nature of the study, a cross-sectional design was

used.

3.1.1 Study Variables

The independent variable in the present study was AVI stimulus format and consisted
of two levels including audio-visual stimuli and textual stimulus format. Changes in the study’s
independent variable were used to measure changes in the study’s dependent variable: social

presence perceptions.

Table 3.1
Post-test Only Research Study Design
Treatment Group Intervention Observation
R1 X1 o]
R2 O

Note. Ry = treatment group 1; R2 = control group; X1 = audio-visual stimuli in the AVI; O =

post-test.

3.2 Participants and Sampling

The study population was selected with the aim of including potential job applicants.
As such, individuals who were of working age were eligible for the study. Individuals under
the age of 18 were excluded from the study as they did not meet the minimum age requirements



22

for full-time employment both in South Africa and internationally (International Labour
Organization, 1973; Basic Conditions of Employment Act No. 75 of 1997). Before conducting
the research, a power analysis was performed to identify a sufficient sample size. Based on
previous research, an effect size of d=0.5 was assumed (Basch et al., 2021; Langer et al., 2017);
with the power analysis revealing that a sample of N=102 would be suitable to reach a power
of 0.80.

Two distinct samples were utilised to collect data in both an African and Western
context. This was to ensure that the study is easily replicable. Non-probability convenience
sampling was used to source participants in sample 1 and sample 2. Participants in sample 1
were asked to forward the link to others in their network, resulting in snowball sampling.

Sample 1 (SA). Sample 1 consisted largely of students at a South African university,
with a mean age of 24 years old. Majority of the sample identified as female. Typically, the
average respondent used a laptop to complete the study and as seen in Table 3.2, the data
revealed that only 3.4% of respondents had previously taken part in an AVI.

Sample 2 (USA). Sample 2 consisted of American participants, with a mean age of 34
years old. The sample consisted largely of employed participants from a diverse range of
occupations. For example, analysts, auditors, consultants, graphic designers and sales
assistants. Table indicates that 25.9% of participants had previously taken part in an AVI and

majority of the participants utilised a laptop to complete the study.
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Table 3.2
Descriptive Characteristics of the SA (N=58) and USA Sample (N=162)
Sample Sample
1 2
Variable Category f % f %
Male 23 39.7 62 38.3
Gender Female 34 58.6 99 61.1
Other 1 1.7 1 .60
18-20 10 17.24 16 9.88
21-25 39 67.24 31 19.13
26-35 4 6.90 50 30.86
Age 36-45 4 6.90 27 16.67
46-55 1 1.72 22 13.58
55+ 0 0 16 9.88
13 22.41 116 71.6
Employed
Unemployed 3 5.17 26 16.0
Employment status Student 31 53.4 16 9.9
10 17.24 3 1.9
Student and
working part-time
Missing values 1 1.7 1 .60
23 39.7 91 56.3
- Introvert
Personality in the
workplace Extrovert 33 56.9 71 43.8
Missing values 2 3.4 0 0
47 81.0 115 71.0
Laptop
Eoer‘éﬁit‘;t'tuzeglfgy Desktop 4 7.0 29 17.9
' Smartphone 6 10.3 14 8.6
Tablet 0 0 3 1.9
Missing values 1 1.7 1 .6
2 3.4 42 25.9
Yes
(asynchronous)
Previous Yes (synchronous) 22 319 26 16
experience with
video interviews Yes (unsure) 2 3.4 20 12.3
30 51.7 73 45.1
No
Missing values 2 3.4 1 .6

Note. f=frequency; %= percentage.
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3.3 Materials
3.3.1 Asynchronous Video Interview Platform

An AVI platform called myinterview was utilised for this study. The researcher
recorded the AVI stimulus materials and imbedded the materials into the AVI platform by
creating a hypothetical job. The digital platform gave the participants 60 seconds to prepare
(Langer et al., 2017), as well as unlimited attempts to re-record their responses. The
myInterview platform was chosen as it is comparable in features to widely used AVI platforms
such as HireVue, and was expected to have high fidelity and high external validity. In addition,

mylnterview had the added benefit of being low-cost.

3.3.2 Video Stimuli (Company Introduction and Interview Questions)

The audio-visual stimuli included a white female interviewer, who introduced
participants to the hypothetical organisation. The media was recorded using a camera, which is
capable of recording 1080p videos, and a microphone. In the audio-visual company
introduction, the interviewer highlighted the mission and vision of the organisation and pointed
out what the company has to offer prospective members (Appendix A). In addition to the
company introduction, the researcher pre-recorded interview questions. In line with Brenner et
al. (2016), the researcher utilised five questions extracted from typical selection interviews.
The interview questions consisted of both situational and behavioural questions that measured
various dimensions (Appendix B). Both the company introduction and the interview question
were recorded in English. The recording took place in a board room at The University of Cape

Town, which displays a natural interview setting.

3.3.3 Textual Stimuli

The researcher transcribed both the audio-visual stimuli, introducing participants to the
hypothetical organisation and the pre-recorded interview questions. The textual stimuli were

presented to participants in English.

3.4 Data Collection Procedure and Ethical Considerations

Before the commencement of the research, the researcher obtained ethical approval
from the Ethics in Research Committee at the University of Cape Town (Appendix C). Once

ethical approval was granted, the researcher pre-registered the study on AsPredicted
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(https://aspredicted.org/) to avoid questionable research practices (such as hypothesising after
the results are known; HARKing) and to promote open science (Nosek et al., 2018).
Furthermore, before data collection, the researcher conducted a pilot study and an item
sensitivity review, to test the study materials and data collection instruments. Based on
feedback from five participants in the pilot study, answer options for a demographic question
were tweaked.

Data was collected over a six-week period between September and October 2021.

SA Sample. To collect responses for the SA sample, the link to the URL that directed
participants to Qualtrics (https://www.qualtrics.com/) was shared on social media networks
including LinkedIn and Facebook. Thereafter, the researcher obtained approval to sample UCT
students and UCT staff from the Department of Student Affairs and UCT HR respectively.
Both UCT HR and the Department of Student Affairs of UCT sent out an email advertising the
study to staff and students. Participants in the SA sample were presented with the opportunity
to enter one of ten anonymised raffles. The prize for each raffle was a reward of 25 USD. To
enter the anonymised raffles, participants had to provide an email address so that they could be
contacted if they won. As a further value add to participants, and to ensure sustainable research,
participants could opt to receive feedback on their interview performance. To this end, their
responses were evaluated by trained human raters.

USA Sample. Prolific, an online participant recruitment platform, was utilised to recruit
participants for the USA sample. On Prolific, participants were given a description of the study,
and were paid upon completion. According to Prolific standards, participants were required to
be paid a minimum of £7.50 per hour. The current study took approximately 20-30 minutes to
complete, thus participants were paid approximately £3.50. Although there is some scepticism
regarding Prolific, the platform allows pre-screening of participants which ensures
transparency (Palan & Schitter, 2018). For instance, in the current study, participants’ digital
interviews were reviewed and attention check questions were scanned before accepting the
response. If participants failed the attention check or did not complete the digital interview
sufficiently, their response was rejected.

In both samples, once participants clicked on the study link, they were informed that
their anonymity would be protected and that they had the right to withdraw from the study at
any stage, as participation in the study was voluntary. Participants had to sign a consent form
before they could continue with the study. (Appendix D). Once consent was provided,
participants were told to imagine that they had applied for an attractive entry-level position

following their academic studies, and that they were invited to take part in an AVI.
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Additionally, participants were presented with a brief introduction to a hypothetical
organisation. Following this, participants were directed to the AVI platform in which they were
randomly assigned to a treatment condition where they were required to participate in the AVI.
Random assignment ensured that all participants had an equal chance of being assigned to
either group (Allen, 2017).

Treatment Conditions. The study utilised two conditions namely, an audio-visual
stimuli condition and a textual stimuli condition which acted as the control group.

Upon completion of the AVI, participants were redirected to Qualtrics where they were
required to complete a short questionnaire including scales about their social presence
perceptions, their social presence preferences, and their affinity for technology. Demographic
questions were also included.

Debriefing. Upon completion of the questionnaire, participants were debriefed as to the
true nature of the experiment. Participants were made aware of the purpose of the study, the

two treatment conditions and how the researcher would use their results.

3.5 Measures

The following variables are applicable to the present study: Social presence perceptions,

social presence preferences and affinity for technology (Appendix F). *

3.5.1 Social Presence Perceptions

Social presence perceptions were measured using the 4-item measure developed by
Short et al. (1976). Participants were asked how they would describe the interview
communication media on a 7-point semantic differential scale comprising of the following
pairs: insensitive-sensitive; cold—warm; active—passive; impersonal-personal. The scale
provides acceptable Cronbach’s alpha coefficients of .81 and .87 (Basch et al., 2020; Tang et
al., 2013). The scale was utilised due to its short nature and recent use in research relating to

interview technologies (Basch et al., 2020).

! Data collection for the current study was conducted in conjunction with data collection for
another Master’s study. Both researchers worked together to develop the study materials and

collect study responses.
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3.5.2 Social Presence Preferences

Given a lack of existing measures of social presence preferences, a self-developed
preferences measure was created. This measure was derived from the social presence
perceptions scale and was adapted for social presence preferences. Participants were asked how
they would prefer the communication media in automated video interviews to be presented on
a 7-point semantic differential scale. This comprised of the following pairs: impersonal-
personal; insensitive-sensitive; cold-warm; passive-active. Initially, 6 pairs were included in
the scale. However, upon analysing the study data and after coming to the realisation that all 6
pairs did not accurately represent social presence preferences, only 4 pairs were retained.

3.5.3 Affinity for Technology

Affinity for technology was measured using Edison and Geissler’s (2003) 10-item
scale. Items included: “Technology is my friend”, “I am comfortable learning new
technologies” and “I feel as up to date on technology as my peers”. Participants were required
to rate the extent to which they agreed with each item on a 7-point Likert scale (1 = strongly
agree, 7 = strongly disagree). Previous studies reported Cronbach’s alpha values of .88 and .90
(Edison & Geissler, 2003; Jin & Divitini, 2020).

3.5.4 Biographical Information

Information relating to participants was collected using a biographical questionnaire.
Items measured personal demographics and employment status including age, gender,
ethnicity, nationality, occupation, hours worked, and device utilised to complete the

experiment. All measures included a ‘prefer not to answer’ option.

3.5.5 Manipulation Check

A manipulation check is included in experimental studies to determine whether
participants experience the study’s manipulation as intended (Highhouse, 2009). To check if
participants in the experimental condition perceived the video based AVI condition as intended,
the following item was included: “The interview introduction and questions were presented in
video format”. Participants were required to indicate whether they agreed or disagreed with the

statement. At a later stage, however, the researcher realised that the manipulation check was
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only issued to participants in the experimental group therefore, further analyses relating to the

manipulation check could not be reported.

3.6 Experimental Control Measures

Measures were employed to enhance the internal and external validity of the study.
Internal validity involves ensuring that the independent variable is responsible for the variation
present in the dependent variable, whereas external validity involves ensuring that the findings
of the study can be generalised across populations and settings (Kirk, 2013). To promote
external validity, suitable participants were not limited to a specific gender, geographical
location or a specific industry. All potential job seekers were encouraged to participate in the
study, including international citizens. In relation to internal validity, a pre-test was not
included in the design as it could affect the internal validity of the study by providing collection
of information that may affect participants’ perceptions of social presence in the AVI.
Furthermore, a pilot study was conducted to determine whether the materials and instructions

were adequate for use (Golubovich et al., 2014).

3.7 Data Analysis

The raw data were exported from Qualtrics with the IBM Software Package for Social
Sciences (SPSS; Version 22) utilised to clean and analyse the data. Once the data were cleaned,
descriptive statistics were used to describe the sample demographics, central tendency,
dispersion, and check assumptions (Osborne, 2013). Thereafter, the researcher assessed
internal consistency reliability of scores using Cronbach’s alpha (Cronbach, 1951). Finally,
hypotheses relevant to comparisons of means were tested using a combination of an
Independent Samples t-test and robust confidence intervals. The use of non-parametric tests
such as the Mann-Whitney U Test was avoided because they may be underpowered (Field,
2013). Hayes PROCESS Macro was utilised to conduct moderator analysis (Hayes, 2013).

All data were collected and stored via Qualtrics. Appendix E contains a data

management plan which ensures reproducibility of the research (Sullivan et al., 2019).
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Chapter 4: Results

This chapter presents the SA and USA sample results of the study. The results section
for each sample is divided into six subsections. The first subsection focuses on the data cleaning
methods used prior to any analyses. Next, measurement properties of the study measures are
discussed. It is followed by a presentation of the assumptions the data was tested for. Next, the
descriptive statistics of each variable are presented. Lastly, results from hypotheses testing are

reported.

4.1 Sample 1: South Africa (N = 58)
4.1.1 Data Cleaning

To ensure the usability of the data set, it was first cleaned to identify any invalid cases.
Upon data cleaning, the cases removed from the dataset comprised of 214 incomplete cases, 7
cases with a response time of less than 15 minutes and 1 case of a participant from Norway. A
response time of less than 15 minutes indicated that the participant did not complete and submit
the video interview on the digital platform. Once all invalid cases had been deleted, the study

was left with 58 valid responses.

4.1.2 Measurement Properties

Reliability of Scores. Sound measurement of study variables is important (Osborne,
2013). To assess the measurement properties of the variables in sample 1, item analysis was
carried out to gauge the internal consistency of scores (Field, 2013). An item analysis was
conducted on the items that constituted each scale by computing Cronbach’s alpha using SPSS.
From the analysis output, Cronbach’s alpha, Cronbach’s alpha if item deleted, the item-total
statistics and inter-item correlations were evaluated. According to Nunnally (1978), a
Cronbach’s alpha value of .70 is deemed acceptable.

The overall reliability of all three measures was fairly good, but reliability was poorer
in the video condition. As seen in Table 4.1, in the text condition, the social presence perception
scale and the social presence preferences scale had high reliability coefficients. Furthermore,
the affinity for technology scale demonstrated excellent reliabilities in both conditions.
However, in the video condition, the social presence perceptions scale and the social presence
preferences scale reported relatively low reliabilities (a.=.57). The low Cronbach's alpha values
could be attributed to the fact that the sample size was small and the scales in question were



30

short. Furthermore, the sample homogeneity may have attenuated the Cronbach’s alpha values

for the reliability estimates in the experimental group (Lavrakas, 2008).

Table 4.1

Reliability Analyses of Measures in the SA Sample

N .. Cronbach’s Item-total Mean Item-total

Scale items Condition Alpha (o) Correlations Correlation

Video 57 07<r<.44 26

(experimental)
Social Text (control) .80 29<r<.72 .50
Presence 4
Perceptions Across both

- .76

conditions

Video 91 06 <r<.82 51

(experimental)
Affinity for 0 Text (control) .92 20<r<.84 .56
Technology Across both

o 91

conditions

Video 57 90 <r< 31

(experimental)
Social Text (control) .76 12<r<.80 A7
Presence 4
Preferences Across both o

conditions

Measurement Validity. Ideally, the factor structures underlying the scores relevant to

the study measures (social presence perceptions, social presence preferences and affinity for

technology) would be analysed and reported. However, measurement validity analyses were

not conducted due to the small sample size (Field, 2013). Previous studies (e.g., Basch et al.,

2020; Jin & Divitini, 2020; Tang et al., 2013) however, support the measurement properties of

the social presence perceptions scale and the affinity for technology scale. Although validity

analyses could not be conducted on each separate sample, data from the SA and USA sample

were combined to assess the unidimensionality of the Social Presence Preferences scale that

the researcher developed. The results revealed that the social presence preferences scale

demonstrates unidimensionality (Appendix G).
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4.1.3 Assumption Testing

Preliminary analyses were conducted to test the data for parametric tests assumptions.
Outliers, linearity and homoscedasticity, independence and normality were the assumptions
that were tested (Field, 2013).

Outliers. Based on box-plots, three cases of outliers were identified. To handle the
presence of outliers, best practice guidelines by Aguinis et al. (2013) were followed, with the
potential presence of extreme outliers tested by examining the z-scores of cases. The results
suggested that no cases represented extreme outliers (cases with a z-score > 3.29, p < .001).
Therefore, no outliers were removed.

Linearity and Homoscedasticity. Linearity suggests that scores on the outcome
variable are linearly related to predictor variables (Field, 2013). This assumption is particularly
important as the model will be invalid if linearity is not met (Field, 2013). Homoscedasticity
describes a data set that demonstrates equal variances amongst groups (Field, 2013). Both
linearity and homoscedasticity were tested by examining scatterplots. Since the data points on
the scatterplots were randomly distributed, the data satisfied the assumptions of linearity and
homoscedasticity. (Field, 2013).

Levene’s test. A Levene’s test was conducted to support the findings of the assumption
of homoscedasticity. Results from Levene’s test indicate that there was an equal variance
between the video stimuli group and the textual stimuli group (F (1,56) = 1.801, p =.185).
Therefore, an independent samples t-test was used to test the hypotheses.

Independence. The assumption of independence was tested using the Durbin-Watson
statistic which reveals whether residuals are correlated or not. A Durbin-Watson statistic of
close to 2 indicates that residuals are uncorrelated. A regression analysis for the current study
revealed a Durbin Watson statistic of 1.564, indicating that the data met the assumption of
independence (Field, 2013).

Normality. The assumption of normality of observations in the sample was tested by
inspecting histograms. Majority of the histograms represented a normal distribution, aside from
two histograms. Therefore, Shapiro-Wilk’s test was used to confirm the findings of non-
normality. As seen in Table 4.2, the Shapiro-Wilk statistic confirmed that the scores for social
presence perceptions and social presence preferences in the text condition did not meet the

assumption of normality (p < .05) (Osborne, 2013). To account for the violations to normality,
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bootstrapping was applied to the t-test. 1000 bootstrapped samples were computed, and results
from the bootstrapping are reported in the hypothesis testing section.

Table 4.2

Shapiro-Wilk Test of Normality of Data: Video and Text Conditions

Measure Video Condition Text Condition

W df p w df p
Social Presence Perceptions 980 30 813 914 28 025
Affinity for Technology 955 30 226 970 28 589
Social Presence Preferences .946 30 134 .848 28 .001

4.1.4 Descriptive Statistics

Table 4.3 reports the descriptive statistics of the study variables within each condition.
The results are presented separately based on condition. On average, participants in the video
and text conditions demonstrated fairly high scores in social presence perceptions. Given that
social presence was measured on a 7-point semantic scale, both the video (M = 5.26) and text

groups (M=4.50) reported scores closer to 7.

Table 4.3
Descriptive Statistics for Study Variables within Each Condition (N = 58)
Condition Variable Mdn M  SD 95% ClI

Social Presence Perceptions 525 526 .88 [4.93,5.58]
Video (experimental) (n=30) Affinity for Technology 245 254 254 [2.14,2.94]
Social Presence Preferences 575 5.79 5.79 [5.46, 6.13]
Social Presence Perceptions 450 4.45 4.46 [3.92,4.99]
Text (control) (n=28) Affinity for Technology 255 264 264 [2.21,3.06]

Social Presence Preferences 550 5.19 5.19 [4.69, 5.69]
Note. N=number of participants; Mdn = median; M=mean; SD = standard deviation; Cl=

confidence interval.

With regard to social presence perceptions, the data indicates that participants in both
conditions would prefer a condition with high social presence (video condition: M = 5.75; text
condition: M=5.50). Furthermore, the mean scores of the affinity for technology scale indicate

that on average, participants had a strong affinity for technology.
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4.1.5 Hypotheses Testing

Means Comparisons (Treatment Effects). Hypothesis 1 stated that applicants’
perceptions of social presence will be higher in an AVI design containing video introductions
instead of textual introductions and video formatted questions rather than text-based questions.
An independent samples t-test was utilised to test hypothesis 1. The results revealed that on
average, participants who experienced video introductions to the organisation had higher
perceptions of social presence (M= 5.26, SE= .87) than those who experienced a text-based
introduction (M= 4.46, SE= 1.38). The difference, -.81, 95% CI [-1.41, -.20], was statistically
significant, t(56) = -2.66, p = .01. The difference represented a medium sized effect d = 0.70
(Cohen, 1992). Hypothesis 1 is, therefore, accepted.

Due to concerns about normality, bootstrapped confidence intervals were used to confirm the
results of the hypothesis test, as suggested by Field (2013). The results revealed a mean
difference of -.81 in social presence perceptions between participants who experienced a text-
based AVI and those who experienced a video based AVI. The bootstrapped confidence

intervals ranged from -1.42 to — 0.22, thus confirming the results of the t-test.

Figure 4.1

Mean Differences in Social Presence Perceptions between the Video and Text Conditions

-
|

Mean Social Presence Perceptions
8

Teud Video
Condition
Note. Box plot demonstrating the mean differences in social presence perceptions between the
video (experimental) and text (control) conditions, with case number 21 and 27 being outliers

in the text condition. However, the identified outliers were not extreme.



34

Figure 4.2
Mean Social Presence Perceptions Scores across Video and Text Conditions
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Figure 4.3
Visualisation of Effect Size (d) Based on Applicants Social Presence Perceptions in the Video

and Text Conditions

Cohen's d: 0.70
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Note.From “Interpreting Cohen's d effect size: An interactive visualization” by K. Magnusson,

2021. https://rpsychologist.com/cohend/

4.1.6 Further Analyses

This section discusses additional findings which may assist in better understanding the

study results.
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Design Preferences. To explore the design preferences of participants with regards to
textual instructions and video-based instructions, descriptive statistics were run on the design
preferences variable to identify the mean and standard deviation scores. Exploring applicants
design preferences informed organisational practitioners about applicants’ favourability in an
AVI. A score of 1 indicated that participants preferred a text-based AVI while a score of 7
indicated that participants preferred a video-based AVI. The results revealed that participants’
preferences were dispersed, however, on average participants’ preferences leaned towards a
preference for video-based instructions (M = 4.19, SE = 2.50).

Statistical Power. A post hoc power analysis was conducted using the G*Power3
software package to estimate the statistical power of the t-test model (Faul et al., 2007). A
sample size of 58 and effect size of d = .70 were utilised to conduct the power analysis. The
alpha level used for the analysis was, p = 0.05. Generally, high statistical power is indicated by
a statistic of .80 or greater (Osborne, 2013). The analysis revealed that the statistical power of
the overall model was .74, indicating a low power (Cohen, 1992). The statistical power
obtained suggests that the researcher will correctly reject a false null hypothesis on average
74% of the time (Osborne, 2013).

4.2 Sample 2: United States of America (N = 162)
4.2.1 Data Cleaning

Prior to conducting any analyses, the data was cleaned to identify any invalid cases.
After data cleaning, the cases removed from the dataset comprised of 142 incomplete cases, 8
cases where participants did not provide consent, 55 responses that were either rejected or
returned on Prolific and 7 cases that contained insufficient effort responding. Responses were
classified as insufficient effort if participants chose to endorse identical response options
continuously (Huang et al., 2012). Once all invalid cases were deleted, the study was left with
162 valid responses.

4.2.2 Measurement Properties

Reliability of Scores. To assess the measurement properties of the variables in sample
2, item analysis was carried out to measure the internal consistency of scores. By computing
Cronbach’s alpha using SPSS, an item analysis was conducted on the items that constituted

each scale. Based on the analysis output, Cronbach’s alpha, Cronbach’s alpha if item deleted,
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the item-total statistics and inter-item correlations were evaluated. As reported by Nunnally
(1978), a Cronbach’s alpha value of .70 is deemed acceptable.

The overall reliability of all three measures was fairly good. As seen in Table 4.4, most
scales demonstrated acceptable reliabilities, with the affinity for technology scale
demonstrating excellent reliabilities in both conditions and the social presence perceptions

scale demonstrating excellent internal consistency reliability in the text condition.

Table 4.4
Reliability of Measures in the USA Sample

Scale N items Condition Cronbach’s Item-total Mean Item-total
Alpha (o) Correlations Correlation
. Video .68 20<r<.64 34
gomal F_’resence 4 (experimental)
erceptions Text (control) 81 46 <r< .57 52
. Video .94 24 <r<.82 .61
'_IA_‘ff't:“t% for 10 (experimental)
echnolo
ay Text (control) 92 26<r<.77 56
) Video .78 90<r< 31
Social Presence 4 (experimenta|)
Preferences Text (control) 77 12<r<.80 47

Measurement Validity. Ideally, the factor structures underlying the scores relevant to
the study measures in sample 2 (social presence perceptions, social presence preferences and
affinity for technology) would be analysed. However, measurement validity analyses could not

be conducted due to the small sample size (Field, 2013).

4.2.3 Assumption Testing

Similar to sample 1, the following assumptions were tested: outliers, linearity and
homoscedasticity, independence, and normality.

Outliers. Based on box-plots which indicate how values in the data set are spread out,
4 cases of outliers were identified. Best practice guidelines by Aguinis et al. (2013) were
followed to address the presence of outliers. Based on the z-scores of the cases, it was evident
that extreme outliers were not present in the data set (cases with a z-score > 3.29, p < .001).
Therefore, no outliers were removed.

Linearity and Homoscedasticity. Linearity and homoscedasticity were tested by

examining scatterplots which displayed values for the sample 2 data set. Since the data points
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on the scatterplots were randomly distributed, the data were considered to have met the
assumption of linearity and homoscedasticity (Field, 2013).

Levene’s Test. A Levene’s test was conducted to support the findings of the assumption
of homoscedasticity. Equal variance between the video stimuli group and the textual stimuli
group was found (F (1,160) = 1.949, p =.165). Therefore, it is appropriate to use an independent
samples t-test to test the hypotheses.

Independence. The assumption of independence was tested using the Durbin-Watson
statistic which reveals whether residuals are correlated or not. A regression analysis for the
current study revealed a Durbin Wastson statistic of 2.05, indicating that the data met the
assumption of independence (Field, 2013).

Normality. The assumption of normality of observations in the sample was tested by
inspecting histograms. Majority of the histograms represented a normal distribution; however,
there was evidence of non-normality amongst certain histograms. Shapiro-Wilk’s test was
therefore used to confirm the findings of non-normality. As seen in Table 4.5, the Shapiro-Wilk
statistic confirmed that segments of the data did not meet the assumption of normality (p < .05)
(Osborne, 2013). The results suggest that the data were not normal for the affinity for
technology and social presence preferences measures in both conditions. However, according
to Field (2013), based on the central limit theorem, the assumption of normality is not a concern

in larger samples due to the central limit theorem.

Table 4.5
Shapiro-Wilk Test of Normality of Data: Video and Text Conditions

Measures Video Condition Text Condition

\W df p \W df p

Social Presence Perceptions 99 81 51 97 81 07

Affinity for Technology 91 81 01 97 81 03

Social Presence Preferences 91 81 .00 .96 81 .01

4.2.4 Descriptive Statistics of Variables in Sample 2

The descriptive statistics of the study variables within each condition in sample 2 are
reported in Table 4.6. The results are presented separately based on condition.
On average, participants in the video and text conditions demonstrated above average

scores of social presence perceptions. Given that social presence was measured on a 7-point
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semantic differential scale, the video (M=4.30) and text group (M=4.30) reported scores closer
to 7, suggesting that their perceptions of social presence in the experiment were above average.
Similar to sample 1, the data indicated that participants prefer a condition with high social
presence (M = 5.28 in the video condition; M = 5.19 in the text condition). Furthermore, the
mean scores of the affinity for technology scale indicate that on average, participants had a
strong affinity for technology (M= 2.41; M = 2.42).

Table 4.6

Descriptive Statistics for Study Variables within Each Condition in Sample 2

Condition Variable Mdn M SD 95% ClI
Social Presence Perceptions  4.25 430 1.14 [4.00, 4.50]

Video(experimental)(n=81) Affinity for Technology 220 242 104 [2.18,2.65]

Social Presence Preferences 550 5.28 1.14 [5.02,5.53]

Social Presence Perceptions  4.00 4.30 1.29 [4.01,4.58]

Affinity for Technology 230 241 91 [2.21,2.61]
Text (control) (n=81)
Social Presence Preferences  5.00 5.19 1.07 [4.95,5.43]

Note. N=number of participants; Mdn = median; M=mean; SD = standard deviation; Cl=

confidence interval.

4.2.5 Hypotheses Testing

Means Comparisons (Treatment Effects) Hypothesis 1 stated that applicants’
perceptions of social presence will be higher in AVI designs containing video introductions
instead of textual introductions and video formatted questions instead of written questions. An
independent samples t-test revealed no statistical difference in the level of perceived social
presence between individuals who experienced video introductions (M=4.30, SE=1.14) and
those who experienced a text-based introduction (M = 4.30, SE = 1.29) to the organisation. The
parameter estimate, 95% CI [-.33, -.42], was not significant, t(160) = .242, p = .809 and
represented a very small effect size, d =.04 (Cohen, 1992). Therefore, Hypothesis 1 was

rejected.

2 A score closest to 1 indicated a high affinity for technology, whereas a score close to 7 indicates a low affinity

for technology.
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Figure 4.4
Mean Differences in Social Presence Perceptions between the Video and Text Conditions
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Note. Box plot demonstrating the mean differences in social presence perceptions between the

video (experimental) and text (control) conditions.

Figure 4.5

Mean Social Presence Perceptions Scores across Video and Text Conditions
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Moderator Analyses®. Hypothesis 2a stated that social presence perceptions between
video stimuli and textual stimuli will be more pronounced for applicants with high social
presence preferences. To test hypothesis 2a, a moderation analysis was performed using SPSS
and Hayes PROCESS macro Version 4.0 (Hayes, 2013). For the model setup, model 1 was
utilised; the outcome variable was social presence perceptions, the predictor variable was AV
stimulus format (video vs. text) and the moderator variable was social presence preferences
(Hayes, 2013). The moderation analysis created an interaction term between AVI stimulus
format and social presence perceptions. Based on the analysis output, the b-coefficient,
confidence intervals, t-statistic and p-value were analysed. (Hayes et al., 2017). The results
revealed no significant interaction effect, b = -.15, 95% CI [-0.45, 0.14], t = -1.03, p = 0.30,
indicating that the relationship between AVI stimuli and social presence perceptions was not
moderated by social presence preferences.

Hypothesis 2b stated that applicants’ affinity for technology will moderate the effect of
AVI stimulus format (video vs. text instructions) on applicant perceptions of social presence.
To test hypothesis 2b, a moderation analysis was performed using SPSS and Hayes PROCESS
macro Version 4.0 (Hayes, 2013). For the model setup, model 1 was utilised; the outcome
variable was social presence perceptions, the predictor variable was AVI stimulus format
(video vs. text) and the moderator variable was affinity for technology (Hayes, 2013). The
moderation analysis created an interaction term between AVI stimulus format and affinity for
technology. The results revealed no significant interaction effect, b = 0.16, 95% CI [-0.23,
0.56], t = 0.82, p = 0.41, indicating that the relationship between AVI stimuli and social
presence perceptions is not moderated by applicants’ affinity for technology.

4.2.6 Additional Findings

This section discusses additional findings regarding social presence perceptions
amongst participants, the effect of screen resolution on the study findings and applicants design

preferences which may assist in understanding the study results.

% Due to the small sample size in the SA sample (N = 58), moderation analysis was conducted

only on data collected from the USA sample (N = 162)
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Social Presence Perceptions Medians Comparison amongst Conditions. Given the
surprising result from the t-test which suggests that applicants in the video condition appeared
to experience similar social presence perceptions as applicants in the text condition, the
researcher analysed the boxplots comparing the mean social presence perceptions between the
two conditions. Based on the boxplots, it is evident that the median score for social presence
perceptions in the video condition was higher than the median score in the text condition,
suggesting that many participants in the video condition had social presence perceptions above
the reported mean. The median social presence perceptions scores suggest that participants in
the video condition experienced higher perceptions of social presence than those in the text
condition.

Resolution.* Although the video stimulus was recorded using 1080p screen resolution,
data collected from participants’ responses indicated that several participants viewed the
stimulus at a screen resolution lower than 1080p. Therefore, the researcher ran an additional
analysis to test whether or not differences in screen resolution affected applicants’ perceptions
of social presence in the AVI. To conduct the analysis on screen resolution, the researcher split
screen resolution into three groups. Participants who viewed the video stimuli at a resolution
below 1280p were categorised into the lower resolution group, participants who experienced a
screen resolution of between 1280p and 1920p were categorised in the average resolution
category and participants who experienced a resolution of above 1920p were categorised in the
higher resolution category. An ANOVA was used to compare the mean social presence
perceptions scores between three various screen resolution groups. The results revealed that
there was no significant effect of resolution on social presence perceptions of the AVI
experience, F(2, 78) =.312, p = .733. Table 4.7 displays the differences between the means in
each resolution group.

* The data suggests that 97% of respondents in the SA Sample viewed the video stimulus at the
resolution that it was recorded in or higher. Therefore, a further analysis on the effect of screen

resolution on applicants’ social presence perceptions was not conducted in the SA sample.
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Table 4.7

Effect of Resolution on Social Presence Perceptions in the Experimental Condition (N=81)

Resolution N Mean Standard Deviation
Lower resolution 11 4.00 .98
Average resolution 53 4.29 1.18
Higher resolution 17 4.30 1.14

Design Preferences. To explore the design preferences of participants with regard to
textual instructions and video-based instructions, descriptive statistics to determine the mean
and standard deviations scores were run on the design preferences variable. The results revealed
that participants’ preferences were dispersed; however, majority of participants preferred
video-based instructions (M = 4.62, SE = 1.95), indicating that individuals differ in their design
preferences.

Statistical Power. A post hoc power analysis was conducted using the G*Power3
software package to estimate the statistical power of the t-test model (Faul et al., 2007). A
sample size of 162 and effect size of d = .04 was utilised to conduct the power analysis. The
alpha level used for the analysis was, p = 0.05. Generally, high statistical power is indicated by
a statistic of .80 or greater (Osborne, 2013). The analysis revealed that the statistical power of
the overall model was .06, indicating a very low statistical power for the t-test conducted in the
study (Cohen, 1992).
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Chapter 5: Discussion

This study had two aims; to explore how differences in using video stimuli in an AVI
rather than textual stimuli may impact applicant perceptions of social presence, and to explore
how individual difference characteristics, such as affinity for technology and social presence
preferences, may impact applicant reactions. Despite their importance due to being linked to
applicant perceptions of the organisation, applicant reactions in AVIs have received minimal
research attention (Konradt et al., 2017; Lukacik et al., 2020). It is important to consider
individual difference characteristics as individuals do not appear to respond to stimuli formats
in the same way.

The discussion of the study findings is divided into five sections. First, the main
findings are addressed and discussed in comparison to existing literature. Next, the theoretical
implications of the current study are presented. This is followed by a description of the practical
implications of the study that practitioners may consider. The fourth section discloses the
limitations of this study and finally, the fifth section provides recommendations for future

research.

5.1 Main Findings

The findings of this study relating to applicants’ social presence perceptions of AVIs
containing video and textual stimuli, and the role of their individual difference characteristics

on their perceptions of social presence in AVIs, are presented in this section.

5.1.1 Video Stimuli in AVIs May Not Enhance Social Presence Perceptions

In line with the Social Presence Theory (Short et al., 1976), which suggests that
presence is favourable for an interaction, it was expected that video stimulus format would
increase applicants’ perceptions of social presence in the AVI. The study results were mixed
between the two samples. From the SA sample results, it appears that AV stimulus format and
applicant perceptions of social presence may be related. This suggests that applicants who
experience a video-based AVI are more likely to have higher social presence perceptions
relating to the AVI experience (Lukacik et al., 2020), which is a novel finding not reported in
previous studies. However, results from the USA sample appear to show that AVI stimulus
format and applicant perceptions of social presence may not, in fact, be related, suggesting that
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applicants who experience video and text-stimuli based AVIs may have similar perceptions of
social presence relating to the AV1 experience. °

A plausible contrasting explanation for the surprising perceptions of social presence
reported amongst the USA sample respondents relates to the measurement of perceived social
presence. Based on the median scores, the results suggest that majority of participants who
were exposed to the video condition reported social presence perceptions scores above the
group mean. Therefore, it appears that participants in the USA sample who experienced the
video condition rather than the text condition may, in fact, have demonstrated higher perception
of social presence relating to the AVI compared to those who experienced the text condition.

The findings of higher perceptions of social presence in the video condition amongst
SA respondents are consistent with Lukacik et al.’s (2020) proposal that the use of video-based
company introductions and video question formatting in an AVI would increase applicants’
social presence perceptions of the AVI experience. There have been no studies on the effect of
the differences in AVI stimulus format on applicant perceptions, with previous research (e.g.,
Basch et al., 2020) instead investigating the difference in social presence perceptions between
traditional interviews and digital interviews. Based on past studies, it was found that individuals
preferred face to face interviews to digital interviews, with this attributed to considerably higher
individuals’ perceptions of social presence in traditional interviews (Basch et al., 2020;
Blacksmith et al., 2016). Based on this study, it is suggested that in South Africa, social
presence perceptions in a digital interview can be enhanced by including video stimuli, such as
a video based company introduction and video-based interview questions.

Organisations should be concerned about the benefits offered by using video-based AVI
stimuli. Although results from the SA sample suggested that incorporating video-based AVI
stimuli may improve perceptions of social presence compared to the inclusion of textual AVI
stimuli, the study findings did not present a major difference in social presence perceptions
scores between participants who experienced the video AVI condition and participants who
experienced the textual condition. The small difference in perceptions of social presence within
the conditions in the SA sample was surprising as the participants in the textual group reported
high social presence perceptions scores despite not encountering the presence of another. From

the Social Presence Theory (Short et al., 1976), the presence of another is favourable for an

5> Based on this surprising finding, the researcher re-checked the data cleaning and analysis procedures. Following
a thorough check of the data, no faults were found and the scores of social presence perceptions amongst the video

and textual AVI stimulus conditions remained the same.
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interaction. Given that participants in the text group experienced desirable levels of social
presence, the meaningfulness of presenting video stimuli in digital interviews should be
questioned. Based on the study findings in the SA sample, it is evident that video AVI stimuli,
such as a video-based introduction to the organisation and video-based interview questions,
demonstrated greater social presence than textual stimuli. However, including video stimuli in
a digital interview presents various added costs and considerations to the organisation. In the
current study, for example, Amazon Web Services was used as a host site for the video stimuli.
If the study was conducted on a larger scale, the researcher would have acquired additional
costs for data usage. Furthermore, hiring or purchasing a good quality camera to record the
stimuli may prove to be costly to the organisation. In contrast, text-based AVIs promote
simplicity and ease of use. For instance, by utilising textual stimuli, organisational practitioners
will not have to consider the possibility of unequal access to the video stimuli amongst
applicants, especially in developing countries. Furthermore, organisational practitioners will
not have to account for potential buffering effects. However, the advantages of utilising video
stimuli should not be ignored.

Perhaps individuals are accustomed to text in technology mediated assessments as they
are quicker to read and demonstrate more explicit cues about what to do. For instance, textual
stimuli contain no noisy signals and cues such as verbal and non-verbal communication, which
applicants may use to gather information and manage impressions (Dipboye et al., 2012).
Therefore, it seems that using video-based stimuli in AVIs may not be more beneficial than
using text-based stimuli in terms of applicants’ perceptions of social presence.

The fact that participants in the AVI, who viewed a text-based introduction to the
organisation and question formatting, had equal degrees of social presence perceptions as those
who saw a video-based introduction to the organization, could be due to personal design
preferences (Lukacik et al., 2020). For instance, in the case where individuals preferred text to
videos, a lack of presence of another may not have considerably affected their overall
perception of social presence. Based on the results, participants’ design preferences appeared
to be dispersed regarding text and video based AVI designs.

The results suggest that the overall perceptions of social presence were higher amongst
SA respondents, given that SA respondents rated the same video interview as higher in social
presence compared to USA respondents. A possible explanation for the higher perceptions of
social presence amongst South Africans is that fewer participants in the South African sample
had previously taken part in an AVI, compared to the USA sample, where it appears that a

substantial number of participants had prior AVI experience. As a result, prior AV experience
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may have influenced participants’ perceptions of social presence based on the AVI design they
had previously been exposed to, implying that prior AVI experience may affect applicants’
reactions in an AVI (Suen et al., 2019).

It should also be noted that although the AVI video stimulus was recorded using 1080p
screen resolution, the data collected from both samples suggested that several participants
observed the video stimulus at a lower screen resolution. A potential explanation for this is that
participants utilised different devices to take part in the digital interview, and older models of
certain devices could only display videos at a lower resolution (Bridgeman et al., 2003). To
account for this unexpected finding, the researcher investigated if resolution affected
applicants’ social presence perceptions. Based on the results, there appeared to be no significant
effect of resolution on applicant social presence perceptions. Therefore, differences in screen

resolution did not affect participants’ perceptions of social presence in the AVIL.

5.1.2 Individual Differences

Results suggest that the effect of AVI stimulus format (video vs text) on perceptions of
social presence amongst respondents may not depend on applicants’ social presence
preferences and affinity for technology. In this study, the first individual difference
characteristic the researcher measured was applicants’ social presence preferences. To
recapitulate, social presence preferences refer to individuals’ desire to feel social presence in
interactions. Regarding social interactions, previous research highlighted that individuals who
value social interactions may value a high sense of social presence in a virtual interaction, and
individuals who are unsociable may have a lower desire to feel social presence in an interaction
(Cortese & Seo, 2012). Therefore, it was expected that individuals’ social presence preferences
would affect participants’ perceptions of social presence in an AVI. However, the results
suggest that applicants’ social presence perceptions of the AVI experience did not, in fact,
depend on applicants’ social presence preferences.

Organisational practitioners should take applicants’ social presence preferences into
consideration. A notable finding from the results was that majority of participants from both
the SA and USA sample appeared to demonstrate fairly high social presence preferences scores,
suggesting that majority of participants had a high desire to feel social presence in the AVI.
This finding serves to inform organisational practitioners about applicants’ preferences when

partaking in a digital interview.
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The second individual difference characteristic the researcher measured was applicants’
affinity for technology. As mentioned earlier, affinity for technology is associated with
individuals’ acceptance of technological advancements (Basch et al., 2020). Previous research
highlighted that individuals who accept technological advancements tend to be drawn towards
technological interaction, and as a result, are inclined to have more positive experiences when
utilising new technologies than those with a lower affinity for technology (Basch et al., 2020;
Jin & Divitini, 2020). Supporting this idea, the Technology Acceptance Model (1989) suggests
that individuals who perceive the technology to be useful will value its features. Therefore, it
was expected that the applicants’ perceptions of social presence in the text and video AVI
conditions would depend on their technology affinity. Although the results confirmed that the
applicants differed in their affinity for technology, the results also suggest that their perceptions
of social presence in the AVI did not depend on their technology affinity.

In line with the findings on the applicants’ affinity for technology, the results suggest
that differences in affinity for technology between respondents in the SA sample USA sample
were relatively small. This finding is surprising because South Africa is a developing country
and exposure to technology varies; as such, it was expected that participants from the SA
sample would demonstrated a lower affinity for technology than participants from the USA
(Foxcroft & Roodt, 2006). A potential explanation for the similar affinity for technology scores
amongst both samples may be related to the age of participants (Jin & Divitini, 2020). For
instance, the average age of participants from the American sample was higher than the average
age of participants in the South African sample. Therefore, the younger participants in the SA
sample may have been more familiar with new technologies.

To sum up, the current study demonstrated that the use of video AVI stimuli may not
enhance perceptions of social presence amongst applicants, while the use of text-based AVIs
may be more beneficial to the organisation. Furthermore, the researcher found that individual
difference characteristics, such as social presence preferences and affinity for technology, did

not affect participants’ social presence perceptions of the AVI.

5.2 Implications for Theory

These results have various theoretical implications. First, the researcher contributed to
the body of knowledge by providing an understanding into the effect of AVI stimulus format
on applicant reactions. The current AVI literature was found to focus on the difference in
applicant perceptions between traditional interviews and AVIs, drawing attention to how
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artificial intelligence software can be utilised to extract non-verbal behaviours from individuals
who participate in an AVI (Basch et al., 2020; Hickman et al., 2021; Melchers et al., 2021,
Suen et al., 2020). However, previous research overlooked the fact that AVIs differ due to
unique design characteristics. Exploring the impact of AVI stimulus format on applicant
reactions enriches the understanding of individuals’ perceptions of AVIs. Results have shown
that video-based AVI stimuli, such as video based company introductions and interview
questions, may not enhance applicants’ perceptions of social presence. These results disconfirm
Lukacik et al.’s (2020) proposition.

Second, the present study makes a unique contribution to Social Presence Theory (Short
et al., 1976) literature by extending the theory in an asynchronous interview context. Earlier
studies (e.g., Basch et al., 2020) which utilise social presence theory focus mainly on
synchronous interactions that include telephonic and video conference interactions. By
extending the Social Presence Theory (Short et al., 1976) to an asynchronous setting, the
researcher demonstrated that the theory can be applied in an asynchronous context in South
Africa.

5.3 Practical Implications®

The current study offers various implications for individual and organisational practice.
Since using video instructions and question formatting instead of text did not enhance
applicants’ perceptions of social presence in this study, the use of video in AVIs (as suggested
by Lukacik et al., 2020) is questioned. The use of text based stimuli promotes ease of use and
a reduction in costs; as such, costs related to technology-based assessments should not be
underestimated (Tippins, 2015). Organisational practitioners must therefore weigh up the
perceived benefits of similar applicant reactions in terms of social presence with other

considerations like applicants’ justice perceptions (McCarthy et al., 2017). It is suggested that

® As a value add to the study, the researcher offered participants the opportunity to receive a
feedback report based on their interview performance. The feedback report included details
regarding how participants performed in the interview in relation to four key competencies:
communication skills, leadership skills, team work skills and time work skills. Furthermore, in
the report, the researcher included developmental tips for the competencies that were measured.
Participants who opted to receive feedback reports would benefit from the tips on how to further

develop the competencies they may have received an undesirable score in.
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replication studies should be done to see if the effects are robust and if this recommendation
can be supported.

Majority of participants indicated that they desire a high sense of social presence in
virtual interactions. Therefore, in designing text-based stimuli, organisational practitioners
should include attributes that promote social presence. For example, an avatar welcoming
participants to the organisation could be included in the textual stimuli (Lukacik et al., 2020).
Furthermore, the researcher found that majority of participants did not have prior AVI
experience. Therefore, when setting up digital interviews, organisational practitioners should
consider providing applicants with a practice recording attempt to allow applicants to become
familiar with the software.

As this study was conducted based on two different samples in two different countries
(SA and USA), the generalisability and robustness of the study findings are addressed
(Highhouse, 2009).

The study contributes to theory by developing a social presence preferences scale that
future researchers can utilise. To the researcher’s knowledge, a social presence preferences
scale has not been previously developed. The development of this measure was an important
element in understanding individuals’ reactions in relation to their social presence preferences
in the AVI. Future researchers may benefit from this scale as it could be used to measure

applicants’ social presence preferences in a virtual reminder environment.

5.4 Limitations

Although the current study offers important theoretical and practical insights into the
use of AVIs, it is not without limitations. There are four limitations that should be addressed.
First, participants were exposed to a mock interview for a hypothetical job, rather than an actual
job, where a job offer depended on the outcome of the digital interview (Langer et al., 2017).
This may have limited the perceived stakes of the interview and may have negatively affected
participants’ motivation to perform in the AVI. Furthermore, questions still remain about
whether hypothetical scenarios can be generalised to the world of work, where there is more at
stake (Highhouse, 2009).

Second, the video interviewing platform required participants to have a stable internet
connection. However, it seems that some participants experienced buffering and connectivity
issues. Furthermore, certain individuals who were interested in the participating in the study

could not do so as they did not have a reliable internet connection in their residential area.
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However, utilising a leading digital interview platform mimicked a real-life job interview thus
ensuring high fidelity.

Third, generalisability in the South African sample may be limited to young adults
because participants were predominantly aged between 21 and 25; therefore, the results may
not be generalisable to older participants as the sample did not represent the population
(Highhouse, 2009; Rosenthal & Rosnow, 2008) However, the results of the current study are
highly relevant for use when conducting digital interviews for entry level positions.

Lastly, measurement issues could not receive sufficient attention in the present study as
both sample sizes were relatively small. However, as previously mentioned, previous studies
have confirmed the validity of the social presence perceptions scale and the affinity for

technology scale.

5.5 Directions for Future Research

Asynchronous video interviews offer numerous possibilities for future research. First,
it is suggested that future researchers conduct a field experiment in a real-life organisation, with
actual job applicants as participants. Utilising a real-life situation will ensure that the study
findings are generalisable as more will be at stake. For instance, exceptional performance in
the AVI could result in a potential job offer and participants may therefore provide more serious
responses.

Second, future research should consider exploring whether prior AVI experience acts
as a moderator to the way applicants perceive AVIs. For instance, if applicants had previously
taken part in an AVI, they may have expectations regarding the appearance and efficiency of
the AVI. Although the researcher collected this data, looking into prior AVI experience as a
moderator was beyond the scope of the current study.

Lastly, future research should consider using Gilliland’s (1993) model to explore
additional applicant reactions and behaviours. Examples of applicant reactions include
interview anxiety, applicant motivation to perform and impress on management (Lukacik et al.,
2020). Studies using a broader range of applicant reactions would benefit research and help to
further understand AVIs as a selection tool, while taking applicants’ reactions into

consideration.
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Chapter 6: Conclusion

AVIs are a recent development in interview technologies and have garnered
considerable attention from organisations. However, there is a lag in research regarding
applicants’ reactions to different AVI stimulus format. As such, it is important to consider
applicants’ reactions as they may be linked to applicants’ perception of the organisation. To
address this unexplored area, the two aims of this study were: (1) to explore how differences in
AVI stimulus format may impact applicant perceptions of social presence; and (2) to explore
how individual difference characteristics, such as affinity for technology and social presence
preferences, may impact applicant reactions.

To test the study hypotheses, a post-test only between-subjects experimental design,
was utilised. In this post-test, participants in the experimental group experienced video-stimuli
based AVI, whereas participants in the control group experienced textual-stimuli based AVI.
Participants in both groups completed a mock digital interview and were presented with a self-
report questionnaire that included social presence perceptions, affinity for technology and
social presence preferences measures. The study findings revealed that participants in the
experimental group had higher perceptions of social presence; however, this difference was not
substantial, with participants in the control group demonstrating relatively high perceptions of
social presence. Furthermore, the results indicated that applicants’ perceptions of social
presence in the AVI did not seem to relate to their social presence preferences and affinity for
technology. The findings of the present study may make a valuable practical and theoretical
contribution to AVI research by creating an understanding of how AVI stimulus format may

affect applicant reactions.
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Appendices
Appendix A: Introduction to the Organisation

Hello and welcome to your digital interview with Hooper. ’'m Zara and I'm
here helping out the Hooper recruitment team. We appreciate the time you have invested in
your Hooper application so far and we hope you find this next step in the process both
interesting and fun. If you are not that familiar with Hooper, we are a global company with
business operations in 60 countries on six continents. We are growing company filled with
energy and excitement. | get to work with a lot of very talented people every day and we all get
to work on interesting and challenging projects together.

Okay, so now let us move on to the interview and more about you. This digital interview
will help bring your resume to life. Have you ever done a digital interview before? If not, | just
want to share some helpful tips with you before you get started.

First, find a quiet place with good lighting where you will not be interrupted for at least
a half hour. Try to perform a quick test of your camera and sound.

Once you begin the interview, you will have 60 seconds to prepare a response to the
questions posed. Look at the top of your screen during the interview to see the timer. You will
be able to stop and start recording again, and you will have an unlimited number of retries, so
take your time recording each question.

And finally, do not worry about being too formal. Just try to be yourself, be honest and
straightforward. We want to get to know the real. You just might be the person we will get to
work with in the future. I will catch up with you again after you have finished recording.
Goodluck and I am Hooping for you!
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Interview Question

Dimension Measured

Describe a time when you had to collaborate
with others to succeed at a task. What was the
task you had to accomplish? What made the

collaboration successful?

Communication , Team work

Describe a situation where you had to
evaluate the risks, benefits, and potential
outcomes of a decision. For instance, buying
something  important,  investing in
something, starting a new project, etc. How
did you handle it? And what was the

outcome?

Critical thinking

Describe a time when you took the lead on a
group project. What was the project, how did
you behave as a leader, and what was the

outcome?

Leadership

How would you handle a situation where

your colleagues ignore your ideas and input?

Communication

How do you manage your time and prioritise

tasks?

Time management
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Appendix D: Cover Letter and Consent Form

Hi there N

What is this study about?
With the onset of the COVID-19 pandemic and the subsequent increase in remote
working, there has been an upsurge in the use of video interviews. At least 60% of hiring

managers make use of video interviewing technology. However, the upsurge in video interview

usage has not been matched by an equal amount of research. This study, therefore, aims to

tackle this gap by investigating how best to design digital interviews.

What is in it for you?

This is a good opportunity to practice your video interview skills at no cost. You will
also have the option to enter a raffle to win one of ten $25.00 vouchers once you have
completed this study. You will have to provide your email address at a later stage so that we
can contact you should you win a voucher. However, this is optional and up to you.

If you decide to participate in this study, you will be presented with five interview questions.
Using your laptop, desktop or mobile device's webcam and microphone, you will have to
record yourself answering the interview questions. After you have answered the questions, your
recordings will automatically upload to cloud storage. Your videos will be deleted once this
study has been completed. You will also be presented with several statements and asked to
provide your opinion about them after you have completed the video interview. The entire
process  should take you  approximately 25  minutes to  complete.

By selecting "Yes', you acknowledge your research rights below and agree to participate

in this study.

Your Research Rights

The University of Cape Town’s Commerce Faculty Ethics in Research Committee has
approved this study (REC 2021/07/019, REC 2021/07/020). There are no known risks or
dangers associated with this study. The information you provide will only be used as

aggregated data. Furthermore, your data will remain confidential and be stored securely on a


https://www.forbes.com/sites/carolinecastrillon/2020/04/14/heres-how-to-ace-your-next-video-interview/
https://www.forbes.com/sites/carolinecastrillon/2020/04/14/heres-how-to-ace-your-next-video-interview/
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cloud storage account. The researchers will be the only individuals who know the password to

this account.

Please note that this study will not influence your current or future employment
opportunities.

This study is voluntary, and you may withdraw from it at any time.

By selecting "Yes', you agree to participate in this study.

If you do not want to participate in this study, you can close this window.

If you want a copy of this consent form, or if you have any questions, please feel free to

contact the researchers via e-mail at ptlahm005@myuct.ac.za (Ahmed Patel) or

ebrfar011@myuct.ac.za (Farheen Ebrahim), or our supervisor, Professor Francois De Kock

at francois.dekock@uct.ac.za.
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Appendix E: Data Management Plan

Designing Semi-Automated Video Interviews: Do Preferences and Technology
Affinity Matter?

A Data Management Plan created using DMPRoadmap

Creator: Farheen Ebrahim

Affiliation: University of Cape Town

Template: University of Cape Town

Last modified: 17-06-2021

DATA MANAGEMENT PLAN DECLARATION

| have not previously created a DMP.

1. PERSONAL AND PROJECT DETAILS

PERSONAL DETAILS

Farheen Ebrahim

EBRFAR011

Master of Industrial and Organisational Psychology

Cell: 0712563646

EBRFARO11@myuct.ac.za

febrahim19@gmail.com

PROJECT TITLE

Designing Semi-Automated Video Interviews: Do Preferences and Technology
Affinity Matter?

Principal researcher: Farheen Ebrahim

Co-researcher: Ahmed Patel (PTLAHMO05@myuct.ac.za)

STATUS OF APPLICANT

¢ Master student

NAME OF SUPERVISOR
Francois De Kock
francois.dekock@uct.ac.za
DEPARTMENT
Management Studies

2. DATA STORAGE
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DATASET SIZE
¢ Between 200 GB and 1TB

DATA VOLUME/STORAGE REQUIREMENTS

Data will be stored on the researchers Qualtrics and mylnterview accounts. If needed,
UCT Netstorage will be utilised.

DATA SECURITY

¢ | intend to collect confidential data.

Participants will be required to record and submit videos before completing the study
questionnaire. These videos will be stored on the mylnterview platform. The study
questionnaire will not contain identifiable information.

3. METADATA

The interview and survey data will be accompanied by keywords and a short description
taken from the researcher’s methods section to provide others with the necessary descriptive
information needed to make sense of the data.

4. BUDGET

RELEVANT COSTS

The myInterview platform will cost $200 dollars to utilise for two months. The

researcher’s supervisor will assist with funding for this platform.
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Appendix F: Study Measures

Social Presence Perceptions
Social presence perceptions were measured using the 4-item measure developed by
Short et al. (1976). Participants were asked how they would describe the interview
communication media on a 7-point semantic differential scale including the following pairs:
Impersonal (without involving

_ Personal (involving personal feelings)
personal feelings)

©) ©) O O (@] O @)
Insensitive (without showing concern for Sensitive
other’s feelings) (Showing concern for other’s feelings)
@) O O (©] @) (©] (@]
Cold (unfriendly) Warm (friendly)
(@] (@] O O O O (@]
Passive (Compliant) Active (Assertive)
(@] O O @] @] @] (@]

Social Presence Preferences
In an automated video interview, we use different media (for example, video, audio and
text) to provide instructions and ask questions. How would you prefer the communication
media in automated video interviews to be presented?
Impersonal (without involving personal ) _ _
) Personal (involving personal feelings)
feelings)

O (@) o o @) ©] @)

Insensitive o
' ' Sensitive
(without showing concern for other’s ) )
] (Showing concern for other’s feelings)
feelings)

O O @) @) ©] @) @)
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Cold (unfriendly) Warm (friendly)
O (@] @] @] O @] (@]
Passive (Compliant) Active (Assertive)
(@] O @] @] O @] @]

Affinity for Technology

Affinity for technology was measured using a 10-item scale of Edison and Geissler
(2003). Participants were required to rate the extent to which they agree with each item on a 7-
point Likert scale (1 = strongly agree, 7 = strongly disagree). Items included:

1. Technology is my friend ...

2. | enjoy learning new computer programs and hearing about new technologies.

3. People expect me to know about technology and I don’t want to let them down.

4. If I am given an assignment that requires that | learn to use a new program or how to use a
machine, | usually succeed.

5. I relate well to technology and machines.

6. | am comfortable learning new technology.

7. 1 know how to deal with technological malfunctions or problems.

8. Solving a technological problem seems like a fun challenge.

9. I find most technology easy to learn.

10. | feel as up-to-date on technology as my peers.

Demographic Information Questionnaire
Please answer all of the following.
1. Please state your age.
Click or tap here to enter text.
2. Please state your gender.
Choose an item.

If Other, please feel free to specify here.
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3. Which country do you reside in?
Click or tap here to enter text.

4. What is your employment status?
Choose an item.

5. What is your occupation and job level?

E.g., intern, entry level, associate, junior/senior manager, director, CFO, COO, Vice
President, CEO, owner
Click or tap here to enter text.
6. What device are you currently using?
Choose an item.
7. Which country are you from?
Click or tap here to enter text.

8. Have you previously undertaken any form of video interview? If yes, please specify
which type e.g., synchronous video interview, asynchronous video interview or
unsure.

Choose an item.
Choose an item.
9. What time is it?
Click or tap here to enter text.
10. Within the workplace, would you describe yourself as an extrovert or introvert?

Choose an item.
If there are any comments you would like to make, please feel free to do so in the
box below.

Click or tap here to enter text.

Thank you for your time!
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Appendix G: Validation of Social Presence Preferences Scale

The researcher developed a social presence preferences scale. An exploratory factor
analysis was performed on the data from both the SA and USA sample to assess the Social
Presence Preferences scale that the researcher developed. A principal axis factor analysis was
conducted on the 4 items. The Kaiser-Meyer-Olkin (KMO) value verified the sampling
adequacy for the model, KMO= .844. A KMO value of .844 suggests that factor analysis can
be performed on the data set (KMO > .50), based on guidelines by Field (2017). An analysis
was run to obtain eigenvalues for each factor in the data set (Costello & Osborne, 2005). One
factors had an eigenvalue above Kaiser’s criterion of 1, and explained 88.23% of the variance
in the questionnaire. Based on the factor matrix, it is evident that all four items loaded onto the
first factor. Therefore, it can be concluded that the Social Presence Preferences scale

demonstrates uni-dimensionality (Slocum-Gori & Zumbo, 2011).

Table G1
Exploratory Factor Analysis: KMO and Bartlett’s Test

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .844

Approx. Chi-Square 1033.514
Bartlett's Test of Sphericity df 6
Sig. .000

Table G2

Exploratory Factor Analysis: Variance Explained

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
% of Cumulative % of Cumulative
Factor  Total Variance % Total Variance %
1 3.529 88.230 88.230 3.382 84.548 84.548
2 251 6.271 94.500
3 .160 3.996 98.496
‘ .060 1.504 100.000

Extraction Method: Principal Axis Factoring.



Table G3

Exploratory Factor Analysis: Factor Matrix

Factor Matrixa

Factor
1
sppl 904
spp2 971
spp3 955
spp4 843

Extraction Method: Principal Axis Factoring.

a. 1 factors extracted. 5 iterations required.
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